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Abstract

The purpose of this study was to investigated the effect of soft and hard-sell appeals on the attitude
toward advertising and the purchase intention of sports products. The statistical population of the
study consisted of all undergraduate and postgraduate students of Physical Education in University
of Kurdistan who used sports goods. A sample of 180 students was selected and a simple random
sampling method was used for collecting data. The research method was semi experimental and 2 * 2
factorial design. In order to measure the variables of attitude toward advertising and purchase intention
of sports products, a questionnaire was used, and descriptive statistics (frequency, percentage, mean)
and inferential statistics (Multiple ANOVA) were used for data analysis. The research findings showed
that both advertising ads of hard-sell and soft-sell are influence on the attitude toward advertising and
the purchase intention of products, but the effect of soft-sell advertising ad is greater. The results also
showed that the product type acts as a moderator in this relationship. So that the participants known
More suitable hard-sell ad for utilitarian product, and soft-sell ad for hedonic and recreational product.
Based on this, it is suggested that the marketing managers of the companies choose the particular

advertising appeals of the product, depending on the product type they offer.
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Abstract

Despite the high cost of advertising for companies, this is a challenge, do all
advertising have the same effect on customers’ responses? One of the ways to increase
the effectiveness of advertising is to select the appropriate advertising appeal for the
target group (1). One of the most popular advertising appeals in the researches is
hard-sell and soft-sell appeals (2). Some researchers have found that soft-sell is more
effective than hard-sell on consumers’ response, on the other hand, researchers have
reported that hard-sell is more effective than soft-sell. Therefore, it is obvious that
there is no clear understanding of types of advertising appeals (soft-sell V hard-sell)
which are more effective on consumers’ responses. Moreover, the literature review of
advertising shows that the product type can moderate the impact of advertising appeals
on consumers’ response (3,4). Therefore, it is necessary to examine the effectiveness

of each of the advertising appeals in two utilitarian and hedonic products.

Methodology

The research method was a factorial design between 2 * 2 subjects (2 hard and soft
sell appeal, 2 utilitarian and hedonic products). Research data were collected from
academic students in Iran. A total of 160 physical education students at the Faculty of
Humanities of the University of Kurdistan who used sports products were selected as
samples. According to the factorial design, there are 4 different conditions; therefore,
they were randomly divided into 4 groups and randomly assigned to each of these
four conditions. Then, each participant viewed the printed advertising (hard-sell V
soft-sell), and questions were about the attitude towards advertising on a scale of 7
options of semantic differentiation, as well as about the purchase intention on a scale

of 5 options.

In the present study, two stages of pre-test were performed. 1. The first goal of the
first pre-test was to select sporting products most commonly used by the research
sample. For this purpose, the sample was requested to write the name of the 10

products which they usually purchase and use. After analyzing the results, 10
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sporting products (sporting shoes, sporting t-shirts, sporting Sweatshirt, sporting
hats, sporting socks, swimming glasses, skate shoes, badminton racket, digital clock
and sporting bag) were selected. The second goal of the first pre-test was to classify
the selected products according to the comments of the participants to utilitarian
and hedonic products. For this purpose, 3 questions were designed for each of these
products, and the participants ranked each product according to the 3 questions on a
7-point Likert scale. 2. The goal of the second pre-test was to control participants’
involvement in sporting products. For this purpose, were designed questions on a
7-point Likert scale. participants responded to these four questions for hedonic and

utilitarian products.

Results

Descriptive results showed that the highest number of samples was single (aged 21-

25 years) and at the undergraduate level.

Inthe first pre-test, due to the frequency of each of the mentioned products by students,
a total of 10 products were selected. Then, according to the three questions raised in
the previous section, products with a mean of above 3.5 were considered as utilitarian
and products with a mean of 3.5 and less were identified as the hedonic product.
According to participants, sporting shoes, sporting sweatshirts, sporting t-shirts,
sporting hats, sporting socks and sporting bags (M>3.5) as utilitarian products and
swimming glasses, skate shoes, digital clock and badminton racket (M<3.5) were
identified as hedonic products. In the second pre-test, the relevance and importance
of utilitarian and hedonic products were examined for participants. The results of
the second pre-test indicated that between utilitarian and hedonic products, sporting
shoes (as a utilitarian product) and badminton racket (as a hedonic product) had almost

equal importance for participants (M | :3.63; M 3.35).

sho badminton racket ”

In order to investigate the effect of hard-sell and soft-sell advertising appeals on at-
titude to advertising and purchase intention, multiple ANOVA was used. ANOVA

results showed those who had seen soft-sell advertisements had a more positive atti-
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tude to advertising than those who had seen hard-sell advertisements. Accordingly,
there is a significant difference between the effect of two types of advertising appeals
on attitude to advertising (M — 5.08 vs. M emotional= 5.79, F=18.022, sig: 0.001).
To test the second hypothesis, the effect of two types of hard- and soft-sell adver-
tising appeals on purchase intention was investigated. The results demonstrated that
soft-sell appeals had a greater impact on purchase intention than hard-sell advertis-
ingappeals.(M_ . =332vsM __ =3.67,F=6.167,sig:0.014).In the effect of the
rational and emotional advertising appeals on participants’ attitude to advertising and
purchase intention, the product type had a significant moderator in this relationship
(figurel). Participants considered rational advertising for the utilitarian product, and
emotional advertising for hedonic product to create a positive attitude toward adver-
:4.65.M :5.51; Emotional ads: M 1627, M

:5.31. F=29.157, sig: 0.001), and more purchase intention (Rational ads: M

tising (Rational ads: M

hedonic utilitarian hedonic

utilitarian

redonie” 333, M 13415 Emotional ads: M vedonie s 07, M +3.26. F= 8.453,
sig:0.004).
Tablel. Results of Hypotheses
Attitude Toward Ad Purchase Intention
df F sig B df f sig B
A 1 18.022 .001 .106 1 6.167 .014 .039
B 1 .089 .766 .001 1 8.808 .003 .055
A*B 1 29.157 .001 161 1 8.453 .004 .053

A': Appealing type B: product type

Discussion and Conclusion

The results of the current study regarding the main effects are in line with those of
different studies (5,6,7,8) and disagreement with those of Lin (2011). In examining the
main effects of the types of advertising appeals on customers’ response, the moderator
role of the product type was examined. The results represented that hard-sell in a
utilitarian product (sports shoes), and soft-sell in the hedonic product (badminton
racket) would have a more favorable attitude towards advertising and higher

purchase intention. According to our expectations, it is logical that a utility product
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(sneakers) will have a greater impact on consumers’ responses through expressing the

benefits and features of the product and providing information about it. Instead, the

hedonic product (badminton racket) was impressed by the stimulation of emotions

and reminded of the joy and pleasure arising from playing badminton.
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1. Schema Theory
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Table 1- Factorial research plan
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Table 3 - Demographic status of the samples
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Table 4 - ANOVA test results for the variables of attitude to advertising and purchase intention
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Table 5 - ANOVA test results for the role of product type
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Table 6- Summary of test results of hypotheses

Purchase intention Attitude to advertising
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Figure 1- Results of the moderator role of the product type
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