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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.

KEYWORDS
Athlete Endorsement, Attitude, Cartoon Characters,
Celebrities, Purchase Intention.

Ethical Considerations:

Compliance with ethical guidelines
The author has complied with all ethical
considerations.

Funding
The authors state no funding involved.

Conflict of Interest
The authors declare that there are no conflicts of
interest regarding the publication of this manuscript.

Acknowledgment
We are grateful to all those who helped us in this
research.



(\Y+-1F0) .Y QLA-MM) ©99 9 J.QP ‘stLu ©99 o)l.o.& ‘pbé)b JLw

VP8V 1 oy dy )b

DOI: 10.30473/jsm.2022.64092.1621

VENYIYY il yo gl

e 4 g

=339 Sdiluy 1o Ol co g

« oud9 R dlio»

9 (o] Dl g Asly 5O N g 9 Olld 0 0 O o P& w) g
=339 SYE O W U pao W B wadd 9 DA )0 g Sl wasks

o135 Jledww 03137

oS
B S, b g (Bl )3 IS oo il IS By ime 1y 58, 1 a8 alge COL o5l
GBS Epdge 4 ofg dag s cnl 3 aglejle (lpe 69y Ll oy e Sl (Sl S
5 el Sl o dlaily 3 Wy g Slids 4 (5,55 13U adlles (sl Liagh Ban ol
9 (Sunred= (o5 g9 | 385 (g) O NS Bpas b3 dab g Qo 3 (g Slawasis
Oled o maw (ol  Shcw i Gbeziily ( iaeh bl daols D9 (9305 (Bua s
266 )0 Slals 4 3,55 &8 3l (L (3od b Al oS )Ltie adlllas oyl ) 45 Yo v &S Koy
b G (BAS S pas Ol g pbsedl Bl Jl Gl (Wl lacwasd Bl jl ol
2 otnas] B | Sl 5 (8ly Slacaasid oy ) s 5L 0 il 4 35 Ll o)l
9 Bly laasd b 5l Slirds 186 )3 K & (3,55 (rizmen 20 (6o S B A
9 ool i b 2)l (ole A NS Bpa e 0l g np 2ad p b esl Bkl Clids
O3l (sl b S b o ygl s 3 4y lap o By 50 il g5 ) o' B9 38l3) Cungrmo
Ol > By g (el labyy ol 4 gllas (3,55 0bml )3 A B) e by 3 uad y o

S8 rw BAESG pano

Sl sejly

TG oy ¢ R e
pole 5uSLID ¢ odi5yg Cupde (658D (gomdild )
Lol e (oMol o1 oKl ¢ Sludl

(Sl pole BaSLED ¢ objyg o ple HLokl Y
2Ol glten (oDl Sl oKl

(Sl ple 3813 B9 Cape kil ¥
Ol elden (oDl Sl5T oKzl

PRy
dw‘ B
Sirous.ahmadi54@iauh.ac.ir :a.Lll,

:@Wlio oyl 4y dliw!

Ly b gl ) (Bly (slaciasd 5 idnes] Sl o Ay 13 Ky g Sl & (5 (2le S oy (VF4Y) 03l 5 Jlesa g ¢ g ston e Sae
doi: 10.30473/sM.2022.64092.1621 AY+ -\ (Y)V) , 1jys sladilory 13 colblis] oo ole dalebnd i35 SBYIS HISAS b yumn

https://sportmedia.journals.pnu.ac.ir/


mailto:Sirous.ahmadi54@gmail.com

wy

VFeY Y 5,5l o3l 8590 «())9 il 0 Wbl ,l co paw

G5 3l eolbbre  pnenl @yl cunle I 3L glaatacs
—dlaw) 29 1S e Olads 3o,k ply JlEsl o e

dab a0 1 g1 g el 0 F 8 R09 (o0 03> s Gelod
95 g Siz) Cusl g090 o] 4 St (5,55 gyel 2 50 oy
WSS 4 (gdaxie 5 calizie slaKin,s 0,55 pMas! (Y)Y
Collael b Cgllae polual 048 (o (18,55 298 0 03liss] o
do U2 S 0 000858 s &S anoual o Cuwl (6502 50 4 0l 3l
— o 0S5 ol 4 plslidlgy 4l (glonydy 0055 )0 (o3
ke QB () 3 (VWY 6wk g odde) AipgS
Sl s gpl )8 ool ” ilate o 4y )k 5l e )5
ol 2 2e)e S @) Gupin s w89 U S USS
soon &b p )28 Glagmear S)3l a5 358 0 458 )l
395 3,8es @l 5 WS o ol CleMBL I Jghne 5 it
o5 ol el i3 e S5 laite maewss 35T 5 U
By > b 5553 (gl 38 el B, eaiS sy (e
Sl 4 (5,55 51 IS gbas (VoY (o)lSan 5 o) ol
O e Olgieds 9 398 o3l Sl 31 6350l sl
HSer g 3,5) 2980 485 Hlai > Wlils oisu gl suis
5 9k diej Ny Sl & GBS S pae (5,55 (VA
o)l gl (2,55 50 9 48 wald ) o] by il oy

(VN (Siaguis 5 15)l2) 2, b
o lp oy cplil (opinedl P obaon] SWC At
» sl clmolBud g olil Juss ) a4y a8 canl SLuS 5 4t
sl Sllds (dalyd wie p by b bl clls
5 3108 I Coenl s3SI g (b plaa] (93,5 i)
A4Sl g Syt (b pdiadl YKo o)
lsieds amard ol 5 odlil g e ok &S Canl LS >
ol 4L s oy ) sla b > iy Sy (el e
wazed Slls gL VeV elficeds 5 b))
9 SII8,85 (sl cndlS L gl S lawg ol (iloxe
dsgbe BB g (2hb Glblre b Ny G jiinde e bL)
6ol bbBre I sl Sl sl ST (V) 00])
o2 > Slls ply (o)l el &l g9 ol 25 35,095
P U peand 35 gstge al cle gl Cbbe
Fs il |y beaasd a5 o)l culild yo ol yer ol pdiney]

6. Theory of Reasoned Action (TRA)
7. Czarnecka & Schivinski

8. Animated characters

9. Norman McLaren

10. Characterization

4020

Soe Sy o & oo sy Ll oy gends §) K
Sy cwlie (b1 Il Gl wabxl o 850 5l b yute
ol Jl Se sl glyiie 4 8,8 Clesd g Y gae (b
g S5 g el Glap 38,88l wre syl
(V¥ el g (b prms) ol Slls (P95 5 (Bl wre
5 bl ol 53 8b 5 e S S Slads
b bl S olear smd e IS 1) o oy il i
055 | (o Slals oS (58 polid O )3 & g8 S e
(Yo o) Kan g ygut) Canl adonss BB Tl gy &S ol
BT o b aSl funs (gpun (9,53 ol i i oo
S8 Olalais S prenad )3 p2ye & Closd b Jgase 3)90)3
i Sl ojgpel Al b (YN0 (o)Sen g plige) WS o
#o 4 aopliz )b see 4 Gl 3 1) Sluyedbl | loses
b oo SR 5 Gl 53 e st Sk (s
SBSS jar g Ol e (5353 carge Cusl (e Ay i)l
(VY ¢ o) 9 5 5 ok & e

oSl o gig0 4 (HSly slil > (LB (SoLT oy ()2,
Wl S b e (b latwgy JSS 4 Wl
biye ol Jole (9,55 ()b 5V TG 5 lelygi)
By oA Bpan ()55 doyh Cawl oA B pan )3 b L
Conl jidar gl 9w 1 03 C o9 L Jlas] il peate
35 Sy ouiete b oo pas (V00 (o3 g (aid )
alox 363 sl Il 5l eolainl b cunl das)ys T gybaslo jw bz
Blaal o 4 )] I3 B9 g soges 3l o pe b
ol (VR ) en g (olis) il 35,50 s i )
Wl (g 3 LSS Gl |y iSin sbanp osbe 35,
cliwly o Slls (SST bges by ol 5l eolael Lcuils
e TV S 5 56) Sl s iy
S3l2gw 5 cbbro Ll Gua b baails, 48 ditn ulio ozl
o) 3530 (Ko (YN0 oS g odl) Wlosds Jugie b 4
o pebios] ol Olals )3 pdaas] slacwasi jl ookt W)l 3l
b b a5 die L5 5 (2l o ()5l 5 L) 5l S
Jlo 2oy 53 paye (S5 5l (St daygh)lS (coud g (3
Ok 9 Silwpgal ) bopises! @8 im0 JSi5 1) 3
HUS 53 050l &S Cuwl oids el S95,5 Gladgi (s gl ol

1. Lin

2. Sethuraman & Thanigan
3. Capitalism

4. Attitude

5. Cheung & To



eddagly 30 Wy g Ol 4 (0,50 (il W oy 1 1] ) 0D 9 Sns

e

Ob9) Slge ol bawg Jgame dub o)l 325 (o859 (sl
Ade Jgaze w5 4 hldb (3 Saslite 6l (6550 sl
Ohle 5 (o gl @ls (V0 S o SiS) aily
G il o2 5 paie O ygods pb (6l dos by Lis (VYY)
B 4 bl (Seg sl glasagled Clids (oobe 18
$910b &5 oyt o Sl o3 Ae )l 1B 1805 )9
S Pl gl s pSmaenal § o Glgisar diad oy B wad
sl (Y0 cAOLo} 5 oMayl) cunl Gum 4y oliwd b pladl
53 (532000 52 9 (5 S et 5l Joleo |y o liiors (0
oS b s glp cwl pasls bl b aad les S
(WhlSer 5V loll) Tiealy caar ) 38 GBS 5
Ol ol L)k pre slradlge jl 4 5 aab (V4 VF
aab (638,85t iy pll Lol Glaal jl S &S S
o dab ol &l ol (eSS als jo plgisa b i b 5
b 4 Cons (gpitie Sl ST all g and )ld) oo
3 o) ol Sy ol sl Jlem) Gl ssiasolas
Jpao 4 (g yutio ST ey 3 Oizeen V2V < (gl
9 9290 1> 455 J1a3l byl sl 9 oo ST Jpaee
—olosl YoV« MY J g o) WS e e3latl 55 18 SleMb
5 b S Jalge (ooled & At 3390 (Sloj ()b sl
sl 33 S35 g yueis 3l b g 035 _lolids | 2155505 pume
w8y ool sl Iy (53 gl 9 i gy 295 I3k

(¥ o lSem 5 sblosl) a5
—Gyas I gy S (o8 sbpleile &5 WS e
US55l codlS i o] L aisS Lais g s |y 60iiS
51 ookl (gba ol gl a8 Wlesly lis sl ladss e e
Mo HBASBpas Cls Bua b ddues] o Sludl (slao o>
e 5 il plesio Caedl (YN ) Kon g (S po) Cunl 0399
bl ple pliixe (oo gl GEMS B pas (13S0l g 5l

8. Arsalan & Zaman

9. Planning

10. Alalwan

11. Chetioui & Lebdaoui
12. Chen & Lee

13. Attracting consumers

bidgras 5 (liws) d23 Gl bl 4 cuadly j SIS
S 028 p 5 o 35 4SS s Sl slo et (V1R
i JWH) porde (Ses (loj (5 53 Wl o0 )l
By 9 S0l (el ()35 Vgans (bl cpl 3929 S5
) 295 canliz 500 0435 ohid (glo )35 b dalile 5 Ngd 00 )15
o aST a4 (LY a4 lusl (Y20 (g pmel) dimd o Cawd )
ool (i (55 e st )y SIS S 3
Glp S Sugn Sy S8 &S Cwl opl Cde yeegd ]
535e) slbpolid 45 sl ] e ymagus 155 o 315 o1imd ST
i 5yl 1y bl ol g e bl (gjloiS e ogu & &S
oS o a5 Canl opl pylas e S ol | oson Sl

(VY e Slire) w3 o JSb o (ol slvosl e (o>
S Slls g bty J K Hly gcwas
9 ke > (gl sy lidl @ da g b oLl plaase
cglooylias 3l o0litisl oy dgu0 ] 51 Al 0ty Jgamo (B0
1515 o ygrci Syl eyl sl il 43 Ui 5 yppetio (slibe
Soaile; (£old 4 Cond b S S5 Sl sl aST 4
(OhlSes g Tage) Wil )00 0 (sl Condy Sl 35290
il > Slils S5 loges oLl oyl 5l eolizal (Y-)F
—e OB Ol 3 e Slilllas il &l Spdy Gl
bles a3l 5 oo 2T ool 43 ) gpuio 5aS a0l S i
294 VoYY (e g BE) )l e Sl ordls K 4 s
S By (bl slaply o ol (pl oS @S e 53 (o90e
31,81 a8 ol )] b duslie )3 gud oo 481,] jgauiie (slvo > Loy
B 539 Bl gl g g Culle wiad e plxl pleS
5 byl )8 By VD Lad)llee dllu o S i i 5 Sule
g o 33l e L5 BB L 4 A o jpaeie 313l Colas
sboaizza cpl dloajl (VA (locd) conl Ol Cato 3
555 oyl Yoo Sl 3 TCSob 8 15 lis 4y g i
Sl 35 5 T JSle Bgpme Sy jpis (ol S
(o) Slal) 3,5 3 Y3 (ysels VFE Fjgg ;01 g pme
Hogome g Bgpne dinyin b K555 S &5 030 &) (o
Uiy guate igy8 10 8 i S5 4y Ui o odliitnl D5 < jpns
5 bl o 8 (Bligly blo)l Sbaljl a8 Ses

1. Real characters

2. Muda

3. Nike

4. Michael Jordan

5. Tiger Woods

6. Canning & Lagast

7. Intention to buy



Yo

VFeY Y 5,5l o3l 8590 «())9 il 0 Wbl ,l co paw

by s (Y4) o) Ker g (gdmo oLl Lidgd zubs .cuol ool
9 e b Sl & (2,55 2 jgrte 02l (sla Sy &S
s blixe 138 B0 & (5,5 Slans 4 (5,55 9 Kl (5 oline
Slgicees Byo Clads 4 (255 g9 (Bamsgnly Jl Il
0392 0SB o g (5 piuio Sl I Jguamo Sy 5 duaB 0AS (yd
0diSaul ol aS ol i dmgd ,d (Y4IA) aalj sl
o1 10b b 5 05 Mab &l 4 GBS Bosk Sl ysree

29 2l X b had X & 5SS b 5l grede
loslital b &8 28" g (VoVY) lSam 5 "5 (oimgly 0
S |y (S8 Ny lpe (ERSBpas oglhae Sl 6y
sbobal Wl e eniSanl Sl sy 1y ob
s a5 a1 Tl el o 25,38 1o 015505 puno
S Shy & 85 pla rghy » (VoY) ohlSen 5 7o
il b (Slgren 5 paasS (g (b)) (e
(V-¥Y) ohlSon 5 Tiggy )l cuto bLs)l als 4 (3,55 5 &l
P gam ool Slads 48 Ll s s cpla dmgd )
5 bl 5 15 ) o) Slids 4 sostan (2 b
5 bl imgd mls S e dbnl eges Sl bl
—CunByo 9 iy lad (gl QLU &0 Gl (VYY) Ko
WSS e oolaiio] Ciladis ) japaiie 314815115 3 095 YIS L
Sl s G55 g et (21T 2yl & ol o 5 el
ol sl 0ad o U3, 5l paleste (h9)8 (slasleiiny Giules
OS5 X3 288y, jgrciie 331 20T g s 3 5L gy
Oag puls e o lis |y w8l Gless L 5o
a (Jypame Gaidiny & 3 ol (Vo)) £ )bl 5 Sk
Slals gyl p lids GleMbl § Gl 3¢ 08 p )5
s sd e 5358 W5 ab Liliel el g 08 o b
el 55, elbcaasd S sl oLt (Y- V+) iy SIL imgdy
S Sgboe SYgame lp Sl jidy cB 5 coplin
M8l Gl slody S b 09yl diid 48368 oguatte
lbcaased (5365 oddodlitul Y ganms fuld (gl ot
Mol el bewasd (pl ded o ey ) Gt S e
Cag) gl Nigd o oddEds By g lals 4 Cue (955
2 By odSanb 5 81 clsie b (Y4R) 7 e50dl 5
as oy L €ouiiS Gpan W B3 dad g 5, S ods p olads
5 idio ol oSk )JIS o 58b e (555 2 o5 i)
P (VW) B g Bldlige 0l 156 55 0aiiS'G e 4y 5 b

5. Banik & Rani Dhar
6. Rohit & Trivedi
7. Abdui Manaf & Khaled

RCEUCEW P PR TN SO 5 YRt gy e S S OMPNT
o 9 S (o0 9090 (il (yn Spo |y 8Sn e 4VLs
Chle (@3 4 sl 4 1y 3¢5 SledMbl &S siwn o] o)
S S oo Sl g 2L frlete g Jgede  Saile o i Jliz]
rme 3 So (VN wljuadd) 398 &Bly 3o 59 05
ol wlg Slds ply STl shal Cda (Sl plo by
gy b Ak |) ol 331 ke o s plosl b ) aielsy
G dg bS8 o ods |y o8l Wl o gl jod e
olle ly cuslie &l by, CLl il g95 9 (oS
—Gpae ol g QLI Klgie 9wl wre Jhen Jelde
s (YY) )en o conlpl) 1S S o] 4 o Buss
BLbuner (glopsite diile (EWS B pae gla Shy I i
by o dome ¢ o) (ldlyie (1l 5 Jxd i ()
—2 ()2 5 B pan ylado) (5)l8) 5 (S5 S 5 Copazed)
B89e 45y > Lk § LS )b plpde & Jhe (SeS Sl
Gladlas L (Y1) ysel (Y)Y (o M8) w3l Y guamo
wloy Glils ;> bl 05,5 1 cpiwesl 15l 5 o3l leic b
oS lin elaoly §1 Sy cwen] 51 odlizl 45 55 ol €l
o] la g ol gl e IS 3 ani)d 5 Sl
@l 5l a8 8ly L (Y2 VY) (S galioold g (6081 i guliiiu
5 csibaie Sl iSly  Slls ewlusl 5 (dlate sbhadls cute
QBRI B pan Cute ()55 3l g s el Wl o (ol
Cuwd gl ool o (o9 53 (VoVY) () Se 5 LisgS 095 250 40
DS e b oS &l 28 (pgletel JB g cuplle oS a8l
—adllas ;3 (Y+VY) o) Kar 5 SIS .5 1y (g boline alasly a3y 4
Sy bl b wepasyd (6,hblixe 5 Cute yilaS W08 Ly (4
Syl g By 51 ATy 4 (3,55 (2le (sl it Bk
By g 03l 2SS (g ol )03 3929 X0 ,Sles i
Ly ad 38,50 o3l ela Sty den oS By oLis (Y+YY)
S hobiae b il 4 13,55 a5 Jlsy3 90y (g)labine 3l U
L5 by (5 yloline ;8T 00 0 (5,55 )l T 5 0
@l ol & gy )3 (YV-+) 9350 5 pudl sall 2,5 U
Q5,50 wlals el o oo Cuased Hliel &S a8l cusd
o (6,85 Sigusls L 205 208 Ny 2 (5)S5 5 Slals
—aoo a5 13,5 olo (YY) hlSen g byt 550 puiane 9
b Siss GV w3 4 blad (0555 sspeie Comad ()18
Ol B5ye e VB 5 4 bled | it (g boline jgboay

1. Giertz

2. Zhou

3. Roy

4. Chaddha



eddagly 30 Wy g Ol 4 (0,50 (il W oy 1 1] ) 0D 9 Sns

And

Pl s <l s Sl @ole (e Wl 5 A ) 3 g9
Orped WS len (dm gl 1) i claiag
083kl (6l (plnesil g ylidio 1 S 15 (e 9 (UL
OB RIS By i L g WS o o3l Ky ) (5,55 5 &5
2 Ry dad ool g Cla cuw LYE cblie 5l oorope
o Saules 4 Lingg ol el spdedy igd e by
canlie (BSUSS (655,84 lp yie (50 bl Slals
D)5 dalgs S8 HBAS B pas ds jakaiody Clals )

ol 00 1)) aghy ogpbe Jlo ) JSS

e rel Cluls Sl Cal (Seo o] a8 W0 LS dagsy
SEAES G e wiloyme o Ll e ible (elagusl casy |
alos Lmo—l Do)y (syblize g e ).ul.) B RATS uwl)sl

.))‘.) .b)> Jad 9 Jya?u: ubu.:l 630y u‘?o&).: 9 ublf]
Oldllas adplol 5 Olauls o)l adllas I dad dia iS5 L
9 (suesdl Sl oo daly 3 X 9 Slids 4 5,5 (obe

Pl b g 3l (o ey oo a5 4 cplpls 015 3925 (o559

sk il el

@ Wl o pols 5uig Bk sl i et uls imgh

e

g1 Algly g5 1 abhuoy (imgs cal slaedls ()51,
Gl Gk S Jlaw A imggy ol sbypiie ioxiw
dolyiuoy =Y 15l Wlo,le oS 05 sl 3ie i (slaasl yiuw y
bl 1) w3 was e Ve bty =Y (YVF w0k,
0y (Yoot e 5 Slo) B )5 g Ve sl oy ¥
Bhl (Y'\f coJJ)’g)é) om;é).\m uJ.> u.”;.w Ye d.ol.)umw).:
513,95 3 (lalold olde | &Yl aSbuljl ¢)gShe (cladel yiuw
oiblyn SlS) (slaan S & 5 a5 odlital (clay Sy &I b
833V B0 35, iy o(pdlee MolS o pillee ¢ g3905 5 (iblge
I Vel & oty plsie 5 50 slacaly) 08
o S o g Sy (ebipg Copde didy B S g bl
b basl yiuwy oLl b edlatwl ¥ clbMol plxl 5 ol
Ui allao 45 05 (g, S0l o o (sl #lis,S (W] S8
2 (rop Vo 5l gt ¢S W) 5 4l ol bl ¥
2t Sl i pransk B S 50lS (g0l 51 blital Lol Ceans
L plidle &¥ole (giluie by bodls @i (o9 b

28,5 &0 SPSS o PLS (g kel el I3l 5 5 oslil

CAR9H (Parde Jo ) S
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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