
 نحو الاتجاهات، الإعلان نوع بين لمعلاقة أستطلاعية دزاسة

 الركي لمواتف الشسائي والسموك، الإعلانات

  .                 .                  
                                    

             

 
                       

     المستخمص

            

   .         -   

  .            

 Path Analysis       CFA   (SPSS  17 )  

AMOS 7 .                 

    .            

       .        
               

.                
               

            .    
              

 

 . 

:        
   

  

 

 

مجلة العلوم مجلة العلوم 
  الاقتصادية والإداريةالاقتصادية والإدارية

    9191المجلد المجلد 
  1919العدد العدد 

      1717    --1717الصفحات   الصفحات   
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 المكدمة

              
              

                 
               

 (Kotler ,2009)         
                 

                  
           

  (Verma, 2009).               
             

                
                

                :  

           .   
              

                 

       (Long-Yi Lin, 2011). 

 :       : الدزاسة مشلمة

       (  )    .  

       (         

            . 

          (  )    

     .  

 الدزاسة أهداف

               

            : 

     (   )     . 

     (  )      . 

           . 

         (  )     

   . 

 الدزاسة أهمية
                

                   
                  

              
                 

               . 
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 (1)           

 
 

                                        
                                          Ho1                    Ho 4                   Ho3 

    
 
 
 
 
 
 
 

Ho2                                                  
 

                     (1)                 

 
 
Ho1-    

     (  )      : 

 Ho1-1 /           . 

Ho1-2 /           . 

Ho2 :    

     (  )       : 

Ho2-1 :            . 

Ho2-2 :           . 

Ho3 :    

           . 

Ho4 :    

         (  )        

   . 

Ho4-1 :              
 

Ho4-2 :               
 

Advertising 

attitude 
 

Buying 

behavior   

 

Advertising 
appeal 
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 الدزاسة لمصطمخات الإجسائية التعسيفات

  :             

     (long -Yi Lin,. 2011) . 

 :              

   (Yi Lin,. 2011 - Long). 

 :              
          (long -Yi Lin, 2011  ). 

   :           
              (Kotler, 2009 ). 

 :     "            

       "(Kotler, 2009 ) 

  :             

       .  (Louis & David, 1980 ) 
  :                

          .(Kotler, 2009). 

 الدزاسة حدود

              /   

 .          

 1/3/2012  15/5/2012 . 

   :           : 

   ( )   ( long –Yi Lin, 2011. Mortimer,K  & 

Grienson,S, 2010. Belch & Belch, 1998 and Chu, 1996)  بمتغير يرتبط ما ما  

      ( long -Yi Lin, 2011 , Zeithaml（1988）and Dodds et 

al. 1991           من (Buchholz and 

Smith（1991 Schlosser et al. 1999. 

 وعينتوا الدزاسة مجتمع

              ( 2820  )  

          .  

  (400)             

(290  )   (72.5%)      83%   , 67.9%  

  25  , 59.3%     (, 2012). 

     : 
               

                
                

 (7)     (4)        (9) 

     ( 7 )        

       1-7     (1)     (7) 

 .  
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 السابكة الدزاسات

9   (Khraim, 2012)  (Jordanian male consumers' attitude  

 towards using women in advertisement)         
               

               

        .       

     .  

2   (David Michael M. Ledesma, 2011  )  (The Effectiveness of 

Sex Appeal Advertising vs. Cause-related Advertising )      
                

         .        
                  

           .  

3  ( Benjamin Chan Yin Fah, 2011 )  (An Exploratory Study 

of the Relationships between Advertising Appeals, Spending Tendency, 

Perceived Social Status and Materialism on Perfume Purchasing Behavior) 
             . 

                   
                

    .  

4  (Long – Yi Lin, 2011)  (The impact of advertising appeals 

and advertising spokespersons on advertising attitudes and purchase 

intentions )             

             . 
                 
              

 

5  (Khraim, 2011)  (The Influence of Brand Loyalty on 

Cosmetics Buying Behavior of UAE Female Consumers )     
              

  .             

         .     

           .      

            (     

        )     . 

6  (Dens, N., Pelsmacker, P, 2010)  (Consumer response to 

different advertising appeals for new products  )       

   (    )    ( 

   )          

  .              

   (    )      
             

          .  
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7    (Kathleen Mortimera & Samantha Grierson. 2010)  (The 

relationship between culture and advertising appeals for services)    
             

           Albers-Miller. 1996))  

            Pollay. 1983))   

   (Hofstede’s. 2001).          
                 

            .        
                  

  .  

8    (Yunjae Cheonga, Kihan Kimb & Lu Zheng. 2010)  

(Advertising appeals as a reflection of culture: a cross-cultural analysis of food 

advertising appeals in China and the US )        

      :   .     

              8  

  10                     
                   

                 

      .           

        .   

9   (Melby Karina Zuniga Huertas, Marcos Cortez 

Campomar,2009)   (Rational and emotional appeals in advertising of 

prescription Medicines)             

                (/ 

 )      (  /  )          
                

           .       

                 .   

               . 

91   (Adesegun Oyedele, Michael S. Minor & Salma Ghanem. 2009) 

 (Signals of global advertising appeals in emerging markets)  

            .    
                  

        (     )       

        ().         

 .                  
                

    .  

99    (Hoeken, H,  et al.2007 )  (Is it Necessary to Adapt 

Advertising Appeals for National Audiences in Western Europe )   
               

                
              

    (   ) .       
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  .             

             .  

92  (McNeal & Chan. 2004 )  (Chinese children's attitudes 

towards television advertising: truthfulness and liking )      
               

   .               

                .  
                  

.               

     .              

             .  

           .      

                 . 

                 .  

                   . 

 

 :لمدزاسة النظسي الإطاز

  : 
                

        (Reibstein, 2005).       
                    

           Bovee,C.L. & Arens 2005 

,p 45 ) ).  Delozier, M.W. (2006)         

             .  Reibstein 

(2005)              ,  

 (Verma, S. (2009     .       

:                   

    . 

 
 : 

 Kotler               

       (Kotler ,2009)     

    .             

  . (Lin, Y, 2011).        
              

(Chu, 1996).                 

   Verma, S. 2009)). 
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  (Kotler ,1991).          

 (Main, Argo, & Huhmann. 2004) . 

 :  
               

           (Kotler ,1991)    
                

(Woochang & Franke, 1999 ). 

  
                

        ( (2004).        

          (Blackwell et al., 2005)    

   (Bagozzi et al., 2002)        

             (Shimp, 2002) . 
               

(Reese, 2010).               
                

                

    (Hou, Du & Li 2008).          

( 2004) : 

   :             

         . 

   :             

         . 

      :             

              . 

   :               

        . 

       
                  

                  

         .        

      .(  Louis, & David, 1980).       
                 

         .(Kotler, 2009) . 

   :            

          ( Blackwell, & Engel, 2005 )    
                 

    .          .  
                 

– -      .        

 ( 2000): 
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              . 

            :      
 

                 

       . 

 

     الأعلاني التأثير لمساحن AIDA نموذج

              
                  

    (Mandossian,2009). (2)     AIDA   

 
 

 
 
 

 

 
 
 

 ( 2 )   AIDA 

Source:Mandossian,A.(2009),Rediscover the 100-Year Old AIDA 

Formula,Retrieved June 20,2009,from AlexMandossian,Com Website: 

 l773/17/02/2009http://www.alexmandossian.com/  

                 

               .  
                     

                

 .               

  .               

    .               

                . 

(Mandossian, 2009). 

Attention

Interest

Desire  الرغبة 

Action

http://www.alexmandossian.com/2009/02/17/773l


 78 9971 

،ىالإصلانات نحو الاتجاهات،ىالإصلان نوع بون للعلاقة أستطلاصوة دراسة    
ىالذكي للهاتف الشرائي والسلوك

  :وثباتوا الدزاسة أداة صدق

            

 , ,     .         

   Cronbach Alpha             

         (Alpha ≥ 1.61)      

        (Sekaran, 2003).       

         (1). 

 
 (1)       (     

       

1   7 .704 

2   4 .789 
  11 .800 

   9 .776 
    7 .846 

   27 .888 
 

         ( 0.888 )      

 ( 0.80 )    ( 70.4 % )    ( 78.9 % )    ( 

0.776 )     ( 0.846 )    .    
                 

                   

  . 

  :  
                 (SPSS) 

          ,      

  .      path analysis     (7 

AMOS )       ( )       

   .           
                

    Confirmatory Factor Analysis   . AMOS 7 
 

                                                          الفسضيات واختباز التخمين نتائج

  : 
 :  :             (5.654) 

     ( 7 )    (0.8649)         

 "   "  (5.7498)   (.76485)  "    

(5.5802 )   (1.14358).  (2) (3)       

     . 
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 ( 2 )       . ( =290) 
 

 
 

  
  

1.00725 6.1414           1 

1.17840 5.7828           2 

1.35035 5.7724 
          

    
3 

1.07282 5.9310          4 

1.46996 5.5103        5 

1.32948 5.6828 
           

   
6 

1.43965 5.4276 
          
  

7 

.76485 5.7498          

 ( 3 )       ( = 290 ) 
 

 
  

 
  

1.34293 5.6586          1 

1.40584 5.6793 
          

    
2 

1.62174 5.5379 
          

    
3 

1.46188 5.4448          4 

1.14358 5.5802        
 

  :   : 
                   

(5.5211)   (.83066)          (5.7103) " 

 (5.4828)    (4) . 
 

 ( 4) :            
 

 
  

 
 

 
 

1.60138 5.2552           1 

1.16415 5.7103 
          

   
2 

1.28016 5.5552           3 

1.29700 5.5345           4 

1.43660 5.5138           5 

1.38974 5.5897           6 

1.41411 5.5448           7 

1.51853 5.4828 
          

 
8 

1.33427 5.5034 
          

   
9 

.83066 5.5211           
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  :     :  
                  

(5.0724)   (.75492)           (5.8138) 

(5.2862)     ( 5) .  

 (5):           
 

 
  

 
  

1.12523 5.4552          * 1 

1.40838 5.2862          2 

1.23616 5.4448          3 

1.23691 5.4655          4 

1.31306 5.3793           5 

1.35790 5.6621            6 

1.15861 5.8138 
           

   
7 

.75492 5.0724          

*      

  الدزاسة ضياتفس اختباز

   H01 :         (     

 )     .            

 : 

H01-1      : "            
   

          (6)      

             (  β=.478 )  

    (  R2=22.9%  )           

         :"        

   " 

 
 ( 6) :          

 
 

R2  
 

 

F  
 

 
DF 

 
 

  

 
 

β 
 

 
t 

 

Sig* 
 
 

 
 

 
.229 85.415  (1, 

288) 

 
 

.478 .056 9.242 0.00 

*        ( 1.15 α≤   ) 

 
H01-2   : "            
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           (7)       

            (  β=.417 )   

  (  R2=16.6%  )            

       :         

  . 

  ( 7) :          

 
 

R2  
 

 

F  
 

 
DF 

 
 

  

 
 

β 
 

 
t 

 

Sig* 
 
 

 
 

 
.166 57.194  

(1, 
288) 

 
 

.407 .039 7.563 0.00 

*        ( 1.15 α≤   ) 
                

          (8)  : 

 
 ( 8):              

   

 
 

R2 
 

 

F 
 

DF 
 

 

Sig* 
 
 

  

 
 

β 
  

 
t 

 

Sig* 
 
 

 
 

 
.269 52.938 

(2, 
287) 

.000 

 
 

.368 .062 6.386 .000 

 
 

.230 .042 4.001 .000 

*        ( α ≤ 1.15)   
 

   ( 8  )             

               (  

R2=26.9%  )       .         

       :"        (    

  )    . 

  
   :  

H02 : "         (      )   

     (  α = 1.15 ) ".         

    : 

H02-1 : "              

          (9)        

           (  β=.497 )    

   (  R2=14.7 %  )           

         :"        

     " 
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 (9) :           

 
 

R2  
 

 

F  
 

 
DF 

 
 

  

 
 

Β 
 

 
t 

 

Sig* 
 
 

 
  

 
.147 60.529  

(1, 
288) 

 
 

.417 .053 7.780 0.00 

*        ( 1.15 α≤   ) 

   : 

H02-2 : "               
          (10)         

          β=.223           

  (  R2=5.0 %  )              

       :"          

   " 

 
 ( 10) :          

 
 

R2  
 

 

F  
 

 
DF 

 
 

  

 
 

β 
 

 
t 

 

Sig* 
 
 

 
 

 
.050 15.071  

(1, 
288) 

 
 

.223 .038 3.882 0.00 

*        ( 1.15 α≤   ) 

 
                

       :"        (  

    )      ". 

   :  

H03: "                

         (11)        

           ((.469 β=. )  

      (  R2=21 %  )        

  .              : "  

            . 
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 ( 11) :             

 
 

R
2
  

 
 

F  
 

 
DF 

 
 

  

 
 

β 
 

 
t 

 

Sig* 
 
 

 
 

 
.213 77.808  

(1, 
288) 

  
 

.461 .048 8.821 0.00 

*        ( 1.15 α≤   ) 

 
   : Ho4 :  

         (  )       

  . 
                  

  path analysis    ( AMOS 7  )       

       ( Multicollinearity )       
                

                

     ( Tolerance = 0.771 )  (0.834) 

              .  

Ho4-1:               
 

   path analysis        (3) 

  : 

 :          (.48)      

   ( 23 % )       

 :         (.25)  

 :           (.34)   

            ( 26 % )   

            (3).
 

 
 (3)       
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Ho4-2               
 

   path analysis        (4) 

  : 

 :           (.41)     

   ( 17 % )      . 

 :          (.04)   

. 

 :             (.44) . 

            ( 21 %)   

            (4). 

 
 
 
 
 
 
 
 
 
 
 
 

 ( 4 )       
               
                

Confirmatory Factor Analysis  AMOS 7))         
                

  ( GFI=.989)( Goodness of fit index)         

             :  The Bentler-

Bonett  normed fit index  ( NFI =.975 )         

  The comparative fit index  ( CFI=.989)       . 
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 التوصيات الاستنتاجات

:    

                

            . 

                  
               

           (Melby & 

Campomar,2009 )   (Hoeken  et al.2007 ). 

               
               

          .   

       (Cheonga et al.,2010  Kathleen & Grierson. 

2010   Dens,& Pelsmacker, 2010 ) 

          0.05       

          . 

                
            

  

 

:   
               

                 

    . 

               
              
     

              

            . 

               
            

 . 

              

              . 
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An Exploratory Study of the Relationships between Advertising 

Appeals, Attitudes toward Advertising , and Consumer buying 

Behavior of Smart phone 
 

Abstract 
Purpose of this study is to investigate the relationship between Advertising 

Appeals, Attitudes toward Advertising, and Consumer Buying Behavior for 

Smart Phone The study was carried out on the students of Middle East 

University (MEU) In Amman- Jordan.  A measurement scales  with acceptable 

reliability and validity is developed to capture the dimensions of study variables.  

Four hypotheses were tested using Statistical package (SPSS-17).  A two-step 

detailed statistical analysis of data was involved. First, descriptive statistics was 

performed to understand the underlying components of study variables; second, 

regression analysis and Path analysis using AMOS 7 were performed to 

investigate the relationship between Advertising Appeals, Attitudes toward 

Advertising, and Consumer Buying Behavior for Smart Phone.   Analysis of data 

confirm high level of Rational and emotional advertising appeals, students 

Attitudes toward Advertising, and consumers’ purchasing intention  of Smart 

Phone .Results of regression analysis show that Rational and emotional  

advertising appeals, is significant in explaining the variation in building  

Attitudes toward Advertising and enhancing Consumer Buying Behavior for 

Smart Phone. The study also indicate a strong and positive impact of students 

Attitudes toward Advertising on Consumer Buying Behavior of Smart Phone. 

The findings contribute to understanding the relationships between Advertising 

Appeals, Attitudes toward Advertising, and Consumer Buying Behavior of 

Smart Phone, provide critical implications for Smart Phone marketers and 

highlight directions for future research. And thus Know the real purchasing 

behavior of consumers to buy mobile phone smart, understanding consumer 

purchasing behavior makes the organization able to put the correct software 

suite that  behavior to ensure that attract new customers and keep customers 

natives a goal pursued by the organization. 

 

Keywords: Rational Advertising Appeals, Emotional Advertising Appeals, 

Attitudes toward Advertising, Consumer Buying Behavior, Smart Phone 


