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Extended Abstract

Background and Purpose

Customer behavioral inclinations after purchase, as an important topic in marketing, have become a
key criterion for evaluating the performance of companies and organizations. In other words,
fostering positive behavioral tendencies after a purchase indicates that a company is effectively
responding to the needs and desires of its customers. This has prompted significant efforts to enhance
post-purchase customer behavior. It should be noted that advertising is one of the most essential
communication tools for providing information to potential customers. Various types of advertising
exist, some of which are now widely used, such as internet advertising and word of mouth. These
methods have proven effective in achieving marketing goals and strengthening brands. On the other
hand, word of mouth is a powerful advertising tool that companies and organizations frequently
leverage today. Especially with the rise of cyberspace, word of mouth has become an effective way
for consumers to gather information about products. Word of mouth is defined as the exchange of
opinions, thoughts, or ideas between two or more consumers.

Materials and Methods

The purpose of this study is to examine the effect of advertising components on the behavioral
tendencies of customers of sports complexes in Tehran, with a focus on the mediating role of
expectation disconfirmation. The study aims to use its findings to offer recommendations for fostering
more positive consumer behavioral tendencies and achieving higher customer satisfaction within
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sports complexes. This research is applied in terms of its purpose and descriptive-survey in terms of
its data collection method. The statistical population of the study consists of all customers of sports
complexes in Tehran, although precise statistics on the number of customers are not available. Based
on this, and using Morgan's sample size formula for cases where the population size is uncertain, a
sample size of 384 individuals was determined for the study.

After collecting the questionnaires and eliminating invalid responses, a total of 320 questionnaires
were analyzed. In this study, a cluster random sampling method (based on sports complexes) was
used. Tehran was divided into five regions: East, West, Center, South, and North. In each region,
sports complexes that volunteered to participate and cooperated with the researcher were selected.
This research examined three types of variables: advertising, behavioral tendencies, and satisfaction.
The advertising variable is considered the independent variable affecting behavioral tendencies and
satisfaction, with expectation disconfirmation acting as the mediating variable. Additionally, the
variables of attitude towards advertising and product engagement are considered moderating variables
in the study.

Findings

SPSS and Smart PLS software were used to analyze the data. The results showed that electronic
advertising and word of mouth significantly affect customers' behavioral tendencies, with coefficients
of 0.712 and 0.203, respectively. These effects were found to be significant, as indicated by t-values
of 9.550 and 2.483. Furthermore, expectation disconfirmation was found to act as a mediator,
influencing the relationship between electronic advertising and the behavioral tendencies of
customers at sports complexes in Tehran. Therefore, considering the significant relationship between
word-of-mouth advertising on disconfirmation of customer expectations, as well as the effect of
expectation disconfirmation on behavioral tendencies, it can be concluded that expectation
disconfirmation acts as a mediator between word of mouth and the behavioral tendencies of customers
at sports complexes in Tehran.

Conclusion

Based on the results of the research model, it was observed that advertising can affect customer
behavioral tendencies. To generate interest among target customers, the services provided must
possess certain characteristics, including aligning with customers' interests and preferences, and
offering better solutions to meet their needs. In order to persuade the customer to choose these
services and products over other options to satisfy their needs, it is essential that the offerings meet
their preferences and provide better solutions. In other words, as advertising efforts increase,
customer behavioral tendencies also rise, leading to a higher desire for the products and services being
promoted. These findings suggest that positive advertising and recommendations can make customers
feel that their needs are being met, which will enhance their preference for your products and services
over others. Therefore, customers are more likely to engage with your services and products, leading
to a positive attitude and the development of sustainable behavioral tendencies. On the other hand,
negative advertising generates fewer positive emotions, such as trust, happiness, and satisfaction,
which in turn diminishes satisfaction with your services and products. According to Ronald
Inglehart's theory, television commercials and commercial messages foster a consumerist value
orientation, create economic tools, shift inclinations and motivations, and ultimately influence
consumer behavior.
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Table 1- Results of Kolomogrov- Smirnov Test

e . Si Z i
Condition kurtosis  skewness g
55 20 @A LS
Jlesrt 5.741 3.451 0.001 3.117 Internet Advertisement
abnormal
Lo 5 i ST lao 4 yles by
Juernt 3.417 -2.457 0.001 4.113 i ples & ples il
abnormal Electronic word of mouth ads
Jlernt -5.547 -2.987 0.001 3.121 Al glipae
abnormal Expectation Disconfirmation
Jlesint 2.665 2471 0.001 4,125 ‘5_)t5) =dhles .
abnormal Behavioral tendencies
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Figure 2 - Research model in the case of load factor
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Figure 3- Research model in the case of T-coefficients
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Table 2- Amount of factor load and amount of research items
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T Factor Load Items
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Table 2- Amount of factor load and amount of research items
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Table 3. Research results

Cardy & Jois b pisio
Condition T Effect Variables
b Obtie JUAT a0l pae p (Sog 2SIl Sl
6.202 0.519 Electronic advertising on customers Expectation
Confirm - . .
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b Ol Hanl ol pas p ples 4 les il
5.063 0.420 word of mouth ads on customers Expectation
Confirm . . .
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sl 6.682 0.527 (S U S Sl
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tendencies
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Table 4 - Results related to the research model fit

b, ol Wlagbeas  HOW 59 1 ol
S Jaro 8y p) =be s Sig sl ol
Condition  Cirterion Behavioral Expectation o Internet
tendencies  Disconfirmation ~word of  Advertisement
mouth
ads
- Y5 YL N
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Optimal >0.7 Cronbach
st S 0.86 0.86 0.85 0.87 Combined
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Table 4 - Results related to the research model fit
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variance
o=+ /14
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