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Abstract

The present study has studied the effect of advertising message on social network
on consumer motivation to buy goods (studied by users of Qazvin Instagram social
network). In conducting this research, we used the Aida advertising model, which is
one of the most effective models. The research method is applied in terms of objectives
and is descriptive-survey in terms of data collection. The size of the community is
considered unlimited. According to the size of the community, the Cochran's formula
was used. Based on the Cochran's formula, 384 men and women were selected as the
sample. The data collection tool was a questionnaire that by collecting this questionnaire
among the statistical sample, we collected our data. To determine the validity of the
guestionnaires in this study, the content validity method was used and the quantity and
quality of items were examined by experts. Cronbach's alpha method was used to
calculate the reliability of the questionnaire. Inferential statistics analysis was
performed with SPSS software and Nahlil results showed that there is a direct and
significant relationship between advertising and consumer persuasion and all
hypotheses of the research were confirmed.
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