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ABSTRACT

The current study aimed to investigate factor gtite; internal consistency, and construct validifythe scale to
measure attitude toward advertising through spdd.collect data, a 45-item, seven-point Likert eci@ measure
attitude toward advertising through sport propossdPyun (2006) was applied [37A total of 390 students were
selected in the sport management courses at Bath€BBA), Master's (MBA) and Doctoral (PhD) levétem
universities of Tehran (Iran) during the academigaly 2012-2013 by using a random sampling methoa& Th
confirmatory factor analysis was employed to asskesconstruct validity. The findings showed thabribach's
coefficient alpha provided a good estimate of #l@bility for the total scale (0.86) and seventtas. Through the
confirmatory factor analysis, the obtained coeéfits were significant (> 1.96), indicating the nesary validity
for the scale The study provided support for the applicationtlsé scale to measure overall attitude toward
advertising through sport as a valid and reliabhstrument in academic settings.
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INTRODUCTION

The growth of the sport industry has resulted inimrease in advertising through sport over the s&veral
decades, an indication that corporations have agletiyed the potential of advertising through sper@ccomplish
a range of goals and objectives [1].

Advertising includes product information is importdecause it results in better decision-makingdaysumers [2].
Mittal (1994) concluded that of 10 perceptions édeed, perceptions of the informational value dfextising was
the most important contributor to consumers’ oveatitude toward television advertising [38]. Rglland Mittal
(1993) found product information was a significanédictor of attitude toward advertising [37]. Infmation has
also been found to be positively related with adt# toward Internet advertising [3, 4] and attitddevard direct
marketing advertising [5]. The meaning of adventisas social role and image represents the id¢athertising
often attempts to sell the consumers an imagdastyile as well as a product or service [6]. Hedompleasure to
be one of the most important reasons why consulier3V advertising [7]. An important indicator pbsitive and
negative attitudes is likeability, which represehtsv people react to a product or a message, aedikemnbility
technique has been considered as the use of hedphéasure in advertising [8]. Celebrities who arelorsing
products used in their competition communicate aenpmwerful “match-up” effect [9]. Such an effecayncause
consumers to have a more positive brand attituderi products [10], and influence them to choosselproducts
[11].As the spending on advertising through spatpart of corporate marketing strategies has coetinto
increase, a growing need for research has emelgddThe effectiveness of some formats of advengigshrough
sport such as in-stadium or outdoor signage, andsspship recall and recognition have been exaniihgdl4, 15,
16, 17, 18, 19, 20, 21, 22, 23, 24, 25, 26, 27E Terease in the popularity of advertising throggbrt has led to
concerns about consumer “identification” and “diffietiation” [1]. The perceived lack of a consumer’
“differentiation” and “identification” may be due ta failure by researchers to understand consuereeptions of,
and information about attitudes toward advertisingugh sport [1, 28]. The dearth of understandiegarding
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consumers’ cognitive structures with respect toeafising through sport suggests the need for rekees to
understand consumers’ belief and attitude conceptounding advertising through sport [1]. Pollayd aMittal

(1993), They proposed that attitudes could be éxptaby beliefs, based on Fishbein’s (1963) thexdryeasoned
action [36, 39]. The kernel of Fishbein’s theoryhat beliefs and attitudes are distinct, and Eelisually function
as indicants of attitudes [29, 30, 31, 32]. Thems heen a significant increase in the differenesypf advertising
media in recent decades. One medium that has gdoamnatically, but which has not been a topic oflgtrelative
to attitude toward advertising, is sport. Sport hasn considered a natural platform for advertisagyit carries
very strong images, has a mass international acejesnd appeals to all classes” [33]. the use oftsps an
advertising medium enhances the effectiveness wéréiding through sport. The current study soughexplore
attitude toward advertising through sport and &iidguish between beliefs about and an attitudetdwadvertising
through sport.

Advertising refers to a systematic process thatiges appropriate information on goods and servicesistomers,
and encourages consumers to purchase goods oceserVihrough Pollay and Mittal's (1993) model ditatle
toward advertising in general, Pyun (2006) examiard explored attitude toward advertising throughrs[36,
37]. The current research seeks to test validity4 prychometric properties of the Pyun's scale fanian
community. The objective is to standardize the toesaire of attitude toward advertising througlogp

MATERIALS AND METHODS

Given that this paper is to validate the scale teasare overall attitude toward advertising throwsglort, a
descriptive method is applied with special emphasivalidation studies, as a type of research ¢oabktruct and
development.

Participant

The population included all sport management stisdanhBachelor's (BBA), Master's (MBA) and Doctof@hD)
levels from universities of Tehran (Iran) duringethcademic year 2012-2013. The sample was 400 mando
selected male and female students. A total of 8@l fquestionnaires were received, and 10 cases megected due
to incomplete information.

Measures

The Pyun's scale to measure overall attitude towaarebrtising through sport was used. The scale treasslated
from English into Persian by five educational pssienals, familiar with marketing and sports sc&rtbe literary
edition was conducted by three people. It was stibchio seven university professors in sports meamamt and
also five marketing experts for a test of facedigli The instrument consisted of 45 items on a&sepoint Likert-
style response scale (1: Totally Disagree- 7: TyotAbree) and (1: absolutely hate - 7: absolutéke)l It was
designed as close-ended questions so respondemdseasily define their opinions about advertisimgeneral, and
about advertising through sport. Demographic infaion was also asked by ten statements. The résearc
instrument included four individual subscales (prciddata, social role and image, hedonism/pleasane,
annoyance/irritation) and three social and econosubscales (good economy, lie/lack of understanding
materialism). The scale components are cover Jétistructions, personal data, and items.

Data Analysis

In the present study, descriptive statistics iniclgdnean, standard deviation, frequency, and p&agerwere used
for the data analysis, provided through tablesfandes. The 2-fold significance level of 0.05 wersployed. The
SPSS16 and Liserl software were also includederattalysis. The cronbach's coefficient alpha amdimnatory
factor analysis (CFA) tests were conducted in otdexamine the research hypotheses.

RESULTS

The results showed that the mean age of the sangde?6.7 years (SD = 4.61): 37.9% males and 62¢ifales.
81.3% of respondents were single, 18.7% marriededms of educational levels, 33.5% was at BBAB% at
MBA, and 11.7% at PHD. The highest and lowest tiralues spent watching sporting events were obtdimed
the classes of "more than 120 min" by 26.7% andé&hdy 2.9%, respectively. 41.0% of respondentseweaore
likely to pay attention to sporting goods adveriisats. For effective methods of advertising, tedievi and
websites were listed on the top by 50.3% and 16r8%pectively. However, radio was less effectivét8p6 (Table
1).

23
Scholars Research Library



Saeedeh Razawt al

Euro. J. Sports Exerc. Sci., 2013, 2 (1):22-27

Table 1- Descriptive statistics for Demographic Vagables

Frequency Frequency Frequency Frequency
percentage percentage
Gender Male 148 37.9 > Apphz_ances 17 4.4
Female 242 62.1 Z Clothing 108 27.7
Marital Status Single 304 77.9 = Electronics 48 12.3
Married 70 17.9 S Beverage 1 3
Bachelor 126 33.5 5] Sporting goods 162 41.5
Degree Masters 207 54.8 3 Other 4 1
PhD 43 11.7 3 Total 390 100
Qs 4 Never 11 2.8 o m Radio_ _ 1 3
g 23 1-30 minutes 19 49 2 F | Television 157 40.3
o %% 31-60 minutes 89 22.8 g_ 23 Sports fields 41 10.5
s3 Q% 61-90 minutes 79 20.3 2 § Sports Magazines | 28 7.2
&y 91-120 minutes 77 19.7 ca Billboards 34 8.7
2583 More120 minutes 100 25.6 2 2 Site 51 13.1
2 = Total 390 100 § - Total 390 100

Reliability & Validity
According to the results obtained from Cronbaclysha test, the scale to measure attitude towarabréiging
through sport has a coefficient of internal comsisy of 0.86. Furthermore, the internal consisteralyes in each
subscale are: product data by 0.838, social imagerale 0.817, hedonism/pleasure 0.784, annoyaritation
0.782, materialism 0.763, good economy 0.746,alid/|of understanding 0.746, attitude toward adsiei in
general 0.873, overall attitude toward advertishmgugh sport 0.887 (Table 2).
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Fig. 1- Significance Values of Confirmatory FactorAnalysis Test
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Table 2- Reliability Estimates

Factor Items Cronbach’sy cog
Annoyance/ irritation 7, 26, 27, 30 .782
Social role and image 19, 20, 23, 25,29, 3 .817
Product information 3,5,6,8,10 .83¢
Good for the economy 9,13,14,21 .74p
Hedonism/ pleasure 4,12,15,16 784
Falsity/ no sense 11, 24, 28, 32 746
Materialism 17,18, 22, 33 .763
Global attitude toward advertising 43, 44, 45 .873
Global attitude toward advertising thr{ 1, 2, 36, 37, 38, 39, 4 .887
Total scale 45 items .860

To assess the validity of the scale to measurtuddtitoward advertising through sport, the confiona factor
analysis is employed. The basis of the decisiaetermine whether a hypothesis could be acceptegjemtion [i.e.
significance of relationship] is to investigate thedel by significance numbers. With an error &te< 0.05 in a
bilateral test [normal default], the critical vatuare 1.96 and -1.96. If the significance levet@éfficients is higher
than 1.96 or lower than -1.96; the null hypothesiild be rejected, and the alternative hypothes&idbing the
existence of a significance relationship will begmted.

In the questionnaire used, only two questions abwirelevant subscales are insignificant; inclgduestion# 21
for good economy (usually wastes of economic resmyrT-Value = 1.82) and Question# 26 for annoyance
irritation (it is irritating; T-Value = 1.22). Thiactor loading related to these questions is legs 0.2. Some experts
believe it is necessary to obtain a loafing highan 0.2 in order to accept factor analysis andeptavariable in the
guestionnaire. Among 33 questions, 31 ones haverfemading higher than 0.2. Figure 1 shows theéofalmadings

of the questions.
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The model fitness indices show a good estimatéheffitness for the confirmatory factor analysiseTRMSEA
value is less than 0.050; however, the values dfs&&B AGFI indices, both for the model goodness,tagher than
0.90, meaning the appropriateness of extracted hmoderms of data. The chi-square to degreesedfdom ratio is
less than 3; this provides the accuracy of thedisifor the confirmatory factor analysis model.

Table 2 — Fitness Indices for Confirmatory Factor Aalysis

Fitness Indices| Df | Chi-Square | RMSEA | P-Value | GFI | AGFI
475 | 711 .032 0.000 .93 91

DISCUSSION

The results indicated that the Persian versiorhefstale to measure attitude toward advertisingutitt sport had
the required reliability. Most studies have applédha coefficients to assess interested range B, 34, 35, 36].
Among which the research of Korgaonkar et al. (39%bllay and Mittal (1993) and Pyun (2006) arehhig
relevant to the current study [36, 37, 38, 39].l8ohnd Mittal (1993) investigated reliability ofwen dimensions
for beliefs and the general framework of attitudeng different coefficients [37,38]. Their findingsvealed that the
coefficients of belief dimensions ranged from 0td0.78 in the university student sample and fro6#@o 0.71 in

housewives group. The coefficients for the framdwof attitude were 0.88 and 0.79 for universitydemt and

housewife samples, respectively. Korgaonkar e{1#97) investigated the reliability of seven beltfmensions
about marketing direct advertising. As the resshiswed, the alpha coefficients ranged from 0.50.69. Pyun

(2006) assessed reliability of seven dimensionof@rall attitude toward advertising through sporan academic
sample [37]. The results indicated that the Crohlsaalphas varied from 0.68 to 0.84. For overdituate toward

advertising through sport, the Cronbach's alpha@&28. It can be noted that both studies Korgaoakal. (1997)

and Pollay & Mittal (1993), provided no satisfagtdmternal scores in reliability, exceptionally feome dimensions
[39, 36].

Furthermore, the study confirmed the validity o€ tRersian version of the scale to measure attitoderd
advertising through sport. According to evidenckthe face validity, content validity and construelidity, the test
seems to be relevant to the subject for which dt been designed. Also, the scale content is saitabachieve the
objectives of the scale to measure attitude towadrabrtising through sport.

To assess the validity of the scale to measurtuddtitoward advertising through sport, the confiona factor

analysis test was employed. The basis of the aeci® determine whether a hypothesis could be &edepr

rejection [i.e. significance of relationship] is itovestigate the model by significance numbersnitbe statements
used, only two cases about the relevant subscales imsignificant; including Question# 21 for goscbnomy and
Question# 26 for annoyance/ irritation. The reakonthe first might be that the statement itselcanceptually
positive, but the item is conceptually negativen-adjusted with other items of the subscale. Fer $bcond
statement, the insignificance could be justifiedtry fact that two statements # 5 and 26 reprékergame concept,
and due to such iteration, the word "equal" appliedhe survey may remind a positive meaning; hawethe

subscale brings out negative concept.

Due to confirmed evidences of reliability and validfor the scale to measure attitude toward adisieg through
sport, the scale can be utilized for further redean advertising through sport.

Derived from Pollay and Mittal's theory, it is resmended to investigate attitude toward advertisongsports. In
addition, it is needed to determine validity of Huale for other communities.
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