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INTRODUCTION

Advertising is one-to-many, way of communication
with the purpose of informing potential customers
about the products and services and how to obtain
them. Advertising is often placed by an advertising
agency on behalf of a company.1 Every major media is
used to deliver these messages, including: television,
radio, movies, magazines, newspapers, video games,
the Internet, and billboards.2 Advertisements can also
be posted on the seats of grocery carts, on the walls
of an airport walkway, on the sides of buses, heard
in telephone hold messages and in-store public
address systems.1 Advertisements are usually placed

anywhere an audience can easily and/or frequently
access.2

The function of advertising is persuasive and infor-
mational and is designed to influence the purchasing
behavior and/or thought patterns of the audience.1, 2  It
is a marketing tool and may be used in combination
with other marketing tools, such as sales promotions,
personal selling tactics, or publicity.3, 4 Public attitudes
toward advertising have been of interest to advertising
researches for years. Attitude towards advertising has
been defined as “a learned predisposition to respond in
the consistently favorable or unfavorable manner to
advertising in general”.5 Earlier studies (until the early
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1960s) measured general advertising attitudes as an
“overall favorability or unfavorability” factor. Bauer
and Greyser (1968)6 suggested that advertising had
important economic and social effects, and developed a
set of belief items related to positive and negative
outcomes of advertising in these two specific areas.
Other researchers expanded the belief inventory to
include perceptions related to other aspects of advertis-
ing, for example, informational value, sexual content
and use of women, ethics, deception and dishon-
esty.5,7,8,9,10,11 Mittal (1994)12 used customized rating
scales to measure attitudes specifically towards televi-
sion advertising.

More recently, thought listings in reaction to the
word “advertising” were categorized into areas such as
function, affective response, practice, industry, and
user-related, to measure attitudes towards advertising
in general.13,14,15,16 Though many studies on advertising
investigated the consumer attitudes, few, if any, as-
sessed the attitude to dental advertisement and brands,
therefore, the objective of the present study was to
determine the Saudi consumer’s attitudes to the  ad-
vertisement in general and dental in particular in
Riyadh city, Kingdom of Saudi Arabia.

METHODS

The survey was conducted in Riyadh city, Kingdom
of Saudi Arabia. The surveyed population consisted of
male and female patients and working staff (doctors,
dentists, medical and dental  assistants and reception-
ist) in government hospitals and private sectors in
different regions of Riyadh City. In addition, the ques-
tionnaire was distributed to universities, school stu-
dents, teachers, government and national banks em-
ployees, private companies, housewives and non-work-
ing personnel’s.

The survey forms were distributed from June to
November 2007. Methods used to encourage response
were personal communication, distribution, and im-
mediate collection by the researchers. The measure-
ment instrument was an anonymous 28 multiple-
choice questions, survey developed by the authors
according to the present requirements of the investiga-
tion

The first page comprise the purpose of the survey
and the confidentially statement. The first part of the

questionnaire included the socio-demographic data
such as gender; age, marital status, educational level,
occupation and income. The second part concerned on
the effect of different advertising media, gender, age,
and attractiveness of the commercial model actors on
the respondent.

The third part of the survey investigated the effect
of the presence of dentists and dental products on the
consumer’s dental habits, the consumer’s preference
in buying national products, and the effect of the
presence of a famous melody or a celebrity on con-
sumer buying preferences. Lastly, it included an open
question on the possibility of buying any dental product
because of the influence of its advertisement.

The data were entered into personal computer and
analyzed using Microsoft Excel 7version 2003 and SPSS
version 15. All respondents were analyzed by age and
gender for significant differences, using Pearson’s Chi-
square tests of significant differences and binomials
test. All differences quoted in the text are significant at
least at the 5% level.

RESULTS

From a total of 700 survey forms distributed, 514
replies were received with a 70% response rate. There
were 274 (53.3%) male respondent, and 240 (46.7%)
female respondent. The demographic profiles of the
participants are presented on Table (1a, b, and c).

The participants that were attracted to advertise-
ments where representing 56%, while 44% were not
interested (p= 0.007). Female were significantly more
attracted to advertisements (61.7%), compared with
males (51.1%, p = 0.01). 67.7% of the younger age group
(<30 years) reported higher interest in advertising
compared to 23.3% in the (30-50 years) age group, and
9% in the > 50 years age group (p=0.05) as shown in
Figure 1. There is an inverse relation ship between
educational level and interest in advertisement, as the
education level increased the interest in advertise-
ment decreased. (Figure 2)

Television was statistically the most attractive
advertisement media among participants (p=0.000),
and females (82.9%) were more attracted than males
(70.8%). The second attractive advertisement media to
females (8.3%) was magazines, while for males it was
the internet (8.8%). The least attractive advertise-
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ments media for both genders was radio (5.4%) and
SMS (3.7%).

The repetition of advertisements of a specific prod-
uct (43.3%) or the presence of children (38.3%), animal

(14.2%) or a cartoon character (41.1%) in the advertise-
ments had no effect on Saudi participants. In addition,
the gender of the commercial model actor had no
significant effect on the respondents’ attitude towards
the product, as reported by 75.5% of the participants.

Fig 1: Distribution of the respondents according to their attraction to the advertisement
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Fig 2: Distribution of the participants according to their interest in the advertisement by their educational level
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TABLE 1.a: DISTRIBUTION OF
RESPONDENT BY AGE

Age group Count Percentage

<30 325 63.20%

30-50 135 40.60%

>50 54 10.50%

TABLE 2: THE POSITVE EFFECT OF THE SAUDI
DENTAL SOCIETY RECOMMENDATION IN THE
ADVERTISEMENT ON THE CONSUMERS’ ATTI-
TUDE TOWARDS THE PRODUCT BY RESPON-

DENT OCCUPATION

Occupational Respon- Percent-
groups dents age

Health 32 68.1%

Housewives 33 67.3%

Military 21 60%

Other Occupation 26 59.1%

University students 38 58.5%

Dental students 36 57.1%

School Students 43 55.8%

Professionals 34 53.1%

Business employees 33 49.3%

TABLE 3: REASONS GIVEN BY RESPONDENTS
FOR NOT BUYING NATIONAL PRODUCTS

Reasons Count Percentage

Don’t trust products 133 25.9%

Poor quality products 119 23.2%

Not guaranteed 23 4.5%

Inadequate advertising 8 1.6%

TABLE 4: REASONS GIVEN BY RESPONDENTS
FOR CHOOSING NATIONAL PRODUCTS

Reasons Count Percentage

Encouragement of the 137 26.7%
product

Guaranteed products 54 10.5%

Cheaper  products 21 4.1%

Good quality 19 3.7%

TABLE 5:  DENTAL PRODUCT THAT RESPONDENTS REPORTED THEY BOUGHT IT
AFTER WATCHING ITS COMMERCIAL

Dental product Close up Sensodyne Signal2 Crest Colgate Oral B

Count 133 64 64 43 14 6

Percentage 25.9% 12.5% 12.5% 8.4% 2.7% 1.2%

TABLE 1.c: DISTRIBUTION OF RESPONDENTS BY
OCCUPATIONAL LEVEL

Occupational level Count Percentage

School students 77 15 %

Business Employee 67 13 %

University students 66 12.8 %

Dental &medical 65 12.6 %
Professional

Dental students 63 12.3 %

Housewives 49 9.5 %

Health 47 9.10 %

Others 45 8.8 %

Military 35 6.8%

TABLE 1.b: DISTRIBUTION OF RESPONDENTS BY
EDUCATIONAL LEVEL

Educational level Count Percentage

University 229 44.60%

High school 140 27.20%

Master 62 12.10%

PhD 34 6.60%

Intermediate school 20 3.90%

Others 16 3.10%

Elementary school 10 1.90%
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The use of a famous melody in commercials had no
effect on both male and female respondent’s (72%)
attitude towards purchasing the product. Conversely,
the appeal of the commercial model had a statistically
significant effect on both male and female participants
58.3% (p=0.000). Female participants (65%) were more
affected by the appeal of the commercial model actress
compared to male respondents (52.4%, p=0.003).

Both genders (24.5%) reported that if they are
attracted to the advertisement because of the model,
they are attracted to the actress (p= 0.000). On the
other hand, statistically significant positive effect on
respondents (57.6%) of all occupational level to the
presence of dentists and/ or the Saudi Dental Society
recommendations in the   advertisements (Table 2).

Fifty five percent of the respondents reported lack
of interest to buy national products. Reasons given by
the respondent for not buying national products are
presented in Table 3. However, 44% of respondents
reported interest in buying national products and the
reasons for this interest are given in Table 4.

Various approaches of presenting an advertise-
ment of the same product had a positive effect on the
respondent’s attitude to the product, as reported by
both gender participants (p=0.003) It was also observed
that magnified pictures in advertisements had more
effect (58.1%). Conversely, respondents appeared to
be not effected by the duration of the advertisements,
and the preference is for the less time consuming
(51.1%).

The majority of the respondents (82.5%) believed
that advertisements of dental floss and mouth washes
increase their awareness of dental health, and changed
their oral hygiene behavior. In addition, advertise-
ments that included informative knowledge increased
the purchasing rate of the advertised product as
reported by 81.1% of the respondents. Commer-
cials that included before and after photos of using a
particular product had a positive effect on purchasing
behavior of consumers as reported by 63.6% of the
respondents.

In general, 85% participants reported that adver-
tisements were exaggerated. Buying a product after
watching its advertisement had a positive effect on
both male and female participants, where 65.4% re-

spondents reported that they would buy a product if
they like the advertisement. The younger age group
(>30) were significantly more affected than other age
groups (p= 0.05)

Two hundred and ninety six respondents (57.8%)
reported that they didn’t regret buying a product after
watching the advertisement. Advertisements includ-
ing promotions on a particular product will increase
the purchasing rate of the specified product as reported
by 61.3% of participants from both gender, and within
all occupational groups. Meanwhile, 89.8% of partici-
pants prefer to purchase the best quality product over
the cheapest, even if the cheapest had better advertise-
ment. Dental products that were bought by the respon-
dents in reaction to commercials are presented in
Table 5.

DISCUSSION

The present study was an initial step in developing
a better understanding of how advertisements influ-
ence cognitive and effective responses of Saudi random
sample of our society  It was found in the present study
that 56% of Saudi respondent were attracted to adver-
tisement, although other studies suggested that adver-
tisement were either easily ignored by the audience, or
were perceived to have little value.17,18 This difference
in attitude could be because advertisements started
late in Saudi Arabia in comparison with Europe and
USA.6 Therefore, advertisements in Saudi Arabia are
still under development and still attract population as
a new era. The findings of the present study found that
females (61.7%) were more affected by advertisement
than male. This could be because females remember
more facts, make more inferences, report stronger
emotional responses, and detect the explicit claim of
the advertisement more frequently than male.14

The study showed also that as the level of education
increases the interest in advertisement decreases.
Education enables the person to evaluate and criticize
the information, which makes his awareness of the
constant evolution of new concepts and advances more.
This finding is in agreement with the study done by
Pawlowski & Koziel (2002)19, where they reported
positive effect of the level of education on consumer
attitude towards advertisement .Highly educated people
were more logical about what they perceive and pur-
chase from commercial.
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It was also found in the present research, that TV
advertisements were the most attractive advertise-
ments media (76.5%), and that females (82.9%) were
more interested to watch advertisement on TV than
males (70.8%). This finding support findings of other
studies4, 15, 20, 21 where they reported that TV is the
premier and the fastest growing advertising media
today. TV has many advantages, first its’ persuasive
influence on consumers’ taste and perception is per-
suasive. Second, it can reach a large audience in a cost
efficient manner. Third, the strong impact is created by
the sound and moving images.22 The other advertise-
ment media that was reported by respondent as attrac-
tive was the internet and it was demonstrated that the
rapid development of internet advertising has gained a
lot of attention among advertising scholars and practi-
tioners4. In the present study it was found that repeti-
tion did not have a positive effect on the consumers,
this is in conflict with other studies where Coates et al
(2006)22 have demonstrated that priming repetition
effects can lead to an unknown brand being more likely
chosen over familiar brand names. Coates et al., (2006)22

assumed that priming repetition effects occur when
subjects are exposed numerous times to the fictitious
brand. This in turn makes the brand more familiar and
consequently leads to an increase in the likelihood of
choosing this prior brand over brands, which have
never been seen.

In the present study both Saudi males (73.3%) and
females (60.7%) from different occupational classes
were influenced by female attractiveness in the adver-
tisement. This is expected as females are more attrac-
tive and have more impressive effect on male con-
sumer by nature, female consumer tends to look for the
attractiveness of the model actors to critically analyze
the appearance for personal usage. This finding has
also been reported in the study of Pawlowski & Koziel
2002.19 As gender becomes an important part of the
cultural identity in today’s global village.23 Gender role
representation in advertisement is an important indi-
cator of women’s status in a given country, any attempt
to improve women’s status should take advertise-
ments’ representation of gender roles into serious
account.24 It was observed in this study, that there is no
process of discrepancy or discrimination in our society
through TV commercials, men and women present as
equally involved in different professional occupation
and roles. Our result coincides with other studies

where they reported that male and female models in
TV commercials were equally represented in high-
level occupational roles.24 Meanwhile; other societies
reported discrimination practice with regards to the
representation of women in advertisements.24

Saudi respondents (62.5%) were positively affected
by the presence of the dentist in the advertisements,
additionally the Saudi Dental Society recommendation
had a positive effect on Saudi consumers, as our data
showed that 57.6% of respondents from different occu-
pational groups were motivated to buy the product
when Saudi Dental Society recommend it. As we stated
earlier, one of advertisement function is influential
were the advertisement change the purchasing behav-
ior or bought patterns of the audience.1, 2 It is known
that initially consumers may be interested in watching
an advertisement for its entertainment value or to
satisfy his/her curiosity.19 If the advertisement is suffi-
ciently entertaining, the customer may remember it.
However the customer may then learn that the adver-
tisement relates to personal need and provides rel-
evant and valuable information for that need20, thus
Consumers get more interested in the advertisements
and try to change their regular habit especially when a
dentist or recommendations of the Saudi Dental Soci-
ety accompany the advertisements. Advertising as a
valuable source of information was also reported by
Singh & Vij (2007).21

The analyzed data revealed that the highest per-
centage of responses to advertisements was among
adolescents group. Our results coincide with others14, 25,
as they reported that adolescents tended to trust
advertisers’ motives and viewed commercials as ben-
eficial. In addition, to the fact that memory varies as a
function of age therefore, teens remember advertising
better than young adults and older adults26. Edens
(2000)14 reported that advertising is a persuasive force
in the western consumer oriented society, with every
age group confronted by the presence of advertise-
ments universally.  Adolescents are always a primary
targets, as marketing specialists recognize their buy-
ing power for almost every product14. Saudi consumers
showed that participants from both genders (60.7%
males and 62.8% females) from all occupational groups
are more affected by promotions. Our results coincide
with others27, where they reported that prior promo-
tion purchases influence choice more than prior brand
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usage. As marketers have shifted more marketing
money from advertising to sales promotion in recent
years promotion enhancement suggests that consum-
ers are more responsive to price and promotional
activity.27

“Close up” tooth paste was reported as the highest
(25.9%) dental product that was bought by the respon-
dent under the influence of its advertisement. This
result reflects clearly the effect of advertisement on
the purchasing attitude of the Saudi consumers. “Close
up” advertisements are utilizing all the principle of
creating a unique commercial. They grab the con-
sumer attention by magnifying the photos of the teeth,
giving valuable hygienic information and repeating the
commercials in prime time.  Singh & Vij (2007)21

reported that consumers’ blame advertising for mak-
ing people buy a lot of things that they do not really
need. In addition advertising makes people live in a
world of fantasy and make them materialistic society,
overly interested in buying and owning things. This
could be the reason behind the findings of 85% of the
respondent in this study who believed that advertise-
ment is exaggerated. This result is in agreement with
other study by Ramalingam et al (2006)20  ,where they
reported that their respondent claimed that same
statement.

Unfortunately, higher percentage (55.4%) of re-
spondents didn’t prefer to buy national products be-
cause of their belief that such products are unreliable
and of a poor quality. Mean while, the respondents who
supported the Saudi product reported encouragement
of the national products as the main reason for buying
(57.7%). The lower percentage 24.3% was given for
guaranteed products, while 8.6% was given for good
quality and 9.5% because it is cheaper. These data are
important and critical attention should be directed to
national product for improvement to compete with
other imported products. Increase sales of local and
regional brands can be done when retailers intensify
promotions of national brands, this will lead to increase
in consumers’ price sensitivity which leads to rise in
interest in national products.27

The relationship between cognitive and affective
responses and consumer purchasing is complex. But,
we should be aware of the influence of advertisements
on our society, especially the young generation. We

suggest having a number of educational groups to
control or restrain negative advertising, also, con-
sumer education and media literacy programs that
emphasize techniques used by advertisers. Resources
for media literacy should be available, web sites that
offer consumer education tips, especially for teens,
should be available.14

In conclusion, the overall analysis of socio eco-
nomic aspects of advertising reveals that Saudi public
is highly critical of social aspect; in addition, the
present study provides direct evidence of the effect of
advertisements on the Saudi consumer response to-
ward dental products. Future research may employ
multiple samples from different regions in Saudi Arabia
with different demographic backgrounds. Further stud-
ies should also incorporate the use of Artificial Neural
Network (ANN) which is an intelligent system used as
a model to measure attitude towards advertising. 28
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