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Abstract  
This study aims to understand the impact of advertising creativity on purchase intention in the airline industry. To 
this end, drawing on the Stimulus-Organism-Response (S-O-R) framework, the associations among advertising 
creativity, attitude toward advertising, flow experience, and purchase intention were investigated. Utilizing a total 
sample of 174 respondents in Turkey, the partial least squares structural equation modeling (PLS-SEM) approach 
was adopted to testing the research model. The results suggest that advertising creativity significantly affects 
purchase intention, attitude toward advertising, and flow experience. On the other hand, flow experience has no 
significant effect on purchase intention. Furthermore, attitude toward advertising mediates the relationship 
between advertising creativity and purchase intention. 
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Introduction 
The advertising expenses of airlines have increased steadily in recent years. A study, conducted in the 
US, reported that the advertising expenditures of the airline industry were $183.8 billion in 2019 (Statista, 
2019). While this issue may be attributed to increased competition, it also results in consumers being 
exposed to more advertisements, thus meaning the existence of similar and immediately forgettable 
contents (Danaher & Mullarkey, 2003). As such, some questions such as “Which features should 
advertisements have to stand out from their counterparts?” and “What kinds of advertising should be 
done?” have been raised by practitioners and researchers (Sameti & Khalili, 2017). In this sense, it is 
worth examining how airline advertising can be more effective and drive consumers to purchase. 
 
Airline advertisements should be catchy and distinguishable from their counterparts, and, in this 
regard, it is essential to include creative elements (Kim et al., 2016). Considering that creative 
advertisements are original, innovative, novel, and distinctive (El-Murad & West, 2004), these 
characteristics can build positive cognitive and emotional perceptions in consumers and subsequently 
affect purchase intention/decision (Smith et al., 2008). When this process is considered within the 
framework of Stimulus-Organism-Response (S-O-R) (Mehrabian & Russell, 1974), it can be built on the 
basis of a) exposure to creative advertisements, b) creating cognitive and emotional perceptions, and c) 
influencing the intention or decision. Accordingly, the S-O-R model establishes a ground to examine 
the effects of some cognitive and affective influences on a particular behaviour in a systematic manner 
(Moon et al., 2017). 
 
The S-O-R model provides a useful account of how advertising creativity affects purchase intention. 
Although this relationship has been studied by many researchers in the extant literature (Idris et al., 
2020; Sameti & Khalili, 2017; Shirkhodaee & Rezaee, 2014), no research has been found that surveyed the 
impact of advertising creativity on purchase intention in the airline industry. In fact, the effect of 
advertising creativity on purchase intention is related to the elaboration likelihood model (ELM). ELM 
is an important theory that explains that persuasion and attitude change processes take place in two 
different ways, namely central and environmental routes (Li & Ito, 2021; Petty & Cacioppo, 1986). The 
central route suggests that persuasion will occur as a result of careful examination of the core arguments 
of the message. Conversely, peripheral persuasion relies on environmental cues, such as the resource’s 
being expert or attractive, rather than the strength of the argument conveyed by the messages (Cocolas 
et al., 2020). When moving from the central route to the peripheral route, individuals’ involvement and 
information processing abilities decrease. In this regard, in air travel, which is a utilitarian and low-
involvement product category, consumers may be more inclined to use the peripheral route for 
persuasion. Therefore, the effect of advertising creativity on the formation of consumers’ attitudes as a 
peripheral cue on the peripheral route is worth exploring. However, the extant ELM research on the 
airline industry has been very limited (Fang et al., 2020; Li & Ito, 2021). To bridge this gap in the 
literature, the present study aims to explore the impact of advertising creativity on purchase intention. 
This present study also posits the mediating role of attitude toward advertising and flow experience to 
build a bridge that links advertising creativity and purchase intention. In doing this, drawing on the S-
O-R framework, we attempted to investigate the associations between advertising creativity, attitude 
toward advertising, flow experience, and purchase intention in airline advertising. 
 
In this study, advertising creativity acted as a stimulus within the S-O-R model, whereas purchase 
intention was used as a response. Reviewing the literature on advertising creativity, many studies from 
other domains have focused on the associations between advertising creativity, attitude toward 
advertising, and purchase intention (Sameti & Khalili, 2017; Shirkhodaee & Rezaee, 2014; Smith & Yang, 
2004). Therefore, we considered attitude toward advertising as an organism in the context of airline 
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advertising. On the other hand, although flow experience is an important antecedent of purchase 
intention (Martins et al., 2019; Yang et al., 2017), the impact of advertising creativity on flow experience 
has yet to be studied. Therefore, we suggested that flow experience be another organism to gain valuable 
insights. 
 
To test the research model, this study focused on airline advertisements on social media platforms (e.g., 
Facebook, YouTube, Twitter, and Instagram) since airlines use social media extensively as a powerful 
marketing tool for engaging with current and potential customers, enhancing relationships, publicity, 
and promotion (Loo, 2020). SimpliFlying (2018) reported that 76% of executive-level managers agree 
that the importance of social media is increasing. Therefore, they allocate more budget for social media 
activities and expand their social media teams. In this regard, the most important budget item is 
advertising expenditures (40% of the total social media budget) (SimpliFlying.com, 2018). There are 
some reasons behind the high advertising budgets in social media marketing (Sung et al., 2020). Social 
media advertising has the ability to instantly reveal consumer reactions by penetrating more people 
faster than traditional advertising (Lee & Hong, 2016). Moreover, it can be argued that advertising 
efficiency is greatly improved in social media channels, especially since creative content has the 
potential to create viral effects (Berger & Milkman, 2012). In this respect, social media platforms offer a 
unique outlet to run creative advertisements in the airline industry. 
 
This study contributes to the literature in the following ways. To our knowledge, this study is the first 
attempt to investigate the impact of advertising creativity on purchase intention in the airline industry. 
Therefore, this research is expected to provide airline managers and advertisers with a deeper 
understanding of purchase intention formation by focusing on advertising creativity. It also extends the 
S-O-R model to the advertising creativity literature. Finally, this study highlights the impact of 
advertising creativity on flow experience. The remainder of the paper is structured as follows: Section 2 
presents the theoretical background and hypotheses. Then, Section 3 explains the research method, and 
Section 4 presents the findings. Finally, Section 5 discusses the findings and concludes with the research 
limitations and avenues for future studies.  
 
Theoretical Background 
The S-O-R Model 
Many studies have investigated environmental factors affecting consumers’ emotions and consequently 
their behaviours. One of the basic models used to address this issue is the S-O-R model introduced by 
Mehrabian and Russell (1974). Mehrabian and Russell (1974) discussed the effect of environmental 
factors on consumer behaviours with the S-O-R model. The S-O-R model has a similarity to the 
information processing model in terms of explaining how the inputs in the external environment are 
processed in the cognitive systems of individuals and what kinds of output behaviours occur as a result 
(Zhu et al., 2020). The framework stands for the initials of stimulus, organism, and response words. This 
framework suggests that some environmental factors (stimulus) affect the individual’s emotional and 
cognitive conditions (organism) and may cause a change in their behaviour (response) (Donovan & 
Rossiter, 1982). This model also explains the interaction of the individual, situation, and decision-
making. 
 
Stimulus implies any factor that affects and stimulates the individual’s internal state. Organism is the 
affective and cognitive condition caused by the stimulus. Lastly, response refers to the final outcome of 
consumers, which may emerge as an approach or avoidance behaviour (Moon et al., 2017). The existing 
literature indicates that the S-O-R framework has been used in many studies to elaborate on the various 
behaviours of customers (Cao & Sun, 2018; Lu et al., 2018; Sohaib & Kang, 2015). 



The impact of advertising creativity on purchase intention in the airline industry: A stimulus-organism-response (S-O-R) perspective 

4 

 

Creative Advertising as Stimulus (S) 
Stimulus is an external influence that enables people to react by affecting their psychology (Namkung 
& Jang, 2010). Stimulus is generally classified into two broader categories, namely: social-psychological 
stimulus and object stimulus. Social psychological stimulus originates from the environment of the 
individual, while object stimulus is related to complexity, time of consumption, and product-related 
features (Arora, 1982). Therefore, advertising creativity is considered to be an object stimulus since it 
includes the promotion of many features related to the product. Creative advertising provides 
businesses with a competitive advantage, it is a prerequisite of advertising effectiveness and facilitates 
the development of strong brands in the market (Triantos et al., 2010). Despite the importance of 
advertising creativity, there have been few academic studies until recently. In the 70s, the first examples 
in the related literature were conducted by advertising companies (Zinkhan, 1992). However, after the 
90s, with the fact that advertisements had started to be more creative than before, the number of 
academic studies increased correspondingly (Reid et al., 1998). 
 
Creativity is among the most complex human behaviours to be described (Al-Ababneh, 2020). Sternberg 
et al. (2010, p. 82) defined creativity as “the ability to produce work that is novel”. Similarly, Reid et al. 
(1998, p. 3) defined creative advertising as “original and imaginative thought designed to produce goal-
directed and problem-solving advertisements and commercials”. It is necessary to consider creative 
advertisements beyond an abstract definition so that they can be measured to judge their level of 
creativity. These measurable dimensions are novelty, resolution, elaboration, and synthesis. These 
dimensions serve as a guide for measuring the extent of the creativity of advertisements (White et al., 
2002). 
 
Many studies have been conducted on the effects of advertising creativity on consumer behaviours. 
Smith et al. (2008) suggested that creative advertisements attract consumers more. Singam et al. (2014) 
also emphasized that creative content makes it easier for consumers to remember the advertisement 
without any help. Dahlén et al. (2008) found that a creative advertisement can create positive thoughts 
for the brand even if it does not provide the basic benefits such as remembering, liking, or persuasion 
on the consumer. Over time, advertising creativity has attracted researchers and encouraged them to 
explore the relationship between advertising creativity and other pivotal advertising concepts, such as 
recall (Jin et al., 2019; Till & Baack, 2005), liking (Dahlén et al., 2008; Stone et al., 2000), recognition 
(Stapel, 1998), and consumer attitude and purchase decision (Romoti-maniu & Zaharie, 2014; Sameti & 
Khalili, 2017).  
 
Attitude Toward Advertising and Flow Experience as Organisms (O) 
Organism is the recipient, which, after being stimulated, reacts consciously or unconsciously (Lu et al., 
2018). In literature, the organism generally refers to consumers’ affective and cognitive states. The 
affective state refers to the emotions of consumers exposed to the stimulus, whereas the cognitive state 
is everything that enters into the consumer’s mind about the acquisition, retention, and retrieval of 
information (Loureiro et al., 2016). Thus, customers shape the decision processes by turning stimuli into 
meaningful information. In this study, the attitude toward advertising and flow experience are 
considered as organisms, and it is suggested that advertising creativity affects the affective and cognitive 
state of consumers (Famiyeh et al., 2018). 
 
Csikszentmihalyi (1975, p. 36) defined flow as a “holistic sensation that people feel when they act with 
total involvement”. Flow has also been interpreted as a loss of self-consciousness, a responsiveness to 
clear targets, passing the time faster than normal, and accepting related activity as a reward (Nakamura 
& Csikszentmihalyi, 2014). The individual in the flow experience concentrates completely on the action 
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he or she does, ignoring all the elements not related to the action. In the meantime, while the individual 
is experiencing flow experience, he has a complete sense of control over the activity. In literature, flow 
experience has been discussed in a wide range of studies including online games (Hsu & Lu, 2004), sport 
(Jackson, 1996), website usage (Skadberg & Kimmel, 2004), tourism (Chang, 2014), and social commerce 
(Liu et al., 2016). In a recent study, Martins et al. (2019) investigated the mediating effect of flow 
experience between advertising value and purchase intention in smartphone advertising.  
 
Attitude toward advertising refers to a personal disposition that favourably or unfavourably responds 
to a particular advertising stimulus in case of exposure (Wahid & Ahmed, 2011). Previous studies have 
discussed that consumer attitudes are an important element of social media advertising. Moreover, 
elements such as informativeness, entertainment, and irritation play a role in the formation of attitudes 
(Yang et al., 2017). Therefore, creativity in advertising that affects the personal disposition of individuals 
may also affect the attitude toward advertising. In that vein, attitude toward advertising has been 
operationalized as an organism in the literature (Moon et al., 2017; Sahoo & Pillai, 2017). 
 
Purchase Intention as Response (R) 
According to the S-O-R model, responses affect the consumers’ final decisions in accordance with 
cognitive and affective reactions. As a result, approach or avoidance behaviour arises (Moon et al., 2017). 
However, it is not easy to measure actual responses that reflect consumers’ behaviour. At this point, as 
a valid predictor of behaviour (Lu et al., 2018), behavioural intention is regarded as another way of 
measuring behaviour. Purchase intention reflects a subjective tendency of consumers to purchase 
products, and this only represents an important indicator of consumer behaviour (Zhu et al., 2020). 
Ingavale (2013) stated that exposure to a specific advertisement affects the purchasing behaviour of 
consumers. On the other hand, Jiang et al. (2010) stated that advertisements have some mental effects 
that direct consumers to a particular behaviour. Accordingly, conative responses such as purchase 
intention represent consumers’ behavioural outcomes to these effects. Purchase intention refers to the 
likelihood of purchasing the relevant product or service in the future after exposure to the 
advertisement (Dodds et al., 1991). Since past studies have shown that purchase intention is the response 
of consumers to stimuli (Jiang et al., 2010; Liu et al., 2016), we considered purchase intention as a 
response in line with the extant literature (Liu et al., 2016; Moon et al., 2017; Sohaib & Kang, 2015; Wu 
et al., 2019). 
 
Hypotheses Development 
The research model of this study, shown in Figure 1, is based on the S-O-R framework. As mentioned 
earlier, advertising creativity is used as an environmental stimulus, flow experience, and attitude toward 
advertising as cognitive organisms, and finally, purchase intention as a response.  
 
Advertising creativity, which increases the effectiveness of advertisements, is related to how original 
and unexpected an advertisement is. Since creative advertisements are more prone to catch consumers’ 
attention, they may affect the purchasing behaviour of consumers (Idris et al., 2020). In doing so, it 
strengthens purchase intention by affecting the awareness and beliefs of customers (Jovanovic et al., 
2016). As such, we posit that advertising creativity positively affects consumers’ purchase intention. In 
line with this argument, Modig and Rosengren (2014) stated that advertising creativity increases 
perceived product quality and perceived value and positively affects purchase intention. 
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Figure 1. Research model 

 
Similarly, Samuel and Aurellia (2017) found a direct effect of creative television advertising on purchase 
intention. In this study, purchase intention is considered as the intention of consumers to choose the 
relevant airline after exposure to creative advertisements. Therefore, in the context of the airline 
industry, this study hypothesized that:  
 
H1. Advertising creativity has a positive impact on purchase intention. 
 
Advertisements attract more attention owing to the element of creativity and increase the motivation 
of the consumers and create more positive attitudes (Smith et al., 2008). As per Ang and Low (2000), 
advertisements, which are found to be creative compared to regular advertisements, generate more 
favourable attitudes. Romoti-maniu and Zaharie (2014) also argued that advertising creativity is one of 
the antecedents that creates a positive attitude toward advertising because it provides an original and 
valuable message. Till and Baack (2005) revealed that creative advertisements enhance recall and 
attitude toward brand or product. Similarly, Sameti and Khalili (2017) stated that creative out-of-store 
advertising affects the attitude toward brand positively. Based on the above literature, we formulated 
the following hypothesis: 
 
H2. Advertising creativity has a positive impact on the attitude toward advertising. 
 
Creative advertisements are generally more noticeable (Stone et al., 2000). When interacting with 
creative content, consumers focus on advertisements and avoid some thoughts that can distract them 
(Hoffman & Novak, 1996). Therefore, it can be suggested that creative advertisements foster flow 
experience. In line with this argument, Yang et al. (2017) suggested that the antecedents of flow 
experience should be carefully identified, and their effects on purchase intention should be revealed. In 
addition, Martins et al. (2019) found that entertainment-themed advertisements positively influence 
consumer flow experience. The above literature led to the following hypothesis: 
 
H3. Advertising creativity has a positive impact on flow experience. 
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The existing literature has revealed that the effect of attitude toward advertising on purchase intention 
arises in many ways, including the postulate of the attitude-intention-behavior path (Yang et al., 2017). 
From this perspective, Wahid and Ahmed (2011) found that the attitude toward advertising is positively 
and significantly associated with purchase intention. This relationship has also been drawn between 
consumers’ attitudes toward creative advertising and purchase intentions. Shirkhodaee and Rezaee 
(2014) stated that creative advertisements have a positive effect on consumers’ attitudes, which will 
favourably affect purchase intention. Moon et al. (2017) found that cognitive attitude and affective 
attitude have a significant effect on online purchase intention. Sameti and Khalili (2017) also argued 
that the attitude toward advertising affects purchase intention. Based on the above literature, the 
following hypothesis was established: 
 
H4. Attitude toward advertising has a positive impact on purchase intention. 
 
The existing literature has proposed many concepts, including flow experience (Martins et al., 2019), 
that may predict purchase intention (Jiang et al., 2010; Liu et al., 2016; Moon et al., 2017). In this sense, 
flow experience has many specific behavioural outcomes, such as purchase intention. Yang et al. (2017) 
specifically investigated consumers’ perception of flow experience while they are watching online videos 
on YouTube. As a result of the study, they found that perceived flow significantly enhances purchase 
intention. Koufaris (2002) stated that consumers with flow experience are likely to make unplanned 
purchases. Focusing on Facebook games, Liu and Shiue (2014) also found that flow and price perception 
positively influence purchase intention. Therefore, the following hypothesis is proposed: 
 
H5. Flow experience has a positive impact on purchase intention. 
 
The S-O-R model has established that consumers’ affective and cognitive states (organism) act as a 
mediator between stimuli and the final outcomes (response) (Liu et al., 2016). The mediating effect of 
flow experience and attitude towards advertising, which operate as organisms in this study, is well 
supported by the existing literature. Previous studies have suggested that, as an unexpected stimulus, 
creative advertisements can create emotional responses in consumers, lead to more favourable 
attitudes, and subsequently strengthen purchase intention (Sameti & Khalili, 2017; Shirkhodaee & 
Rezaee, 2014). Chinchanachokchai and de Gregorio (2020) proved the mediating role of attitude towards 
advertising between peer susceptibility and advertising avoidance in social media. Similarly, Zhao and 
Wang (2020) examined the indirect effect of advertising attitudes on the impact of perceived usefulness 
for short-video social network platforms on purchase intention. On the other hand, empirical findings 
have confirmed the mediating role of flow experience in social media research. Ameen et al. (2020) 
highlighted the mediating effect of flow between relationship commitment and shopping intention in 
their work. Liu et al. (2016) posited that flow experience in social shopping websites mediates the effect 
of interpersonal interaction factors on purchase intention. Recently, Hsu (2020) examined the indirect 
effect of flow experience on the relationship between parasocial interaction and sense of belonging. 
Based on the S-O-R model and previous studies, this current study suggests that attitude towards 
advertising and flow experience mediates the impact of creativity in airline advertising on purchase 
intention. Thus, we suggested the following hypotheses: 
 
H6a. Attitude toward advertising mediates the relationship between advertising creativity and purchase 
intention.  
H6b. Flow experience mediates the relationship between advertising creativity and purchase intention. 
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Research Methodology 
Sampling and Data Collection Process 
People who have travelled by airline and have social media accounts in Turkey were constituted the 
target population of this study. Turkey is an important market where airline passenger traffic has 
increased by 254.28% for the last ten years (World Bank, 2020). Furthermore, the social media 
penetration rate in Turkey is 70.8% of the total population (Kemp, 2021). Therefore, this paper has the 
potential to provide important insights from a market with a high rate of social media and airline usage. 
 
Employing a convenience sampling method, a web-based survey instrument has been developed 
through Google forms. A pre-test was conducted on 29 respondents to ensure clarity and 
understandability of the items before the formal survey was carried out. The data collection process 
took place in November 2019. Despite the efforts to reach the participants through many online groups 
(via Facebook and WhatsApp), a total of 187 Turkish consumers received back. As a result of careful 
screening, suspicious responses such as straight-lining and zigzag patterns resulted in 174 usable 
questionnaires (Memon et al., 2019). To test whether these are sufficient to provide statistical power, a 
statistical power analysis was conducted (Hair et al., 2016). Through the G*Power 3.1 software, the 
minimum sample size required, for medium effect size (f2=0.15) and statistical power of 0.90, was 
determined as 116 (Faul et al., 2007). Therefore, the final sample was considered to be sufficient for data 
analysis. 
 
Measurement 
All scales used in this study were taken from the past literature. Advertising creativity was adapted from 
Can and Macka (2016). In the creation of flow experience items, Martins et al. (2019) was used. The 
attitude toward advertising construct was adapted from Feng et al. (2016). Finally, purchase intention 
was measured by three items based on the scale of Martins et al. (2019). All constructs were structured 
with slight sectoral adaptations. Other constructs, except Can and Macka (2016), were translated into 
Turkish adopting back-translation procedures by two language experts. All construct items, which were 
measured on a five-point Likert scale (1 “strongly disagree” to 5 “strongly agree”), are shown in Table 3. 
 
Research Design and Method 
To examine the hypothesized relationships, partial least squares structural equation modeling (PLS-
SEM) was employed in this study. This technique can be considered to be a suitable choice from a 
variety of perspectives (Hair et al., 2016): a) it is preferred more than traditional multivariate approaches 
and is widespread, b) it aims to predict the relationships between latent variables in nature, c) it is 
effective in analyzing complex models with many latent and observed variables, d) it is flexible against 
minimum sample size and normality assumptions. The use of this approach is deemed sensible since 
this study is focused on the estimation of relationships rather than a theoretical validation. As such, 
SmartPLS v.3.2.8 and IBM SPSS Statistics 25 software were employed for the analyses.  
 
Data Analysis and Results 
Demographic Profile of Respondents 
As shown in Table 1, among the 174 respondents who volunteered in the study, 99 (56.9%) were female 
and 75 (43.1%) were male. In terms of age, the largest portion was 16-25 years (66.1%), followed by 26-
35 (24.7%), 36-45 (5.7%), 46-60 (2.9%), and above 60 (0.6%). For education, the majority of respondents 
had a bachelor’s degree (72.4%). On the other hand, only 3.4% of respondents did not attend high school 
education. Lastly, the average daily use of social media for most respondents was more than 2 hours to 
4 hours (42.5%). The second-largest group was 1 hour to 2 hours of social media use, constituting 29.3% 
of the respondents.  
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When we compare the respondents’ demographic profile and that of social media users in Turkey, we 
observe that they have similar characteristics. According to TurkStat (2020), higher educated 
individuals in Turkey has the highest internet usage rates. Moreover, the proportion of women in this 
segment is slightly higher than that of men. In terms of age groups, the largest portion in social media 
is 16-24 and then 25-34 years (Kemp, 2021; TurkStat, 2020). The fact that the average daily use of social 
media by Turkish consumers is 2 hours and 57 minutes confirms that we have a representative sample 
similar to the population of social media users (Kemp, 2021). In addition, we are also quite consistent 
with profiles that were used in similar studies on the Turkish airline industry. In previous studies, it has 
been observed that the airline consumer profile is mostly female, young, and highly educated (Ayodeji 
& Rjoub, 2021; Kaya & Gorkem, 2020; Şimşek & Demirbağ, 2017).  
 
Table 1. Respondent demographics 

Demographic Variables Item Frequency Percentage (%) 

Gender Male 75 43.1 

 Female 99 56.9 

Age 16-25 115 66.1 

 26-35 43 24.7 

 36-45 10 5.7 

 46-60 5 2.9 

 60+ 1 0.6 

Education Below High school 6 3.4 

 High school 25 14.4 

 Graduate 126 72.4 

 Postgraduate 17 9.8 

Average daily  
social media usage  

Less than 1 hour 15 8.6 

1 hour to 2 hours 51 29.3 

 More than 2 hours to 4 hours 74 42.5 

 More than 4 hours 34 19.5 

 
Preliminary Analysis 
After finalizing demographic profiling, a preliminary analysis process was employed to check some 
issues such as data normality, linearity, and common method bias (Sarker et al., 2020). The data 
normality was checked by using skewness and kurtosis values with a threshold of ± 2 (Nisar et al., 2021). 
In all constructs, the normal distribution assumption was met for skewness ranging from -0.773 to 0.346 
and kurtosis ranging from -1.140 to 0.043. Ramsey’s RESET test was also applied to detect nonlinear 
relationships (Sarstedt & Mooi, 2019). The results showed that the relationships for the endogenous 
constructs of flow experience [F(2, 170)=1.505; p=0.225], attitude toward advertising [F(2, 170)=0.620; 
p=0.539], and purchase intention [F(2, 168)=0.221; p=0.802] are linear. 
 
In this study, we presented a twofold approach to ensure that the common method bias (CMB) is not a 
serious threat. First, we employed the full collinearity test proposed by Kock (2017). As shown in Table 
2, there is no serious CMB because variance inflation factors (VIFs) are less than 3.3 for all research 
constructs. We also conducted Harman’s single factor test to verify this finding. As a result of the 
analysis, three factors existed, and the first general factor was account for less than 50% of the variance, 
thus showing that CMB is not a critical issue (Malhotra et al., 2017). 



The impact of advertising creativity on purchase intention in the airline industry: A stimulus-organism-response (S-O-R) perspective 

10 

 

Table 2. Full collinearity results  

 ADC ATT FE PUI 

Full Collinearity 1.616 3.090 2.745 1.331 

Note. ADC= Advertising creativity, ATT= Attitude toward advertising, FE= Flow experience, and PUI= 
Purchase intention.  
 
Measurement Model 
The validity and reliability of the research model were tested using the measurement model (Hair et al., 
2016). As seen in Table 3, the loading of all items exceeds the threshold of 0.70 recommended by Hair 
et al. (2019). Similarly, average variance extracted (AVE) values are higher than the recommended value 
of 0.50 (Hair et al., 2016). Therefore, we concluded that convergent validity is achieved in the research 
model. In addition, Cronbach’s Alpha (α) and composite reliability (CR) values for all constructs are 
significantly higher than 0.70, thus indicating that the study constructs are quite reliable (Ali et al., 
2018). 
 
Table 3. Measurement items and analysis of measurement model  

Construct Loading Alpha CR AVE 

Advertising Creativity (ADC)  0.785 0.874 0.699 

ADC1 Airline advertising is creative. 0.846    

ADC2 Airline advertisements are really extraordinary. 0.796    

ADC3 Airline advertisements are intriguing. 0.863    

Attitude toward Advertising (ATT)  0.904 0.932 0.775 

ATT1 Using airline advertising is a good idea.  0.907    

ATT2 I like the idea of watching airline advertisements. 0.894    

ATT3 I would be pleased to encounter airline advertisements 
on social media. 

0.883    

ATT4 On the whole, my attitude toward airline advertising 
is positive. 

0.836    

Flow Experience (FE)  0.858 0.913 0.778 

FE1 I am not distracted by other activities and stay focused 
on airline advertising.  

0.862    

FE2 I find myself eager to watch the advertising content of 
an airline company displayed on my smartphone. 

0.919    

FE3 I like to pay attention to airline advertising. 0.864    

Purchase Intention (PUI)  0.890 0.931 0.818 

PUI1 I find flying with airlines advertised to be worthwhile. 0.914    

PUI2 I consider flying with the airline after I see its 
advertisements. 

0.913    

PUI3 I recommend the advertised airline company to others. 0.886    

 
We also investigated discriminant validity through Fornell and Larcker’s (1981) criterion. As Table 4 
shows, discriminant validity was established since the correlation coefficients between constructs are 
smaller than the square root of the AVE of each construct. 
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Table 4. Discriminant validity results 

Construct ADC ATT FE PUI 

ADC 0.836    

ATT 0.602 0.880   

FE 0.557 0.777 0.882  

PUI 0.427 0.480 0.381 0.905 

Note: Diagonals represent the square root of AVE and the correlation coefficients are given below the 
diagonal. 
 
Structural Model 
After ensuring the measurement model results, we evaluated the structural model. First, the 
significance of path coefficients was examined using a 5000 subsamples bootstrapping technique (Hair 
et al., 2019). Table 5 covers the path coefficients showing the hypothesized relationships. In addition, 
the results of the structural model are illustrated in Figure 2. As Table 5 depicts, advertising creativity 
has a positive effect on purchase intention (β= 0.221, p<0.01), attitude toward advertising (β=0.602, 
p<0.01), and flow experience (β=0.557, p<0.01), providing support for H1, H2, and H3. Likewise, the 
positive effect of attitude toward advertising on purchase intention was found to be statistically 
significant in H4 (β=0.370, p<0.01). On the other hand, H5, suggesting that flow experience has a 
positive effect on purchase intention, could not be supported (β=-0.030, p=0.778). 
 
To test H6a and H6b, we also employed a bootstrapping procedure-based mediation test with 5000 
subsamples (Akkuş & Arslan, 2021; Carrión et al., 2017). The significance of indirect effects depends on 
the fact that the confidence interval does not contain zero (Ameen et al., 2020). As seen in Table 5, H6a 
confirmed the mediating effect of attitude towards advertising (β=0.223, p<0.01, 95% CI [0.098; 0.348]). 
On the other hand, we could not find support to accept H6b, which suggests the mediating effect of 
flow experience between advertising creativity and purchase intention (β=-0.017, p=0.783, 95% CI [-
0,139; 0.101]). 
 
Table 5. Path coefficients and hypotheses decisions  

 Path 
Std  
beta 

t-value p-value 95% BCa CI Decision f2 

H1 ADC -> PUI 0.221 2.727 0.006 [0.050; 0.371] Supported 0.041 

H2 ADC -> ATT 0.602 13.246 0.000 [0.498; 0.680] Supported 0.568 

H3 ADC -> FE 0.557 9.846 0.000 [0.430; 0.652] Supported 0.449 

H4 ATT -> PUI 0.370 3.601 0.001 [0.169; 0.567] Supported 0.066 

H5 FE -> PUI -0.030 0.282 0.778 [-0.243; 0.176] Rejected 0.000 

H6a ADC -> ATT -> PUI 0.223 3.478 0.001 [0.098; 0.348] Supported  

H6b ADC -> FE -> PUI -0.017 0.276 0.783 [-0.139; 0.101] Rejected  

Note. BCa CI= Bias-corrected and accelerated confidence interval. 
 
Next, the variance explained by attitude toward advertising, flow experience, and purchase intention 
was found to be 36.2%, 31%, and 26.1%, respectively (See Table 6). Although the R2 value varies 
depending on the complexity of the model, values above 0.20 are generally accepted well in disciplines 
such as consumer behaviour (Hair et al., 2016; Rasoolimanesh et al., 2019). Therefore, we can conclude 
that the research model yields acceptable in-sample explanatory power. Using Cohen’s (1992) effect size 



The impact of advertising creativity on purchase intention in the airline industry: A stimulus-organism-response (S-O-R) perspective 

12 

 

(f2) measure, we evaluated the effect of predictor constructs on endogenous constructs (Hair et al., 
2016). The f2 can be divided into three different categories depending on its severity: 0.02 (small effect), 
0.15 (moderate effect), and 0.35 (large effect), respectively. The effect sizes shown in Table 5 are as 
follows: H2 (f2= 0.568) and H3 (f2= 0.449) paths provide large effect sizes, whereas H1 (f2= 0.041) and H4 
(f2= 0.066) paths have small effect sizes. Finally, using the blindfolding procedure, Stone-Geisser’s Q2 
criterion was applied to measure the predictive accuracy of the model (Hair et al., 2019). As shown in 
Table 6, in-sample predictive relevance is established for all endogenous constructs since the Q2 values 
are greater than zero. 
 
Table 6. Results of R2 and Stone-Geisser’s Q2 values 

Construct R2 Q2 

ATT 0.362 0.265 

FE 0.310 0.227 

PUI 0.261 0.197 

 

R
2
=0.310

R
2
=0.261

R
2
=0.362

Advertising 

Creativity

Flow 

Experience

Attitude Toward 

Advertising

Purchase 

Intention

β =0.557

p<0.01

β =0.370

p<0.01

β =0.602

p<0.01

β =-0.030

p=0.778

Dashed lines indicate 

insignificant relationships.

β =0.221

p<0.01

 
Figure 2. PLS-SEM results of the structural model 

 
Discussion and Conclusion 
Although the ultimate goal of advertising is to persuade consumers to buy the promoted brand, this 
goal is difficult to achieve. This is because consumers are exposed to too many advertisements, and 
reach to consumers’ minds are getting so hard (Yang & Smith, 2009). Advertising professionals and 
academicians consider advertising creativity to be a central element of effective advertising. 
Accordingly, many studies highlighted the importance of advertising creativity in consumer behaviour 
(Samuel & Aurellia, 2017; Shirkhodaee & Rezaee, 2014). However, to our knowledge, no study has shed 
light on the importance of advertising creativity in the airline industry. 
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In this study, we investigated the impact of advertising creativity on purchase intention, building on 
the S-O-R model. The rationale of this study is that, according to the ELM literature, a peripheral cue 
such as advertising creativity has the potential to persuade airline customers to purchase. As such, the 
present study has proposed and tested a framework that examines the relationship between advertising 
creativity and purchase intention in the airline industry, using the mediating effect of attitude towards 
advertising and flow experience. 
 
Theoretical Implications 
This research draws several theoretical contributions to the related literature. First, advertising 
creativity significantly and positively affects purchase intention (β=0.221, p<0.01). This finding is also in 
line with that of previous research from different domains (Modig & Rosengren, 2014; Samuel & Aurellia, 
2017), which found that consumers who watch creative advertising have a higher purchase intention 
toward the products and services. Creative advertisements positively change the quality and value 
perceptions of consumers toward the product (Modig & Rosengren, 2014). Subsequently, these changes 
in consumer perception can strengthen purchase intention and purchasing behaviour. Therefore, we 
conclude that creative advertisements have an increasing effect on consumers’ purchase intention. 
 
Second, advertising creativity positively and significantly affects the attitude toward advertising 
(β=0.602, p<0.01). This finding is consistent with that of previous studies (Sameti & Khalili, 2017; Smith 
et al., 2008; Till & Baack, 2005). Customers can form good impressions about the product or brand by 
watching creative advertisements. In other words, when customers watch an advertisement with 
original, novel, and innovative features, they can develop a positive attitude toward the related product 
or brand. Indeed, Ang and Low (2000) argued that creative advertisements that are unexpected and 
have positive feelings can create more favourable attitudes than those of their less creative counterparts. 
Lee and Hong (2016) stated that creative advertising in social media channels increases the motivation 
to process the advertising, which subsequently improves attitudes towards advertising. 
 
Therefore, it seems that consumer attitudes, the antecedent of many key elements, can be formed and 
enhanced through creative advertisements. Third, the relationship between advertising creativity and 
flow experience is significant (β=0.557, p<0.01), thus indicating that advertising creativity is a pivotal 
predictor of flow experience. This result may be explained by the fact that creative advertisements lead 
to a stronger flow experience because they are attention-grabbing and distinctive. This finding 
contributes to the existing knowledge of flow experience by obtaining this relationship within the 
context of the airline industry. 
 
Fourth, this study reveals a positive impact of attitude toward advertising on purchase intention 
(β=0.370, p<0.01). This finding is also in line with that of past studies (Shirkhodaee & Rezaee, 2014; 
Wahid & Ahmed, 2011), which found that consumers with a positive attitude toward advertising have a 
higher intention to purchase the product as a result of the advertisement. Moreover, this result has been 
confirmed in the context of social media. Mukherjee and Banerjee (2019) reported the significant effect 
of attitude towards advertisements on purchase intention in the case of Facebook. Similarly, Zhao and 
Wang (2020) found that positive advertising attitude on short-video social network platforms reinforces 
the intention to purchase. 
 
Lastly, as a contradictory result, no significant relationship was found between flow experience and 
purchase intention (β=-0.030, p>0.778). In the existing literature, some studies confirmed this 
relationship (Koufaris, 2002; Yang et al., 2017), while others failed to exert this effect (D. Huang et al., 
2017; Pu et al., 2015). For example, Koufaris (2002) found that flow experience affects intention to revisit 
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online shopping stores. Cuevas et al. (2021) found that flow experience on Instagram will lead to 
increased purchase intention. Yang et al. (2017) stated that while watching videos online, being in a flow 
situation predicts the purchase intention and shopping behaviour. On the other hand, Huang et al. 
(2017) found that flow experience in the hotel booking process does not directly predict behavioural 
intention. Considering the airline industry context, airline travel purchasing behaviours differ from 
other purchasing behaviours in terms of several characteristics. Since air travel is a relatively expensive 
and time-consuming service, consumers need to make a rational assessment during decision-making. 
Therefore, consumers’ intention to purchase may not increase despite being in a flow situation (Wu et 
al., 2014). Another possible explanation for this is that the relationship between flow experience and 
purchase intention may be mediated by other variables. Therefore, this present study may encourage 
researchers to understand the relationship between flow experience and purchase intention by looking 
from different perspectives.  
 
Finally, the mediating roles are also worth examining. As predicted, research results confirmed that 
attitude towards advertising has a mediating role between advertising creativity and purchase intention 
(β=0.223, p<0.01, 95% CI [0.098; 0.348]). In other words, in line with past research (Zhao & Wang, 2020), 
we highlighted the role of attitude toward advertising in enhancing purchase intention in the context 
of social media. On the other hand, although the past literature on social media established the 
mediating role of flow experience (Hsu, 2020; Ma et al., 2021), in this study, flow experience did not 
mediate the relationship between advertising creativity and purchase intention (β=-0.017, p=0.783, 95% 
CI [-0,139; 0.101]). This result may have resulted from the insignificant direct relationship between flow 
experience and purchase intention. The reason for the absence of this relationship is related to the 
peculiar characteristics of airline travel consumption, as mentioned earlier. As a result, the mediating 
effect of the flow posited in social media research in different fields was not observed in this study. 
 
In general, the present research is the first study to examine the relationship between advertising 
creativity on social media and purchase intention in the airline industry, thus addressing a gap in the 
literature. Extending the S-O-R framework, it also contributes to our understanding of the associations 
between advertising creativity, the attitude toward advertising, flow experience, and purchase intention 
through a mediation model. In this regard, it is anticipated that it adds to the growing body of social 
media research in the airline industry (Loo, 2020; Tian et al., 2020). 
 
Practical Implications 
This study helps airline managers understand the formation of purchase intention through social media. 
Moreover, it broadens the understanding of creating persuasion and attitude change for airline 
consumers along the peripheral route. Accordingly, since advertising creativity significantly predicts 
purchase intention, advertisers and managers should seek ways to strengthen advertising creativity. 
This is especially important for the social media environment. Airlines rely on social media to stand out 
as the airline industry is more competitive today than ever before and they should, therefore, apply 
digital marketing strategies to attract existing and potential customers on social media to strengthen 
their position in the market and create brand loyalty. At this point, the creativity element is very 
important as it can attract customers and even turn them into real fans (Abhoulhosn, 2019). 
 
This study also provides valuable insights into the mediating effect of attitude towards advertising. 
Accordingly, airlines should also strengthen the attitude towards advertising so that creative advertising 
lead to stronger purchase intention. The rapid development of technology changes consumer behaviour 
while shaping consumers’ attitudes towards social media advertising. For example, Generation Z (or 
simply Gen Z) has different consumption patterns in the virtual environment as it grows in social media. 
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One of the reflections of this is that they prefer short videos more. In this regard, airline managers 
should produce creative content in short advertisements to meet the demands of young consumers and 
strengthen their attitude towards advertising (Zhao & Wang, 2020). This is a critical requirement 
because leading social media platforms such as Tiktok and Instagram support up to 15 seconds of video 
sharing. Therefore, the limited time is an important challenge against advertisements that will form 
creative and positive attitudes. In this regard, airline managers should take this constraint into 
consideration and focus on creating creative and interactive advertisements to grab consumers’ 
attention (Shadani, 2020). 
 
One unanticipated finding is that flow experience has no significant effect on purchase intention. A 
possible explanation for this might be that air travel decisions are costly and risky purchase decisions 
(Huang et al., 2010). Therefore, although creative advertisements boost flow experience, they may not 
lead to purchase intention in consumers. In this case, it may be recommended that airline managers 
and decision-makers use creative advertisements in promotions that will canalize consumers to impulse 
purchase behaviour without flow experience. 
 
Concluding Remarks 
Although this study offers valuable insights, it has a few limitations. First, the respondents were 
predominantly from a young-adult segment. Although the population characteristics are similar to 
those of general social media users, the generalizability of this study can be questioned. In future 
studies, a larger sample size should be considered to provide higher representation power. Second, 
being limited to airline consumers in Turkey, this study lacks the ability to reflect different countries 
and cultures. Since purchase intention is affected by cultural background (Rosillo-Díaz et al., 2020), 
further studies can be undertaken to explore how cultural background affects these relationships. Thus, 
possible similarities and differences between consumers in other countries and our sample can be 
understood. Third, this study covers the airline industry, which relies heavily on social media. In future 
research, the research model can be applied in domains such as tourism, e-commerce, luxury 
consumption, and certain brands. In addition, as discussed in Modig et al. (2014), the impact of 
advertising creativity on key outcomes such as brand interest and brand word of mouth (WOM) can be 
discussed.  
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