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ABSTRACT 
This study aims to survey the role of corporate image on “Purchase intention with the 
Intermediation of Word of Mouth Advertising”. Customers shopping from sport equipment 
manufacturers are considered as the statistical population of the research and questionnaire is our 
data gathering tool. Convenience sampling method is used to choose the statistical population 
and 100 customers totally cover the data of the research. To analyze the data from SPSS and 
LISREL softwares are used. At the first, the desirability of variables and their indexes is 
examined using one sample t-test, and the relation between variables is confirmed using 
correlation and t-test route coefficient. Using LISREL, confirmatory factor analysis and 
structural equations, the research studies a model test and the fit indexes finally predicates the 
model’s appropriate processing. The results confirm the claim that corporate image has a 
positive significant effect on customer intention to buy as well as word-of-mouth advertising. 
Other results of the research show that product image and its functional picture has a positive 
significant effect on word-of-mouth advertising. The word t-to-mouth advertising has a 
balancing effect on purchase intention of the customers. 
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INTRODUCTION 

 
 Endeavoring to improve their competitive situation, many companies presented company introduction plans 
as a way to reinforce or even change their corporate image during 90s. Widely introduction of new logos, the 
number of companies changed their names and effloresce of design industry in that decade, are all evidences to 
the claim (Lin, 2010). On the other hand, today’s word-of-mouth advertising (oral advertisements) is considered 
very important by marketers. The important role of word of mouth advertising in forming attitudes, in the field 
of decision making to buy and also reduction the risk related to customer buying decisions is presented (Bannon, 
2005). Each corporate intentionally or unintentionally remains an image in every customer’s mind and the 
image is based on the customers understanding of actions, functions and special programs of the corporate as 
well as the industry and country of the origin of the corporate. It extensively impresses the customers’ behavior 
and reaction against the company’s actions, related issues and its products. The enterprise image allows the 
customers to better understand the products offered by specific companies and having more discounts for their 
uncertainty while deciding to buy (Robertson, 1986). A research done by Martino in 1965 showed that corporate 
image is due to people understanding, feelings and perceptions of the company. The image is a combination of 
function and feelings of customers influencing their intention to buy the company’s products (Martineau, 1965).  
In 2009, Chattananon expressed that the corporate image was formed by attitudes, feelings and public 
perception of company’s behavior. People may tend to define the corporate image using personal factors and the 
company itself; however the image includes different aspects. Yuli et al mentioned just two years later that the 
corporate picture depends on the individual opinions, feelings and previous experience from the company and it 
is a subjective concept perceived as a result of a series of processes (Chattananon, 2009). In 1985, Grey 
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mentioned that the corporate image is more than what is perceived form public psychology. So the organizations 
need to know and identify their audiences and to use proper communication policy while behaving and dealing 
with each of these groups. The corporate image is not the result of a single attitude of the majority, but a result 
of the each attitude developed in minds of everyone closely related to the company and audiences form both 
inside and outside of the organization. Gray considers the internal contacts of the organization as the personnel. 
The image formed by personnel inside of the organization is steepen to the society and broadcasted all around 
with its wave-like effect (Gray, 1968). From his perspective; the outside contacts include the society, customers, 
suppliers, investors, media and the government (Lin, 2010). 
 Most scientists account the corporate image as the result of customer’s perception. In 2006, Tsiotsou 
consider the corporate image as the company’s schema among the public. The company can improve the 
customers’ perception about the corporate using its image and use the corporate image as a strategy to an 
effective communicative buying in order to enhance their position in customers’ formats (Tsiotsou, 2006). 
 
1.1 Principles of Corporate Image: 
 The literature of corporate image has developed important elements of institutional image, product image 
and functional image. The principles are related to purchase intention. Walter (1987) has considered the 
customers’ need and analyzed the corporate image categorizing it in three groups:Institutional Image: is an 
image considering the customers as a member of the society and consists of overall image and store 
image.Product Image: is an image demonstrating on the customers’ perception of the products and consists of 
product and brand images and line-brand image. Functional Image: is an image formed from the operational 
activities of the company and consists services image, advertising image and price image (Walters, 1978). 
 
1.2 Word-of-mouth Advertising: 
 Nowadays word of mouth advertising is developing very fast. It is considered as a common tool of 
marketing and advertising with its efficiency obvious on relationship marketing. Word of mouth advertising is 
defined as: “An activity in which each customer transmits the marketing information about the products and 
services to another one”, or “an organization effort to encourage, simplify and expand marketing information 
among the customers”.There has been so much attention to academic and executive aspects of word of mouth 
advertising in recent decades. The term “word of mouth” was first published by “William White” about 40 years 
ago during a classic study on marketing in Fortune Magazine. However social networks studies have been 
discussed in sociology, it is noticed by marketing researchers in recent years due to discovering its obvious 
effects on customer behavior (Moutinho, 1987). In the early 1950s the researchers showed that people 
conversations and information transmission among them not only influenced on customer choices and shopping 
behaviors, but also formed customers’ expectations. The researchers expressed the word of mouth advertising as 
the verbal communications behavior related to the brand, product or specific services among people (Arndt, 
1967). Form the polls recently made in Iran, it can be concluded that in spite of the entrance of modern 
technologies and advanced equipments, traditional tools such as IRIB (Islamic Republic of Iran Broadcasting), 
press and above all word of mouth advertising (family, friends and relatives) are still the most effective way to 
advertise products and services, so that the three methods alone play about 80 percent roles on decision making 
of Iranian customers while shopping. In 1995 Gleb and Johnson suggested that information communications and 
online exchanges (exchanges via the internet) can also be categorized as a kind of word of mouth advertising 
called online word of mouth advertising. According to Biotel theory (1998), word of mouth advertising is not 
necessarily related to face to face status. It can be developed through encouraging or via internet (Gelb, 1995).  
 
1.3 Purchase intention: 
 Purchase intention is one of the major concepts studied in marketing literature having a common usage in 
consumptive researches with different aims (such as the concept of new product, transcription tests, tracking 
studies and classification). It also covers a broad range of products and services. The customer’s purchase 
intention depends on the behavior of the specific exchange developed after consumers’ or customers’ overall 
evaluation of a product. Purchase intention is a perceptual reaction obtained from an individual attitude toward a 
subject.  It means that the customer purchase intention is formed from an evaluation of the products or the 
attitude toward a brand with the factor of combined external stimuli (Kalwani, 1982).  The marketing 
researchers are interested in the purchase intention raised from its relationship with customer behavior. There 
are several studies reporting a positive correlation between purchase intention and customer behavior (Luo, 
2002). The marketing managers also focus on customers’ purchase intention in order to forecast the sales of 
existing or new products and services. The data of purchase intention can help marketing managers to marketing 
decision makings related to product (existing or new) demand, segmenting the market and promotional 
strategies (Tsiotsou, 2006). The purchase intention implies the possibility that customers buy a specific brand 
from a product category while purchasing (Crosno, 2009). The research endeavors to study the effect of sport 
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companys’ corporate images on customers’ purchase intentions mediated by word of mouth advertising and to 
answer the following questions: 
1. Does corporate image have a positive significant effect on customers purchase intentions in sport 
companies? 
2. Does corporate image have a positive significant effect on word of mouth advertising in sport companies? 
3. Does word of mouth advertising have a positive significant effect on customers purchase intentions in sport 
companies? 
 
Methodology: 
 The research is applied and ex post facto respectively from aim and nature point of view. In applied studies, 
the theories, laws, principles and techniques codified for basic researches are used to solve real administrative 
issues, while ex post facto researches discuss about the effects of some factors one the others  and a causal 
relationship is used in its structure. The statistical methods used in the research includes correlation test, 
Kolmogorov-Smirnov test, one sample –test, T-test, Structural equation model and confirmatory factor analysis. 
 Data collection methods are generally classified into two groups of field and library methods. In this study, 
library and filed methods are used to collect respectively literature and questions of the research. In each 
research, the researcher is able to use a variety of tools to collect record and retain the data and information. The 
standard questionnaires are major tools used here to collect the information. It includes 18 questions in three 
sections. The first section obtained from developed questions of Walters and Paul in 1978 includes 11 questions 
which are designed based on the customers’ understanding level of corporate image (Walters, 1978). The second 
section includes 4 questions obtained from travel agencies to measure customer’s level of understanding of word 
of mouth advertising. The questions were designed by Zeithaml et al in 1996 (Zeithaml, 1996). The third section 
includes 3 question designed by Dodds et al in 1991 and measure customers’ purchase intention (Dodds, 1991).  
 
Table 1: Questions corrsponding to hypotheses of the resarch and stability of the uestionarrie. 

Components Cronbach’s alpha Number of questions Resource 

Corporate image 
Institutional image 0.77 3 

Walter and Paul, 
1978, page 44 

Product image 0.86 4 
Functional image 0.78 4 

Word-of-mouth 
advertising 

Word-of-mouth 
advertising 

0.91 4 
Zeithaml et 

al,1996,page 43 

Purchase intention Purchase intention 0.83 3 
Dodds et 

al,1991,page314 
Total of questions 18 

 
 The results from the above table show that all cronbach’s alpha are greater than the desired level and 
acceptable. If the variance of population and the parameter measured in previous researches is specified, then 
the researcher can use them to define a sample volume, otherwise, using primarily studies, he has estimate the 
variance of population and then to use it. Since the population was unlimited and some questionnaires were 
likely to be brought back, 150 questionnaires were sent in personal or by email and fax and finally 100 
questionnaires were gathered and analyzed.  
 
Results: 
 Different types of analyses are used to analyze the research data.  To analyze the data, we firstly check the 
hypothesis of data normality in each group using Kolmogorov-Smirnov Test. Then we use path analysis test 
using LISREL software in order to test the hypotheses of the research. 
 
Table 2: Kolmogorov-Smirnov Test, used to check the normality of research variables. 

Variable Number 
Kolmogorov-Smirnov 

Test 
Significance 

Corporate image 

Institutional image 250 2.12 0.12 
Product image 250 2.05 0.11 

Functional image 250 2.49 0.13 
Corporate image 250 2.19 0.12 

Word-of-mouth advertising 250 2.48 0.13 
Purchase intention 250 3.28 0.12 

 
 The results from the above table show that significance value of all the research’s variables are greater than 
the desired alpha value (0.05), so it is concluded that these variables follows the normality hypothesis. 
 Fit Indexes of Confirmatory Factor Analysis related to Three-Factor Model of Corporate image 
 
 
Table 3: Fit Indexes of Confirmatory Factor Analysis related to Three-Factor Model of Corporate image. 

Model Index 



30 

 

GFI AGFI CFI RMSEA Chi-Square/df X2 
3-Factor Model of Corporate image 0.88 0.82 0.95 0.06 2.81 89.87 

Goodness of Fit Index (GFI 0.8 to 0.9)  => Adjusted Goodness of Fit Index (AGFI 0.8)  => Comparative Fit Index (CFI 0.90 to 0.95) 
The Root Mean Square Error of Approximation (RMSEA 0.06 to 0.08) =< Chi-Square/df3) =< Chi-square (X2) 

 
 The results from the above table show that all indexes fit well and acceptably. So it can be said that the 
three-factor model of the enterprise image is very well at its factor structure in Iranian society. 
 Confirmatory Factor Analysis of Word-of-mouth Advertising 
 
Table 4: fitting assessment Indexes of Word-of-mouth Advertising Index. 

Model 
Index 

GFI AGFI CFI RMSEA Chi-Square/df X2 
Index of Word-of-mouth Advertising 0.95 0.83 0.97 0.06 3.68 7.37 

Goodness of Fit Index (GFI 0.8 to 0.9)  => Adjusted Goodness of Fit Index (AGFI 0.8)  => Comparative Fit Index (CFI 0.90 to 0.95) 
The Root Mean Square Error of Approximation (RMSEA 0.06 to 0.08) =< Chi-Square/df3) =< Chi-square (X2) 

 
 The results from the above table show that all indexes fit well and acceptably. So it can be said that the 
word of mouth index is very well at its factor structure in Iranian society. 
 Confirmatory Factor Analysis of purchase intention index 
 
 Table 5: fitting assessment of purchase intention index. 

Model 
Index 

GFI AGFI CFI RMSEA Chi-Square/df X2 
Purchase intention index 0.92 0.89 0.89 0.05 2.55 12.78 

Goodness of Fit Index (GFI 0.8 to 0.9)  => Adjusted Goodness of Fit Index (AGFI 0.8)  => Comparative Fit Index (CFI 0.90 to 0.95) 
The Root Mean Square Error of Approximation (RMSEA 0.06 to 0.08) =< Chi-Square/df3) =< Chi-square (X2) 

 
 The results from the above table show that all indexes fit well and acceptably. So it can be said that the 
purchase intention index is very well at its factor structure in Iranian society. 
 
Study of Research variables Utility: 
 The following table shows the results of one sample T-test to study the research variables utility. If the test 
is significant (Significance level of the P-value is less than 0.05) it is concluded that there is a significant 
difference between the mean and utility frontier, otherwise there is no difference between gained index mean 
and utility frontier, in the other words, the index utility is in average level. In the next step, the utility and 
disutility is specified through comparing the means.  In case of the index mean is greater than the utility frontier 
(3.40), it is included that the variable stands in a desired level. With the index mean less than the utility frontier 
(3.40), it is concluded that the variable stands in disutility level.  
 
Table 6: Descriptive indexes of the research variables.  

Variable Mean 
Standard 
deviation 

Mean 
difference 

T-Test 
Degrees of 
freedom 

Significance 
level of P-

value 
Test result 

Corporate 
image 

Institutional 
image 

3.75 0.89 0.35 6.211 249 0.001 Desirable 

Product image 4.13 0.53 0.73 21.582 249 0.001 Desirable 
Functional 

image 
3.95 0.63 0.55 13.950 249 0.001 Desirable 

Corporate 
image 

3.96 0.59 0.54 14.728 249 0.001 Desirable 

Word-of-mouth advertising 3.71 0.72 0.31 6.745 249 0.001 Desirable 
Purchase intention 3.81 0.72 0.41 9.098 249 0.001 Desirable 

 
 The results from the above table show that the variables of institutional, product, functional, corporate word 
of mouth and purchase intention images are all in a desired level. 
 
3.1 Research Questions Test: 
 T-test is used here in order to study the acceptability of path coefficient value. In T-test, the null hypothesis 
is represented as: the parameter (path coefficient) in that society is not significantly different from the zero. Or 
the society’s path coefficient equals to zero. If T-test value is between 1.96 to - 1.96, it shows that the parameter 
obtained in 0.05 level is not significantly different from the zero (which consequently cannot explain the 
changes of the dependant variable). If the t-value is not in this change interval (if it is greater or less than it), it 
means that in significance level of 0.05, the obtained parameter (path coefficient) value is different from zero 
(which consequently can explain the changes of the dependant variable). So if the t-value is between 2.58 to -
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2.58, then the parameter value obtained in 0.01 level is not significantly different from zero and is explained as 
above. 
 
 Table 7: Research Question Test 

Hypotheses Path coefficient Standard error T-value Significance 
Major Hypothesis: The effect between corporate 

image and customers purchase intention 
2.32 0.11 0.26 P</01 

Minor Hypothesis 1: The effect between corporate 
image and word-of-mouth advertising 

0.42 0.04 10.5 P</01 

1- A: The effect between institutional image and 
word-of-mouth advertising 

0.22 0.06 3.66 P</01 

1- B: The effect between product image and word-
of-mouth advertising 

0.17 0.04 4.25 P</01 

1- C: The effect between functional image and 
word-of-mouth advertising 

0.61 0.11 5.46 P</01 

Minor Hypothesis 2: The effect between word-of-
mouth advertising and customers purchase intention 

0.60 0.09 6.66 P</01 

 
Discussion and conclusion: 
 All the information gathered above was analyzed and statistical results were presented which is discussed in 
summary as following: The results of the research confirmed the claim that corporate image has a positive 
significant effect on the customers’ purchase intention.  It means that as one increases (decreases), the other also 
increases (decreases). The research by Moutinho (1987) showed the similar results. Another result of this 
research showed that corporate image has a positive significant effect on word of mouth advertising. It means 
that as one increases (decreases), the other also increases (decreases). The research by Rashid (2003), Koufaris 
and Hampton sosa (2004) and John Power et al (2005) showed the similar results.    
 The result of this research confirmed the claim that institutional image has a positive significant effect on 
word of mouth advertising. It means that as one increases (decreases), the other also increases (decreases). The 
research by Walter (1978), Long e lin (2010) showed the similar results.     
 The result of this research showed that product image has a positive significant effect on word of mouth 
advertising. The research by Leo (2002) showed the similar results. The result of this research confirmed the 
claim that functional image has a positive significant effect on word of mouth advertising. It means that as one 
increases (decreases), the other also increases (decreases). The research by Price and Fick (1984), Walter (1978) 
and Sin (2002) showed the similar results [21,8,22]. The result of this research confirmed the claim that word of 
mouth advertising has a balancing effect on the customers’ purchase intention. It means that as one increases 
(decreases), the other also increases (decreases). The research by Smith and Gath (1995), Kim and Patterson 
(2000) showed the similar results. 
 
Conclusion:  
 In general, and, according to our findings, since the corporate image of the company's interactions with 
customers affect, Companies should pay special attention to their image management. It is therefore important 
to provide an image of the company, it is necessary to understand the perceptions, expectations and needs of all 
customer groups attempt.  On the other hand, in today's competitive environment, the company's image, which 
have the potential to impact on trust and customer loyalty to the company. Customer confidence when it bigger 
to understand the company's reputation and image. 
 
6. Recommendations: 
 According to the results of this research, the following recommendations seem to be necessary and essential 
for future researches: 
1. Studying the effect of corporate image principles on purchase intention mediated by word of mouth 
advertising in manufacturing and services organizations and comparing their results with those of this research. 
2. Studying the effect of corporate image principles on purchase intention mediated by word of mouth 
advertising considering other mediating variables such as services quality. 
3. In the research, the questionnaire was used to collect the information. So the researchers are recommended 
to use other data collection tools such as interviewing with the customers in order to collect necessary 
information. 
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