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Abstract

The main goal of the present research is to study the role of
advertising informativeness, social image and creativity in
advertising on attitudes toward social media advertising and
purchasing intention. This model has been tested in the
statistical population of Majid Sport Products Manufacturing
Company's Instagram page. Afterwards, 238 users of Majid
Company's products that were active on the Instagram and was
exposed to the company's advertising were surveyed through a
questionnaire.Available sampling method was used. It was a
descriptive survey research.Data were collected using a 16-
items standard questionnaire with 5 Likert scales and structural
equations’ modeling was used to analyze research data using
Smart-PLS3 software. The research findings showed that
advertising informativeness, social role and image and creativity
have positive and significant effect on the attitude towards social
media advertising. Finally, there was a positive and significant
relationship between attitude toward social media advertising
and purchase intention. Therefore, the more people's attitude
toward internet advertising, the greater their motivation to
search for information. In other words, people's attitude is an
introduction to people's response to advertising and
subsequently their intention to buy
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Figure 1. The Conceptual Model of Research
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Table 1. Results of the Reliability and Validity of the Research
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Table 2. Divergent Validity (Fournell Larker's Method)

\ Y ¥ ¥ A
S5 4 i 2SN VA
oluls  SuaogMbl -y - [0¥A +Iva
N T ¥ JYEN O AIEYY
lils 5 cudds -F JYOR YA [0SA <MY
L5 b -0 JART <IYAY Dira) VN <[AY

kol b e g oy il S byl Gle (Siwen
Al i Bl wlas S )8

2 08Se sysin AVE jis jlide s sle ol awls 61y

Oigk Jdo Slele (slayly g yrme colps Y JSS
Figure 2. Path Analysis and Factor loads of the Research Model

S 1 YLy 6 a5 > Uapeize 4 Lol L) sz
Siad apd & Culine iy ol (3o emd
Ul 51055 4 bgre laty yeite 3505 50 KT (ol e
ojluw (lgy &S Cunl (pl odimd L Ay g Lyloyen p p3Y

Cal 396 5y90 o

oatuie wal daly A5 Silo & jrwe Galpo 9 IS
Slael g pomo o i 023 LS b o (g5 dlael Ll oud
2wl ele oyl S0l ol lajesie lagils )
o)l g e calpd o yne Il 01 ygeil o
oanlie 95 S5 lhs 45 0 b)) /A0 v 3 Lbele
Moigne Qlsebl gaw cpl )3 Jole sla)l plos &S 295 0



7( Orlsealsy TN Cuplls

25.017

. Qi
20.240 23,601

14.604 y @

20,157
a*

b gme by el Lol Jue Y IS
Figure 3. The Main Model in Meaningful Relationship

B slre pl Gl 8 g bwgle s polie g
JJA 699 u»)l).t GOF LS‘)'.’ '/a;' )l.).io J9.m> L¢ 9 wl [
— o Al i by 4 GOF jlxe g0 a0l o] LIS

ok lis b idd g9y p oodd Lastine dlael waw JSE )
che d bawsd g5l cas s T-value sl

20,5 daly Caa sl st 93 o I xe b, 3e3g (slixe
= < [OAQ X+ [OYA =+ OF 23,5 o o polie ol g st b e bl s
cor \,c bty X R’ 9 xS0l Jao Lisu gy Jeld (NS s 5l
- ommunahty X K~ ) [
' Je G50 il ey o U3l 2B L g 29 o (gl
4 ke S5 s (S8 Jse b3l (sl 9d 00 Jo8
’/Y‘; 9 ’/Y() c'/’\ )‘J.S.A dw .)9.»(_,’.0 bbulw‘ GOF {:l;
Q2 ,R2 plis ¥ Jouo
Table 3. R2 and Q2 values
Q2 R? (EY3{W
YA SN £ 4 S 55
sl cbals,
% AN L y5 b

o g 52 28 VA 5 5YL T ool g st yrma culps

AR ot @8 ) ol aal jie Q2lie arie
&S cuwl ol Giaed bawsd wl SMe .l baojle



£0

e B uad g Ol 3 CoBS g lads] pgaad o SadeWb! (i85 gglTg: cloia! grdilw, Olals

S92 Je il s & Jgd
Table 4. Fitting Results of the Internal Model
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