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Abstract

Purpose - This research study aims to determine the
influence of the factors of informativeness, entertain-
ment, irritation, and credibility on the perception of the
value of advertisements and the attitude to advertising
through catalogs and store flyers among Croatian con-
sumers.

Design/methodology/approach - In the research,
testing a theoretical model of value perception, 354 cor-
rect answers were collected via email, Facebook groups,
and Internet forums. Hypotheses were tested using
structural equation modeling.

Findings and implications - The results of this research
show that the informativeness, entertainment, and cred-
ibility are important predictors of the value of catalogs
and flyer advertising. Irritation is not. Furthermore, en-
tertainment, credibility, and perception of the advertise-
ment’s value have a positive and significant impact on
the attitude to advertising through catalogs and store
flyers. In addition to the scientific contribution, the re-
search study has its practical significance as a guide to
future marketing activities aimed at increasing the effec-
tiveness of this type of advertising.

Sazetak

Svrha - Cilj je istrazivanja utvrditi kod hrvatskih potro-
Saca utjecaj ¢imbenika informativnosti, zabave, iritacije
i vjerodostojnosti oglasa na percepciju njegove vrijed-
nosti i stav o oglasavanju putem kataloga i trgovackih
letaka.

Metodoloski pristup - Istrazivanje testira teorijski mo-
del percipirane vrijednosti. Putem elektroni¢ke poste,
Facebook grupa i internetskih foruma prikupljeno je 354
valjanih odgovora. Metoda modeliranja strukturnih jed-
nadzbi (SEM) koristena je za testiranje hipoteza.

Rezultati i implikacije - Rezultati istrazivanja pokazu-
ju da su informativnost, zabava i vjerodostojnost vazni
prediktori vrijednosti oglasavanja putem kataloga i leta-
ka, dok iritacija to nije. Nadalje, zabava, vjerodostojnost
i percepcija vrijednosti oglasa imaju pozitivan i znacajan
utjecaj na stav o oglasavanju putem kataloga i letaka.
Osim znanstvenog doprinosa, istrazivanje ima i svoj
prakti¢ni znacaj kao vodi¢ za buduce marketinske aktiv-
nosti na podizanju ucinkovitosti ove vrste oglasavanja.

Ogranicenja - Ograni¢enje istrazivanja vezano je uz ne-
reprezentativnost uzorka s obzirom da je autor koristio
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Limitation — The sample representativeness may be a
limiting factor of this research because the author used
available email addresses, Facebook groups, and Inter-
net portals.

Originality - A review of the bibliography available
found that the applied value perception model had not
previously been tested in the context of catalogs and
store flyers. It builds on the current knowledge about
the effectiveness of individual advertising media.

Keywords - catalogs, store flyers, model, the value of
advertisements, attitude to advertising

raspolozive adrese elektronicke poste te Facebook gru-
peiinternetske portale.

Doprinos - Pregledom dostupne literature utvrdeno je
kako primijenjeni model percipirane vrijednosti dosad
nije testiran u kontekstu kataloga i trgovackih letaka.
Time se nadograduju dosadasnje spoznaje o efikasnosti
pojedinih medija oglasavanja.

Kljucne rijeci - katalozi, trgovacki letci, model, percep-
cija vrijednosti oglasa, stav o oglasavanju
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1. INTRODUCTION

The modern age of direct marketing is believed
to have begun with the emergence of initial
promotional materials delivered to potential
customers in numerous ways. The first such ma-
terial in paper form appeared in Europe as early
as 1498 (Miller, 1995). It was a list of books that
a certain Aldus Manutius published and sold. It
was said to be the first catalog, but from its de-
scription, we can conclude that it was a classic
flyer. This paper focuses on catalogs and flyers
as two types of advertising material. Accord-
ing to existing definitions, catalogs are lists of
products available to customers for purchase
(Groucutt, Leadley & Forsyth, 2004). Multiple
sheets of paper are tied together. Flyers, unlike
catalogs, consist of a single sheet of paper and
are usually issued weekly. Synonyms include
names such as leaflets, weekly grocery adver-
tisements, free sheets, shopper, or handbills
(Gazquez-Abad & Sanchez-Pérez, 2009).

Geller (2002) said that catalogs can be retail,
specialized, and business (B2B) catalogs. Given
the manner and place of sale, retail catalogs are
used in so-called mail-order sales, store sales,
and sales in both cases. The subject of this pa-
per is retail catalogs (so-called traffic generators)
issued, as a rule, by retailers on a weekly basis.
Such catalogs, as well as store flyers, appear
in printed form, in online editions, or may be
displayed visually on television and in newspa-
pers. In printed form, they are delivered as un-
addressed mail to home addresses or inserted
in newspapers and magazines. Usually, retailers
also keep them at the entrance to their stores.
Their large quantities often cause adverse reac-
tions and are treated as unsolicited mail or junk
mail.

Store flyers, as they are usually called according
to (Latusi, Vergura & Lugli, 2014), are one of the
most important forms of advertising. Miranda
and Konya (2007) described store flyers as one
of the techniques of feature advertising with
an essential task of attracting customers to the
store. This is a simple and relatively cheap form
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of advertising that, according to Srinivasan and
Bodapati (2006), is the most cost-effective for re-
tailers. Kato and Hoshino (2019) point to the fact
that, as traffic generators, flyers positively affect
retailers’ sales and profit margins. On the other
hand, Swoboda, Elsner, Foscht and Schramm-
Klein (2010) highlight that they are very well re-
ceived by customers as a promaotional tool.

Retail catalogs and flyers are undoubtedly a use-
ful promotional tool in their printed form and
as online editions. Given that a significant part
of the promotional budget is spent on them,
customers must have a positive attitude to this
type of communication. A positive attitude af-
fects their acceptance and approval and, thus,
their higher efficiency. Aydogan, Aysuna and
Aktan (2016) claim that attitude is the last step
toward behavior.

This paper will test Ducoffe’s model of percep-
tion of the value of advertisements displayed
through catalogs and store flyers, and different
attitudes to advertising through these media
(Ducoffe, 1995). Conceptually, the model exam-
ines the impact of four variables (informative-
ness, entertainment, irritation, and credibility) on
the perception of the value of advertisements in
these media and the relationship of value per-
ception with the attitude to advertising through
catalogs and store flyers. It is an approach that
measures the effectiveness of advertising from
the aspect of customers or participants in such
promotional communication (Zhang & Wang,
2005). Their perceptions of values and attitudes
can serve to predict their behavior.

According to current knowledge, the effective-
ness of advertising through retail catalogs and
flyers, from the aspect of the perception of the
value of advertisements and attitudes to ad-
vertising through these media, has not been
the subject of scientific research so far. This pa-
per aims to contribute to the development of
knowledge in this area. A testing of Ducoffe’s
model will investigate: a) the impact of anteced-
ents informativeness, entertainment, irritation,
and credibility on the perception of the value
of ads in catalogs and flyers; b) the impact of
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antecedents informativeness and credibility on
the overall attitude to advertising through cata-
logs and store flyers; and c) the influence of the
perception of advertisement value on the over-
all attitude to advertising.

The results of this research can also help adver-
tisers who use catalogs and flyers to understand
customers better. Understanding the element
of influence on how their values and attitudes
to advertising are formed allows for greater
efficiency of future advertising and sales cam-
paigns. The paper comprises five parts. An over-
view of previous research and findings on the
subject follows the introductory section. The
third part of the paper details the methodolo-
gy of the study, while the fourth part presents
data analysis and the results of this analysis. The
concluding discussion, research limitations, and
recommendations for further research form the
final, fifth part the paper.

2. LITERATURE OVERVIEW
AND HYPOTHESES
DEVELOPMENT

According to Kotler and Amstrong (2018), the
entire marketing concept is based on an ex-
change process. Bagozzi (1975) defines ex-
change as a “transfer of something tangible or
intangible, actual or symbolic, between two or
more actors.” Ducoffe and Curlo (2000) believe
that advertising messages can also be viewed in
the context of the exchange of values between
the advertiser and the customer. According to
Houston and Gassenheimer (1987), each party
in the exchange gives and receives some val-
ue, with an advertising message the advertiser
wants to achieve being a specific goal. In order
to achieve it, the ad should meet (or exceed)
certain customer expectations or expected val-
ue. Knopper (1993) describes ad value as one
of the essential determinants of customer re-
sponse, while Ducoffe (1996) defines ad value as
a “subjective evaluation of the relative worth or
utility of advertising to the consumer.” In other
words, the value of the ad can be considered an

index of customer satisfaction with promotional
communication; the higher it is, the more pos-
itive the reactions. Numerous studies confirm
the direct association of customers’ attitudes
to advertising with their efficacy (Mehta, 2000),
as well as with customer behavior (Boateng &
Okoe, 2015; Awan, Ismail, Majeed & Gmazal,
2016; Subroto & Samidi, 2018).

Customer expectations or expected ad value
can also be measured through the dimensions
defined by Ducoffe (1996) in his Advertising
Value Model. These are informativeness, enter-
tainment, irritation, and credibility. The analysis
of these dimensions determines positive and
negative influences on the formation of the ad
value. They are managed for the purpose of sat-
isfying the needs of customers, that is, achiev-
ing the goal of their getting what they want.
Managing ad value factors influences advertis-
ing attitudes.

This paper examines the advertising value and
the attitude of customers to advertising that is
carried out through catalogs and store flyers.
The advertising value and attitude tests are con-
ducted based on the advertising value determi-
nation model developed by Ducoffe (1996) and
upgraded by Braket and Carr (2001). This mod-
el examines the influence of individual factors
on the experience and perception of the value
of advertising and the attitude to advertising.
According to Zhang and Wang (2005), there is
a difference between ad value and advertising
attitudes. The consumer may not like the ad it-
self but may find advertising as a whole to be
valuable and useful. In addition to the impact of
ad value, the impact of entertainment and cred-
ibility on advertising attitudes is also examined.
The advertising value model has often been
used in research into the effectiveness of ad-
vertising in various media. According to Murillo,
Merino and Nufez (2016), it is also considered
the most effective model in understanding and
determining attitudes to advertising and pre-
dicting customer behavior. Based on the above,
the following conceptual research model was
developed (Figure 1).
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FIGURE 1: Conceptual model of research
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2.1. Entertainment

Ducoffe (1995) defined entertainment in the
context of advertising (based on Uses and Grati-
fication Theory - UGH) as “the ability of advertis-
ing to fulfill consumer needs for escapism, diver-
sion, aesthetic enjoyment or emotional release”.
Wang, Genc and Peng (2019) extended this to
“interesting, pleasurable, and emotional experi-
ences.” By testing the advertising value model
in different contexts/media, researchers have
found a significant association between and the
impact of entertainment on the perception of
ad value. Table 1 shows a list of relevant research
related to different advertising media.

TABLE 1: Positive impact of entertainment on the
perception of ad value

Ducoffe (1995); Bracket & Carr Web ads
(2001); Aydogan et al. (2016)

Murilo et al. (2016) Twitter ads
Tsang, Ho & Liang (2004); Kim & | Mobile ads
Han (2014)

Rejesh, Raj, Dhuvandranand & SMS (text)
Kiran (2019); Noprisson et al. (2016) | ads

Arora & Agarwal (2019); Noprisson | Social
etal. (2016) media ads
Hamouda (2018); Dar, Ahmed, Facebook
Mazuffar, Nawaz & Zahid (2014) | ads

Dar et al. (2014) TV ads
Haq (2009); Noprisson et al. (2016) | Email ads

Source: The author

The model also investigates the impact of ad
entertainment on advertising attitudes. In pre-
vious research, the authors have proved the
existence of a direct positive connection be-
tween and the impact of entertainment on the
formation of attitudes to advertising (Ducoffe,
1995; Bracket & Carr, 2001, Bennet, Ferraira, Tsuji
& Cionfrone, 2006; Hug, Alam, Nekmahmud, Ak-
tar & Alam, 2015; Murillo et al,, 2016; Qin & Yan,
2017; Yang, Huang, Yang & Yang, 2017, Wang &
Lan, 2018). Hypotheses H1 and H2 were formed
based on previous research and their findings:

H1: There is a significant positive impact of the
entertainment factor of an advertisement on the
advertising value of catalogs and store flyer ads.

H2: There is a significant positive impact of the
entertainment factor of an advertisement on
consumers’ attitudes to catalogs and store flyer
advertising.

2.2.Informativeness

Raising product awareness and motivating peo-
ple to buy is primarily related to information. The
well-known AIDA promotional model defines
this in the context of desire and actions (Kotler,
Kartajaya & Setiawan, 2017). In this regard, Inang,
Gokaliler and Gdlay (2020) note how available or
obtained information can guide or determine
further customer behavior.

Catalogs and flyers have the role of informing
customers about the offer, with an emphasis
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on prices (Kato & Hoshino, 2019). Along these
lines, Burton, Lichtenstein and Netemeyer (1999)
described store flyers as a unique form of in-
formative advertising. The importance of the
informative role of flyers is also pointed out by
Gézquez-Abad and Sanchez-Pérez (2009), who
established a link between brand presentation
and its selection. On the other hand, with their
research Miranda and Kénya (2007) indicated a
positive reaction of customers to additional in-
formation found on flyers. This information fur-
ther explains the discount offers and prices and
is useful in making the final purchase decision.

The informative role of advertising as a cognitive
variable (Ducoffe, 1995) has an impact on the
perception of ad value. Several papers confirmed
and pointed to a significant positive correlation
between the informative role of advertising and
the formation of advertising value (Aaker & Stay-
man, 1990; Ducoffe, 1996; Tsang et al,, 2004; Haq,
2009; Dar et al,, 2014; Aydogan et al,, 2016; Rejesh
et al, 2019). The review and analysis of the litera-
ture was the basis for hypothesis H3:

H3: There is a significant positive impact of an
advertisement’s informativeness on the adver-
tising value of catalogs and store flyer ads.

2.3.Irritation

In measuring the effectiveness of advertise-
ment and advertising, Ducoffe (1995) points to
irritability as an important variable influencing
the value of advertising. If the recipient of the
message perceives the message to be irritating,
it will inevitably affect their perception of the
value of the ad and attitude to such advertising.
According to Ducoffe (1995), irritation is caused
by advertisements perceived to be disturbing,
offensive, insulting, and manipulative. Adver-
tisers need to find out what is irritating. Various
triggers such as generally poor approach and
advertising tactics (Ducoffe, 1995) or too many
ads in a short time, or a lot of repetition (Lou-
reiro, 2017) can irritate, leading to ad avoidance.
Ad avoidance, according to Spack and Elliot
(1997), can be on a cognitive, behavioral, and
mechanical level. Catalogs and flyers delivered

to the home address at the mechanical level can
be avoided by placing a “No-Junk Mail” sticker
on a home mailbox (Simon, 2016). At the cogni-
tive level, they are simply ignored by not taking
orinstantly discarding them (Spack & Elliot, 1997).
Those delivered by e-mail can be mechanically
avoided by instantly deleting, unsubscribing
from the list, or installing programs that disable
them (Kelly, Kerr & Drennan, 2010; Loureiro, 2017).
This indicates that the perception of an ad as be-
ing irritating reduces its effectiveness and ability
to capture immediate attention. In this sense, Kim
and Lee (2009) examined the closedness of cus-
tomers to the stimuli that the ads direct. Stewart
and Pavlou (2002) noted that the perception of
the irritability of advertisements or the media in
which they are published causes their avoidance
and the creation of a negative attitude to adver-
tising. In their work on this topic, the authors find
a negative correlation between irritation and
perception of the value of advertising and irri-
tation and attitude toward advertising (Ducoffe,
1995; Braket & Carr, 2001; Tsang et al,, 2004; Huq
et al, 2015; Noprisson et al,, 2016; Gaber, Wright
& Kooli, 2019; Inang et al., 2020). Hypothesis H4 is
formed according to previous research:

H4: There is a significant negative impact of ad-
vertising irritation on the advertising value of
catalogs and store flyer advertising.

2.4, Credibility

Bracket and Carr (2001) complemented the orig-
inal Ducoffe model with antecedent credibility.
In their paper, they found that the credibility of
an ad has a significant positive impact on the
perception of its value but also on the attitude
to advertising. That the perception of the adver-
tisement’s credibility directly leads to positive
attitudes about advertising is also confirmed by
Azeem and Haq (2012). Stewart and Pavlou (2002)
defined ad credibility as “consumers’ perception
of the truthfulness and believability of advertis-
ing in general.” The opinion of Haller (1974), who
believes that advertisements should be useful
and believable, stands out for the purpose this
paper. The role of catalogs and store flyers as pro-
motional tools is to motivate customers to come
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to the store. The strongest motive for customers
to come is a favorable offer or price (Garcia-Boto
& Alvarez, 2020; Mulhern & Leone, 1990). Favor-
able price is a direct benefit perceived by cus-
tomers; however, Grewal, Monroe, and Krishnan
(1998) also emphasized transactional value as an
important psychological benefit. Customers feel
comfortable when paying less than the usual
price. Gazquez-Abad, Martinez-Lopez and Bar-
rales-Molina (2014), analyzing behavior and pref-
erences for store flyers, found that the perception
of savings based on buying at a discounted price
is essential to the credibility of the flyers.

By testing the Ducoffe model, previous papers
have also explored the impact of ad credibility
on the perception of ad value and attitudes to
advertising. Their results show that there is a posi-
tive impact of credibility on the perception of val-
ue and attitude to advertising (Braket & Carr, 2007,
Hug et al, 2015; Murillo et al,, 2016; Lin & Bautista,
2018; Inang et al, 2020). The findings of previous
research are the basis of hypotheses H5 and Heé:

H5: There is a significant positive impact of ad
credibility on the advertising value on catalogs
and store flyers.

H6: There is a significant positive impact of
ad credibility on the attitude to advertising
through catalogs and store flyers.

2.5. Perceived advertising value
and attitude to the advertising

Ducoffe (1995) defined advertising value as a
“subjective evaluation of the relative value or
utility of advertising to the consumer.” The mod-
el examines the impact of antecedents — infor-
mativeness, entertainment, irritation, and cred-
ibility — on the perception of ad value and the
impact of ad value on advertising attitudes. The
prediction of customer behavior assumes that
ads that are informative, entertaining, credible,
and not very intrusive will positively affect the
attitude to advertising, the brand, and the com-
pany as a whole (Tahereh & Zahra, 2012). Accord-
ing to Dalrymple and Parsons (1995), attitude “is
a mental state of readiness, organized through
experience, exerting a directive influence on the
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individual’s response to objects and situations
with which it is related.” Wood (2000) explains
that an attitude to an object can range from
distinctly positive to distinctly negative. Peppers
and Rogers (2017), in turn, emphasize the im-
portance of perspective on customer behavior.
A customer who is satisfied and has a positive
attitude to the company's products and services
is more likely to become a loyal customer.

Previous research has established the existence
of a positive correlation between perceived ad
value and advertising attitudes (Ducoffe, 1995;
Brackett & Carr, 2001; Zhang & Wang, 2005; Liu,
Sinkovics, Pezderka & Haghirian, 2012; Murillo
et al, 2016; Aydogan et al,, 2016; Arora & Agar-
wal, 2019; Inang et al,, 2020). Hypothesis H7 was
formed based on previous research:

H7: The advertising value of catalogs and store
flyers has a significant positive impact on cus-
tomers' attitudes to this type of advertising.

3. RESEARCH
METHODOLOGY

3.1. Scale development

This research study explores the influence of
certain factors in the Ducoffe model on the
perception of ad value and attitude to adver-
tising. The model measures the effectiveness of
catalog and flyer advertising and, as such, can
serve to predict customer behavior in terms of
their future purchasing decisions. Regarding the
purpose of the model, the research examines (a)
the impact of entertainment, information, cred-
ibility, and irritability of ads on the perception of
their value, (b) the impact of entertainment and
credibility on the attitude of advertising through
catalogs and flyers, and (c) the relationship and
impact of perceived ad value on the attitude
to advertising through catalogs and flyers. A
5-point Likert scale ranging from 1 = strongly
disagree to 5 = strongly agree was used to mea-
sure the variables in the model. Tables 2 and 3
show the measuring scale and sources. After the
analysis, the range was corrected to make the
model more representative.
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TABLE 2: Sources — measuring scales

The initial The final number
Construct Source . .
number of items of items
Informativeness Ducoffe (1996) 6 4
Entertainment Ducoffe (1995) 5 4
[rritation Ducoffe (1995); Bracket & Car (2003) 5 3
. Bracket & Car (2003); Yang, Kim &

Credibility Yoo (2013);ML(Jri||o )etal. (92016) > 3
Advertising value | Ducoffe (1995); Bracket & Car (2003) 3 3
Attitudes toward | Pollay & Mittal (1993); Milakovi¢ & 4 4
advertising Mihi¢ (2015)

Source: The author

TABLE 3: Original measurement items

Construct

Measurement items

INT*
IN2
IN3
IN4
IN5
IN6*

Informativeness

Catalogs and flyers are reliable sources of product/service information.
Catalogs and flyers supply relevant product information.

Catalogs and flyers provide timely information.

Catalogs and flyers are reliable sources of up-to-date product/service information.
Catalogs and flyers are convenient sources of product/service information.

Catalogs and flyers make product/service information immediately accessible.

ENT

EN2
EN3*
EN4
ENS

Entertainment

Catalogs and flyers are entertaining.
Catalogs and flyers are pleasing.
Catalogs and flyers are exciting.
Catalogs and flyers are enjoyable.
Catalogs and flyers are fun to use.

IR1

IR2
IR3*
IR4*
[R5**

[rritation

Catalogs and flyers are annoying.

Catalogs and flyers are irritating.

Catalogs and flyers are deceptive.
Catalogs and flyers are confusing.
Catalogs and flyers insult people’s intelligence.

Credibility CR1*
CR2
CR3
CR4

CRS*

Catalogs and flyers are convincing.

Catalogs and flyers are credible.

Catalogs and flyers are trustworthy.

Catalogs and flyers are believable.

I believe that catalogs and flyers ads are a useful reference for purchasing products.

VAT
VA2
VA3

Advertising value

Catalogs and flyers are useful.
Catalogs and flyers are valuable.
Catalogs and flyers are important.

ATT1
ATT2
ATT3
ATT4

Attitudes to
advertisement

Overall, | consider catalogs and flyers a good thing.
Overall, | like catalogs and flyers.

My general opinion about catalogs and flyers is favorable.
I like to look at catalogs and flyers.

Source: The author

* Problematic items excluded from further analysis (low factor loading and inadequate model fit).
**The item has a lower factor loading, but its exclusion does not significantly improve model fit.
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3.2. Data collection and
participants

An online survey, created in Google Docs and
made publicly available, was conducted for the
purpose of research. The survey was carried
out during March and April 2020. A link to the
survey was forwarded to 2500 e-mail address-
es via MailChimp service and posted on sever-
al Facebook groups and online forums. Three
hundred and fifty-four (354) duly completed
questionnaires were collected. The adequacy of
the number of participants in the study also de-
termines the number of observed factors (vari-
ables), and researchers say that this number can
range from two to 20 respondents per variable.
As the tested model examines the interrelation-
ship between six factors (variables), it means
that the number of participants in the research
can be considered satisfactory. The participants’
demographic structure is as follows: 113 men
(31.9%) and 241 women (68.1%). Table 4 shows
their age.

TABLE 4: Gender - age

Age Age | Frequency | %

Generation Z 18-25 77 218
Millennials 26-40 121 342
Generation X 41-54 107 30.2
Boomers >54 49 13.8

Source: The author

As part of general questions, participants were
asked how they view catalogs and store flyers
(in print or online) and the reasons for using cat-
alogs and store flyers. The results are shown in
Tables 5 and 6.

TABLE 5: Answer to the question “How | view cat-
alogs and flyers”

Online 16.1%
Printed form 18.6%
Both (print form and online) 58.2%
| do not look [at them] 7.1%

Source: The author

UDK 659.89:659.11(497.5)

TABLE 6: Answer to the question “Reason for us-
ing catalogs and flyers”

Savings — price comparison 34.2%

between stores

Searching for new products, ideas, | 42.4%

and useful information

Faster and easier purchase (list 14.1%
creation and purchase from your

nearest store)

Detailed product comparisons 9.3%

and highest value searches for me

Source: The author

4. DATA ANALYSIS

As part of the analysis of the collected data, the
reliability of the measuring construct was first
assessed by performing exploratory factor anal-
ysis (EFA). The SPSS 23 software package was
used to implement the EFA. Confirmatory factor
analysis (CFA) was used to test the hypotheses
about the structure and relationship between
latent variables. CFA was performed using the
SPSS AMOS 26 software package. The maxi-
mum likelihood method (ML) was used.

4.1. Internal reliability of the
construct

The internal consistency and reliability of the
construct were measured by determining Cron-
bach's alpha, alpha-if-deleted, and item-to-
tal-correlation. Cronbach’s alpha values for each
of the six sub-scales ranged from 0.885 to 0.933.
According to Field (2013), any values above 0.7
are acceptable. Table 7 shows the internal con-
sistency and reliability of the construct.
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TABLE 7: Internal reliability and convergent validity

Internal | reliability Convergent | validity
Construct ltem | CTONbach’s | tem-total | Factor | Composite | o | e | op
alpha | correlation | loading | reliability
Informativeness | IN1 871 J17 805 871 0628 351 | 0925
IN2 VAl 781 394 | 0912
IN3 J17 772 3.83 | 0961
IN4 753 813 382 | 0934
Entertainment | EN1 924 858 .888 924 754 309 | 1155
EN2 787 830 325 | 1070
EN3 839 894 329 | 107
EN4 816 862 293 | 1221
Irritation IR1 769 0682 .888 796 582 258 | 1153
IR2 /33 864 236 | 1103
IR3 419 461 172 | 1032
Credibility CR1 929 844 896 930 816 342 | 0848
CR2 887 943 343 | 0872
CR3 834 870 354 | 0.841
Advertising VAT 885 675 1.0M 968 910 395 | 0.883
value VA2 842 926 324 | 0993
VA3 829 923 325 | 1032
Attitudes to ATT1 933 .849 891 938 793 3.89 | 0954
advertisement | ATT2 900 941 361 | 1.048
ATT3 851 892 384 | 0942
ATT4 800 836 3.6 1195

Source: The author

4.2, Confirmatory factor analysis
(CFA)

CFA using the AMOS 26 structural equation
modeling software was performed to deter-
mine the level of agreement between the theo-
retical model and empirical data. Validity is test-
ed to determine whether a measuring instru-
ment measures what it should measure (Ahmad,
Zulkurnain & Khairushalimi, 2016). Convergent
validity is shown by calculating the composite
reliability coefficient (CR) and the average vari-
ance extracted (AVE). An acceptable value for CR
is that above 0.6 and for AVE above 0.5 (Ahmad

et al, 2016). The values obtained that are shown
in Table 7 confirm the convergent validity of
measurement scales. The discriminant validity
of the measurement scale was tested to check
the correlation of variables in various factors.
The result in Table 8 shows that the variables
do not correlate strongly with other variables in
other factors. The square root of AVE is higher
than the correlation among factors. The correla-
tion between the factors is less than 0.85, which,
according to Tdzlnkan and Altintas (2019), is a
good indicator of the discriminant validity of the
construct.
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TABLE 8: Discriminant Validity

UDK 659.89:659.11(497.5)

Ir.lforma- Entertainment | Irritation | Credibility A g Attitude
tiveness value
Informativeness | 0.792
Entertainment 0517 0.868
[rritation -0.466 -0.688 0.762
Credibility 0.675 0469 -0.326 0.903
Advertising 0.622 0.601 -0.480 0616 0.953
value
Attitude to 0.628 0.759 -0.663 0.619 0.807 0.890
advertising

Source: The author

4.3. Structural Equation Modeling
(SEM)

Structural equation modeling (SEM) analysis
was performed to determine how successfully
the model describes the correlation between
independent and dependent variables (de-
termining the suitability of the model). It was
performed with the help of the SPSS AMOS
statistical software package. As part of the SEM
analysis, the relationships between antecedents
defined by the conceptual model were tested

TABLE 9: Fit indices

by measuring the goodness of fit: GFI, AGFI, IFI,
TLI, NFI, CFI, RMSEA, and SRMR. The tested the-
oretical model did not show satisfactory values
(RMSA> 0.008, GFI <0.8, AGFI <0.8, IFI> 0.9, TLi
<09, NFI <09, CFI <09 and SRMR> 0.08) (Table
8). By correcting the measurement scale, the
following questions (items) were removed: INT,
IN6, EN3, IRI3, IR4, CR1, and CR5 (Table 2). The val-
ues measured in the modified structural model
are shown in Table 9. The modified structural
model for catalog and store flyer advertising is
available in Figure 2.

Fit index Test model e D O A0 Source
model value
Chi-square 1289,4; df=337, 487014, 174
p<0,001 p<.0,001
x2/df 3.82 2.799 <5 Park & Kim (2014)
GFl 0.765 0.875 >0.8 Halmi (2016)
AGFI 0.717 0.834 >0.8 Halmi (2016)
IFI 0.885 0952 >09 Park & Kim (2014)
TLI 0.871 0942 >09 Kim & Han (2014)
NFI 0.851 0928 >09 Park & Kim (2014)
CFI 0.885 0.952 >09 Hu & Bentler (1999)
RMSEA 0.089 0.071 0.03-0.08 Hair, Black, Babin &
Anderson (2014)

SRMR 0.089 0.067 <0.08 Hair et al. (2014)

Source: The author
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|2 FIGURE 2: Structural model for catalogs and flyer advertising
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4.4. Hypothesis tests

Table 10 and Figure 3 show the results of hypothesis testing.

Table 10: Summary of hypothesis testing results

. |Independent | Dependent | Standard

P EHICEE va':iable v:riable estimate L IO | SR
H1 (+) ENT VAL 0.338 6.112 Fxx Supported
H2 (+) ENT ATT 0422 10.120 xx Supported
H3 () INF VAL 0.235 4441 *xx Supported
H4 (-) IRIT VAL -0.010 -0.198 0.843 N/S

5H) CRE VAL 0.297 5994 xR Supported

6 () CRE ATT 0.130 3.348 e Supported
H7 (+) VAL ATT 0472 8517 Fxx Supported
#% P < 0,001

CR - Critical value, INF — Informativeness, ENT — Entertainment, IRIT — Irritation, CRE - Credibility, VAL — catalog and flyer
advertising value, ATT — Attitude to catalog and flyer advertising, N/S — Not supported
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FIGURE 3: Results of hypothesis testing

Entertainment

Informativeness

UDK 659.89:659.11(497.5)

Advertising Value

Attitudes to
catalog/flyer
advertisements

0,47*

_»
»

H7

\
“4/'

-0.01%**
Irritation | 0.297%*
0.13*
H5
H6
Credibility

Note: **P> 0.05; * P<0.001

The representativeness of the model was mea-
sured by calculating the coefficient of deter-
mination (R2). The coefficient “is a measure of
the amount of variability in one variable that is
shared by the other.” Table 11 shows the mea-
sured values. The values show that 53.9% of the
variance in value perception was explained by
the influence of independent variables (enter-
tainment, informativeness, irritation, and cred-
ibility). As shown in Figure 3, the influence of
entertainment and credibility on the perception
of value is dominant.

On the other hand, independent variables (en-
tertainment, credibility, and catalog/flyer ad-
vertising value) explain 78.6% of the variance
of the dependent variable (consumer attitude
to catalog and flyer advertising). Credibility was
found to have the least impact on the attitude
to advertising. (Figure 3) The results show good
representativeness of the model.

TABLE 11: Squared multiple correlations of the
proposed research model

Values
Construct %
Catalog/flyer advertising value 539

(0.539)
Attitude to the catalog/flyer 786
advertisement (0.786)

Source: author

5. DISCUSSION AND
IMPLICATIONS

A review of previous theoretical knowledge
about advertising through catalogs and flyers
has shown a lack of scientific papers on the per-
ception of value and customer attitudes to this
type of advertising. In this regard, research on
this topic was planned, and goals were set. This
paper aims to investigate the factors influenc-
ing customers’ attitudes to advertising through
catalogs and store flyers and determine the
strength of that influence and the interrelation-
ship between the elements. The research was
carried out on empirical data collected through
a survey in the Republic of Croatia. The research
tested Ducoffe’s ad value model based on UGH
theory. By exploring the factors influencing the
perception of the value of advertising and atti-
tudes to advertising, the model examines the
effectiveness of ads and advertising and directs
future activities towards their improvement.

Based on the theoretical model, a conceptual
research framework was developed to exam-
ine the impact of four variables (entertainment,
informativeness, irritation, and credibility) on
the perception of ad value. In addition to the
perception of value, the attitude to advertis-
ing, which is influenced by three independent
variables (entertainment, credibility, and adver-
tising value), was also examined. Accordingly,
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hypotheses were formed and tested. Hypothe-
ses H1 and H2 were confirmed: entertainment
factor has a significant impact on advertising
value and advertisement attitudes. Respon-
dents’ opinion regarding the entertainment of
ads in catalogs and flyers was found to be most-
ly neutral (mean range of 2.93-3.29 on a 5-point
scale). Hypothesis H3 was also confirmed: ad-
vertisement's informativeness has a significant
impact on advertising value. Respondents
believe the informative role of advertisements
in catalogs and flyers to be important (mean
range of 3.51-3.94). Hypothesis H4, “There is a
significant negative impact of advertising irrita-
tion on advertising value of catalogs and store
flyer advertising.”, was rejected. Testing of the
empirical data found that irritation has no sig-
nificant negative impact on the perception of
ad value, which is inconsistent with previous
research in the context of other media. Respon-
dents in this research outlined savings (34.2%)
and searching for new products, ideas, and
useful information (42.4%) as the main reasons
for using catalogs and flyers. The assumption is
that this direct benefit suppresses the influence
of irritating elements. Hypotheses H5 and H6
were confirmed: the credibility factor has a sig-
nificant impact on advertising value and adver-
tisement attitudes. Respondents see credibility
as an important factor in estimating ad value
(mean range of 3.42-3.53). Hence, it also has an
impact on the formation of positive attitudes to
advertising. Hypothesis H7 was confirmed: the
advertising value of catalogs and store flyers
has a significant positive impact on customers’
attitudes to this type of advertising. The results
of the research show that the perception of
the ad value is positive (mean range of 3.24 to
3.89), and the respondents think that these ads
are useful, valuable, and important. Attitudes to
advertising through catalogs and flyers are also
positive, as shown by the degree of agreement
with the statements in the questionnaire (mean
range of 3.61-3.89).

In addition, research results confirm the role of
entertainment, informativeness, and credibility
as significant predictors of the value of catalog

and store flyer advertising. Also, the indepen-
dent variables of entertainment, credibility, and
advertising value have a direct significant posi-
tive impact on the attitude to advertising. The
result is consistent with previous research in the
context of different media (Ducoffe, 1996; Braket
& Carr, 2001; Yang et al,, 2017).

The scientific contribution of this research stems
from new insights related to the perceptions of
and attitudes to advertising through catalogs
and store flyers. A systematic review and anal-
ysis of the literature defined the theoretical
framework of the research that enabled the
testing of the advertising value model, in the
context of catalogs and flyers, in the Republic
of Croatia. In addition to the scientific contribu-
tion, the research also has its practical applica-
tion. Marketing professionals and retailers can
use it to learn about and understand the factors
that affect the perception of ad value and atti-
tudes to advertising through these media. Such
insights contribute to an increase the effective-
ness of ads and thus influence future customer
behavior in terms of greater media acceptance
and, consequently, larger and more frequent
purchases. Providing the value that is perceived
positively by customers and expected to con-
tribute to their satisfaction leads directly to the
desired behavior, i.e, purchase. The results of
this research make it possible for marketing pro-
fessionals to define customer expectations re-
garding the values they demand from this type
of advertising and take action in order to meet
such expectation.

The sample used in this survey is a limiting fac-
tor in the research. The sample can be consid-
ered as a convenience sample given the fact
that the links to the survey were delivered to
the e-mail addresses available to the author and
that the links were posted to Facebook groups
and online forums allowing it. From this aspect,
its representativeness is questionable.

Future research on this topic should also explore
the impact of demographic variables on the
perceptions of and attitudes to advertising. The
impact of the income per household and the



Advertising Value and Attitude to Catalogs and Store Flyer Ads Among Croatian Consumers — SEM Approach

place of residence is highlighted as the two vari-
ables that are primarily considered in geo-mar-
keting. The correlation between household in-
come and advertising attitudes can provide a
clearer picture of customer structure, attitudes,
and expectations. A particular feature of these
advertising media is that they can target specific
geographical areas, which is especially interest-
ing for smaller vendors and family shops. Conse-

UDK 659.89:659.11(497.5)

quently, the influence of the place of residence
on attitudes can also be interesting and useful
information. The determination of the relation-
ship between catalog design and store flyers is
also emphasized, as they are still an interesting
medium in their printed form.

In conclusion, we can say that advertising
through catalogs and store flyers is interesting
and useful for both advertisers and customers.
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