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The effect of social power are the intentions of buying customers with
regard to the role of the intellectual product
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Abstract

The concept of conflict (complexity) mental increasingly important role in explaining the behavior of
consumers. Consumer involvement is a motivating force that leads to consumer behavior and practice.
the involvement of the products on customer behavioral intentions . In this study, using a
questionnaire with questions of social power, conflict is subjective and purchase intentions. we This
research. is correlational and survey Based on the descriptive survey design and sampling of 117
students using a valid and reliable questionnaire, collected and analyzed Used to test the validity of
this type of structure retest reliability test showed that the questionnaire has been mentioned That goal
was achieved, followed by data show a analysis, correlation, regression, was used The results of the
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