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ABSTRACT

Sports advertisement has a great impact on consumers’ decisions. Saudi Arabia as an
example of a developing country is encouraging the Saudis females to be engaged in different
sports fields according to vision 2030 action plan initiatives. The aim of the study is to
investigate important factors that influence females’ attitudes towards sports advertisements,
since females will contribute to the growth and progress of the country. The study adopted a
quantitative approach through self-administered questionnaires that were distributed to Saudi
females in fitness clubs/centers and sports events in Riyadh. Data was collected through two
stages. In the first stage the researchers employed nonprobability sampling through convenient
sampling but due to difficulty and the prolonged time for data collection a second stage of data
collection was adopted through snowballing technique. The results showed that annoyance,
falsity, good for the economy, hedonism, product information and materialism have no
significant impact on females’ attitude towards advertising through sports and did not affect
their buying behavior. Social image was the only factor that directly affected females’ attitudes
towards advertising through sports. Females were more likely to be exposed to social influence
such as: friends, colleagues, family and celebrities while they care more about their social
image compared to other factors tested in the study. Based on the findings marketers will be
able to design their marketing messages and increase the effectiveness of their advertising
campaigns.

Keywords: Sports advertisement; Intention; Actual purchase; Social image; Vision 2030;
Annoyance; Falsity; Good for the economy; Hedonism; Product information.

INTRODUCTION

Advertising is considered an important medium that provide consumers with updated
information about the latest products or services. In the Arab society, females are important to
marketer because of their purchasing power and shopping habits compared to those of their
parents. Accordingly, it is essential for businesses to target female adults, as they are considered
the growth segment in the market. In the Kingdom of Saudi Arabia (KSA) there is a limited
encouragement in sports, little development of sports and limited development of sports
infrastructure except for Saudi’s soccer clubs. Moreover, there is limited participation of
women in sports and sports events such as the Olympics until the appointment of Princess
Reema Bint Bandar Al Saud, a prominent Saudi Princess, as head of a new Department for
women’s affairs at the General Authority for Sports. This new development aims at
encouraging women’s participation in sports and develop women sports programs, as Saudi
women participation in sports has been relatively rare because women were restricted in many
fields, one of them is sports. Generally, the Saudi Council of Economic and Development
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Affairs (CEDA, 2016) directed the General Authority for Sports to set up a Sports Development
Fund. The Kingdom recently invested in sports to promote physical and social well-being and
healthy lifestyle. In 2018, boxing championships, horse races, Gulf Cup and Formula One were
among the other sports events hosted by KSA while also encouraging women’s football and
allowing them to attend sports events as they were barred from participating in sports in public.
Moreover, Saudi Arabia launches a soccer league for women as this is part of vision 2030
objectives targeting at bolstered sports activity in the country (CNN, 2020).

Vision 2030 goal is to increase the number of individuals exercising once a week from
13% of the population to 40% while encouraging females’ society to participate in sports due
to the increase in obesity rates and heart problems in the kingdom. According to Alharbi et al.
(2017), the highest global prevalence of obesity, being overweight, is in the Kingdom. KSA
government is encouraging all sports through the establishment of different sports bodies and
organizing or participating in many global sports events. For example, the government
established the Saudi Arabian Federation for Electronic & Intellectual Sports in 2017. The aim
of it was to position the kingdom as a main e-sport hub in the Middle East and the world.
Moreover, the Kingdom organized the First Formula E-Race in 2018. This event had a great
global significance in motorsport. Also, the kingdom participated with its youth in the Youth
Olympics in Buenos Aires and won three medals which is considered the greatest medal haul
for Saudi Arabia. In addition, as part of the Saudi vision, the General Sports Authority
organized a national competition for college students in 2019 to design and activate sports
campaigns, participate in fitness-based movements and physical activities at least once a week
to create healthy habits and changing Saudi culture to become more health conscious. Many
global firms are taking advantage of this opportunity and started directing all their
advertisements towards Saudi sports, health habits and Saudi females’ contributions in sports.

LITERATURE REVIEW

Nowadays, many international and global firms are investing in sports and are using
sports as a vehicle to advertise their brands. They use sports as a medium to develop a unique
image and to help in differentiating between their brands compared to competitors. The
advertising industry worldwide is experiencing dramatic changes and has a great impact on the
formation of consumers’ attitudes. Unlike any advertising media such as television, radio,
magazines, social media, when people attend any of the sports events or have membership in
fitness centers or clubs, they are presented to a wide range of advertisements. Females unlike
males are usually less interested to watch sports channels, read sports magazines or specialized
newspapers. For females to attend any of the sports events or to have membership in sports
clubs and fitness centers means that companies will not waste their money or marketing efforts
to advertise to a segment that they are not targeting. They will direct all their marketing efforts
to the new targeted female segment which was previously culturally ignored in Saudi Arabia.

Today companies spend a lot of capital building brands through sports marketing.
Consumers benefit from brands through minimizing search costs (Landes & Posner, 1987;
Biswas, 1992) decreased perceived risk and increased the bond with companies. Generally
advertising through sports can be through different tools such as in-stadium, sport facilities,
sports clubs and sports teams. Other tools that marketers use for promoting products are the
players’ uniforms, equipment, stadium bench seats, corridors and walls. Using sports events in
promoting products is increasing. Few researchers noted that people develop attitudes and form
their behaviors based on advertisement through sports which consequently affect their
purchasing decisions. Companies advertise through it to create awareness and to increase their
sales regardless of understanding the psychological structures of what affected consumers to
buy.
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Generally, advertising through sports can be through different tools such as in-stadium/
sport facility signage. There have been previous studies examined the use of sport in advertising
through in-stadium signage or signage located in any sport facility (Turley & Shannon, 2000;
Pyun & Kim 2004; Pyun, 2006). In their studies, they investigated the effectiveness of
advertising through sports events in terms of spectators recall or recognition based on attending
or watching a sport event such as auto racing, football matches and camel racing. There are
few studies which examined an individual’s attitude toward stadium signage, virtual
advertising, banners or pop ups (Burns, 2003; Pyun & Kim, 2004). Another tool that marketers
use for promoting products are the players’ uniforms, equipment, stadium bench seats,
corridors and walls. There is a lack of research to measure attitudes towards advertising through
sports throughout uniforms and players equipment. The previous literature review helped to
identify the factors that affect consumers’ attitude toward advertising in general (Pollay &
Mittal, 1993; Ducoffe, 1996) or different mediums such as television (Alwitt & Prabhaker
,1992; Mittal, 1994) online (Burns, 2003), direct marketing (Korgaonkar et al., 1997) and
outdoors (Donthu et al., 1993; Bhargava et al., 1994). Individuals perceive advertising
differently and believing in advertising might differ from one person to the other. Pollay and
Mittal (1993) differentiated between individuals’ personal uses and utilities of advertising from
those that describe individuals’ perceptions of advertising from the societal and cultural
perspectives. Their model of attitude toward advertising included three individuals’ personal
uses factors (product information, social role, & hedonism/pleasure) and four societal and
cultural factors (good for the economy, materialism, value corruption and falsity/no sense).
Moreover, Korgaonkar et al., (2001) in their research studied Pollay and Mittal seven factors
determinants of consumers’ attitude towards advertising which were as follows: product
information, social role & image, hedonic/pleasure, value corruption, falsity/no sense, good for
the economy & materialism. These factors were also common determinants in other studies
such as in Tan & Chia (2007) and Petrovic et al., (2007) studies. The results reported by Pollay
and Mittal and other researchers about attitude towards advertising generally provide the basis
for applying them on sports advertising. A large segment in the community prefer a few sports
in which they are forming communities and becoming fans of either the type of sports or the
professional players. These communities are very loyal to those teams and very much
committed. These segments are not studied intensively by marketers.

Sports is considered one of the crucial activities that is considered as an indicator of the
growth and progress of countries (Keshkar et al., 2018). Females are newly targeted in the
Saudi market as they are encouraged and allowed to practice all types of sports according to
vision 2030 action plan initiatives. Accordingly, the main originality of the present paper is to
fill the research gap in the literature and provide understanding of the effect of sports
advertisement on females purchase decisions. Based on the literature there is a lack of research
to investigate Saudis females’ attitudes towards advertising through sports and their buying
behavior as they are newly and officially targeted today. The following is the proposed research
model as shown in Figure 1.
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FIGURE 1
RESEARCH MODEL
Annoyance/lrritation

Nowadays people are exposed to a tremendous number of advertisements on daily basis
especially the case of T.V commercials. Bauer and Greyser (1968) found that due to
annoyance/ irritation because of advertisements, people tend to criticize advertising and have
a negative influence on them (Alwitt & Prabhakar, 1994; Zhang, 2000; Pyun, 2006). Similarly,
annoyance / irritation were investigated to examine their effect on people’s attitude towards
advertising through sports and other medium (Zhang, 2000; Rettie et al. 2002; Wang et al,
2002; Wann et al., 2017; Byun & Kim, 2020). It was found that annoyance and irritation were
mainly due to displaying the same advertisement repeatedly (Alwitt & Prabhaker, 1992).
Moreover, it was found that there has been significant and negative correlation between
annoyance/irritation and attitude towards advertising through sports. Accordingly, it is
hypothesized that:

H1: Annoyance/irritation of advertisement will have a negative impact on consumers’ attitude towards sports
advertising.

Falsity/No sense

Bauer & Greyer (1968) explained the reason consumers perceived advertising as
falsity/no sense was ‘moral concern’ toward advertising such as the misleading advertising do
to children and how it affects them negatively. Although Alwitt and Prabhaker (1992) noted
that the misleading aspect of advertising did not contribute to the overall attitudes toward TV
commercials, other studies assumed that falsity/no-sense negatively affect consumers’ attitude
toward advertising through sport. Accordingly, it is hypothesized that:
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H2: A respondent’s belief(s) about advertising through sport representing “falsity/no sense” will negatively
influence his/her attitude toward advertising through sport.

Good for Economy

Several studies conducted in the literature highlighted the importance of advertising on
the economy. Bauer and Greysers (1968) indicated in their study that advertisement enhance
consumers’ standard of living. According to Belch and Belch (2008) advertising help in
employment, decrease the costs of production, acceptance of new technologies, creates
competitions in which consumers takes advantage and benefit from it. In other studies
advertising has an economic effect on consumers’ through providing them with knowledge and
decrease searching time (Munusamy & Wong, 2007; Tan & Chia, 2007; Wang et al., 2009).
Moreover, advertisement assist in information generation about products and services available
in the market (Petrovici et al., 2007). By then it is considered good for the economy and
consumers would have a positive attitude towards such advertisements. This is because
advertisement through sports events depend on the product image, while branded products are
easier to be promoted through sports events and minimize the cost of searching. According to
the study carried out by Bauer & Greyser (1968), 70% of their respondents indicated the
importance of advertisement in raising the standards of living of society and because of
competition it encourages the production of quality products and helping customers to make
better decisions based on their needs, wants and economic condition. Accordingly, it is
hypothesized that:

H3: Positive projection in the context of good for the economy is positively affect consumers’ attitude towards
advertising through sports.

Hedonic/Pleasure

Consumers perceive advertising from two different perspectives. Some consumers
perceive it as fun and they get a lot of entertainment from it while others suggest that it is
annoying. According to Petrovici et al., (2007) consumers may focus on the value they are
looking for in the products advertisement. Hedonic and pleasure are considered one of the
experiences consumers experience from advertisement. Consumers favor advertisements that
provide pleasure and entertainment to them. According to Abd Aziz et al. (2008) advertisement
will be considered valuable if they provide value to their audiences. Moreover, they stated that
in order to attract customers towards the advertisement the message should reflect needs and
wants of customers. According to Munusamy & Wong (2007) it is it is hypothesized that:

H4: Hedonic/ pleasure of an advertising message positively affect consumers attitude towards sports
advertising.

Social Role/Image

Advertising is not only about selling a product or a service but on the other hand it can
assist to sell consumers an image or lifestyle. Several studies indicated the role of advertising
in building self-image and creating certain brand image (Friedmann & Zimner, 1988; Tharp &
Scott, 1990; Richins, 1991; Burns, 2003). A brand can associate a certain prestige, social
reactions accompanied with possession and /or actual use. Advertisers use sports to advertise
through using attractive athletes to advertise products. Consumers perceive them as attractive
and demonstrate a positive attitude toward advertising through sports. Advertising through
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sports develop consumers’ prestige, lifestyle and their own identity. Accordingly, it is
hypothesized that:

H5: Social role and image of advertisements affect consumers’ attitude towards advertising through sports.
Product Information

Advertising plays a vital role in delivering information about a company, a product or
an idea. Based on the literature information acts as a valuable incentive for consumers to
purchase (Schlosser et al., 1999; Haghirian & Madlberger, 2005; Wang & Sun et al., 2010).
According to Popovic (2019), providing information to target customers enhances the
knowledge of customers and help to educate them. Product information has a direct impact on
consumers’ attitude towards product advertisement especially with new products. Consumers
will judge the product based on the developed image they got from the product advertisement
(Yee & Eze, 2012). Accordingly, it is hypothesized that:

H6: Product information obtained through sports advertising messages affect consumer’s attitude towards
sports advertising.

Materialism

Based on the literature it was noted that advertisement has a direct impact on consumers
purchasing decisions. A study carried out by Pollay & Mittal (1993) indicated that 57.4% of
their study sample agreed that most of the purchases done by the society are the outcome of
advertisement and they highlighted the fact that because advertisement people are becoming
more materialistic and purchasing items that they do not need. Moreover, Singh & Vij (2007)
found that the majority of their sample indicated that advertisement took part to have a more
materialistic society. The possession of goods is for the sake of showing off or to have a certain
image and status in the society. Moreover, according to Popovic (2019) in his study on
Montenegrin consumers, it was revealed that materialism, as one of the belief constructs,
significantly influence consumers attitudes towards advertising through sports. Accordingly, it
is hypothesized that:

H7: Materialism affects individuals’ attitude towards sports advertisements
Consumers’ Attitude towards advertising

Attitude has been defined in the literature in several studies and in different aspects.
Kotler (2000) generally defined attitude in terms of individual personal and emotional
evaluation and feelings towards a certain object or idea. According to Mehta (2000) and
Watkins et al. (2016) study, it was indicated that consumers’ attitude towards advertising is
one of the crucial determinants of advertising effectiveness reflected on consumers’ intentions
because consumer’s cognitive ability towards an ad are interpreted in consumers’ thought and
emotions which according to Kotler (2000) this will influence their attitude generally and
towards the advertisement specifically. There are several studies examining the impact of
consumers attitude towards advertising and purchase intention through different advertising
medium such as print, television, online and other medium (Fillis, 2014; Cocker et al., 2015;
Cartwright et al., 2016; Justin & Shailja, 2018; Byun & Kim, 2020). Similarly, the results
reported previously provide the basis for applying them on sports advertising. Accordingly, it
is hypothesized that:

H8: Attitude towards Advertisement positively affects Purchase Intention
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Actual purchase

Organizations devote a lot of time and efforts to create advertisements that affect
consumers’ positively through persuading them to purchase their products (Erdogan, 1999;
Knoll & Matthes, 2017; Justin & Shailja, 2018). According to Byun & Kim (2020), people’s
attitude towards advertisement has a direct impact on their intention to buy the advertised
product and similarly this can also be applied on advertisement through sports and its impact
on consumers’ buying decisions. Accordingly, it is hypothesized that:

H9: Consumers Intention towards advertisement through sports affect their actual purchase
METHODOLOGY

A self-administered questionnaire was designed, in order to study the factors that affect
females’ acceptance of sports advertisements and their impact on females purchase decisions.
A pilot testing included 30 respondents has been carried out to ensure the reliability of the scale
and to modify it according to comments, critiques and feedback. The questionnaire consisted
of 36 items. Each item was measured using a 5- point Likert scale ranging from (1) strongly
disagree to (5) strongly agree. Table 1 shows the conceptual and operational definitions of
variables. Demographic details such as age, gender, and education level were added.

TABLE 1
CONCEPTUAL AND OPERATIONAL DEFINITIONS OF THE VARIABLES UNDER STUDY
Variables Conceptual Definition Operational
Definition
Product Information “The ability of an advertisement to satisfy consumers by Ducoffe, 1995
providing information about a product or service’ Ducoffe
(1996)
Good for Economy Belch and Belch (2008) suggest that the concept of ‘good for Pollay & Mittal,
economy’ reflects the point of view that advertising speeds 1993

up the adoption of new goods and technologies by
consumers’, fosters full employment, reduces the average
costs of production, elevates producers about healthy
competition, and increases the standard of living on average.

Hedonic Advertising can serve as a source of entertainment or Pollay & Mittal,
pleasure (Alwitt & Prabhaker, 1992; Pollay & Mittal, 1993). 1993

Social role/Image Munusamy and Wong (2007) reported that social integration Pollay & Mittal,
role of advertising means that it presents lifestyle imagery, 1993

and its communication goals often indicate a brand image or

personality, the representation of typical or idealized users,

associated status or prestige, or social reactions to purchase,
own and use (Jayasingh & Eze, 2012).

Annoyance/Irritation ‘The negative, anxious, and unsatisfactory feelings Alwitt &
consumers experience when viewing diverse kinds of Prabhakar, 1992
advertisement stimulations’ (Ducoffe, 1996).
Falsity/no sense Advertising can be purposefully misleading, or more Pollay & Mittal,
benignly, as not fully informative, trivial, silly, confusing 1993
(Pollay&Mittal, 1993).
Materialism Materialism is a set of belief structures that sees Wolin et al., 2005

consumption as the route to most, if not all, satisfactions
(Munusamy & Wong, 2007).

Attitude towards Defined as a learned predisposition to react in a consistently | Wang & Sun, 2010

sports advertisement | favorable or unfavorable manner to advertising (Lutz, 1985)
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Kotler (2000) further elaborates attitude as an individual
personal evaluation, emotional feeling attached and action
tendency toward some objects or ideas.

Purchase Intention According to Spears and Singh (2004), purchase intentions Putrevu & Lord,
refer to the person's conscious plan in exerting an effort to 1994; Taylor &
purchase a brand. Hunter, 2002
Actual purchase The use of sports advertisement for making product Martinez-Lopez et
purchases. al., 2005;

Patwardhan &
Ramaprasad, 2005

The population of the study is Saudi females’ members in fitness clubs. According to
Hair et al., (2016) the sample size could be calculated by multiplying number of questions in
questionnaire by 5 to 10. The questionnaire has 36 items, then the total sample size if multiplied
by 10 is 360. According to 2020 statistics the Kingdom population is 34,710,000. Where Saudi
citizens represents 69% and 31% non-Saudi residents. The researcher distributed 460
questionnaires in 2 main ladies fitness clubs located in Riyadh, these clubs are characterized
by having many branches since Riyadh is considered the capital and the largest city. Sampling
frame could not be accessed from fitness clubs’ management because the privacy of members’
information is highly secured. The first stage the researcher started by employing non-
probability sampling through convenient sample. Out of 460 questionnaires, 40 were
incomplete and the researchers neglected them, while 274 were filled out by non-Saudi and
were ignored from the sample. The researchers faced great difficulty from the fitness clubs to
allow for data collection. The male researcher was not permitted to enter ladies’ fitness clubs
and due to the conservative culture was not allowed to deal with females. The female researcher
was in charge of data collection. Difficulty was a great challenge to researchers. Especially
speaking to strangers is not accepted by the conservative cultures. Due to difficulty and the
prolonged time for data collection based on the population of the study (Saudi female members
of fitness club), a second stage of data collection was adopted through snowballing technique.
This technique was used to recruit participants, where each participant was asked to nominate
other person who would accept to participate in the study. Such technique was proposed by
Neuman (2002) where it is adopted when the sample size is small or when there is a preference
to select well-informed participants. In this stage, 146 Saudi respondents participated in survey
completion after 6 months of data collection during different times during the day (morning,
afternoon and early night).

RESULTS AND DISCUSSION

The analysis was done using AMOS. Reliability Analysis (Cronbach Alpha) was used
to measure the reliability of factors that affect consumers’ attitude towards sports
advertisement. Table 2 shows different alpha values for the variables under the study. Where
the overall reliability of the scale was above 0.9. According to Nunnally & Bernstein (1967)
the scale is considered reliable when Cronbach Alpha coefficient is 0.45 or more. The research
problem was addressed by investigating the factors that affecting Saudis’ female buying
decision. Based on the sample drawn, more than half of the sample elements were between 20
and less than 30 years old (67% of the sample participants). Participants have been asked 5
screening questions about their sports lifestyle.

First was about their daily sports activities, 86% of participants were not exercising any
of the sports activities as a daily lifestyle routine. In contrast, 65% of the participants have a
fitness club membership but they are using it only 1-4 times a month. When asked about the
type of sports they watch or practice: 61% Cardio & Aerobics, 16.4% watching football, and
13% not concerned to watch any sports games. 51% of the participants are athletes’ fans in
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different games but mainly football. Mobile Apps, Mobile social media, and TV were the many
media tools used by participants to watch their favorite games (54.8%, 51.4%, and 41%
respectively).

Maximum likelihood was adopted, in order to test the proposed structural model.
Maximum Likelihood was used because it provides unbiased, more consistent, and more
efficient parameter estimate (Kmenta, 1971; Jaccard & Wan, 1996). The key factor in
evaluation of any model is goodness-of-fit indices of that model. This is through using
structural equation modeling (SEM) with AMOS providing estimation of goodness-of-fit
indices as shown in Figure 2. The most common measure of model goodness-of-fit is Chi-
square/Degrees-of-freedom (CMIN/DF). The value of (CMIN/DF) ratio should not exceed 5
(Bentler & Bonnett, 1989). These are summarized in Table 3 with its reference of goodness-of
fit.

Confirmatory factor analysis (CFA) aims to ensure that the set of connections between
observed (measured) variable and its unobserved (latent) variable can measure and predict the
variance of this unobserved (latent) variable. According to Figure 2, the modified hypothesized
model consisted of ten measurement models: AN (Annoying) measurement model,
FAL(Falsity) measurement model, GFEC (Good for Economy) measurement model, HEP
(Hedonism/Pleasure) measurement model, SOI (Social Image) measurement model, PROI
(Product Information), MATR (materialism) measurement model, ATTI (Attitude towards
Advertising through Sports) measurement model, Intention (Intention towards Advertising
through Sports) measurement model, and Actual (Actual Purchase) measurement model.
Confirmatory factor analysis (CFA) was used to assess convergent validity and discriminant
validity. Convergent validity was assessed based on the measurement model by the significant
critical ratio (C.R) of each item estimated path coefficient on its assigned construct factor
(Anderson & Gerbing, 1988).

The researcher considered Hair et al. (2006) recommendations on the relative
importance and significance of the factor loading of each item, (loadings greater than 0.3 are
considered significant; loadings greater than 0.4 are considered important; and loadings 0.5 or
greater are considered to be very significant). Discriminant validity assesses the extent to which
a measure does not correlate with other constructs from which it is supposed to differ (Malhotra
et al., 1996). Discriminant validity was performed by assessing whether a fit was improved
when any pair of constructs was collapsed into a single factor. The (AVE) is the amount of
variance captured by the measurement model versus the amount due to measurement errors.
The (AVE) was adopted to assess discriminant validity by examining whether the squared of
correlation coefficient between two variables less than the average extracted (Fornell &
Larcker, 1981). As for Average variance extracted (AVE) it could be calculated by (summation
of squared factor loadings)/[(summation of squared factor loadings) + (summation of error
variances)]. It has been suggested that AVE should be not less than 0.5 to demonstrate
significant variance captured by the measurement model (Fornell & Larker, 1981). Table 2
shows that AVE values met the recommended level for all constructs.

Reliability is concerned with the question of whether the results of a study are
repeatable. Reliability analysis does not ensure unidimensionality but merely presuppose its
existence. Through theoretical justification and the constructs having been operationalized,
Cronbach™s Alpha (a) was chosen to analyze the degree of consistency among the items in a
construct. Cronbach Alpha was developed by Cronbach in 1951 as a generalized measure of
the internal consistency of a multi-item scale. Researchers agreed that an alpha coefficient
would range between 0.5-0.7 which is considered to be a moderate and acceptable level for
social science research. According to Nunnally & Bernstein (1978), reliability alpha coefficient
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should not be less than 0.5. It is always recommended to have alpha coefficient value high
because the higher the coefficient the better the reliability of the construct scale.

The reliability values for all constructs (not less than 0.5) are within the acceptable level
of the alpha coefficient Table 2. While the overall reliability for the scale was above 0.9 which
indicates high degree of consistency among the items in a construct.

CONVERGENT VALIDITY, DISCI;FI'?\\/II?’IIREAZNT VALIDITY AND RELIABILITY
Latent variables &its | .o\ | gp CR | SMC CR AVE «
Observed items

Ad 0.425 3.618 0.181

Annoyance & irritation A2 0.672 3.923 0.451 0.72 0.56 0.663
Al 0.817 Fixed 0.667
C4 0.705 6.35 0.497

Falsity/ No sense c 0422 A2 0178 0.77 0.52 0.713
C2 0.83 6.436 0.688
C1 0.623 Fixed 0.389
G2 0.792 2.502 0.627

Good for Economy Gl 0.667 -0.733 0.218 0.7 0.54 0.503
G3 -0.074 Fixed 0.005
H4 0.478 5.453 0.228

Hedonism/Pleasure R 0471 >-365 0221 0.76 0.7 0.74
H2 0.898 7.758 0.806
H1 0.769 Fixed 0.592
AT1 0.577 Fixed 0.333

Attitude AT2 0.769 6.188 0.591 0.7 0.67 0.748
AT3 -0.271 -2.813 0.073
S4 0.71 Fixed 0.444

Social Image >3 0.783 5,305 0.587 0.84 0.75 0.865
S2 0.767 8.177 0.675
S1 0.736 7.898 0.542
F3 0.821 Fixed 0.675

Product Information F2 0.766 7.392 0.587 0.8 0.75 0.841
F1 0.666 7.027 0.444
M3 0.594 Fixed 0.353

Materialism M2 0.798 2.918 0.502 0.7 05 0.646
M1 0.365 3.019 0.133
IN1 0.657 Fixed 0.431
IN2 0.656 6.747 0.43
Sports IN4 0675 | 6905 | 0455
INS 0.711 7.2 0.505
IN6 0.46 4,935 0.211

Actual Purchase AP1 0.597 Fixed 0.356 0.7 0.5 0.682
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AP2 0.794 6.272 0.524
AP3 -0.286 | -2.997 0.082
The hypothesized model is shown in Figure 2.
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FIGURE 2
HYPOTHESIZED MODEL

Table 3 presents the average variance extracted (AVE), Standard factor loading (SFL),
critical ratio (C.R), Square Multiple correlation (SMC), composite reliability, reliability

TABLE 3
CORRELATED LATENT VARIABLES
Annovina | Ealsit Goof for | Hedonism/ Materials Product | Social Role Attitude Intention towards Actual
ying Y Economy| Pleasur Information | and Image Advertising through| Purchase
Annoying 0.638
Falsity 0.654** | 0.645
Goof for Economy | -0.19* 0.016 0.054
Hedonism/
Pleasur -0.52 0.189* | 0.495** 0.654
Materials 0.254** |0.381**| 0.311** | 0.395** 0.555
Product Information| -0.09 0.184* | 0.457** | 0.618** | 0.531** 0.751
SOC'EI‘:“F;ZLG and | 0157 |0.415%*| 0.352%% | 0.604** | 05524 | 0645 | 0.749
Attitude -0.36 0.187* | 0.430** | 0.479** | 0.303** 0.441** 0.551** 0.673
Intention towards | o 51gux | 5135+ | 0.352%% | 0555%* | 0.515%% | 0520%% | 0.682*% |0.449%* 05
Advertising through
Actual Purchase -0.123 0.061 | 0.348** | 0.442** | 0.257** 0.428** 0.419** | 0.453** 0.526** 0.5

**Correlation is significant at 0.01 level (2 tailed); *Correlation is significant at 0.05 level (2 tailed)

Note: The values on the diagonal line (the shadowed parts) are the Average Variance Extracted (AVE).
The remaining values are the squared of the study variables correlation coefficients.
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The above Table 3 shows that, the average variance extracted by the correlated latent
variables is greater than the square of the correlation between the latent variables which also
indicates sufficiency of discriminant validities.

The following Table 4 summarizing the results of research hypotheses testing:

TABLE 4
REGRESSION WEIGHTS AND HYPOTHESES TESTING

Sample size (n=146)

Standardized
# Path direction Regression Sig. CR Ho
Weights

AN - ATTI 0.009 0.918 0.103 Supported
FAL — ATTI 0.188 0.034 2.116 Supported
GFEC - ATTI 0.398 0.002 3.064 Supported
HEP — ATTI 0.132 0.108 1.609 Supported
SOl — ATTI 0.648 Fkk 5.078 Rejected
PROI — ATTI 0.000 0.999 -0.001 Supported
MATR — ATTI 0.183 0.072 1.798 Supported
ATTI - Intention 0.776 il 5.180 Rejected
Intention - Actual 0.932 il 5.824 Rejected

AN (Annoying), FAL(Falsity), GFEC (Good for Economy) , HEP (Hedonism/Pleasure), SOI (Social Image),
PROI (Product Information ), MATR (MATERILAS ), ATTI (Attitude), Intention (Intention towards
Advertising through Sports ), Actual (Actual Purchase).

(*) Means that the results according to the modified model.

*** < ,001, ** p < .01, * p <.05, ns. not significant

According to hypothesized model analysis Table 4 shows that only “SOI (Social
Image)” has a positive impact on “ATTI (Attitude towards Advertising through Sports)” (.648)
with a high level of significance (*** p<0.001). Additionally, “ATTI (Attitude towards
Advertising through Sports)” has a positive effect on “Intention (Intention towards Advertising
through Sports) (0.776) with a high level of significance (*** p<0.001). Finally, the model
confirmed the positive effect of “Intention (Intention towards Advertising through Sports) on
“Actual (Actual Purchase)” (0.776) with a high level of significance (*** p<0.001). Table 5
shows that most of the model fit indices were met (CMIN/DF 0.124, RMSEA 0.052, CF1 0.963
and others).

TABLES5
MODEL FIT INDICES
Confirmatory Facto_r Analysis CFA Recommended Value Value
(Goodness-of-fit measure)
Chi-Square (CMIN) - 1434.093
Degree of freedom - 585

P value P <0.05 (Hair et al., 2006) 0.124

CMIN/DF Chi square/ df < 5 (Bentler & Bonnett, 1989) 2.451

Comparative fit index (CFI) > 0.90 (Hair et al., 2006) 0.963

Root mean square error of approximate Value of abogt 9‘08 or less for the RMSEA
(RMSEA) would |nd|catg a reasonable fit. 0.052
< 0.08 (Hair et al., 2006)
Normal fit index (NFI) > 0.90 (Hair et al., 2006) 0.902

Accordingly, based on the analysis the confirmed research model is as follows (Figure
3):
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Attitude Intention
Social towards towards Actual
Image sports »| advertising " Purchasa
advertisement through
sports
FIGURE 3

CONFIRMED RESEARCH MODEL
CONCLUSION

Gender has been studied in several research topics and fields due to its importance
especially in psychology, marketing and behavioral studies (Putrevu, 2004; Richard et al.,
2010). In marketing, gender is an important demographic variable that is used by marketers as
a base for segmentation of markets (Darley & Smith, 1995). Accordingly, gender studies are
vital for advertisers to highlight gender differences in order to effectively implement optimal
advertising design features and relevant products according to gender preferences. This study
was conducted aiming at empirically testing the impact of sports advertisement on Saudi
females purchase decisions. This study adopted Pollay & Mittal (1993) conceptualized model
of attitude towards advertising through sports. According to the literature, results were different
based on different cultures. According to American and Singaporean cultures, product
information, hedonism had direct impact on determining consumers’ attitudes towards
advertising through sports (Pyun et al., 2012; Cho et al., 2020). As for other cultures such as
Turkey, social role & image, hedonism/pleasure, annoyance/irritation and product information
were significant. On the other hand, according to Bauer & Greyser (1968) annoyance/irritation
and Falsity/ no sense have been viewed as different concepts. Consumers consider advertising
as annoying/irritating based on ‘stimulus qualities’ of advertisement or considering
advertisement as being too long or noisy. Several studies investigated the impact of annoyance
and irritation with advertising in general and other studies investigated annoyance and irritation
through advertising through sports. Results revealed that sports fans are irritated with too much
advertising during sports events (Lefton, 1997). Consumers perceive advertising as irritating
and annoying when advertisers adopt intrusive tactics that annoy or offend (Zhang, 2000; Rettie
et al., 2002) or when the same advertisement were shown repeatedly and too frequently.
According to Bauer and Grayser (1968) ads may be considered as annoying because these ads
direct irritation as unpleasant events in one’s daily life, and less because they fail to give
accurate or interesting marketing information to customers or engender moral concern. These
previous studies are in line with Popovic (2019) study where social role/ image, hedonism and
annoyance significantly influenced students’ attitudes towards advertising through sports.
Accordingly, the researchers added annoyance/irritation & falsity/no sense to be investigated
based on the previous studies that showed the negative roles of advertising through sports as in
annoyance /irritation & falsity/no sense constructs but in this study such constructs had no
impact on consumers’ attitudes towards advertising through sports and only social image had
the direct impact on Saudi females’ attitudes towards advertising through sports. The results
provide a valuable interpretation for international and national organizations to direct their
advertisement through sports events and sponsorship. The study direct entrepreneurial
marketing efforts towards females as being considered a new segment that was not targeted
before in KSA.
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While our research has valuable contribution based on the novelty of the study, it has
some limitations. One of the limitations is conducting a cross sectional survey because it makes
it difficult to identify the direction of causality. Moreover, the sample drawn was from the main
capital city (Riyadh) based on two main famous female fitness clubs. It would be suggested to
consider other cities for further investigation. It is suggested to do further studies research to
understand about sport fans and spectators and to identify their motivation to attend, watch or
participate in a sport event. The motives of consumers will differ based on the type of sports
whether artistic sports such as gymnastics & synchronized swimming or combative sports such
as wrestling, football and boxing. Further research may be conducted to examine females’
attitude towards certain brands and its impact on their behavior towards sports advertising.
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