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Abstract

This study aimed to investigate the effect of the Instagram
Received: social network on athletes' mental conflict. The research

method is descriptive-correlational, and the statistical
27 Jul 2020 population of research includes all athletes who were the

consumers of sport goods. In the present study, 384
questionnaires were collected and analyzed online on Press
Online Site. To collect data, a researcher-made questionnaire
28 Oct 2020 consisting of 23 questions, the formal and content validity of
which were examined using the opinion of several professors
and its convergent and divergent validity using confirmatory
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Keywords: factor analysis, as well as the internal similarity of questionnaire
Social Media, with Cronbach's alpha was confirmed. Descriptive statistics and
Instagram, structural equation modeling were used to analyze the
Mental suitability of research model. The results showed that the
Conflict, Instagram social network predicted -¥syof the mental conflict
Athletes changes in a positive and significant way. Therefore, this

direction's high capability of social media space will be very
effective in designing with appropriate scientific framework.
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Also, taking advantage of opportunities generated by this new
medium requires a deeper knowledge of how customers
engage with different types of media and what they ultimately

bring to the brand.

Extended Abstract

Abstract

Despite all the efforts made on the
relationship between social networks
and various fields including sports
abroad, there are still many untapped
fields, especially inside the country,
that should be paid (1). Given the
vastness of virtual networks, it is
necessary to examine their adverse
effects in individual and psychological
aspects so that their adverse effects can
be properly monitored (2). Realizing the
effect of virtual networks on athletes’
mental engagement (AME) can be
helpful to create scientific evidence in
this area and necessary concerns to
control the use of virtual networks. In
other words, understanding the effects
of wvirtual networks on AME can
improve the need to pay attention to
how people use virtual networks. On
the other hand, due to the importance
of athletes' performance in sports
environments, the results of the
present study could be used to improve
the psychological performance of
athletes in sports environments and
enjoy all their capacities indicating their
sports skills. Therefore, the aim of the
current study was to investigate the
effect of virtual networks on AME.
Material and Methods

In this applied, descriptive-correlational
and cross-sectional study,

the statistical population included all
professional athletes who were active
in different sports leagues and bought
sports goods for one time. Different
researchers have various views and
opinions about sample size in structural
equations. Some believe that the
sample size should be estimated based
on the parameters in the model so that
the sample size can be estimated for an
obvious variable, meaning that for each
explicit variable, a minimum of five
samples and a maximum of twenty
samples are appropriate. Bumsa and
Hoagland (2001) and Klein (2010)
believe that as a general rule, in most
cases the sample size in structural
equations should be exceeded 200
samples (Mansouri, 2018). Due to the
limitations of the current study in
selecting the samples (only athletes),
384 questionnaires were collected and
analyzed online on the online site. First,
the questionnaire was designed online
and then collected through the
Telegram  social network.  This
researcher-made guestionnaire
consisted of 23 questions extracted
according to the theoretical
foundations of the research and scored
based on the five-option Likert scale
from strongly disagree (1) to strongly
agree (5). The face and content validity
of the wused questionnaire was
confirmed by several university
professors.
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Results

Describing the demographic
characteristics of the studied samples
showed that 40.8 and 59.2% of athletes
were female and male, aged 17-58
years with a mean age of 32.84 years,
respectively. Moreover, it was found
that 55.9 and 44.1% of them were
single and married, respectively. In
addition, 16.3, 18.5, 38, 24 and 3.3% of
the studied athletes had a diploma and
under diploma, associate’s degree,
bachelor's degree, master's degree and
doctorate.

The results indicated that virtual
networks had an effect of 0.671 on
AME. Therefore, it will be highly
effective if virtual networks are
designed based on an appropriate
scientific framework. Besides, taking
advantage of the opportunities arising
from this new medium requires a
deeper knowledge of how customers
engage with different types of media.
In the present study, the standardized
root mean square residual value for the
conceptual model was 0.065,
representing the appropriateness of
the model. The redundancy index or Q2
indicates the predictive power of the
conceptual model framework. If this
criterion is zero or less than zero for a
latent variable, indicating that the
relationships between the latent
variables are not well explained and
therefore there is no predictive
relationship. If the value of Q2 in the
case of an endogenous structure
obtains three values of 0.02, 0.15 and
0.35, itindicates the weak, medium and
strong predictive power of the
exogenous structure or structures,

respectively. Hence, values>0
illustrated that the observed values
were well reconstructed and the model
could predict. The value of Aston-Geiser
Q2 was greater than zero, indicating
that the independent variables had a
predictive relationship.

Conclusion

The advent of social networks has
transformed the structure of human
interactions and communications,
resulting in the formation of a new type
of human interaction and extending the
possibility of human communication
beyond time and space. Young Iranian
users are not far from this global
communication platform and
experience a presence in social
networks with an unprecedented
welcome (3). Brand managers are
looking for applying tactics to facilitate
athlete identification in today's
electronic world. One of these tactics is
the use of social media. Instagram is the
most popular social network right now
(4). Athletes' use of Instagram makes
fans dependent and ultimately leads to
the commitment and loyalty of the
fans. Athletes can communicate and
interact with their fans on the
Instagram social network in various
ways, including sending pictures, text,
videos, questions, answers and so on.
The aim of this study was to investigate
the effect of virtual networks on AME
when consuming sports products. The
findings of the current study
demonstrated that social media was
effective on the mental engagement of
athletes when shopping. Cyberspace is
always rich in different information for
people. The active presence of people
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in cyberspace can lead to knowing the
environment (5). On the other hand,
this knowledge will be appropriate and
positive if it contains sufficient and
appropriate information for people. It
seems that the space available in virtual
networks contains extensive
information for individuals, and this
information along with different
margins causes a significant increase in
the level of mental engagement of
individuals in the dimension of
cognitive engagement. Thus, virtual
networks significantly increase the AME
level. Today, almost every brand has an
official page on well-known social
networking  platforms  such as
Facebook, Twitter, Instagram, Google
Plus and so on. Therefore, seizing the
opportunities of this new medium
requires a deeper knowledge of how
customers engage with different types
of media and what they ultimately bring
to the brand. In the final part, it is
suggested that athletes can attract and
collaborate through identifying
attractive products on social media.
Furthermore, efforts should be made to
effectively share the information and
opinions of previous users on social
media about the value of products so
that other users are aware of the
services of the products. Cyberspace
affects people's behaviors leading to

the formation of a behavioral
engagement.
Keywords: Social media, Instagram,

Mental conflict, Athletes
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