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APPENDIXES 

Exhibit 1: Scales used in the questionnaire 

FIRST PART – Overall Attitudes 

WAVD (Smith et al., 2007) 

- In general, I believe that the visual elements (e.g., colors, images, lighting, size, 

shape etc.) in web advertisements are pleasing. 

- In general, I am more incline into purchasing the product being advertised if I find 

the visual elements pleasing. 

-  Overall, I believe that color has an important role in my overall assessment of the 

web advertisement. 

ATA (Saadeghvaziri et al., 2013) 

- Overall, I like web advertising 

- Web advertisement helps me keep up to date with the products available in the 

market 

- In general, I have a favorable opinion toward web advertising. 

- Web advertisements tell me what people like myself are buying and using 

- Overall, I find web advertising a good thing. 

- Web advertising improves people’s standard of living 

- Web advertising helps people compare brands and prices and to buy the best 

products 

- Web ads make people buy things they don’t really need 

- Overall, I find web advertising an irritating thing 

- Web advertising takes undue advantage of children’s innocence 

ATB (Wu et al., 2008) 

- Normally, after viewing a web advertisement, I am more in love with the advertised 

brand. 

- Generally, after viewing a web advertisement, I develop a preference for the brand 

in the advertisement. 

- After viewing a web advertisement, my impression of the product’s brand is 

strengthened 

OPI (Zhang, 1996) 

- After viewing a web advertisement, I normally become interested in making a 

purchase. 

- After viewing a wed ad, I am more willing to purchase the product being advertised. 

- After viewing a web advertisement, I normally intend to purchase the product being 

advertised 

- After viewing a web advertisement, I am probably to purchase the product. 

SECOND PART – Attitudes Toward a Specific Ad 

Commercial Ad: https://www.youtube.com/watch?v=XFsZ6BO4LU0 

WAVD (Smith et al., 2007) 

- The ad broke away from habit-bound and stereotypical thinking 

- The ad was unique 

- The ad brought unusual items together 

- The ad contained numerous details 

- The ad contained more details than expected 

- The ad was visually distinctive 

https://www.youtube.com/watch?v=XFsZ6BO4LU0
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- The ad made ideas come to live graphically 

- Overall, the visual elements of the advertisement (e.g., colors, images, lighting, size, 

shape etc.) were of high quality. 

- Overall, the visual design elements used made the advertisement look professional. 

- In general, the visual elements in the advertisement were pleasing. 

- Overall, the visual elements had an important role in my opinion toward the ad 

- I believe that the colors used created the right environment for the desired message 

- If the colors used were others, my opinion regarding the ad would not have change 

OPI (Zhang, 1996) 

- After viewing this advertisement, I became interested in making a purchase. 

- After viewing this ad, I intend to buy the product being advertised 

- After viewing this advertisement, I was more willing to purchase the product being 

advertised than before. 

- This advertisement improved my opinion regarding the product being advertised. 

- It is now possible that I buy the advertised product 

- It is now likely that I buy the advertised product 

 

Exhibit 2: Respondents’ Demographic Distribution 

by Gender Frequency %  by Education Frequency % 

Female 198 62%  Preparatory School 21 7% 

Male 120 38%  Middle School 51 16% 

Total 318 100%  High School 57 18% 

    Technical School 8 3% 

by Generation Frequency %  Bachelor Degree 120 38% 

Gen Y 124 39%  Master Degree 53 17% 

[1977-1984] 15   PhD 8 3% 

[1985-1989] 9   Total 318 100% 

[1990-1994] 100      

Gen Z 194 61%  Days of Internet Usage Frequency % 

 [1995-1999] 119  
 Less than one day per 

week 
0 0% 

 [2000-2004] 75   1-2 days per week 1 0% 

Total 318 100%  Often but not every day 9 3% 

 
   Every day per week 308 97% 

    Total 318 100% 
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Exhibit 3: Model Reliability Measures 
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Exhibit 4: Fit Indexes 

 

 

 

 

 

 

 

 

Exhibit 5: ANOVA Results 

 



7 
 

 

 

 



8 
 

 

 

 

 

 

 

 

 

 

 

 

Exhibit 6: Regressions’ Coefficients for the Different Generations 

 


