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Abstract

Currently, people are spending a
bulky amount of time on social media.
Thus, it has become a popular market-
ing tool to communicate to consumers;
making consumers bombarded by ad-
vertising messages online. The need
for creative advertising has become
one of the top priorities for effective
advertisers and marketers - to standout
and to better persuade the minds of
their target market. Creative advertis-
ing plays a crucial role in influencing
consumers’ attitudes towards products,
services, and experiences. Originality,
flexibility, elaboration, synthesis, and
artistic value were the most popular
dimensions of divergence criterion in
creative advertising literature and
which form the basis of creativity in
various contexts. The aim of this study
is to measure the impact of the dimen-
sions of creative advertising design
found on social media on consumers’
intentions to purchase automobiles,

specifically BMW cars. The diver-
gence dimensions of a creative ad con-
stitute the independent variables in this
study. The researchers hypothesized
that each dimension has a positive im-
pact on the purchasing intentions of
automobiles. This study is considered a
conclusive research that has a descrip-
tive purpose. The researchers distribut-
ed 600 questionnaires. However, 406
questionnaires were returned complete
and accurate, creating approximately
68% response rate. According to the
results and hypotheses testing, with the
use of multiple regressions analysis,
originality and elaboration were the
two dimensions of social media’s crea-
tive advertising that impact consumers’
purchasing intention of BMW automo-
biles in Egypt.

Key words: Divergence dimensions,
Creative advertising, purchasing inten-
tions, and automobile industry
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1. Introduction

In the contemporary business mar-
ket, industries of various fields operate
in a clutter (Fulgoni et al., 2017). Thus,
advertising is a vital tool for competi-
tion in the 21% century (Belch and
Belch, 2018). Companies use creative
and appealing advertisements to ensure
that consumers’ attention is captured
and to lure consumers to patronize
their brands (Wilson et al., 2015). Ac-
cording to Terkan (2014), advertising
plays not only an informative role but
also a persuasive role through creative
advertising appeals to convince con-
sumers to make a purchase.

Nowadays, marketers are turning to
social media to advertise their products
and services (Wilson et al., 2015). Ma-
rket reports have showed that: “while
there are hundreds of different market-
ing strategies, only one can bring in c-
onsistent sales from day one: social m-
edia advertising” (Jolly, 2018, p.1). S-
ocial media advertisings are commerc-
ials served to users on social media pl-
atforms. Social media advertising com-
es in many forms. The most popular f-
orms are: Social networking (Faceboo-
k, LinkedlIn, Google+), Microblogging
(Twitter, Tumblr), Photo sharing (Inst-
agram, Snapchat, Pinterest), and Video
sharing (YouTube, Facebook Live, Pe-
riscope, Vimeo). Marketing online is
up-and-coming and fruitful (Kotler and
Armstrong, 2017). It is effective as: “s-
ocial networks utilize user information
to serve highly relevant advertisements
based on interactions within a specific
platform” (Jolly, 2018, p.1). This mea-
ns, the media tool collects consumers’
socio-demographic information and
send the relevant advertisements to
them.

There is vivid notice that automo-
bile industries are marketing abundant-
ly online (Pitts, 2018). This industry
sighted that with online advertising,
the company doesn't have to wait for
someone to search for the product
(Moth, 2013). The advertisement is
distributed automatically to the target-
ed consumers, without waiting for so-
meone to run the promotion (Jolly, 20-
18). This business feature is vital when
the market is cluttered with competit-
ors (Fulgoni et al., 2017), like the auto-
mobile industry (Sandu, 2018).

BMW is known as the groundbrea-
ker in creating online presence. The c-
ompany realized its significance and I-
aunched the first marketing push for R-
etail Online (e-commerce platform). B-
MW claimed that customers respond
well to the “open all hours” communi-
cations and offerings. Marketing onlin-
e develops ease on people to become
aware and learn about the car (Faull, 2-
016), allowing the company to: “create
a more holistic experience both on and
offline for the customer. It recognized
some time ago the shift in how people
were engaging with the brand and that
its in-store proposition was increasing-
ly about ‘validating’ a decision that ha-
d already been made online” (p.1).
Thus, this study will use BMW comm-
ercials as example of a brand using on-
line advertising.

The battle of the car manufacturers
in the advertising industry is entertain-
ing and appealing for consumers (Pitts,
2018). When it comes to automobile
commercials, specifically online, there
are three types of advertisements: the
showoff, prestige or brand building,
the ones that focuses on a certain fea-
ture, and the ones that stress corporate
social responsibility (CSR) campaigns
(Sandu, 2018). Automobile advertising
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that glamorizes style, speed, functions,
or powerful engines in an exceptional
manner may affect drivers’ purchase
choice (Sandu, 2018), especially that
of younger drivers, who are more easi-
ly influenced by online advertising
(Kotler and Armstrong, 2017) and who
are frequently on social media (Moth,
2013). According to Pitts (2018), com-
panies should invest in creative adver-
tising because it is a genuine way to
attract and convince consumers about
specific car brands in the automotive
industries (Pitts, 2018; Sandu, 2018).
Conversely, a cause and effect rela-
tionship between exposure to auto ad-
vertising on social media and adopting
behavior has not been conclusively
demonstrated (Pitts, 2018). According-
ly, this academic gap is the focus of
this research.

Creativity is critical to effective ad-
vertising (Wilson et al., 2015). It is
what gives vivacity and interest to
messages about products and services
that may otherwise be boring or insig-
nificant to target customers (Wilson et
al., 2015; Fulgoni et al., 2017). Great
inventive and creative ideas get talked
about, change behavior, and ultimately
build brands (Kotler and Armstrong,
2017). Accordingly, knowing how to
use creativity to deliver powerful ad-
vertising messages is key to help dis-
tinguish brand leaders (Belch and
Belch, 2018). Hence, creative concepts
in advertising are practically important
and “most companies nowadays work
very hard to make their advertisement
campaign very unique, striking and
successful” (Barry, 2012, p. 55).

The purpose of advertising designs
is to reach the public and generate con-
sumer responses (Demir et al., 2017).
Nevertheless, creativity is subjective
and based on consumers’ perceptions

and depends on the domain, consensus,
and method of judgment (Kotler and
Armstrong, 2017). “What is novel, has
value and is elegant in one context (in-
dustrial, cultural, personal, generation-
al) may be commonplace, lack value or
be crude (or somewhere in between) in
another” (Gardner, 1994, p.145).
Therefore, how creativity in advertis-
ing is perceived varies between the
public (the social context). “What is
and is not creative in advertising will
always be subjectively determined”
(Stulfaut and Yoo 2013, p.93), leading
to the demand for further investigation
and understanding of advertising crea-
tivity over various time and social con-
texts. This makes the advertising litera-
ture move towards a new direction and
look for more effective ways of under-
standing consumer perceptions of crea-
tive advertising (Demir et al., 2017).

Marketing and advertising research
confirmed and declared that creativity
is one of the essential elements for ad-
vertising success in a cluttered market
(Kotler and Armstrong, 2017). This
philosophy is apparent in advertising
textbooks (Belch and Belch, 2018),
academic research (Fulgoni et al.,
2017), and trade publications (e.g. Ad-
vertising Age, Ad Week, and Creativi-
ty). Nevertheless, advertising creativity
attribution is narrow in research inves-
tigations (Wilson et al., 2015). Limited
empirical studies have been reported in
the literature and most investigate spe-
cific issues regarding creativity rather
than trying to model the overall phe-
nomenon (Bellman et al., 2017).

It is known that creative advertising
appeals to consumers (Belch and
Belch, 2018). But does creative adver-
tising appeal to consumers online?
Does it trigger consumers to buy prod-
ucts more than functional advertising



Dr.Passent Ibrahim Tantawi < Dr. Eiman Medhat Negm

The Impact of Social Media’s Creative......

that provide product features? Numer-
ous researches have concluded that
creative ads capture consumers’ atten-
tion and lead to favorable attitudes to-
wards marketed products. Firms lack
evidence that proves the influence of
creative ad dimensions on purchase
behavior (Reinartz and Saffert, 2013).
There is insufficient research that fo-
cused on adverting through social me-
dia. Also, little empirical research
linked creative advertising online to
factual sales revenues (Bellman et al.,
2017).

This study plans on filling these
gaps found in prior studies. The aim of
this study is to investigate the dimen-
sions of the creative advertising con-
cept and its role in social media’s ad-
vertising design, which influences con-
sumers’ purchasing intentions. The
study will be applied in the automobile
context due to the nature of competi-
tion in the automotive industry, which
calls for a need for creative messages.
Companies require more than ever de-
veloping the best car ads to promote
themselves in front of the car manufac-
turers’ consumers (Pitts, 2018).

The main objectives of this research
are to provide empirical answers to the
following key research questions:
(RQ1) What are the significant dimen-
sions of ad creativity found on social
media commercials? (RQ2) Does crea-
tivity in social media commercials im-
pact consumers’ purchasing intentions
when it comes to automobiles? The
responses to these questions will pro-
vide a better understanding of the so-
cial media’s advertising creativity
through developing a model that pro-
vides explanations to the related con-
tributing elements in the context of

Egypt.

1.1 Research Purpose

Singam et al., (2014) declared that:
“consumers receive and deconstruct
advertising according to their needs,
and what they think is creative can
well differ from the ‘hunches’ of crea-
tive” (p.310). Wilson et al. (2015) em-
phasized that practitioners have a long-
term interest in understanding consum-
ers’ views of creativity, as this allows
relations between them to be main-
tained (Demir et al., 2017).

Research also shows that advertis-
ing creativity has a positive impact on
brand attitude and interest (Fulgoni et
al., 2017), which indirectly affects firm
performance (Reinartz and Saffert,
2017). Accordingly, the purpose of this
research is to improve the understand-
ing of the role of creativity within ad-
vertising that is aired online, specifi-
cally on social media. This research
contains twofold goals: (1) increase
knowledge on how consumer consum-
ers’ judge creative online advertising -
outlining what are the constructs for
creative advertising found on social
media in the consumers’ perspectives
and (2) investigate how the dimensions
of creative online advertising impact
consumers purchasing intentions. This
study will achieve these twofold goals
and answer the research questions by
focusing specifically on BMW’s social
media advertising campaigns. This
specific brand was selected due to its
leading business role online.

2. Literature Review

Effective marketing communica-
tions is becoming a vital component of
companies’ progress to promote their
products and services (Kotler and
Armstrong, 2017). A business does not
become a well-known brand until it
invests in its promotional activities,
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and focuses on the consumer market in
its advertisements (Hussainy et al.,
2008). Advertising helps businesses to
reach prospective customers and influ-
ence their awareness, attitudes and
buying behavior (Belch and Belch,
2018). It has been defined in marketing
texts as: “impersonal communication
of information about products, services
or ideas through the various media,
and it is usually persuasive by nature
and paid by identified sponsors” (Ko-
tler and Armstrong, 2017). Bellman et
al. (2017) and Terkan (2014) explained
that advertising aids in communicating
brand images; it reflects and forms a
brand’s reception by the public.
Trehan and Trehan (2017) declared
that consumers dominate most markets
in which businesses operate; therefore,
companies have to persuade consumers
about their offers. Persuasion is in-
creasingly essential for effective adver-
tising campaigns (Wilson et al., 2015;
Fulgoni et al., 2017). The principal of
advertising is to convince consumers
to buy specific products and keep on
buying them (Kenechukwu et al.,
2013). Hence, persuasive advertising
motivates people to buy especially
when there is an increased competition
(Kotler and Armstrong, 2017). Persua-
sive communication involves getting
attention, generating interest, creating
a desire for change, and encouraging
action (Reinartz and Saffert, 2017).
Demir et al. (2017) stated that creativi-
ty in advertising is one of the ways to
affect persuasion, and ultimately, be-
havior. Furthermore, research has
shown that creative advertising posi-
tively affects advertising effectiveness
(Bellman et al., 2017; Terkan, 2014).
Reinartz and Saffert, (2017) empha-
sized that: “Nothing is more efficient
than creative advertising. Creative ad-

vertising is more memorable, longer
lasting, and builds a fan communi-
ty...faster” (p.1).

In the literature, definitions differ,
but most definitions mentioned that ad
creativity is: "the art of establishing
new and meaningful relationships be-
tween previously unrelated things in a
manner that is relevant, believable, and
in good taste, but which somehow pre-
sents the product in a fresh new light"
(ElI-Murad and West, 2004, p. 190).
Hence, a creative advertisement is one
that is artistic, professionally done and
has original ideas (Singam et al.,
2014). In a conceptual article, Smith
and Yang (2004) suggest that creative
advertising helps to attract more atten-
tion from consumers because diver-
gence creates a contrast with less-
creative ads. In a clutter of advertise-
ments, creative advertising acts as a
magnet in grabbing people’s attention
(Bellman et al., 2017).

Neifield (2010) stated that: “it has
the power to persuade, the power to
influence the mind and to shape desti-
ny. It has the power to change markets
and improve profit margins” (p.10).
This approach to advertising uncovers
new information, builds awareness,
and improves credibility. It also con-
veys brand image, promotes emotional
bonds with the brand, and yield a posi-
tive reputation. Subsequently, research
has proven that creative advertising is
more favorable (Demir et al., 2017),
more likable (Wilson et al., 2015), and
able to bestow value to brands (Ful-
goni et al., 2017).

Various prior studies have tested
and declared different perspectives of
this topic. For example, Pieters et al.
(2002) find that creative advertise-
ments draw more attention, which im-
proves brand memory. Till and Baack
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(2005) concluded that creative ads fa-
cilitate unaided recall. Ang et al.
(2007) use a three-component defini-
tion of ad creativity (novelty, meaning-
fulness, and connectedness) and pro-
vide evidence that creative ads have
favorable impacts on brand recall and
attitudes (Soloman, 2016).

Smith et al. (2007) explained that
advertising creativity impacts pro-
cessing variables such as attention,
motivation, and depth of processing, as
well as outcome variables such as atti-
tudes and purchase intentions. Yang
and Smith’s (2009) research results
showed positive effects of ad creativity
on consumer cognitive processing and
emotional reactions. Priest (2014) ex-
plained how advertising creativity
could increase the effectiveness and
efficiency of sales by up to ten times.
Kotler and Armstrong (2017) clarified
that advertising creativity is powerful
enough to exert direct (unmediated)
effects on brand awareness and brand
liking. While there is widespread
recognition of the value of creativity in
advertising, we have less knowledge
about how creativity is operationalized
(Stuhlfaut and Yoo, 2013). More work
is needed, however, to comprehensive-

ly document how ad creativity
achieves its effects (Demir et al.,
2017).

Creativity is highly acknowledged
for its ability to capture attention and
to present information in an entertain-
ing or exciting way (Fulgoni et al.,
2017). Prior researchers concluded that
ad creativity is determined by diver-
gence (the extent to which an ad em-
phasizes elements that are original,
novel, different, or unusual) (Smith
and Yang 2004; Kotler and Armstrong,
2017). Smith et al. (2007) examined

the divergence factors developed in the
early research of creativity in several
contexts in which Guilford (1936) and
Torrance (1974) identified the five
main dimensions which originality,
flexibility, elaboration, synthesis, and
artistic value.

The dimension of originality in ad-
vertisements refers to elements in a
commercial that are rare, surprising, or
move away from the obvious and
commonplace. Flexibility of advertis-
ing is when commercials involve dif-
ferent ideas or perspectives at once. If
a commercial combines, connects, or
blends normally unrelated objects, it
refers to the dimension of synthesis.
When advertisements contain unex-
pected details or ideas that are intri-
cate, complicated, or sophisticated, this
implies the dimension of elaboration.
Finally, the last dimension is artistic
value, referring to the advertisements
with arty verbal impressions or attrac-
tive colors or shapes (Smith et al.,
2007).

There are a few empirical studies
on the effects of advertising creativity,
most of which adopt an outcome per-
spective. Most studies focus on crea-
tive advertising effectiveness related to
impact and retention. Impact would
refer to the ability of the advertisement
to attract attention, while retention is
its ability to stay in people’s minds.
Academics and practitioners agree that
it will be a wasted effort to invest time
and money in ads that have no effect.
Therefore, this study plans on testing
the five dimensions of ad creativity on
purchasing intentions, specifically the
commercials related to the automobile
industry.

The core focus of this research will
be the consumers’ conation or inten-
tion stage. Purchase intentions refer to
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the likelihood that a consumer will buy
a product he/she is knowledgeable of
(Fulgoni et al., 2017). It is the prospect
of a person buying a brand featured in
an advertisement if the person was in
the market for such a product (Solo-
mon, 2016; Zhang et al., 2018). At this
point, the consumer moves past mere
liking of the product and establishes it
as a preference (Kotler and Armstrong,
2017). Accordingly, as a preferred ob-
ject, it now creates approach behaviors
from the consumers (Ajzen, 1991).

In this study, intentions included
the consumer’s intent to purchase the
automobile brand and/ or to recom-
mend the advertised brand to those
wanting to purchase an automobile.
The research assumes that advertising
creativity has favorable effects on in-
tentions, producing more favorable
conative responses. As, (H1), (H2),
(H3), (H4), and (H5) represent origi-
nality, flexibility, elaboration, synthe-
sis and artistic value respectively,
where all have a positive impact on
purchasing intentions of automobiles.

3. Research Methodology

This research aimed to provide a
deeper insight into the studies present-
ed in the literature. This section de-
scribes the methodology and tactics
that were used to test the research hy-
potheses. This study is considered to
be a conclusive research that uses a
cross sectional design and has a de-
scriptive nature. Furthermore, since the
needed information was known be-
forehand, the research process was
carried out using a quantitative re-
search approach, with a positivist per-
spective (formal and structured proce-
dures).

3.1 Research Design

This study’s primary objective is to
examine, describe, and predict the rela-
tionships among predictor and criterion
variables. The predictor variables are
the sub-variables of advertising crea-
tivity; these lead to an advertisement
impacting purchasing intentions to-
wards automobiles. A correlational re-
search design exposed non-causal rela-
tionships among the said variables. Th-
e data collection of the study includes
participant selection and recruitment,
instrumentation, and survey administr-
ation. The data collected would yield
statistical descriptions about purchase
intention and the attributes of the ele-
ments of creativity: flexibility, origi-
nality, elaboration, synthesis, and artis-
tic value.

In order to accurately assess crea-
tivity of online advertisements, specif-
ically the ones that run on social me-
dia, the research focused on BMW’s
latest 3x campaigns. According to
market reports, when it comes to ad-
vertising automobiles online, BMW
holds the spotlight, having a strong
presence on Facebook and other social
media networks (Faull, 2016). BMW
has attracted more than 13.4 million
fans to its main pages on social me-
dia, and interests them with innovative
and inspired advertisements and com-
munications of its cars. The number of
responses it gets for each post and vid-
eo is astonishing compared to other
brands, averaging around 50,000 ‘like-
s’ and it is common for posts to exceed
100,000 (Jolly, 2018). Practitioners cl-
assify their recent online commercial
as inventive and entertaining: Exceed.
BMW X3: At a glance.
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3.2 Population and Sampling

According to statistics from the
World Bank, 4% of Egypt’s GDP is
lost due to traffic crowding (Hussein,
2014). However, in terms of business,
the automotive consumer car market
has been progressing in recent years
(Jullens et al., 2018). Crowded streets
mean high demand on cars (Sandu,
2018). Adding to the problem, there
are no enough public transportation
facilities and options. This reflects that
the country’s automotive market is
based on necessity (Hussein, 2014).
Different global car producers joined
Egypt’s automotive market (Jullens et
al., 2018). Thus, due to the high con-
sumer demand and industry competi-
tiveness, this industry is the focus of
this research analysis.

The studied populations are con-
sumers with intentions to purchase a
car or have already purchased cars.
The researchers aimed to collect and
analyze not less than 384 question-
naires from the studied population.
Krejcie and Morgan’s (1970) table was
the reference for the sample size. They
declared if a population was over one
million, 384 were an adequate sample
guantity. Cohen (1969) supported the
statement and stated that 384 respond-
ents were suitable in examining a pop-
ulation of 15,000,000 or 100,000.

The consumers intercept data col-
lection method was used to reach the
respondents and to ensure the collec-
tion of large amounts of data in a rela-
tively short period of time in order to
test the hypotheses. The data collection
was conducted during January, Febru-
ary, and March 2018. The researchers
specifically went to numerous malls in
Cairo and Alexandria that contained
car dealerships and showrooms in or-

der to reach those the targeted re-
spondents. These cities were the two
most populated regions in Egypt with
high demand for car purchases accord-
ing to Jullens et al. (2018).

When conducting the consumers in-
tercept data collection, the researchers
stopped random individuals in the
malls and asked if they would like to
participate in a brief academic research
study. The respondents who agreed
were shown the 3x commercials on an
electronic tablet, then given a brief
description of the survey process and
an administrated questionnaire to fill
out on the spot. This distribution was
conducted between the hours of 5:00
and 7:00 pm, Sundays through Thurs-
day and on Friday and Saturday be-
tween the hours of 1:00 and 6:00 pm.

3.3 Survey Instrument

An administrated-based survey con-
sisting of four main sections collected
usable data from the participant conce-
rning awareness of automobile com-
mercials, elements that make up adver-
tising creativity, and purchasing inten-
tions.

The first section in the question-
naire contains introduction questions
assessing the consumers’ level of en-
joyment towards ads, elements that
attract them to ads, and their levels of
amusement towards the automobile ad.
The second section measures the ad-
vertising creativity dimensions: origi-
nality, flexibility, elaboration, synthe-
sis, and artistic value. The third ele-
ment processes the automobile pur-
chasing intentions. The survey’s final
section gathered demographics, includ-
ing the gender, age, education, marital
status, occupation, income, and geo-
graphic location from the participants.
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A five-point Likert-type interval
scale was used to measure the varia-
bles in the current study, namely; (1)
strongly disagree, (2) disagree, (3)
neutral, (4) agree, and (5) strongly
agree. The scales used were adopted
from prior studies. Most of the opera-
tional definitions and measures of
creativity are based on the work of
psychologist Joy Paul Guilford (1936),
who defined creativity as the ability to
think differently along clearly defined
dimensions. Building on Guilford’s
work, Ellis Paul Torrance (1974) de-
veloped the Torrance Test of creative
thinking, which is used in the business
world and in education to assess indi-
vidual’s capacities for creativity. In
2007, Robert Smith and his team
adopted Torrance work to an advertis-
ing context. He focused on the compo-
nents that are directly related to how
consumers’ use and process advertise-
ments, focusing on advertising creativ-
ity, which comprise five dimensions:
originality, flexibility, elaboration, sy-
nthesis, and artistic value.

The questionnaire contained words
that are simple and straightforward.
The survey was originally created in
the English language. However, an
Arabic version was also created due to
the fact that the native language in
Egypt is Arabic. The researcher used
the back-translation process in order to
ensure that the language conversion
was done accurately. This procedure
was vital because it helped to develop
an equivalent questionnaire.

3.4 Survey Administration

The pilot study’s objectives were to
estimate the reliability of the scale
items and identify areas of improve-
ment prior to the full study. The pilot
study’s participants gave their feed-

back in areas pertaining to the consid-
ered variables in the research survey.
The researcher took the comments
from the pilot and adjusted the state-
ments in each measurement to be clear
and comprehensible among the target
population. After revising the research
survey, the researcher began the actual
data collection.

3.5 Data Analysis

The first part of the data analysis
focused on estimating the reliability
and the construct validity of the survey
scale. The results of Cronbach’s relia-
bility test and principle components
analysis (PCA) would indicate whether
the research survey was acceptable for
the data collection. The second part of
the data analysis involved conducting
normality tests and producing descrip-
tive statistics of the collected data.
Pearson’s correlation analysis tested
the degree of association between the
advertising creativity dimensions and
automobile purchasing intentions vari-
ables. Multiple regression analysis as-
sessed the strength of predictive rela-
tionships among predictor and criterion
variables.

4. Results

Out of the 600 administrated ques-
tionnaires, the researcher received
back 406, which were complete and
accurate. Hence, this research received
a response rate of 68 percent. The fol-
lowing sections illustrate the outcomes
of the various analyses conducted.

4.1 Reliability Analysis

The reliability analysis was carried
out to help indicate the stability, con-
sistency and the “goodness” of each
instrument that measured the variables.
The Cronbach's Alpha in this analysis
pointed to how well the scale's state-
ments were positively correlated to one
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another. The closer the Alpha was to
one, the higher the internal consisten-
cy. This research showed that all the
variables' Cronbach's Alpha were
above 0.75, indicating that their scales
were stable, consistent and free from
error across time and across various
items. The results were: originality (a
= 0.75), flexibility (a = 0.703), elabo-
ration (o0 = 0.781), synthesis (o =
0.835), artistic value (o = 0.832), and
purchasing intentions (o = 0.93). In
addition, the overall questionnaire had
a Cronbach's Alpha of 0.78, signifying
that all questions were correlated to
one another.

4.2 Validity Analysis

The validity analysis was conduct-
ed to help distinguish whether the scale
measured what it was supposed to as-
sess. This study used the content valid-
ity and face validity tests. The content
validity test was performed to ensure
how well the dimensions and elements
of a concept (variable) had been de-
fined. Face validity was performed
next to confirm the results of the pre-
vious validity analysis (Kidder and
Judd, 1986). This analysis included a
group of expert judges (professors in
marketing and qualified researchers)
who evaluated and confirmed the in-
strument and indicated that the items
used to measure the variables assessed

the concept correctly. Based on the
results, the scales were valid, and the
researchers were able to proceed in
analyzing the data further.

4.3 Frequency Analysis

The frequency analysis is part of
descriptive statistics analysis. In statis-
tics, frequency is the number of times
an event occurs. Table (1) shows the
respondents' traits. In this study, the
researchers conducted the frequency
analysis on the introduction questions
and the socio-demographic questions.
This research included participants of
different demographic backgrounds
(age, gender, marital status, career, and
income) in order to ensure a large
enough variety in the studied popula-
tion.

The respondents were asked gen-
eral questions regarding their con-
sumption and evaluation of advertis-
ing, specifically when related to the
automobile industry. Four main ques-
tions were asked: Do you enjoy watch-
ing advertisements? What attracts you
to advertisements? Do advertisements
act as a source of information that
helps you in your future purchasing?
Do you enjoy car advertisements that
are presented these days? The follow-
ing Table (2) illustrates the responses
of the respondents.
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Table (1): Frequency of the Respondents’demographic Characteristics

Demograp_hlc_: charac N | % Demographlg Charac N %

teristic teristic

. City of Residence:
&er;‘aci'sr' 160 | 39.4 | Cairo 98 | 241
Male 246 | 60.6 | Alexandria 298 | 734

Other 10 2.5
Age: Level of Education:
Under 20 36 | 8.9 | Elementary School 2 0.5
20 less than 35 198 | 48.8 | High School 56 | 13.8
35 less than 50 116 | 28.6 | College 194 | 478
50 less than 65 52 | 12.8 | Post Graduate 116 | 28.6
65 and above 4 1.0 | Other 38 9.4
Marital Status: Number of Children:
Single 124 | 30.5 | None 158 | 38.9
Married 238 | 58.6 | One 70 17.2
Divorced 38 | 94 | Two 52 12.8
Widowed 6 1.5 | More than two 126 | 31.0
Job Status: Average Monthly In-
Manager 84 | 20.7 | come:
Clerk 50 | 12.3
Professional 62 | 15.3 | Less than 2,000 2 0.5
Academic 40 | 9.9 | 2,000 less than 5,000 74 18.2
Self Employed 84 | 20.7 | 5000 less than 10,000 92 | 227
Laborer 2 0.5 | over 10,000 238 | 58.6
Technician 28 | 6.9
Other 56 | 13.8
Table (2): Frequency of the Respondents Answers
to the Introduction Questions

Question N | % Question N | %
Did you enjoy watching Did you enjoy the car
the online advertise- advertisement that is
ments? 374 | 92.1 | presented? 208 | 73.4
Yes 32 | 7.9 | Yes 10 | 25
No No
What attracts you to the Did the advertisements
advertisements? act as a source of in-
Celebrities/ actors 22 | 5.4 | formation that helps
Appeal Usage 2 | 0.5 | you in your future pur-
Storyboard 336 | 82.8 Chasn']g’) 362 89.2
Melody 42 | 10.0 | ves 44 | 10.8
Other 4 110 | No

AR
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4.4 Correlation Coefficient

Analysis

Correlation analysis, which indicat-
ed the direction, strength and signifi-
cance of the relationships of the varia-
bles in the hypotheses, was conducted

(Sekaran, 2003; Pallant, 2007). This
analysis tests the relationship among
the variables in an isolated manner.
Table (3) illustrates the outcome of the
correlation analysis.

Table (3): Correlation Analysis

Flexibility | Originality | Elaboration | Synthesis | Artistic | Intention

Pearson

Correla- 1 578" -1727 550" 522" 178"
Flexibility tion

Sig. (2- 000 000 000 000 000

tailed)

N 406 406 406 406 406 406

Pearson

Correla- 578" 1 635" 614" 853" .093
Originality g;)gn @-

oy .000 .000 .000 .000 .060

tailed)

N 406 406 406 406 406 406

Pearson

Correla- | -.172" 635" 1 281" 563" 242"
Elaboration g?n -

g. .000 .000 .000 .000 .000

tailed)

N 406 406 406 406 406 406

Pearson

Correla- 550" 614" 281" 1 724 .081
Synthesis g?gn -

oy .000 .000 .000 .000 102

tailed)

N 406 406 406 406 406 406

Pearson

Correla- 522" 853" -563" 724" 1 .023
Artistic tion
Value Sig. (2] g9 000 000 000 649

tailed)

N 406 406 406 406 406 406

Pearson

Correla- 178" .093 242" .081 .023 1
Purchasing tion
Intention  Sig. (-] 459 060 000 102 649

tailed)

N 406 406 406 406 406 406

** Correlation is significant at the 0.01 level (2-tailed).

'Y
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Based on the analysis, when isolat-
ed, the advertising creativity dimen-
sion of flexibility and purchasing in-
tentions towards automobiles have a
positive, significant, but weak relation-
ship (.1787); and advertising creativity
dimension elaboration and purchasing
intentions towards automobiles have a
positive, significant, but weak relation-
ship (.242"). Flexibility of advertising
occurs when commercials involve dif-
ferent ideas or perspectives at the same
time; this impacted consumers pur-
chasing behavior. When advertisem-
ents contain unexpected details or ide-
as that are intricate, complicated, or
sophisticated, this implies the dimen-
sion of elaboration. The results indi-
cate that this influenced purchasing
intentions of automobiles as well. The
remaining creativity advertising di-
mensions (originality, synthesis, artis-
tic value) did not impact the consum-
ers’’ purchasing intentions of automo-
biles.

4.5 Multiple Regression Analysis

The Pearson’s Correlation analysis
treated and measured the variables in
an isolated manner. This is a limita-
tion, because in real life most variables
are part of a more complex system.
Furthermore, prior studies explained
that consumers' perceptions of an ad's
overall creativity, and subsequently
measuring their perceptions of the ad's
divergence and relevance is a joint
function of the five dimensions of flex-
ibility, originality, elaboration, synthe-
sis, and artistic value (Smith et al.,
2007).

The multiple regression tests are
beneficial as they examine the signifi-
cance of the proposed conceptual
framework; identify the amount of var-
iance in the dependent variable caused

'Y

by each independent variable; and
permit a more sophisticated examina-
tion of the interrelationship among var-
iables. In this study, the researcher
used this analysis to test the hypothe-
ses. In order to get accurate results, the
data should undergo certain statistical
tests to check its assumption. Thus, the
researcher checked whether data statis-
tics was suitable to give valid results
(before conducting the multiple regres-
sion) by conducting methodological
assumptions: multicollinearity, scatter-
plots, Normal P-P Plot, and outliers.
Results indicated that there were no
problems with the data on hand.

The multiple regressions first eval-
uated the model significance as a
whole (the interrelationship among the
set of variables). The researcher exam-
ined the ANOVA (Analysis of Vari-
ance), which tested whether the overall
regression model was a good fit for the
data. The results showed that the crea-
tive advertising dimensions in the
model predicted the dependent variable
(purchasing intentions). The variables
were significant with an ANOVA val-
ue of 0.000. The researcher examined
the adjusted R Squared value (coeffi-
cient of determination), which ex-
pressed how much of the variance in
the dependent variable was explained
by the model. In this study, the analy-
sis showed that the adjusted R squared
value was 0.161. This means that the
creative advertising dimensions in the
proposed model explained 16% of the
variance in the consumers’ intentions
to purchase automobiles.

The multiple regression analysis
was used next to test the hypotheses.
This study contained five main hy-
potheses, that (H1) flexibility, (H2)
originality, (H3) elaboration, (H4) syn-
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thesis, and (H5) artistic value have a
positive impact on the purchasing in-
tentions of automobiles. According to
the analysis of hypothesis one, the im-
pact of the advertising creativity di-
mension of flexibility on the creation
of purchasing intentions of automo-
biles has a sig value of 0.357. This
value is greater than the common alpha
level of 0.05. The high sig. value
(>0.05) indicates that this hypothesis is
not supported. According to the testing
of hypothesis two, the impact of the
advertising creativity dimension of
originality on the creation of purchas-
ing intentions of automobiles has a sig
value of 0.000. This value is less than
the common alpha level of 0.05. The
sig. value (<0.05) indicates that this
hypothesis is supported. According to
the testing of hypothesis three, the im-
pact of the advertising creativity di-
mension of elaboration on the creation
of purchasing intentions of automo-

biles has a sig value of 0.000. This
value is less than the common alpha
level of 0.05. The sig. value (<0.05)
indicates that this hypothesis is sup-
ported. According to the testing of hy-
pothesis four, the impact of the adver-
tising creativity dimension of synthesis
on the creation of purchasing inten-
tions of automobiles has a sig value of
0.895. This value is greater than the
common alpha level of 0.05. The high
sig. value (>0.05) indicates that this
hypothesis is not supported. According
to the testing of hypothesis five, the
impact of the advertising creativity
dimension of artistic value on the crea-
tion of purchasing intentions of auto-
mobiles has a sig value of 0.093. This
value is greater than the common alpha
level of 0.05. The high sig. value
(>0.05) indicates that this hypothesis is
not supported. Table (4) illustrates the
sig. value analysis outcomes of the
multiple regressions.

Table (4): Multiple Regression Analysis Beta and Sig Value

Unstandardized |Standardized

Coefficients Coefficients .

Model t Sig.
Std.
B Beta
Error

(Constant) -.317 532 -.595 552
Flexibility 113 123 .056 922 .357
1 Originality 616 120 519 5.112 .000
Elaboration .654 .085 483 7.683 .000
Synthesis -.010 .075 -.009 -132 .895
Artistic Value =221 131 -.170 -1.683 .093

a. Dependent Variable: Intention

\K4
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The multiple regression analysis
concluded that originality and elabora-
tion were the two dimensions of crea-
tive advertising that impacts the con-
sumers’ purchasing intention of auto-
mobiles. The multiple regressions have
further explained each creative adver-
tising dimension contribution in im-
pacting the purchasing decision of au-
tomobiles. This was recognized by the
Beta coefficients (B). The variable
with the largest Beta value had the
strongest effect. Based on the analysis,
the variable with the strongest contri-
bution, impacting purchasing intention
was originality (B=0.519), followed by
elaboration (B=0.483)

5. Discussion and Conclusion

In today’s highly competitive
world, consumers are faced with vast
arrays of products and choices. Thus,
businesses need to devise creative and
innovative ways of attracting and re-
taining customers. Creative and inno-
vative advertising strategies serve as
major tools (Smith and Yang 2004;
Kotler and Armstrong, 2017). Accord-
ing to prior studies, creativity is the
production of something original and
valuable. Creativity involves coming
up with new and fresh ideas or plans
(Smith et al., 2007). It is characterized
by the use of the imagination and ex-
pression (Wilson et al., 2015; Fulgoni
et al., 2017). Creative advertisements
are applied on videos and commercials
shown on social media.

The aim of this study was to meas-
ure the impact of the dimensions of
creative online advertising design
(commercials run on social media),
which are originality, flexibility, elabo-
ration, synthesis and artistic value on
consumers’ intentions to purchase au-
tomobiles. The researchers hypothe-

sized that each dimension has a posi-
tive impact on the purchasing inten-
tions of automobiles. This study is co-
nsidered a conclusive research that us-
ed a cross sectional design and had a d-
escriptive purpose. Furthermore, since
the needed information was known be-
forehand, the research process was car-
ried out using a quantitative research a-
pproach. Questionnaires were used to
collect the needed data. The researche-
rs distributed 600 questionnaires. Ho-
wever, only 406 questionnaires were r-
eturned complete and accurate, yieldi-
ng a 68 percent response rate. Accordi-
ng to the results and hypothesis testing,
with the use of multiple regressions
analysis, originality and elaboration
were the two dimensions of creative
advertising that impact purchasing in-
tention of automobiles. Thus, comme-
rcials advertisements need to reflect el-
ements that are rare or surprising (mo-
ve away from the obvious and commo-
nplace). Furthermore, advertisements
should contain unexpected details or i-
deas that are intricate or sophisticated.
This will attract consumers’ attention
and allow them to notice the ad. Indivi-
duals when wanting to buy a car use o-
nline commercials (social media video-
s) as information source in purchasing
decisions. It signifies the likelihood of
a person buying a car brand featured in
advertisements if the person was in the
market for such a product.

5.1 Research Contributions
When reviewing the literature, prior
studies have indicated that while there
is widespread recognition of the value
of creativity in advertising, there is less
knowledge about how creativity is op-
erationalized (Stuhlfaut and Yoo, 201-
3). More work is needed, however, to
comprehensively document how ad cr-
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eativity achieves its effects (Smith et
al., 2007). The measurement of advert-
ising creativity according to consumers
has never been rigorously modeled (B-
ellman et al., 2017). As a result, its inf-
luence on persuasion remains largely
unexplored (Fulgoni et al., 2017). This
study is an essential first step toward a
better understanding of this concept. T-
his study aided in providing insights on
what creativity-advertising dimensions
is seen as significant in creating inspi-
ration. The construction of a measure-
ment scale of advertising creativity all-
ows for attaining a comprehensive vie-
w of advertisement creativity, taking i-
nto account consumers’ perceptions.
This study opens the way to new ar-
eas of research and enables the multi-
dimensionality of the concept of creat-
ivity to be taken into account. The res-
earch shows that this aspect of a creat-
ive ad cannot be studied in isolation.
The identification of the significant di-
mensions shows that advertising creat-
ivity does not depend on all the five di-
mensions’ aspects of production, but c-
oncerns the significant cognitive com-
ponent (originality and elaboration of
the message). Furthermore, this identi-
fication allows differentiated theoretic-
al consideration to be given to each di-
mension and sheds light on the role of
expectation and relevancy in defining
creativity.
5.2 Managerial Implications
Online advertisements (social me-
dia advertising) embrace several vital
features and should include creative
strategies and tactics to encourage con-
sumers take an action in favor of prod-
ucts (Terkan, 2014). Online advertising
survives or dies on creative and inno-
vative communication (Fulgoni et al.,
2017), which implies that marketers

1

should take into consideration the ele-
ments of creativity to effectively com-
municate with their target markets. O-
nline advertising’s effectiveness is det-
ermined by the impact and retention, t-
he ability of an ad to attract attention
while retaining its ability to stay in pe-
ople’s minds (Kotler and Armstrong,
2017). It will be a wasted effort to inv-
est time and money in ads that have no
effect (Wilson et al., 2015; Fulgoni et
al., 2017).

More precisely, the measurement of
perceived online advertising (social m-
edia advertising) creativity and its infl-
uence on persuasion allows the basic
premise of many advertising agencies
that “a creative product should work”
(Kotler and Armstrong, 2017), to be s-
upported. Selling a creative campaign
to an advertiser can be difficult due the
conceptual vagueness surrounding the
concept (Wilson et al., 2015). This stu-
dy aided in identifying main dimensi-
ons of online advertising creativity that
impact consumer’s purchasing intenti-
ons of automobiles. Results indicate t-
hat originality and elaboration were the
two dimensions of creative online adv-
ertising that affect the purchasing inte-
ntion of automobiles. Practitioners w-
hen developing creative online adverti-
sing to attract consumers should focus
on producing advertising that contains
elements that are rare, surprising, or m-
ove away from the obvious and comm-
onplace (originality); and creating adv-
ertising that contains unexpected detai-
Is, or finishes and extends basic ideas
so they become more intricate, compli-
cated, or sophisticated (elaboration).
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5.3 Limitations and Future Re-

search

When conducting this research sev-
eral limitations arose. Future research
should take these restrictions into con-
sideration. One of the main limitations
concerns the age of the sample and the
media chosen (online social media
commercials). It would be advisable to
verify the stability of the scale on other
media (print advertisements), and fo-
cus on specific age groups, not the
general population. This study focused
on the online advertisements related to
the car industry, specifically BMW.
Future studies can implement this re-
search on different industries in the
market or different brands. This study
emphasized the role of the creative
online advertising dimensions in af-
fecting the purchasing intentions. It
also focused on citizens in Cairo and
Alexandria. The present study used
convenience sampling, making the end
results not truly representative. Thus,
future studies should use probability-
sampling techniques to further validate
this study. For upcoming research, a
larger sample is needed and the data
should be gathered proportionately
from all regions of the country. This
study focused on the Egyptian context,
neglecting other Middle Eastern coun-
tries. Thus, future research can test this
research in other Arab countries. Fu-
ture research could also develop a pos-
sible transcultural approach to the con-
cept of perceived advertising creativi-
ty. This would lead to a more nuanced
understanding of the workings of ad-
vertising on an international level. Fu-
ture research could reincorporate the
concept of perceived advertising crea-
tivity into an integrative model so as to
measure its influence on different me-

ARY

diating variables in the advertising per-
suasion process, such as attention
(cognition) in regard to the advertise-
ment and the brand, affective reactions
and attitudes.
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Dear participants,

This guestionnaire aims to assess the elements that
make up creativity in online commercial advertising
design, which are found on Social Media. The study
focuses on consumers’ judgments of the creativity of

automobile advertisements (perceived creativity). The

Focus will be on BMW X3 latest commercial. Before

answering the questionnaire, you will be shown the online commercial.

Why Specifically the BMW commercial? According to market reports, when it
comes to advertising automobiles online, BMW holds the spotlight, having a
strong presence on Facebook and other social media networks (Faull, 2016).
BMW has attracted more than 13.4 million fans to its main pages on social me-
dia, and interests them with innovative and inspired advertisements. The number
of responses it gets for each post and video is astonishing compared to other
brands, averaging around 50,000 ‘likes’ and it is common for posts to exceed
100,000 (Jolly, 2018).

What is the Participant’s Role? After watching the commercial, fill in the ques-
tionnaire. The information you provide will help the researcher better identify,
explore and measure various variables associated in this study. Since you are the
one who can give the correct information, the researcher requests that you re-
spond to the questions frankly and honestly. Your identity will not be exposed
and confidentiality will be taken into consideration. Thank you very much for

your time and cooperation.

The Researchers.
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Question 1: Did you enjoy watching the advertisement?
o Yes
o No
Question 2: What attracted you to pay attention to the advertisement?
o Celebrities
o Appeal usage
o Storyboard
o Melody/ Audio
o Other (specify):

Question 3: Can this advertisement act as a source of information that helps
you in your future car purchases?

o Yes

o No
Question 4: In general, do you enjoy car advertisements that are presented the-
se days?

o Yes

o No

Question 5: If yes, specify the advertisement:

Please answer the following questions in this survey according

to the BMW online commercial that you just watched.

AR
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Question Six: The following questions assess the elements that make up crea-
tivity in advertising design. The statements focus on consumers’ judgments
of the creativity of automobile advertisements (perceived creativity). Please
from a scale of 1 (strongly disagree) to 5 (strongly agree), circle your opinion

about the statements.

St_rongly Disagree | Neutral | Agree Strongly
Disagree Agree
The ad contain ideas
that move from one 1 2 3 4 5
subject to another
The a_d contain dif- 1 5 3 4 5
ferent ideas
The ad shift from one 1 ) 3 4 5
idea to another
The_ ad is out of the 1 5 3 4 5
ordinary
The ad departs from
. . 1 2 4
stereotypical thinking 3 °
The ad is unique 1 2 3 4 5
The_ ad coqtaln nu- 1 ) 3 4 5
merical details
The ad extend basic
ideas and make them 1 2 3 4 5
more intricate
The ad contains more
. 1 2 4
details then expected 3 >
The ad connect ob-
jects that are usually 1 2 3 4 5
unrelated
The ad cont_ams unu- 1 5 3 4 5
sual connections
Th_e ad brings unusu- 1 ) 3 4 5
al items together
The ad is visually and
verbally distinctive ! 2 3 4 >
The ad makes ideas
come to life graph- 1 2 3 4 5
ically and verbally
The ad is artistic in 1 ) 3 4 5

its production
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Question Seven: The following questions assess the impact of creativity in

advertising on purchase intention. The statements focus on consumers’

judgments on whether perceived creative advertisements encourage the pur-

chases of automobile. Please from a scale of 1 (strongly disagree) to 5

(strongly agree), circle your opinion about the statements.

After watching the
creativity automobile

advertisements...

Strongly
Disagree

Disagree

Neutral

Agree

Strongly
Agree

It is very likely that |
will approve the ad-

vertised car

I will definitely con-
sider trying the ad-

vertised car

I will go to the dealer-
ship to purchase the
advertised car next

time | need it
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Q8. Age:
o Under 20
o 20 — less than 35
o 35— less than 50
o 50 — less than 65
o 65 and above

Q9. Highest Completed Level
of Education:

o Elementary School

o High School

o College Degree

o Graduate Degree

o Postgraduate Degree

o Other:
Q10. City of residence: Q11. Gender:
o Cairo o Female
o Alexandria o Male
o Other:

Q12. Marital Status:
o Single
o Married
o Divorced or Separated
o Widowed

Q13. Number of Children:
o None
o One
o Two
o More than two chil-
dren

Q14. Current job status:
o Manager/Executives
o Clerks
o Professionals
o Academics
o Self Employed
o Laborers
o Technician
o Other:

Q15. Average Monthly House-
hold income in Egyptian Poun-
ds:

o Less than 2,000

02,000 — less than
5,000
05,000 — less than
10,000

o Over 10,000

Thank you for your time and cooperation. | sincerely appreciate it. Please
check to make sure that you have not skipped any questions accidentally.
Once again thank you ©
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