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 چکیدُ

قٛز ثب تٛخٝ ثٝ ایٙىٝ زض ؾبَ ٞبی اذیط وٛزوبٖ ٘مشف  ا٘دبْ ٔی ٞبپصیطی ٘ٛخٛا٘بٖ اظ عطیك ضؾب٘ٝای اظ خبٔؼٝثرف ٌؿتطزٜ            

ٌیشطی  وٙٙس ،پػٚٞف حبضط تبثیط ایٗ ضؾب٘ٝ ثط اؾتطاتػی ٞبی ٘فٛش ٘ٛخٛا٘بٖ زض تهٕیٌٓیطی ذطیس ذب٘ٛازٜ ایفب ٔیٟٕٔی ضا زض تهٕیٓ

خبٔؼٝ آٔشبضی   پیٕبیكی اؾت.-ـ تٛنیفی ذطیس ذب٘ٛازٜ ضا ثطضؾی وطزٜ اؾت.ایٗ پػٚٞف اظ ِحبػ ٞسف وبضثطزی ٚ اظ ٘ظط ٔبٞیت ضٚ

٘فط ثشٛزٜ ٚ اظ ضٚـ   023پػٚٞف ، زا٘ف آٔٛظاٖ زٚضٜ ٔتٛؾغٝ اَٚ آٔٛظـ ٚ پطٚضـ قٟط انفٟبٖ زض ٘ظط ٌطفتٝ قسٜ وٝ تؼساز آٟ٘ب 

ٖ زاز وٝ ٘كبٞبی پػٚٞف اظ پطؾكٙبٔٝ ٔحمك ؾبذتٝ اؾتفبزٜ قس. ٘تبیح ٕ٘ٛ٘ٝ ٌیطی زض زؾتطؼ اؾتفبزٜ ٌطزیس.ثطای خٕغ آٚضی زازٜ

زا٘ف ٚ ٞیدب٘ی ٘ٛخٛا٘بٖ ٚ ٘فٛشقبٖ زض تهٕیٓ ذطیس تشبثیط   ػملایی، اؾتطاتػی تٟبخٕی، ٔتمبػسؾبظی،ثط ٞبی تّٛیعیٛ٘ی ٔبٞٛاضٜ قجىٝ

 ٘ٛع اؾتطاتػی ثط ٘فٛش ٘ٛخٛا٘بٖ زض تهٕیٓ ذطیس ضا ٘كبٖ زاز.پٙح زاضز.ٕٞچٙیٗ ٘تبیح تبییس تبثیط 

 وٙٙسٜ.قسٖ ٔهطفاختٕبػی ذطیس ذب٘ٛازٜ، ٘فٛش، ٘ٛخٛاٖ،ٞبی ٔبٞٛاضٜ، قجىٝ ٍاشُ ّای کلیدی:
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Abstract: 

          A major portion of socialization in adolescents takes place through media, Considering the important role of 

children in family purchase decision making during the recent years, we have conducted the current research to 

assess the impact of these media on the influence strategies in family purchase decision making. This study is 

functional in terms of purpose and is descriptive in terms of nature. The statistical population was 320 first-level 

high school students in the city of Esfahan by available sampling. A researcher-made questionnaire was designed 

for the data collection. The results showed that satellite TV channels affect aggressive, persuasion, rational, 

knowledge, and emotional strategies in adolescent as well as their influence on purchase decisions. Moreover, our 

findings confirmed the effect of the five aforementioned strategies on adolescents influence in purchase decision 

making 
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