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Abstract

Purpose: The main purpose of this study is to investigate the effect of television advertising strategies on the cognitive,
emotional and behavioral dimensions of female consumers' attitudes.

Methodology: Research is applied in terms of purpose and descriptive-survey in terms of implementation method. The
statistical population in this study are all female consumers of detergent and hygiene products of three brands (Golrang,
Softlan and Active) offered in OK chain stores in Tehran and the number of samples is equal to 384 people due to the
unlimited statistical population. Sampling method in this research, a cluster random method is available. The data
collection tool in this study was a researcher-made questionnaire using Kaur & Hundal (2017) questionnaire which was
distributed among the sample members after validation and reliability assessment. The collected data were analyzed using
SPSS and AMOS softwate.

Findings: The results showed that TV advertising strategies affect the cognitive, emotional and behavioral dimensions
of female consumers. The results of examining the sub-hypotheses of the research showed that repetition of
advertisements, approval of celebrities, gender attractions, humorous characters and product comparison have an effect
on the cognitive and emotional attitudes of female consumers. Also the cognitive attitude has an effect on shopping
behavior and change in consumer behavior and emotional attitude has a significant effect on change in shopping
behavior. Among the hypotheses presented in the research, the results showed that emotional attitude has no significant
effect on female consumers' shopping behavior.

Originality/Value: TV advertising strategies will affect different dimensions of cognitive, emotional and behavioral
attitudes of women consumers towards detergents and hygiene products and lead to different shopping behaviors in

them.
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Figure 1- Conceptual model of research Kaur and Hudnall (2017), Model CAB, Weissmuller et al (2020).
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Table2- Demographic findings.
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Table 2- Bartlett test results.
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Figure 2- General model with standard coefficients (sub-hypotheses).

J:’.'u /Lébﬁ" ‘\L:UL\G? Qb?

<o

\Q;—Y\Y lddo ch‘....:l: ¥ a)Lo,:u Y 0y93 4&‘:.1-&.9 6&3,:.&‘)}6)_5‘)3



G

oy 9 bl g Lloslal p S db Slds glas,al,

EXS

Z

Oy OBIS O pne

el ol Jdots sy Y Jgiz
Table 3- Investigation of confirmatory factor analysis.

o9l azt oylilinl oy (sl s Sy G JIgw
ol 0/449 ql
ol 0/458 R 7/638 q2
ol 0/448 Fokk 7/529 q3
ol 0/452 R 7/521 q4
ol 0/487 a5
RV 0/488 ok 71440 q6
ol 0/495 ek 7/507 q7
RWiC 0/494 o 7506 8
ol 0/506 ek 7/589 q9
ol 0/495 ek 7524 q10
ol 0/513 qll
KW 0/494 ok 71748 ql2
ol 0/522 R 8/123  qi13
ol 0/511 R 7/960  ql4
ol 0/526 ql5
ol 0/516 R 7/963 16
ol 0/530 ok 8/119  q17
owls 0/550 ok 8/271  q18
RV 0/586 q19
KW 0/586 sk 8/849  q20
RV 0/568 ek 8/615 @21
ol 0/554 q22
KW 0/556 ook 8/892 23
awls 0/553 ook 8/834 24
ol 0/519 R 8/430 25
ol 0/550 R 8/795 26
ol 0/544 q27
ol 0/551 e 8/595 28
ol 0/568 R 8/728 29
b 0/564 i 8717 30
ol 0/577 e 8/869 g3l
ol 0/559 R 8/688 @32
ol 0/579 33
ok 0/589 ek 9/090 @34
ool 0/603 R 9/351 @35
ool 0/591 q36
ok 0/595 ek 9/205 @37
ol 0/609 R 9/384 @38

i 0l 03> Jasled Jde 53 559 Jailsy oles ¥ J g s



(€8 Sy 1 (S Jao (6lolixe polio g s ol o -F Jgu
Table 4- Path coefficients and significance values of the general model in sub-hypotheses.
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Figure 3- General model with standard coefficients (main hypothesis).
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Table 5- Path coefficients and significant values of the general model in the main hypotheses.
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