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ABSTRACT
Nowadays, companies are placing a strong emphasis on understanding the

factors that influence consumer buying behavior. In pursuit of this objective,
managers of organizations are giving special attention to attitudes. This study
aimed to investigate the impact of attitudes towards advertising and brand by
comparing animated advertising with advertising featuring real characters on
consumer attraction and purchase intention. The study employed a descriptive-
correlational design and had an applied purpose. The statistical population of
the study consisted of 300 physical education students from universities in
Hamedan City. The results indicated that attitudes towards advertising mediated
the impact of advertising, whether featuring real characters or animated ones,
on consumer attraction, but not on purchase intention. Similarly, attitudes
towards the brand did not mediate the effect of advertising, whether featuring
real characters or animated ones, on purchase intention and consumer attraction.
Given the increasing importance and prevalence of this type of advertising
worldwide, companies should endeavor to cultivate a positive attitude towards
these advertising methods and brands in the minds of consumers to enhance
consumer attraction and purchase intention.
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Extended Abstract

Introduction

In today's marketing landscape, advertising serves as a
pivotal strategy with a profound influence on
consumer behavior and product selection, thereby
playing a crucial role in driving successful sales for
organizations. Consequently, the examination of
factors impacting advertising and its influence on
brand perception stands as a primary concern for
marketers, especially when consumers perceive
ostensibly distinct brands as similar. To address this,
organizational managers implement various strategies.
Notably, the utilization of celebrities and animated
characters in advertising represents a significant step
forward in this domain. The primary aim of this study
is to explore the impact of animated messages and real
characters in advertising on consumers' attitudes,
attraction, and purchase intentions regarding sports
goods.

Methods

The study employed a descriptive-correlational
research method conducted in the field. The statistical
population comprised 1217 physical education
students from universities in Hamadan (Islamic Azad
University, Bo Ali Sina University, and Payam Noor
University), from which 296 individuals were selected
as samples using the stratified random sampling
method based on Morgan's table. To measure the main
variables of the research, 80 questions were designed
by integrating questionnaires from various researchers,
encompassing topics such as the impact of animated
messages and real characters in [Farozandeh
advertisements (2014), attraction of Farozandeh
consumers (2014), purchase intention according to
Lida Shayan (2010), advertisement attitude based on
Liu et al. (2002), and brand attitude as per Chang and
Liu's (2009) research. The instruments' validity was
confirmed through content validity, reliability
(Cronbach's alpha above 0.70), and construct validity
(convergent and divergent). The findings were
analyzed using structural equation modeling in Smart
PLS software.

Results

The findings indicated that attitudes towards
advertising mediated the impact of both real character
and animated advertising on consumer attraction, but
not on purchase intention. Similarly, attitudes towards
the brand did not mediate the effect of either real
character or animated advertising on purchase
intention and consumer attraction. The analysis
revealed that advertising featuring real personalities
significantly influenced the formation of attitudes
towards advertising and the brand, as well as consumer
attraction and purchase intention. Additionally,
advertising through animation had a significant effect
on the formation of attitudes towards advertising,
consumer attraction, and purchase intention.
Furthermore, attitudes ~ towards  advertising
significantly influenced attitudes towards the brand
and consumer attraction, while attitudes towards the

brand significantly impacted purchase intention and
consumer attraction. However, advertising through
animation did not significantly affect attitudes towards
the brand, and attitudes towards advertisements did not
significantly impact consumers' purchase intention.

Conclusion

The research findings offer valuable insights into the
positive and negative aspects of advertisements,
enabling individuals to develop a more informed and
ethical approach to product purchases, free from the
influence of deceptive advertising  content.
Additionally, these findings can assist advertising
agencies in crafting more effective strategies for
consumer engagement. Managers can leverage these
insights to attract consumer interest by ensuring the
reliability and authenticity of advertising sources,
incorporating  customer-oriented and  current
information, and infusing elements of fun, excitement,
and pleasure into advertising messages. Moreover, it is
essential for managers to tailor advertisements to the
preferences of their target audience, as this approach
can significantly impact consumer attitudes and
purchasing behavior. This study, which confirms the
influential role of celebrity endorsements and
animated characters in shaping positive attitudes and
subsequently increasing consumer attraction and
purchase intention, suggests that the restrictions
imposed on these advertising methods in Iran should
be eased or eliminated. Doing so would enable
marketers to effectively convey useful information to
consumers and enhance their success in advertising.
Furthermore, domestic product owners can enhance
their competitive position by engaging internationally
renowned Iranian or foreign athletes, thereby gaining
a larger share in global markets. It is important to note
that the presence of these personalities and characters
should be viewed as a stimulus rather than an end goal.
As such, industry owners and organizations should
consider these figures and personalities as a
supplementary tool in designing advertising programs,
alongside other essential factors such as product
quality and service delivery.
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Figure 1. Conceptual Model of Research
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Table 1. Descriptive Distribution of Demographic Characteristics
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Table 2. Description of Research Variables
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Table 3. Test the Normality of Variables
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Table 4. Investigating the Correlation between Variables
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Table 5. Cronbach's Alpha, Hybrid Reliability & Convergent Validity
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Table 6. Divergent Validity in the Research Measurement Model
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Figure 2. Executed Model with Factor Load Coefficients
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Table 7. Inferential Statistics of Direct Paths Drawn in the Model
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Table 8. Sobel Test Statistics Related to Indirect Paths Drawn in the Model
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