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ABSTRACT

Sports brands are always looking for effective methods of advertising
in the media to control the buying behavior of consumers, so the
purpose of this research was to investigate the effect of advertising
Characters in social media on the awareness of sports brands with the
aim of creating purchase intention in consumers. The research method
was applied in terms of its nature and purpose, and in terms of the data
analysis method, it was descriptive-correlation, and data collection was
done in the field. The statistical population of this research includes all
consumers of sports brand products in the city of Mashhad in an
unlimited number. The statistical sample was determined by using
Cochran's formula and estimating the variance of the initial sample,
the number of 384 people who were selected by available sampling
method. Data collection was done using a researcher-made
questionnaire of advertising characters, a standard questionnaire of
brand awareness by Gill et al. (2007) and a standard questionnaire of
purchase intention by Beck and King (2011). After confirming face
validity, construct validity and instrument reliability, data analysis was
done using descriptive and inferential statistics. The findings showed
that advertising characters of human, animal, nature and scenery,
objects and machines, plants and fruits have a direct and significant
effect on purchase intention through brand awareness, but the
advertising character variable of symbolic buildings and structures has
a direct and significant effect through brand awareness. It has no
meaning on the intention to buy. Using the results of the present
research, the marketing and sales officials of sports brands can
increase the effectiveness of their advertisements in the media, and get
help from advertising personalities in branding and managing their
brand to create purchase intention in consumers.
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Extended Abstract

Introduction

The efficacy of media advertising stands as a pivotal concept crucial for understanding consumer
recognition, thereby influencing favorable consumer perceptions (Yang, 2018). Annually, brands
allocate substantial budgets towards advertising endeavors, and any misstep in this realm, failing to
yield the necessary effectiveness, risks significant financial losses (Asadollahi et al., 2023). Brand
awareness serves as a vital business metric, gauging the extent to which a brand is recognized
within its target audience. The cultivation of brand awareness proves particularly impactful for
small enterprises, especially during product introduction phases (Asadollahi et al., 2017).

Previous research, both domestic and international, underscores the importance of three key
factors influencing the effectiveness of advertising characters: message content, advertising
character type, and the communication medium utilized. Message content encompasses various
sub-scales, including national, ethnic, and indigenous symbols, as well as shapes, human faces
(celebrities and ordinary individuals), and cartoon characters or architectural structures. However,
extant literature fails to comprehensively explore the breadth of advertising characters,
underscoring the necessity for the present investigation.

Hence, this study endeavors to validate and extend existing findings, while innovatively
scrutinizing the impact of diverse advertising character types that sports brands can employ.
Specifically, the research aims to address whether the utilization of advertising personalities on
social media platforms influences consumer awareness of sports brands, ultimately shaping
purchase intentions.

Methods

The research methodology employed in this study was quantitative in nature, aligning with its
objectives. Utilizing a descriptive and correlational analysis approach, data were collected in the
field. The statistical population comprised all consumers and patrons of sports brand establishments
in Mashhad who engaged with brand product advertisements on social media platforms such as
Telegram and Instagram. The sample size was determined using Cochran's formula, estimating an
initial sample variance of 384 individuals, selected through convenience sampling.

The data collection instruments comprised an 18-item researcher-developed questionnaire on
advertising characters, encompassing human characters, animals, objects/machines, plants/fruits,
nature/landscapes, and symbolic buildings/structures. Drawing upon established theories in the
field, such as Yu et al.'s model (2020), which posits that advertising tools and personalities should
captivate audience attention, generate interest and desire, and ultimately prompt action leading to
purchase, the questionnaire was structured accordingly. Questions for each advertising character
were formulated based on these three stages, under the guidance of three marketing experts.

Additionally, standardized instruments were employed, including a 4-item questionnaire on brand
awareness adapted from Gil et al. (2007), and a 3-item questionnaire on purchase intention adapted
from Beck and King (2011). Responses were collected on a 5-point Likert scale, ranging from
strongly disagree (1) to strongly agree (5).

Data analysis encompassed both descriptive statistics, including measures of central tendency and
dispersion, and inferential statistics utilizing structural equation analysis. Statistical software
packages SPSS version 24 and Smart PLS were employed for data analysis purposes.

Results

The study's findings underscore the influential role of advertising characters in shaping consumer
purchase intentions through brand awareness. Notably, human, animal, nature/scenery,
objects/machines, and plants/fruits characters exhibited a direct and statistically significant impact
on purchase intention via brand awareness. However, the variable representing symbolic buildings
and structures demonstrated a significant effect solely through brand awareness, lacking direct
influence on purchase intention.

Furthermore, the research confirms the suitability of the proposed model delineating the effect of
advertising characters on sports brand awareness with the overarching goal of stimulating purchase
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intentions among consumers. This validation highlights the efficacy of leveraging diverse
advertising characters in crafting effective marketing strategies for sports brands, emphasizing the
pivotal role of brand awareness in driving consumer purchasing behaviors.

Conclusion

This finding aligns with previous research outcomes reported by Sabano and Moraningsari (2022),
Sadeghi Broujerdi et al. (2023), Tayabi et al. (2022), and Khodami et al. (Almasio et al., 2020), all
of whom corroborated the significant impact of advertising on brand awareness. Moreover, Sadeghi
Broujerdi et al. (2023) observed that heightened levels of brand and fashion awareness contribute
to enhanced customer satisfaction, reinforcing the importance of brand recognition in consumer
experiences. Additionally, Asadollahi et al. (2023) uncovered the role of advertising, specifically
on the uniforms of Premier League referees, in bolstering brand awareness among television
audiences. These collective findings provide further support for the efficacy of advertising
strategies in bolstering brand recognition and consumer engagement across various contexts.
Hence, for companies aiming to swiftly convey brand identity, leveraging nature and landscape
advertising animations proves exceptionally potent and efficacious. Conversely, advertising
characters featuring symbolic buildings and structures exhibit limited effectiveness in influencing
consumer purchase intentions via brand awareness. These characters are predominantly employed
in contexts targeting teenagers and adults, often extending beyond sports-related scenarios.
Consequently, the deeper the audience's investment in these characters, the stronger the resultant
trust in the brand's identity. This heightened trust, in turn, bolsters brand awareness and fosters
enduring associations within the consumer psyche.
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Table 3. Examination of factor loadings of the questionnaire
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Figure 1. Significant coefficients of t-value
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Figure 2. Standard path coefficient
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Table 9. Determination coefficient
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