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Abstract. The link between the advertising appeal, attitude and behavioral
intention is dynamic in nature, however, little research has been pursued
towards explaining the mediating role of attitude towards the advertising in
link of the advertising appeal with the behavioral intention. Researchers
have identified the importance of the attitude in the connection of the
advertising appeal within the framework of the (TPB) which remains
unaddressed in the explicating the mediation of the attitude in relationship
of advertising appeal and behavioral intention. This paper aims to provide
insight of the attitude towards the advertising as the mediating factor in
explaining the relationship between the advertising appeal and behavioral
intention. In addition, this paper is only a theoretical exploration, it is
expected that this work lead towards an explanation of the mediating role
of the attitude to address the relation of advertising appeal and intention
which may be studied further to determine the empirical finding about the
other dynamic of the (TPB).

1 Introduction
Despite, the fact that the dynamic relation of attitude and Advertising appeal is widely
explained in the body of the literature in different perspectives, but remains less clear with
the mediating aspect of the attitude in relationship of advertising appeals and behavioral
attention [1-2]. Hence, the connection of the attitude with the behavioral intention and its
effect in the sphere of advertising is consistency with the Theory of Planned Behavior
(TPB) [3-4]. Thus, it remains minimal attention paid in the literature to address the issue
how the dynamics of attitude mediate the relationship between Advertising appeals and to
predict behavioral intention.
Moreover, in the previous studies mediation of the attitude to the Advertising appeal
towards the behavioral intention is specifically based on the attitude towards advertising
brand or product [5]. Therefore, it remains lack of the systematic inquiry in the context of
the empirical explaining the mediation of the attitude to predict the behavioral intention and
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Advertising appeal [5]. Previous literature indicates that attitude does not solely predict the
behavioral intention in consistent with the theory of planned behavior, where as there are
many antecedents of attitude which are explored in the past studies towards behavioral
intention but remains detached [6]. The link between the advertising appeal, attitude and
behavioral intention is dynamic in nature [7]. Consequently, mediation of attitude in the
Advertising appeal and behavioral intention lacks empirical evidence in the body of
knowledge as less attention is paid towards this specific dimension which is the
contribution of this study.
Thus, mediating role of the attitude in predicting behavior intention can be determined
altogether with the message contained in the advertising and its appeal [8]. Therefore, it
provides another argument to investigate the mediating direction of attitude towards
predicting behavioral intention as it is affected by the Advertising appeal but remains
minimal in the past literature. Sallam and Wahid, [9] noted that advertising effects on
behavioral intention is routed through the attitude as it serves as the mediating factor
between the behavioral intention and Advertising appeal.

2 Review of Literature
2.1 Theory of planned behavior
In explaining the relationship of attitude and behavioral intention key concepts, the Theory
of Planned Behavior (TPB) proposed by the Ajzen and his contemporaries discussed that
the relationship of attitude and behavioral intention serves as a wide range of explanations
and predictions towards the behavioral intentions on the account of the attitude [3,4,10,12].
TPB hypothesizes that, on the description of the accuracy of the attitude contribute as a
potential antecedent to predict the behavioral intention. Therefore, behavioral intention is
considered as the depending factor on the motivation and likeness emphasize by the
measure of the attitude and premise behavioral intention as a rationale process in which
individual’s course and make use of the presented information to reach at a intention
consideration [10-12].
What’s more the previous studies indicate, there is a variety of the inconsistency in the
results of relationship between the attitude and behavioral intention in terms of
contradictory in variance which suggests to conduct more research and contribution in this
area [13–16]. Armitage and Conner [14] found after the Meta-analysis of 185 previous
studies carried out on the TPB and found variance ranging from 27% t0 39%. Furthermore,
he suggests that additional investigations are essential to give improved understanding and
explanation of the other potential factors which may involve in the relationship of TPB key
constructs. Therefore, this current article addresses the aforesaid issue as a contribution to
test the important forerunner factors like Advertising appeal involved in the development of
the attitude-behavioral intention link.
2.2 Advertising appeal and attitude
Advertising appeal is the defined as the management and arrangement of the
advertisements to the potential purchasers [17]. Advertising appeal is also considered as the
key objective of the advertising as it tempted to give appeal to the targeted audience. The
Advertising appeal is given by several modes of the advertising ranging from the television
advertising to the billboards. Therefore, this is also the aim of the any advertiser to enhance
the number of the Advertising appeal as it can probably increase the frequency to attain the
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basic objectives of the advertising [18]. Furthermore, repetitive Advertising appeal help to
seek the objective to motivate the consumers to pursue towards the product or the services
desired by the advertiser as it directly affects the attitude of the individual by manipulating
ideas [19].
Whereas, attitude is considered as an expression of the goodwill or the disapproval for
the thing, idea or the person. Attitude is also described as the position of the individual
based on its internal evaluation in respect of the tendency or the orientation towards the
person, character or the object and depends on the experiences and motivation [9].
Furthermore, attitude differs on the bases of the motivation asked towards the specific
stimulus in the form of an idea, person or product so that the attitude formulation is highly
dependent on the position of the asked phenomena. Therefore, the attitude of an individual
learns and gets affect from the Advertising appeal as it motivates the individual towards the
desired position of the attitude by the manipulating the thinking of an individual [20].
Past research has also suggested that the advertising impacts the attitude of the audience
due to the persuasive nature of the advertising. Furthermore, Advertising appeal leads the
attitude which indeed affects the behavioral intention [21]. However, Inadequate inquiries
have been done in the past to address the relationship of the attitude as a driver of
behavioral intention in result of Advertising appeal [13-22]. Advertising appeal can be the
potential influential factor in the development of the behavioral intention as it has a direct
effect on the attitude, but it remained unclear in the past literature as systematic inquiry is
needed to understand this mediated relationship.
Therefore, on the basis of the above mentioned literature, it may be postulated that
attitude and Advertising appeal have direct dynamic link to define the relationship of
advertising and behavioral intention as it remains an uncertain issue in the research. Hence,
if the relationship of attitude and the Advertising appeal positive it positively affects the
behavioral intention, we would expect that at the same time if it is negative it can affect
vice versa. Thus we propose the following preposition.
Preposition 1: There is a direct positive relationship between Advertising appeal and
attitude.
2.3 Attitude and behavioral intention
Behavioral intention is defined as the individual’s perceived chance of the likeness or
subjective prospect to adopt or engage in the certain behavior. Moreover, it is supposed as
the instant forerunner of the behavior as it designates the individual’s willingness to execute
the certain behavior [23]. Furthermore, behavioral intention is also considered as the
particular predictor of an individual’s behavior, but on the other hand formulation of the
behavioral intention depends on some predictors as mention in the (TPB), the attitude
towards the behavior is one of the significant predictor of the intention [24].
Despite the fact that the direct relationship of attitude and behavioral intention is highly
examined and in many previous studies [25–27] and found it significant. While on the
other hand, there is enough evident literature which indicates the role of certain antecedents
to formulate the attitude towards the intention [28-29]. Thus, these facts improve the
initiative to examine the mediating role of attitude in to explain the relationship of
behavioral intention with the factors involved in the attitude formation like the Advertising
appeal. Therefore, to explain the said phenomena we propose that:
Preposition 2: There is a positive relationship between attitude and behavioral intention.
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2.4 Advertising appeal and behavioral intention
There are enough traces in the literature providing evidence to understand and explain the
relationship between advertising and behavioral intention[26,30,31] however, at the same
time it remains less explanatory in term of mediation of the attitude in the dynamic link
between both concepts [10,32,34]. In previous studies it is found that Advertising appeal
results to have positive behavioral intention as it positively influence the attitude or vice
versa which is evident of the fact that there is a link between advertising and behavioral
intention with the mediation or facilitation of the attitude which need more explanation by
considering it for further empirical research [35].
It is indicated in a study that the elements of the advertising like information to the people
about the advertised thing or idea work in the positive direction to have an influence on the
behavioral intention of the people. He also suggested that the perspectives of the
entertainment and credibility of the advertising results significant effect on the behavioral
intention, but he also found some other factors which may influence the relationship of
Advertising appeal and intent. Therefore, it may be assumed on the basis of many studies
accessible in the previous literature which indicated involvement of certain factors like
attitude as the predictor or mediator between the link of the Advertising appeal and
behavioral intention but remains detached [36]. Based on this, we propose that:
Preposition 3: There is a positive relationship between the Advertising appeal and
behavioral intention.
2.5 Attitude as Mediation
The attitude of the individual is the essential determinant of the behavioral intention as it
serve as the considerable predictor of it as suggested in (TPB), but at the same time it is
also found in studies of many researchers that it is a significant fact that attitude also have
role to explain the relation of the behavioral intention and Advertising appeal [20,36,37].
There is enough evidence about the effects of antecedents on attitude towards the intention
within the framework of (TPB) which strengthen the idea of attitude’s mediation inquiry in
connection of the Advertising appeal and intent [11,16,25,38]. However, no empirical
compilation and enough studies in the past have been done to explain the mediating role of
the attitude in the connection of the Advertising appeal to the behavioral intention which is
proposed in this current study. Based on this, we propose that:
Preposition 4: The relationship between the Advertising appeal and behavioral intention is
mediated by attitude.
On the basis of the above arguments, we propose the following preposition.
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Fig. 1 Proposed Model of Mediation of Attitude in relationship of Advertising and Behavioral
Intention.
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