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Abstract 
The purpose of this study was Identifying and prioritization of factors affecting on development of online 

purchase of sport goods by physical education students in Ardebil province. The research method is survey and 

is applied in terms of purpose. Statistical population was physical education students in Ardebil province, from 

which 206 people were selected based on Morgan table and random cluster sampling. The reliability of the 

questionnaire was 0.84. Factor analysis were used to analyze the data. Exploratory factor analysis revealed that 

59.54% of the total variances of the eight factors. The Results showed that all factors have a significant impact 

on the development of online shopping for sport goods. Also prioritizing factors according to Friedman method 

are: customers' perception of purchase, technology, purchase process, purchase risk, characteristics of sports 

goods and characteristics of customers, respectively. Therefore, it can be concluded that by improving the 

situation and creating the Internet infrastructure and focusing on the factors affecting the development of online 

shopping for sports goods, customers can be more directed to online shopping. 
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1. Introduction 
The sports industry has become rapidly globalized and its scope has expanded everywhere and expanded 

worldwide for use by billions of people (Funk et al., 2009).The importance of sports for the economy is 

increasing every day, so that sports has become one of the most profitable economic sectors. The production 

of sports equipment is currently one of the important industrial fields with various subcategories and its scope 

is expanding day by day. Important economic sectors such as sports tourism, sports companies and centers, 

organization of large sports conferences, marketing industry, entertainment, advertising, sports clubs and 

finally sports itself are among the most important economic areas that are related to sports. Orientation towards 

the market and achieving success in the shadow of such orientation is currently one of the most important goals 

of sports. The consequence of this process is the greater integration of sports with the economy in various 

forms. This integration has made the economics of sports more important (Rahwalna et al., 2013). 

In recent decades, the purchase decision process has been widely studied and investigated. The main issue in 

the body of this knowledge is that consumer choices can be described from a rational point of view, while a 

choice is made after carefully examining the different aspects of the product and considering its various 

alternatives (Versky and Kahneman, 1974). Many researchers have provided several conceptual definitions of 

impulse buying. Piron (1991) reviewed the previous definitions and concluded that none of them fully define 

this interesting and complex phenomenon. He determined thirteen dimensions from other researchers' 

definitions that were common to impulse buying. Then he integrated these dimensions and presented a short 

definition of impulse buying as follows: "Impulse buying is a kind of unplanned purchase, it is the result of 
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encountering stimuli and it is decided on the spot, and after the purchase, the buyer has emotional reactions. or 

experiences cognition" (Nazari and Baghdadi, 2012). 

Today, the slow pace of Internet business growth in many fields in the country is felt more and more, and the 

field of sports and buying and selling of sports goods is one of them. Considering the nascent nature of the 

online shopping phenomenon in Iran and the large volume of buying and selling all over the world, as well as 

the distance factor for not buying in person, as well as the provision of sports products in a place other than the 

residence of students and the absence or lack of products in the place of residence, it is obvious that the 

investigation Factors affecting the intention of internet buyers can help to identify the possible reasons for 

people's acceptance of this method. (Jafarpour and Rahman Sarasht, 2008). Considering the newness, 

importance and the growing development of the culture of online shopping (especially sports goods) in the 

country and especially in Ardabil province, it is obvious that the investigation of the effective factors in online 

shopping of sports goods can help to identify the possible reasons for people's acceptance of this method and 

its development. . Therefore, the researcher decided to study and investigate the factors affecting the online 

purchase of sports goods by physical education students of Ardabil province. Therefore, in this research, we 

seek to answer the following questions:1.What factors affect the online purchase of sports goods by physical 

education students of Ardabil province? 

2. According to physical education students of Ardabil province, what are the factors influencing the online 

purchase of sports goods? 

2. Methodology 
The present research is of a survey type in terms of practical purpose and in terms of descriptive-analytical 

method, the information of which was collected by field method and using a questionnaire. In this study, the 

physical education students of Ardabil province were considered as a statistical population, which according 

to the statistics of the universities of Ardabil province, there were approximately 500 people, and out of this 

number, 206 people who have the experience of shopping on the Internet, were selected using Morgan's table 

by random cluster sampling method. Finally, 50 students were randomly selected from the North cluster, 125 

students from the Center cluster, and 31 physical education students from the South cluster. The data collection 

of this research was done in the period of February and March of 1400 using a questionnaire. In addition, the 

face validity of the questionnaire has been confirmed based on the opinion of 10 sports management experts, 

and its content validity has also been calculated based on the Lavoshi model (CVI = 0.86). Descriptive and 

inferential statistics were used for statistical analysis of research data using SPSS software. Information was 

provided to the researcher through a questionnaire. 

The analysis of the data of this research at the level of descriptive statistics for the characteristics of the people 

of the statistical community by displaying data, drawing graphs and frequency, etc.and at the level of inferential 

statistics to check the reliability and validity of the items, Cronbach's alpha was used, which Cronbach's alpha 

was (1.84) And in order to analyze the data from the statistical methods of the Kolmogorov-Smirnov test to 

check the normality of the data, in addition, in order to test the research questions from the T-Tech test, a 

sample at the significance level (p<0.05) using SPSS software for the difference Between the mean of the 

sample and the assumed mean of the population was used. Therefore, index number three was used as owner 

number for comparison. Also, Friedman's statistical test was used to prioritize the elements, and factor analysis 

test was used to identify the factors affecting online shopping. 

3. Results 

According to the obtained information, the total number of students was 206, of which 39.8% were men and 

60.2% were women. On the other hand, approximately 53% of the samples were single and 47% were married. 

People with bachelor's education had the highest percentage with 67.3% and people with doctoral education 

had the lowest percentage with 2.4%.Also, most of the Guyanese respondents (48.1%) were between 21 and 

25 years old, and the least number of 2.4% were over 40 years old. Most of the participants' use of computer 

and internet was moderate (53.4%) and 13.8% was low.The value of Keyser-Meier-Elkin test for twenty-five 

subscales related to effective factors in online shopping was equal to 0.722, which shows that these data are 

suitable for factor analysis. Table (1) shows the results of the Bartlett and Keyser-Meyer-Elkin tests. This table 
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shows that the sample size for analysis is proportional (KMO=0.722) and Bartlett's sphericity test is statistically 

significant (P=0.000), which indicates the correlation between variables. 

Table 1 . Bartlett and Keyser-Meyer-Elkin test results (main model fit indices) 

Variable   

Measuring the adequacy of the 

sample 

*KMO test  to check the proportionality of the hsample size 0/722 

Bartiett's test(to check the 

correct separation of factors) 

Khy two 214/505 

Free Degree 15 

The level of meaning have 0/000 

* At the level (<0.7KMO) is significant. 

 
The main indicators of model fit all indicate the fit and appropriateness of a model for investigating the 

relationships between variables. 

4. Discussion and Conclusion 
Sources The aim of this research was to identify and prioritize the effective factors in the online purchase of 

sports products by physical education students of Ardabil province. The results of the present research showed 

that the factors influencing online shopping of sports goods were 6 categories of factors, namely the purchase 

process, characteristics of sports goods, customer characteristics, purchase risk, customers' understanding of 

the purchase, and technology. Examining the results of the research indicates that the factor of customers' 

understanding of online shopping was one of the important factors influencing online shopping according to 

the view of physical education students of universities in Ardabil province, and it was placed in the first priority 

in the prioritization method of Friedman's test. 

The findings of the present research are consistent with the researches of Elfat et al. (2013), Ansar et al. (2014), 

Mohammadi et al. (2015), and Andrews and Bianchi (2013), who showed that customers' perception of online 

shopping for sports goods is one of the influencing factors for online shopping of sports goods. It is suggested 

that managers take the necessary measures to improve the quality of their products by creating a comprehensive 

quality control system and an internet website through which they can ask consumers' opinions about the 

quality of their products. 
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