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ABSTRACT 
 
 Commercial ads in new perspective based on religious instructions may attract the consumers’ attention 
and interest to advertised products by depending on and believing the religious values. Therefore, commercial 
ads based on religious beliefs may be considered as a mean for promoting products and services in Islamic 
contexts. The aim of this study was to evaluate and validate ad effectiveness by using Islamic cues in ad poster. 
This is anexperimental study in which one experimental group is used bypre-test and post-test with the sample of 
384 people.The result of this study shows that individuals with religious beliefs are affected by ad messages 
including Islamic cues than usual ad message and respondents have shown high positive emotion to the ad and 
also their attitudes to the ad have lead to their high attitude to brands. 
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Introduction 
 
 According to the increasing capacity of religion 
in families residing in Islamic societies, some Ad 
experts can see ads from new angle  and this new 
angle is completely more different than current ad 
approach. Commercial ads in new perspective based 
on religious and human beliefs may attract the 
religious and believed consumers’ attention to 
advertised products.  
 In any way, advertisers, by correctly using the 
publics’ reliance and trust to the Islamic principals in 
the contexts of ads, can easily promote their products 
and elevate the position of their brands comparing to 
variously competitive ones in Islamic societies. 
 Thus, this paper seeks to address the following 
questions: from the view point of Islam, what 
instructions should be included in the context of 
commercial ad in order to promote products/services 
and does an ad message including Islamic cues 
influence on the effectiveness of ad? 

Literature review: 
  
 The effectiveness of ad is a function of its 
content (the message), execution (how the ad 
conveys the message), and frequency (how often a 
consumer sees the ad) [1]. The effectiveness of 
advertisements has been measured by recall and 
recognition [2], awareness, interest [3]., emotions 
[4], attitude to ad, attitude to brand and purchase 
intention (eg. [5]; [6]; [7]; [8]; [9]; [10]; [11]). 
 Ellen and Bone (1991)proposed 
thatcommunication-evoked imagery is reflected in 
five dimensions: vividness, clarity,quantity, ease, and 
the degree to which the imagery relates to an 
individual’sexperiences [7]. Also Hsu(1990) 
proposed that purchase intention refers to 
certaintransactional behaviors that occur after the 
consumers’ making  a  general  product  evaluation  
and  an  emotionalreaction reflecting their attitude 
towards an object. Whenconsumers  hold  positive  
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feelings  for  an  advertisementand  a  product,  their  
purchase  intention  will  be  strengthened [12]. 
 Also Allport (1935) considered attitude as one of 
the most unique and essential concepts in modern 
social psychology. Conceptually, an attitude is “a 
psychological tendency that is expressed by 
evaluating a particular entity with some degree of 
favor or disfavor” [5]. Also attitude is defined as “a 
person’s favorable or unfavorable evaluation of 
anobject”. Also attitude is defined as “a person’s 
favorable or unfavorable evaluation of anobject”[2]. 
 Emotions constitute the primary motivational 
system for human beings  [13]. Emotion plays an 
important role in understanding consumer behavior 
in that emotions, compared to reason-based 
evaluative assessment of the stimuli, provide 
judgmental responses that are (1) more consistent 
across individuals and (2) more predictive of the 
number and valence of people’s thoughts [14]. 
Studies have alsofocusedonfeelings(alsoknownas 
emotions)aspredictorsofadattitudes(see in [15]). 
However, emotions are generally viewed as internal 
mental states representing evaluative reactions to 
event, agents or objects that vary in intensity [16]. 
 In the context of consumer research, mental 
imagery is defined as “a process by which nonverbal 
information is represented in working memory”  
[17]. Also the Oxford English Dictionary (OED) 
defines an image as, “A mental representation of 
something (esp. a visible object), not by direct 
perception, but by memory or imagination; a mental 
picture or impression; an idea, conception”  [18]. 
Defined this way, mental imagery is distinct from 
knowledge structures, and is consistent with the 
manner in which it has been defined in the 

psychology literature. In the psychology literature, 
mental imagery refers to all those sensory or 
perceptual experiences of which we are self 
consciously aware and which exist for us in the 
absence of those stimulus conditions that are known 
to produce their genuine sensory or perceptual 
counterparts [19]. 
 
Methodology: 
 
 This research is an experimental study, with data 
gathered via questionnaireand the kind of this 
experimental project is pre-test and post-test with one 
group. The number of sample is determined around 
384 through Cochran formula with an error percent 
of 5 and preliminary sample variance of 0.49 and 
with the population of about 18500 peoples.So one 
experimental group including 384 people is used in 
pre-test and post-test. The population is all students 
and employees of three universities (Babol free 
university, Payam-e-nour university ofBabol and 
Amol free university) and a convenient sampling is 
used (e.g. [20]; [2]; [21]).  
 In pre-test, an ad poster including a firm’s brand 
and a series of food products of the firm and some 
symbols of quality standard and a picture of nature 
and mountain in the context of poster is presented to 
the audiences and in post-test, all above mentioned 
information in addition to two Islamic phrase in the 
form of two Quranic verses (about human dignity 
and getting away of lavishment) are shown.The 
theoretical relationships between variables of ad 
effectiveness are presented in figure no.1 and a 
review of the experimental study is shown in table 
no.1. 

 
Table 1: Overview of the experimental study. 
Aspect     pre-test/post-test     
Analyzed Variables   Mental imagery, Positive emotion,Attitudes to ad and brand, Purchase intention 
Sample size   384 participants    
Respondents   students, employees 
Mean age    25.2 years 
Gender distribution   243 women, 140 men 
Ad media    poster in A4 
Product kind     food products 
 

 
Aad : attitude toward the ad;Abr: attitude toward the brand;PI: purchase intention 

 
Fig. 1: Research model. 
 
 It is noticed that the brand applied in these ad 
posters is an unknown and manipulated onesin order 

to prevent brand familiarity.Also a questionnaire 
including 42 questions is applied in both tests. 
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However, questions asked respondents to rate their 
degreeof agreement by using a 7-point Likert scale. 
All elements had been measured with single items to 
maximize completion. Questions were set based on 
previous literature with regard to mental image, 
positive emotions, attitudes to ad and brand and 
purchase intention and the validity of all questions 
are approved by 34 experts including many 
professors of some Iranian universities and few ad 

professionals and according to appendix no.1, the 
congruent reliabity of all variables by using factors 
loading drived from PLS analysis are more than 0.5 
which finally show the high internal validity of all 
variables.  
 Here, the reliability levels of all main variables 
according to the data gathered from this experimental 
research are reported as table no. 2: 

 
Table 2: Reliability Statistics. 

Variable N of Items Cronbach's Alpha 
pre-test post-test 

Total 43 0.92 0.95 
Mental imagery 15 0.77 0.76 

Positive emotions 11 0.82 0.90 
Attitude to AD 7 0.86 0.93 

Attitude to Brand 6 0.87 0.89 
Purchase Intention 4 0.89 0.89 

 
 According to table no.2, all questions measuring 
the main variables of the study are of ratherlyhigh 
reliability (more than 75 percent). Here, hypotheses 
of the research are as follows: 
1. Ceteris paribus, potential consumers' mental 

imagery in post-test has positive effect on their 
attitude to ad. 

2. Ceteris paribus, potential consumers' positive 
emotions in post-test has positive effect on their 
attitude to ad. 

3. Ceteris paribus, potential consumers' positive 
emotions in post-test has positive effect on their 
purchase intention. 

4. Ceteris paribus, potential consumers' attitude to 
ad in post-test has positive effect on their 
attitude to brand. 

5. Ceteris paribus, potential consumers' attitude to 
brand in post-test has positive effect on their 
purchase intention. 

6. Ceteris paribus, ad effectiveness of poster 
including Islamic beliefs in post-test has more 
influence on potential consumers' psychological 
variables than pre-test. 

 
Discussion: 
 
 The present study was designed to determine the 
effects of Islamic cues in commercial ads on ad 
effectiveness in an Islamic market. Also the 
covariance matrix of the main variables in post-
testand the thestructrul equation modeling (SEM) of 
ad effectiveness including Islamic beliefs based on 
Lisrel outputand diagram is shown in table no.3: 

 
Table 3: Covariance Matrix of the ad effectiveness variables in post-test. 

 X1    X2   X3    X4  X5 
Mental imagery(X1) 0.735 

0.602   1.123 
0.529   0.832   1.160 

0.529   0.830    1.151  1.145 
0.565   0.967    0.977  0.969 1.567 

Positive emotions(X2) 
Attitude to ad (Aad)(X3) 

Attitude to brand(Abr)(X4) 
Purchase intention (PI)(X5) 

 

 
Fig. 2: Structural equation modeling of ad effectiveness in post-test in the mode of t-value. 
 
  For examiningthe the relationships between 
variables based on the hyposese no.1 to 5, it is 
necessary to create the SEMof ad effectiveness in 
post-test to make possibility of evaluating the 
hypotheses. Figure no.3 shows the significant 

relationships between the variables mentioned in 
hypotheses. The Goodness of Fit in this model is 
highly accepted as the Lisrel output reports: DF = 4 
,χ2 = 7.637 (P = 0.106), RMSEA = 0.0488, (NNFI) = 
0.997, (CFI) = 0.999, (GFI) = 0.992,(AGFI) = 0.970. 
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As the diagram shows, the amount of t-value in all 
the relationships are more than 1.96 in 0.05 
significant level of confidence. It means that there 
are significant relationships between all variables 
based on the hypotheses. So the mentioned hypothses 
are approved. Of course, there is a strong relationship 
between the attitude to ad and attitude to brand 
according to this digram. However, there is a weak 
relationship between mental imagery and attitude to 
ad. 
 Also, the diagramindicating the standard 
solution mode of the analysis shows that, in all 
defined relationships, there are positive relationships 
between variables and actullay leads to the approval 
of the hypothses no.1 to 5. 

 Also for examining the sixhypothsis which 
refers to the existence of significant diffrenece in 
means of variables in two test, a paired sample test is 
used. Table no.4 and no.5 repectively indicate the 
paired sample statistics and paired sample test. 
Intable no.5, all total means of variables in post-
testare more than the ones in pre-test. Also as the 
tableno.5 shows, significant level of P value in all 
differences of means is below than 0.05. it means 
that t-values in all differences of means relating to 
the variables of the study in two tests are more than 
1.96 which indicates the approval of the 
sixthhypothsis. It means that ,ceteris paribus, 
Adposter including Islamic cues (post-test Ad) have 
more positive effect on ad effectiveness variables 
than Ad poster without Islamic cues (Pre-test Ad). 

 
Table 4: Paired sample statistics for examingthe hypothsis no.6. 

X2 (Post-test); X1 (Pre-test) Mean N Std. Deviation Std. Error Mean 
Pair 1 Mental Imagery2 4.619 384 .7959 .0406 

Mental Imagry1 4.346 384 .7406 .0378 
Pair 2 Positive emotion2 4.374 384 1.0598 .0541 

Positive emotion1 4.168 384 1.0195 .0520 
Pair 3 Attitude to AD2 4.449 384 1.0703 .0546 

Attitude to AD1 4.127 384 1.0151 .0518 
Pair 4 Attitude to Brand2 4.375 384 1.1720 .0598 

Attitude to Brand1 4.191 384 1.1477 .0586 
Pair 5 Purchase Intention2 3.87 384 1.252 .064 

Purchase Intention1 3.5202 384 1.21327 .06191 
 
 Accordingto table no.6, the levels of means 
differences in all variables specially attitude to Ad 
and purchase intentions are high which indicates the 
high effectiveness of ad message in post-test. In the 

other words, the effectiveness of ad message 
including Islamic cues is more than effectiveness of 
ad message without Islamic cues in Islamic contexts. 

 
Table 5: Paired Samples Test for examing hypothsis no.6. 

  Paired Differences 

t df Sig.  
(2-tailed)  Means differences 

X2 (Post-test) – X1 (Pre-test) Mean Std. 
Deviation 

Std. Error 
Mean 

  
Pair 1 Mental Imagery2 - Mental Imagry1 .2731 .7542 .0385 7.097 383 .000 
Pair 2  Positive emotion2 -Positive emotion1 .2061 .8486 .0433 4.760 383 .000 
Pair 3 Attitude to AD2 - Attitude to AD1 .3217 .8473 .0432 7.439 383 .000 
Pair 4 Attitude to Brand2 - Attitude to Brand1 .1843 .7341 .0375 4.919 383 .000 
Pair 5 Purchase Intention2 - Purchase Intention1 .34570 .86232 .04400 7.856 383 .000 

 
Conclusion:  
 
 Swimberghe,Sharma and Flurry (2009) similarly 
commented that offending or ignoring religious 
beliefs of consumers who are highly committed to 
their religion may have detrimental effects for 
marketers. However, Islam with over 2.1 billion 
followers around the globe 
(http://www.muslimpopulation.com) has made a big 
marketand this potentially vast market holds 
considerable interests for practitioners [22] and 
academic researchers [23].  

 According to Bahonar and Homayoun (2010) 
who noticed five important Islamic factors (Human’s 
greatness, Moderation and getting away of 
lavishment, Making awareness and heart effect, 
Spirituality and Ethics) for human excellence and 
raise of justice, these five Islamic factors can pay the 
way of humans’ move to win god’s favor [24]. Also, 
according to Rice and Al-Mossawi (2010), human’s 
health, justice and fairness, Honesty of 
communication, good and pleasant communication 
by using good and wisely words, care for the 
environment, economy or moderation and 
condemnation of ostentatious consumption, honesty 

http://www.muslimpopulation.com/�
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in communication, modesty in both human sexes and 
appreciation of education/science and role of woman 
in society are of value dimensions which are 
emphasized in Islam [25]. Nevertheless, these 
dimensions are the same as and alongside with the 
Islamic principles illustrated by Bahonar and 
Homayoun. 
 As the results of theexperiment show, Ad poster 
including Islamic cues have significantly positive 
effects on the variables specially exogenous variables 
meaning mental imagery and positive emotions 
which themselves affect on the other variables. In 
addition, the results show that there are acceptedly 
significant loading factors in the relationships 
between the variables in post-test. Report 
fromLisreldigram in standardized solution shows that 
the effect quotient of path in positive emotion to 
attitude to ad is of high (more than 0.5) but the effect 
quotient of path inmental imagery to attitude to ad is 
more less. This means that Islamic cues used in the 
post-test had more power in arousing the 
respondents’ positive emotions positively. 
 Also the results indicate the significant 
differenece between the level ad effectiveness in two 
tests. Table no.6 shows that means of variables in 
post-test are more than the ones in pre-test which 
explains that ad effectiveness in ad message 
including Islamic cues has influenced on respondents 
more than the usual ad message. However, this result 
might be more strong in respondents with high 
attitude to religious beliefs than the others with low 
attitude to religious beliefs which can be suggested 
as a research subject for future research. 
Nevertheless, attitude to ad in Islamic ad message 
had a strong influence on attitude to brand. However, 
these findings is in agreement with the result of the 
other ,specially in relationships between attitude to 
ad and attitude to brand (eg.[26];[27].;[6]; [8]; [21]; 
[10]; [11]). As a matter of fact, consumers might 
have a positively emotional response after watching 
an ad which can be transferred to attitude to ad and 
then attitude to brand. This often takes place 
unawares. 
 This researchmay bea ratherly rare study in its 
kind in the world which pay empirical attention to 
the effects of Islamic cues in ad message on the 
potential consumers’ psychological variables in an 
Islamic context. However, this research can imply 
that religious cues in any religion according to 
geoghraphical situation over which a special religion 
is dominated, can arouse the consumers’ positive 
emotions positively which in turn lead to create 
positive attitude to ad and attitude to brand. Of 
course, presentation of an ad message in one time 
can not strongly persuade consumers to make 
purchase intention unless adequate repeat of ad 
should be done. In the whole, there are many 
capacities in ad messages based on religious and 
devine cues for future researches. 
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Appendix 1: 
Variables (with indicators)  Factor loading  AVE 
Mental  Imagery:       2.33 
Quantity of mental imagery  0.614 
Elaboration    0.707 
Vividness    0.792 
Access to mind    0.450 
Relation to experience    0.793 
Positive Emotions:      3.21 
Optimistic  -Pessimistic   0.866 
Satisfying–Unsatisfying   0.906 
Hopeful  –Unhopeful   0.923 
Admirable – Not admirable  0.892 
Attitude toward Ad:       1.71 
View to Ad    0.933 
Belief to Ad    0.919 
Attitude toward Brand:      0.5 
View to Brand    1.000 
Purchase Intention:       3.27 
(I would buy the advertised product: 
Likely- Unlikely    0.919 
 Probable- Improbable   0.912 
 Possible- Impossible   0.888 
Do recommend it to my friends – Do not  0.889 
(Note: Factor loading  is derived from PLS software).  


