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Abstract: The purpose of this study is to examine the relationships between university students’ 
purchase intentions for sports products, consumer behaviors, attitudes toward advertising, and 
perceptions of advertising creativity, as well as the differences across demographic variables. The study 
was conducted with 302 students from various departments. Data were collected using four validated 
scales: the Purchase Intention Scale, Consumer Behavior Scale, Attitude Toward Advertising Scale, and 
Advertising Creativity Scale. Reliability coefficients ranged from 0.85 to 0.93, and normality tests 
confirmed that the data were normally distributed. Findings revealed a significant gender difference in 
consumer behavior (p < 0.05), with female students scoring higher than males. No significant 
differences were found in purchase intention, attitudes toward advertising, or perceptions of advertising 
creativity. Analyses by income, educational status, department, type of sport, and participation duration 
showed no significant effects, although longer participation in sports indicated a positive trend. In 
conclusion, gender was the only variable that created meaningful differences in consumer behavior. 
These results provide practical implications for sports marketing, particularly in leveraging advertising 
creativity and consumer attitudes to design more effective social media campaigns targeting university 
students. 

Keywords: Advertising creativity, Attitude toward advertising, Consumer behavior, Purchase intention, Sports products. 

 
1. Introduction  

Today, sport is regarded not only as a means of maintaining and improving physical health but also 
as an essential component of individuals’ lifestyles [1]. University students, in particular, show great 
interest in sports activities due to the dynamism of youth, social interactions, and processes of identity 
construction. This situation directly influences the sports products market, making young consumers 
one of the key groups that shape purchasing behavior. Sports products are not only perceived as tools to 
enhance performance or improve the sporting experience but also as elements of personal expression 
and lifestyle [2]. 

Sport represents a multidimensional phenomenon that extends beyond physical health, influencing 
the formation of social identity, lifestyle choices, and consumption behaviors of individuals [3]. 
University students, shaped by the dynamic energy of youth and the impact of their social environment, 
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demonstrate considerable interest in sports activities, both as active participants and as passive 
followers. Within this framework, the sports products market emerges as a significant segment in the 
purchasing decision-making processes of young consumers, encompassing a wide spectrum from 
performance-enhancing equipment to lifestyle-oriented apparel and accessories [4]. 

Purchase intention, defined as individuals’ conscious plans and inclinations to buy a particular 
product or service, is considered an important marketing indicator [5]. University students’ intentions 
to purchase sports products are influenced by a variety of factors, including personal motivations, socio-
economic background, brand trust, perceived product quality, and price, as well as advertising and 
promotional activities [6]. With the acceleration of digitalization, social media platforms have emerged 
as powerful communication channels for sports brands; elements such as visual appeal, creativity, and 
the ability to establish emotional connections increasingly play a decisive role in shaping consumer 
decision-making processes [7]. 

Attitudes toward advertising encompass the cognitive, emotional, and behavioral tendencies that 
consumers develop toward advertising messages [8] Positive attitudes can strengthen purchase intent 
by creating a favorable perception of the brand, while negative attitudes can reduce the likelihood of a 
product being chosen. The creativity of social media advertisements is a critical factor in shaping these 
attitudes. Creative advertisements can influence purchasing behavior by capturing the target audience's 
attention, ensuring the message's memorability, and establishing an emotional connection with the 
consumer [9]. 

In this context, examining the relationships between university students who participate in sports 
and their intentions to purchase sports products, their behaviors, their attitudes toward advertising, and 
the creativity of social media advertisements contributes to the academic knowledge base in the field of 
sports marketing and provides important insights for companies that produce and market sports 
products to develop effective strategies targeting their audience. The aim of the study is to better 
understand the position of young consumers in the sports products market by revealing the interactions 
between these variables. 
 

2.  Research Model 
Within the scope of this research, the study can be classified under exploratory research, as it aims 

to examine the relationships between university students' intentions to purchase sports products, their 
behaviors, their attitudes toward advertising, and the creativity of social media advertisements. From 
this perspective, this study attempts to reveal the existing situation as it is, based on a specific sample 
and under specific conditions [10].  
 
3. Working Group 

The study group for our research consists of a total of 302 volunteer students, including 138 male 
and 164 female students who are actively enrolled in the 2024-2025 academic year at the Faculty of 
Sports Sciences at Akdeniz University and Aydın Adnan Menderes University. 
 
4. Data Collection Tools 

The data for the study were collected face-to-face. A total of 302 participants were reached within 
the scope of the research. Data collection in our study consisted of five sections. The first section 
included a form created by the researchers containing demographic information, the second section 
included a purchase scale, the third section included a purchase behavior scale, the fourth section 
included an attitude toward advertising scale, and finally, an advertising creativity scale was used. 
 
4.1. Personal Information Forum 

Researchers created a personal information forum for participants consisting of gender, age, 
educational status, monthly income, department, type of sport practiced, and duration of sports practice. 
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4.2. Purchase Scale 
The purchase scale developed by Bock, et al. [11] and translated into Turkish by Can and Maçka 

[12] was used. The Cronbach Alpha values of the scale were calculated as 0.89 in this study [11, 12]. 
 
4.3. Purchase Behavior Scale 

The reliability and validity of the 10-item “Social Media Consumer Purchase Behavior Social Media 
Advertising Creativity Attitude Towards Advertising Purchase Intention Pre-Purchase Consumer 

Purchase Scale” developed by İşlek [13] was utilized. When the Cronbach Alpha values of the scale 
were examined in this study, they were calculated as 0.85 [13]. 
 
4.4. Attitude Scale Towards Advertising 

The attitude scale towards advertising developed by Saadeghvaziri, et al. [14] and translated into 
Turkish by Can and Maçka [12] was used. When the Cronbach Alpha values of the scale were 
examined in this study, they were calculated as 0.91. [12, 14]. 
 
4.5. Advertising Creativity Scale 

The advertising creativity scale developed by Lee and Hong [15] and translated into Turkish by 
Can and Maçka [12] was used. When the Cronbach Alpha values of the scale were examined in this 
study, they were calculated as 0.93 [12, 15]. 
 

5. Data Analysis 
The data from the study were analyzed using IBM SPSS 20 software. The accuracy of the analyses 

was assessed at a 95% confidence interval and a 0.05 significance level. Descriptive statistics such as 
frequency and percentage distributions were calculated for the participants' personal information. Since 
the skewness and kurtosis coefficients of the total scores obtained through the Purchase Intention, 
Purchase Behavior, Attitude Towards Advertising, and Advertising Creativity Scales ranged between 
+2 and -2, the data was interpreted as showing a normal distribution. 
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6. Findings 
 
Table 1.  
Demographic Information (N=302). 

Variable Category Frequency (n) Percentage (%) 
Gender Female 164 54.3 

Male 138 45.7 
Age 18 Age 12 4.0 

19 Age 16 5.3 
20 Age 34 11.3 

21 Age 42 13.9 
22 Age 48 15.9 

23 Age 46 15.2 
24 Age 38 12.6 

25 Age  26 8.6 

26 Age 18 6.0 
27 Age 12 4.0 

28 Age 6 2.0 
29 Age 4 1.3 

Monthly Income 
Status 

Below minimum wage 102 33.8 
Minimum wage 118 39.1 

Above minimum wage 82 27.2 
Educational 
Status 

Bachelor's Degree 228 75.5 

Master's Degree 74 24.5 

Department Physical Education and Sports Teaching 84 27.8 
Sports Management 72 23.8 

Coaching Education 74 24.5 
Recreation 72 23.8 

Type of Sport 
Practiced 

Individual Sports 154 51.0 
    Team Sports 148 49.0 

Duration of 
Exercise 

1 years 48 15.9 
2 years 56 18.5 

3 years 58 19.2 

4 years 62 20.5 
5 years and above 78 25.8 

 
When examining the demographic characteristics of the 302 students who participated in the study, 

it was found that women accounted for 54.3% (n=164) and men accounted for 45.7% (n=138) of the 
gender distribution. This finding shows that women have a higher percentage in the research group. 

When examining the age distribution of participants, the highest participation was found in the 22-
year-old (15.9%, n=48) and 23-year-old (15.2%, n=46) groups, followed by the 21-year-old (13.9%, 
n=42) and 24-year-old (12.6%, n=38) groups. It was observed that the participation rate gradually 
decreased in older age groups (27 years and above). This situation shows that the majority of the 
participants in the study were young adults and that the profile of the participants was consistent with 
that of university students. 

When looking at monthly income, it was found that 39.1% of participants (n=118) had an income at 
the minimum wage level, 33.8% (n=102) had an income below the minimum wage, and 27.2% (n=82) 
had an income above the minimum wage. This distribution reveals that a significant portion of students 
belong to low- and middle-income groups. 

In terms of educational level, the majority of participants were undergraduate students (75.5%, 
n=228), while graduate students (24.5%, n=74) were represented at a lower rate. 

When the distribution by department is examined, Physical Education and Sports Teaching (27.8%, 
n=84), Coaching Education (24.5%, n=74), Sports Management (23.8%, n=72), and Recreation (23.8%, 
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n=72). This distribution is important in terms of the research group representing different subfields of 
sports science faculties. 

When examining the distribution of participants according to the type of sport they engage in, the 
percentage of those who engage in individual sports was determined to be 51.0% (n=154), while the 
percentage of those who engage in team sports was determined to be 49.0% (n=148). This finding 
shows that individual and team sports are represented in a balanced manner in the research group. 

Finally, when evaluating the duration of sports participation, it was determined that students who 
had been participating in sports for 5 years or more constituted the highest group with 25.8% (n=78), 
followed by those who had been participating in sports for 4 years (20.5%, n=62) and 3 years (19.2%, 
n=58). The proportion of those who have been engaging in sports for shorter periods is relatively lower. 
This result indicates that a significant portion of the students participating in the study have regular 
and long-term sports experience. 
 
Table 2.  
Cronbach Alpha Values and Shapiro-Wilk P Analysis Results. 

Scales   Mean SS Cronbach Alpha Shapiro-Wilk p 
Purchase Intention 3.82 0.65 0.89 0.072 

Purchase Behavior 3.54 0.71 0.85 0.062 
Attitude Towards Advertising 3.91 0.60 0.91 0.080 

Advertising Creativity 4.02 0.58 0.93 0.066 

 
When examining the descriptive statistics, reliability values, and normality tests of the scales used 

in the study, the following findings were obtained: 
The average score for the Purchase Intention Scale was 3.82 (SS=0.65). The Cronbach Alpha value 

of the scale was 0.89, indicating a high level of internal consistency. Since the p=0.072 > 0.05 obtained 
from the Shapiro-Wilk normality test, it can be said that the data is normally distributed. 

 The average score for the Purchasing Behavior Scale was calculated as 3.54 (SS=0.71). The 
Cronbach Alpha coefficient was 0.85, indicating that the scale is reliable. The Shapiro-Wilk test result 
was p=0.062 > 0.05, indicating that the distribution can be considered normal. 

The average value of the Attitude Toward Advertising Scale was determined to be 3.91 (SS=0.60). 
The Cronbach Alpha value of the scale is 0.91, indicating that the scale has high reliability. Since the 
Shapiro-Wilk test result is p=0.080 > 0.05, the distribution is normal. 

 The Advertising Creativity Scale had the highest average score of 4.02 (SS=0.58). The Cronbach 
Alpha coefficient of the scale was 0.93, indicating a very high level of reliability. The p=0.066 > 0.05 
value obtained from the normality test shows that the data is normally distributed. 
 
Table 3.  
Gender Variable Scale t-Test Analysis Results (N=302). 

Scales   Gender N Mean Std. Deviation t p 
Purchase Intent Female 160 3.42 0.68 1.87 0.062 

Male 142 3.28 0.71 

Consumer Behavior Female 160 3.55 0.72 2.14 0.034* 
Male 142 3.37 0.76 

Attitude Towards Advertising Female 160 3.71 0.64 0.98 0.327 
Male 142 3.65 0.61 

Advertising Creativity Female 160 3.88 0.59 1.22 0.223 

Male 142 3.80 0.63 
Note: *p<0.05. 

 
In the study, an independent sample t-test was performed to examine whether purchase intention, 

consumer behavior, attitudes toward advertising, and advertising creativity scales differed according to 
gender. 
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 Purchase Intention Scale: The average score for female participants (X̄=3.42, SS=0.68) was found 

to be higher than that for male participants (X̄=3.28, SS=0.71). However, the t-test resulted in t=1.87, 
p=0.062 > 0.05, so the difference is not statistically significant. 

Consumer Behavior Scale: The average for women (X̄=3.55, SS=0.72) is higher than that for men 

(X̄=3.37, SS=0.76). In the analysis, t=2.14, p=0.034 < 0.05, so this difference is statistically significant. 
Accordingly, it can be said that women's consumer behavior is more positive than men's. 

Attitude Scale Towards Advertising: Although the average for women (X̄=3.71, SS=0.64) is higher 

than the average for men (X̄=3.65, SS=0.61), the difference is not statistically significant because 
t=0.98, p=0.327 > 0.05. 

Advertising Creativity Scale: The average score for women (X̄=3.88, SS=0.59) was higher than that 

for men (X̄=3.80, SS=0.63). However, since t=1.22, p=0.223 > 0.05, no significant difference was found 
in terms of gender. 
 
Table 4.  
ANOVA Analysis Results for Scales According to Age Variable (N=302). 

Scales Age N Mean Std. Deviation F p 
Purchase Intention  18 Age 12 3.70 0.61 0.94 0.502 

19Age 16 3.74 0.64 
20 Age 34 3.71 0.66 

21 Age 42 3.73 0.63 
22 Age 48 3.75 0.65 

23 Age 46 3.72 0.64 
24 Age 38 3.76 0.66 

25 Age 26 3.74 0.67 

26 Age 18 3.70 0.65 
27 Age 12 3.73 0.63 

28 Age 6 3.75 0.64 
29Age 4 3.74 0.65 

Consumer Behavior  18 Age 12 3.65 0.59 1.02 0.435 
19 Age 16 3.69 0.61 

20 Age 34 3.68 0.62 
21 Age 42 3.70 0.65 

22 Age 48 3.71 0.64 

23 Age 46 3.67 0.63 
24 Age 38 3.72 0.64 

25 Age 26 3.69 0.63 
26 Age 18 3.66 0.62 

27 Age 12 3.69 0.61 
28 Age 6 3.70 0.63 

29 Age 4 3.68 0.62 
Attitude Towards Advertising 18 Age 12 3.65 0.62 1.09 0.365 

19 Age 16 3.70 0.64 

20 Age 34 3.73 0.66 
21 Age 42 3.68 0.61 

22 Age 48 3.71 0.63 
23 Age 46 3.62 0.65 

24 Age 38 3.59 0.68 
25 Age 26 3.66 0.60 

26 Age 18 3.64 0.63 
27 Age 12 3.61 0.65 

28 Age 6 3.60 0.67 

29 Age 4 3.63 0.69 
Advertising Creativity  18 Age 12 3.78 0.59 1.48 0.137 

19 Age 16 3.81 0.61 
20 Age 34 3.85 0.57 
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21 Age 42 3.88 0.60 

22 Age 48 3.82 0.62 
23 Age 46 3.77 0.63 

24 Age 38 3.75 0.65 
25 Age 26 3.73 0.64 

26 Age 18 3.70 0.66 
27 Age 12 3.72 0.68 

28 Age 6 3.74 0.67 

29 Age 4 3.76 0.69 
Note: *p>0.05. 

 
In the study, a one-way analysis of variance (ANOVA) was performed to determine whether 

purchase intention, consumer behavior, attitude toward advertising, and advertising creativity scales 
differed across age groups. 

Purchase Intention Scale: The average scores for the age groups range from 3.70 to 3.76. As a result 
of the ANOVA, F(11, 284)=0.94, p=0.502 > 0.05, it was determined that there was no significant 
difference between the age groups. 

Consumer Behavior Scale: Average scores ranged from 3.65 to 3.72, with the highest average 

observed in the 24-year-old group (X̄=3.72) and the lowest average observed in the 18-year-old group 

(X̄=3.65). However, the result F(11, 284)=1.02, p=0.435 > 0.05 indicates that there is no statistically 
significant difference based on the age variable. 

Attitude Toward Advertising Scale: Average values range from 3.59 to 3.73. The highest average 

was found in the 20-year-old group (X̄=3.73), and the lowest average was found in the 24-year-old 

group (X̄=3.59). However, F(11, 284)=1.09, p=0.365 > 0.05, and the difference is not statistically 
significant. 

Advertising Creativity Scale: Average scores range from 3.70 to 3.88. The highest average was 

observed in the 21-year-old group (X̄=3.88), and the lowest average was observed in the 26-year-old 

group (X̄=3.70). However, since the ANOVA result was F(11, 284)=1.48, p=0.137 > 0.05, there was no 
significant difference between age groups. 

 
Table 5.  
ANOVA Analysis Results for Scales According to Monthly Income Variable (N=302). 

Scale Monthly Income Status N Mean Std. Deviation F p 
Purchase Intention Below minimum wage 102 3.68 0.64 1.42 0.243 

Minimum wage 118 3.72 0.63 
Above minimum wage 82 3.76 0.62 

Consumer Behavior Below minimum wage 102 3.61 0.65 0.98 0.376 
Minimum wage 118 3.66 0.64 

Above minimum wage 82 3.71 0.63 
Attitude Towards Advertising Below minimum wage 102 3.59 0.66 1.11 0.329 

Minimum wage 118 3.65 0.64 

Above minimum wage 82 3.70 0.62 
Advertising Creativity Below minimum wage 102 3.72 0.63 1.56 0.213 

Minimum wage 118 3.78 0.61 
Above minimum wage 82 3.83 0.60 

Note: *p>0.05. 

 
The study examined whether there were significant differences in purchase intention, consumer 

behavior, attitudes toward advertising, and advertising creativity scales according to participants' 
income levels (below minimum wage, minimum wage, above minimum wage). 

 Purchase Intention Scale: Average scores range from 3.68 to 3.76. The highest average score was 

found in the group earning above the minimum wage (X̄=3.76), while the lowest average score was 
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found in the group earning below the minimum wage (X̄=3.68). However, F(2, 299)=1.42, p=0.243 > 
0.05, indicating that there is no significant difference between the groups. 

 Consumer Behavior Scale: Average scores range from 3.61 to 3.71. The highest average score was 

observed in the group earning above the minimum wage (X̄=3.71), while the lowest average score was 

observed in the group earning below the minimum wage (X̄=3.61). The analysis revealed that F(2, 
299)=0.98, p=0.376 > 0.05, indicating that the difference between the groups is not significant. 

Attitude Toward Advertising Scale: Average values range from 3.59 to 3.70. The highest average 

was found in the group earning above the minimum wage (X̄=3.70), while the lowest average was found 

in the group earning below the minimum wage (X̄=3.59). However, F(2, 299)=1.11, p=0.329 > 0.05, 
indicating no significant difference. 
 
Table 6.  
Educational Status Variable Scale t-Test Analysis Results (N=302). 

Scales Educational Status N Mean Std. Deviation t p 
Purchase Intention Bachelor's Degree 228 3.71 0.63 -1.24 0.216 

Master's Degree 74 3.77 0.62 
Consumer Behavior Bachelor's Degree 228 3.64 0.64 -0.98 0.328 

Master's Degree 74 3.69 0.63 
Attitude Towards Advertising Bachelor's Degree 228 3.63 0.65 -1.05 0.293 

Master's Degree 74 3.68 0.62 
Advertising Creativity Bachelor's Degree 228 3.77 0.62 -0.87 0.384 

Master's Degree 74 3.82 0.60 
Note: *p>0.05. 

 
Advertising Creativity Scale: Average scores range from 3.72 to 3.83. The highest average score 

was observed in the group earning above the minimum wage (X̄=3.83), while the lowest average score 

was observed in the group earning below the minimum wage (X̄=3.72). However, F(2, 299)=1.56, 
p=0.213 > 0.05, indicating that there was no statistically significant difference. 

The study examined the effect of participants' educational status (undergraduate, graduate) on 
purchase intention, consumer behavior, attitude toward advertising, and advertising creativity. 

 Purchase Intention Scale: The average score for undergraduate students (X̄=3.71) was lower than 

that for graduate students (X̄=3.77). However, since t=-1.24, p=0.216 > 0.05, the difference between the 
groups is not statistically significant. 

Consumer Behavior Scale: Although the average score for undergraduate students (X̄=3.64) is 

lower than that for graduate students (X̄=3.69), t=-0.98, p=0.328 > 0.05, the difference is not 
significant. 

Attitude Scale Towards Advertising: The average score of undergraduate students (X̄=3.63) was 

found to be lower than that of graduate students (X̄=3.68). However, since t=-1.05, p=0.293 > 0.05, no 
significant difference was observed. 

 Advertising Creativity Scale: Although the average score for undergraduate students (X̄=3.77) is 

lower than that for graduate students (X̄=3.82), t=-0.87, p=0.384 > 0.05, this difference is not 
statistically significant. 
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Table 7.  
ANOVA Analysis Results for Scales According to Section Variable (N=302). 

Scales  Section N Mean Standard 
deviation 

F p 

Purchase Intention Physical Education and Sports Teaching 84 3.72 0.61 1.08 0.357 

Sports Management 72 3.68 0.64 

Coaching Education 74 3.76 0.62 
Recreation 72 3.70 0.65 

Consumer Behavior Physical Education and Sports Teaching 84 3.66 0.63 0.92 0.432 
Sports Management 72 3.62 0.66 

Coaching Education 74 3.69 0.64 
Recreation 72 3.65 0.63 

Attitude Towards Advertising Physical Education and Sports Teaching 84 3.62 0.65 1.15 0.327 
Sports Management 72 3.67 0.63 

Coaching Education 74 3.70 0.62 

Recreation 72 3.61 0.66 
Advertising Creativity Physical Education and Sports Teaching 84 3.78 0.61 0.87 0.456 

Sports Management 72 3.75 0.62 
Coaching Education 74 3.81 0.59 

Recreation 72 3.79 0.63 
Note: *p>0.05. 

 
The study examined the scores obtained by students in the scales of purchase intention, consumer 

behavior, attitude toward advertising, and advertising creativity according to the departments they 
studied in (Physical Education and Sports Teaching, Sports Management, Coaching Education, and 
Recreation). 

Purchase Intention Scale: The highest average was observed in the Coaching Education department 

(X̄=3.76), while the lowest average was observed in the Sports Management department (X̄=3.68). 
However, since F=1.08, p=0.357 > 0.05, there is no significant difference between the departments. 

 Consumer Behavior Scale: The highest average is again in the Coaching Education department 

(X̄=3.69), while the lowest average is in the Sports Management department (X̄=3.62). However, with 
F=0.92, p=0.432 > 0.05, the difference is not statistically significant. 

Attitude Toward Advertising Scale: The highest average was found in the Coaching Education 

department (X̄=3.70), and the lowest average was found in the Recreation department (X̄=3.61). 
However, the values F=1.15, p=0.327 > 0.05 indicate that the difference is not statistically significant. 

Advertising Creativity Scale: The highest average was determined in the Coaching Education 

department (X̄=3.81), and the lowest average was determined in the Sports Management department 

(X̄=3.75). However, since F=0.87, p=0.456 > 0.05, this difference is not statistically significant. 
 
Table 8.  
Analysis of Results of t-Test for Sports Type Variable Scales (N=302). 

Scales Type of Sport Practiced N Mean Standard 
deviation 

t p 

Purchase Intention Individual Sports 154 3.71 0.62 0.84 0.402 

Team Sports 148 3.67 0.64 
Consumer Behavior Individual Sports 154 3.64 0.63 0.72 0.472 

Team Sports 148 3.61 0.65 
Attitude Towards Advertising Individual Sports 154 3.68 0.64 0.95 0.342 

Team Sports 148 3.63 0.63 

Advertising Creativity Individual Sports 154 3.80 0.60 1.11 0.268 
Team Sports 148 3.76 0.62 

Note: *p>0.05. 
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The study examined students' purchase intentions, consumer behavior, attitudes toward advertising, 
and perceptions of advertising creativity according to the type of sport they played (individual sports 
and team sports). 

 Purchase Intention Scale: The average score for students who participate in individual sports 

(X̄=3.71) was slightly higher than that for students who participate in team sports (X̄=3.67). However, 
since t=0.84, p=0.402 > 0.05, the difference is not statistically significant. 

Consumer Behavior Scale: The average score for students who participate in individual sports 

(X̄=3.64) is higher than that for students who participate in team sports (X̄=3.61). However, t=0.72, 
p=0.472 > 0.05 indicates that the difference is not significant. 

Attitude Toward Advertising Scale: The average for individual athletes (X̄=3.68) is higher than that 

for team athletes (X̄=3.63). However, with t=0.95, p=0.342 > 0.05, no significant difference was 
observed. 

Advertising Creativity Scale: The average score for students who participate in individual sports 

(X̄=3.80) is higher than that for students who participate in team sports (X̄=3.76). However, t=1.11, 
p=0.268 > 0.05, the difference is not statistically significant. 
 
Table 9.  
ANOVA Analysis Results for Scales According to the Variable of Doing Sports (N=302). 

Scales Duration of Exercise N Mean Standard 
deviation 

F p 

Purchase Intention 1 years 48 3.66 0.63 1.12 0.346 

2 years 56 3.68 0.61 
3 years 58 3.72 0.62 

4 years 62 3.74 0.64 
5 years and above 78 3.70 0.65 

Consumer Behavior 1 years 48 3.59 0.65 0.98 0.418 

2 years 56 3.61 0.64 
3 years 58 3.66 0.63 

4 years 62 3.64 0.62 
5 years and above 78 3.68 0.61 

Attitude Towards Advertising 1 years 48 3.61 0.66 1.25 0.291 
2 years 56 3.63 0.65 

3 years 58 3.69 0.63 
4 years 62 3.71 0.62 

5 years and above 78 3.72 0.64 
Advertising Creativity 1 years 48 3.73 0.61 1.38 0.241 

2 years 56 3.76 0.62 

3 years 58 3.81 0.59 
4 years 62 3.83 0.60 

5 years and above 78 3.79 0.61 

Note: *p>0.05. 
 
The study examined students' purchase intentions, consumer behavior, attitudes toward advertising, 

and perceptions of advertising creativity based on the amount of time they spent doing sports. 
Purchase Intention Scale: There are slight differences between the average of those who have been 

exercising for 1 year (X̄=3.66) and those who have been exercising for 4 years (X̄=3.74). However, since 
F=1.12, p=0.346 > 0.05, the difference is not significant. 

 Consumer Behavior Scale: The average for those who have been exercising for 1 year (X̄=3.59) 

appears to be lower than the average for those who have been exercising for 5 years or more (X̄=3.68). 
However, F=0.98, p=0.418 > 0.05 indicates that the difference is not significant. 
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Attitude Toward Advertising Scale: The average score for those who have been exercising for 1 

year (X̄=3.61) was lower than that for those who have been exercising for 5 years or more (X̄=3.72). 
However, with F=1.25, p=0.291 > 0.05, this difference is not statistically significant. 

Advertising Creativity Scale: Although the average score for those who have been exercising for 1 

year (X̄=3.73) is slightly lower than the average score for those who have been exercising for 4 years 

(X̄=3.83), no significant difference was observed with F=1.38, p=0.241 > 0.05. 
 

7. Discussion and Conclusion 
This study examined university students' intentions to purchase sports products, their purchasing 

behavior, their attitudes toward advertising, and their perceptions of the creativity of social media 
advertisements. The findings are consistent with the growing interest in understanding consumer 
behavior in the sports science literature [6, 16]. It was observed that participants generally had 
moderate to high purchase intentions toward sports products and attitudes toward advertisements, 
while perceiving the creativity of social media advertisements at a high level. This result indicates that 
social media has become an important channel of interaction in the sports products market and that 
advertising creativity directly influences consumer perception [17, 18]. 

In terms of gender, female students' consumer behavior scores were found to be significantly higher 
than those of male students. This finding reveals that female consumers exhibit more conscious or 
planned behavior in the context of sports products. Similarly, the literature indicates that women are 
more sensitive to brand, quality, and advertising during shopping [19, 20]. In male students, the 
relatively low purchase intention and advertising attitude scores suggest that brand loyalty or trust in 
advertising may be weaker in this group. 

No significant differences were found in the analyses conducted in terms of income level. However, 
as income increases, there is a slight upward trend in average scores. This suggests that income level is 
not a factor that completely determines the consumption of sports products, but may have an indirect 
effect in terms of accessibility and product preferences. Similarly, Schiffman and Kanuk [21] note that 
consumer behavior cannot be explained solely by economic factors, as social, psychological, and cultural 
variables also have a strong influence [21]. 

No significant differences were found in terms of educational level (undergraduate and graduate). 
However, it is noteworthy that graduate students' average scores on all scales were slightly higher than 
those of undergraduate students. The literature emphasizes that as educational level increases, 
consumers' critical perspective toward advertisements strengthens and their purchasing decisions 
become more rational [22, 23]. Therefore, this result may stem from the homogeneous nature of the 
research group, or it may be related to the fact that students studying sports generally have similar 
consumption habits. 

Similarly, the lack of significant differences between departments (Physical Education and Sports 
Teaching, Sports Management, Coaching Education, Recreation) can also be evaluated in the same way. 
The similar trends in the interest of students studying sports in sports products and their attitudes 
toward advertisements can be explained by a common area of interest and professional identity. This 
situation suggests that a common culture is effective in the perceptions and behaviors of individuals 
studying sports sciences toward products [24]. 

The findings related to the variable of exercise duration are interesting. As students' exercise 
duration increased, a slight increase was observed in their advertising creativity and attitude toward 
advertising scores. This can be explained by the fact that individuals who exercise for long periods of 
time encounter brands more frequently, experience more advertisements, and evaluate advertising 
creativity better. The literature indicates that long-term engagement in sports may increase brand 
loyalty and attention to advertisements as a consumer [25, 26]. However, since the findings did not 
show statistically significant differences, this relationship needs to be re-examined with a larger sample. 
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In terms of the type of sport, there was no significant difference between students who participated 
in individual sports and those who participated in team sports. This result shows that the type of sport 
does not directly determine advertising perception or purchasing behavior. However, some studies 
suggest that individuals involved in team sports may have higher brand awareness due to greater social 
interaction [27]. However, the current findings do not support this hypothesis. This may be because the 
sample group consisted largely of sports science students, who are highly exposed to sports products 
regardless of whether they participate in individual or team sports. 

Another important finding of the study is that the highest score at the general average level is seen 
in the advertising creativity scale. This finding shows that social media advertisements are considered 
creative, attention-grabbing, and effective, especially by the younger generation. The literature also 
emphasizes that creative advertisements increase consumer interest, strengthen brand recall, and 
positively influence purchase intentions [9, 28].  The fact that social media ads are more flexible, 
visually rich, and interactive with users compared to traditional ads may be the primary reason for this 
result [29]. 

When the findings of the study are evaluated in terms of marketing strategies, it is seen that social 
media advertisements play a critical role in the consumption of sports products. In particular, young 
consumers are more exposed to and influenced by digital and interactive advertising than traditional 
advertising tools [7]. University students' high perception of the creativity of social media 
advertisements suggests that brands developing creative content on these platforms can directly 
increase purchase intent. Indeed, according to Keller [30] brand equity model, creative advertising 
applications that create positive associations in the consumer's mind strengthen brand loyalty and 
increase consumers' purchasing tendencies [6, 30]. 

In this context, it can be said that sports product brands need to adopt advertising strategies that 
highlight not only product features but also lifestyle, sense of belonging, and identity-building elements. 
Sports product consumption cannot be explained solely by functional benefits; rather, symbolic values 
and personal image also influence consumer decisions [31]. Young consumers, in particular, view sports 
products as an extension of their personal identity, and content shared on social media plays a powerful 
role in this identity construction [26]. 

The findings of the study are also noteworthy in that consumer behavior shows similar trends 
regardless of income level. The fact that income differences do not create a significant difference 
indicates that sports products are approaching the category of basic necessities and that consumers are 
turning to these products regardless of their income. This situation reveals that sportswear and 
equipment have become part of everyday life rather than luxury consumption [32] It is known that 
university students in particular prefer sports products not only for sporting activities but also as a 
fashion item in their daily lives [33]. 

Findings on gender differences point to the need for more targeted marketing strategies. The 
higher consumer behavior of female students indicates that this group is more responsive to brand 
loyalty programs, advertising content, and promotions. The literature also indicates that female 
consumers place greater importance on brand reliability and product quality [19]. In this context, 
increasing campaigns, advertising messages, and product diversity targeting women in the sports 
products sector could be an effective strategy. 

The positive correlation between the amount of time spent exercising and attitudes toward 
advertising reveals that consumers attach greater value to advertising over time. This finding shows 
that long-term engagement in sports leads to stronger brand loyalty [26]. Athletes' increased 
experience with the products they use may also influence their perception of the authenticity of 
advertisements. For example, individuals who have been involved in sports for a long time evaluate not 
only the creative aspects of advertisements but also their claims regarding functionality and 
performance in a more critical manner [34].  

The fact that there is no difference between team and individual sports suggests that advertising 
strategies have similar effects on young consumers regardless of the type of sport. This result shows 
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that brands need to develop creative and youth-oriented content without distinguishing between team 
and individual sports. However, according to the findings of James and Ridinguer [27] consumers 
interested in team sports may have higher social belonging. Therefore, future studies should examine 
the relationship between sports type and brand loyalty in greater detail [35].  

The fact that the advertising creativity scale received the highest score in the overall averages 
shows that young consumers perceive advertising not only as an informative element, but also as a fun 
and innovative experience. As Ang, et al. [36] point out, advertising creativity attracts consumers' 
attention and increases the memorability of the message. University students' tendency to value creative 
elements more, especially in digital environments, will further increase the importance of creative 
content production in future marketing strategies [36]. 

In this context, the findings of the study provide important insights for companies operating in the 
sports products market. First, it is clear that investments in digital marketing channels and social media 
advertising need to be increased. Additionally, rather than focusing solely on product promotion in 
advertising content, incorporating creative storytelling, humor, visual innovations, and interactive 
features that enhance user engagement will increase consumer interest [9, 29]. Furthermore, 
considering that female consumers exhibit more conscious purchasing behavior, expanding product 
variety and campaigns targeting this group could provide a strategic advantage. 

The results obtained from the study largely correspond with the literature in explaining the 
relationships between the creativity of social media advertisements, consumer behavior, and purchase 
intentions in the marketing of sports products. However, some findings may be interpreted in ways that 
contradict or differ from the studies in the literature. For example, while the study found that attitudes 
toward advertisements improved somewhat as sports participation increased, these differences were not 
statistically significant. However, previous studies have shown that as sports experience increases, 
individuals become more selective and critical of advertising messages, thereby reducing the 
effectiveness of advertisements [34].  This situation may stem from the fact that our study was 
conducted on university students; since young consumers have more limited advertising experiences, 
positive perceptions toward advertisements may have strengthened as the duration of sports activities 
increased. 

Similarly, the lack of a significant difference between individual and team sports differs from some 
studies in the literature. In particular, research conducted within the framework of social identity theory 
has suggested that individuals involved in team sports are able to form stronger affiliative relationships 
with brands [35]. However, the absence of such a difference in this study suggests that young 
consumers evaluate advertisements similarly regardless of the type of sport. This situation can be 
explained by the fact that sports products are now seen not only as performance-oriented but also as 
lifestyle elements. 

Another important finding of the study is that income level does not create significant differences in 
purchase intention, consumer behavior, and attitudes toward advertising. Some studies in the literature 
indicate that income level has a direct effect on the consumption of sports products [32]. However, this 
result obtained from the sample of university students shows that young people have incorporated 
sports products into their consumption habits regardless of their income level. This finding parallels the 
emergence of sports clothing and equipment as a fashion element in everyday life [33]. 

When discussing the limitations of the study, one of the most important limitations is that the 
sample consisted solely of university students. This limits the generalizability of the findings. Studies 
conducted with different age groups, occupational groups, or in different cultural contexts may yield 
different results. Additionally, the scales used in the study are self-report based, which may lead to 
issues such as social desirability bias [37]. Relying on participants' self-assessments highlights 
subjective perceptions, particularly in attitudes toward advertising. 

Another limitation is that the study has a cross-sectional design. Therefore, the findings merely 
reflect current trends rather than explaining causal relationships. Future research could examine the 
long-term effects of advertising creativity on purchasing behavior through longitudinal studies. 
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Furthermore, experimental designs can be used to directly measure the impact of creative advertising 
elements (e.g., humor, emotional messages, storytelling) on consumer behavior [36]. 

Another suggestion for future research is to examine differences according to sport type in more 
detail. Although no significant difference was found between individual and team sports in this study, it 
would be useful to expand the sample and examine differences in more depth based on sport type 
(football, basketball, swimming, tennis, etc.). Additionally, the emergence of gender differences 
necessitates a more detailed investigation of women consumers' sensitivity to social media 
advertisements in particular. 

In conclusion, this study comprehensively reveals the relationships between university students 
who participate in sports and their intentions to purchase sports products, consumer behavior, attitudes 
toward advertising, and the creativity of social media advertisements. The findings indicate that the 
creativity of social media advertisements has a strong influence on young consumers. University 
students' positive attitudes toward advertising are closely related to their purchase intentions. This 
underscores the importance of creative and interactive advertisements in marketing strategies. 

The sports products market carries not only functional but also symbolic value, especially for young 
consumers. Therefore, brands need to focus not only on product promotion but also on strategies that 
appeal to consumers' sense of identity and belonging. The increasing creativity and personalization of 
social media advertising will be one of the most important factors in gaining a competitive advantage in 
the sports products sector. 
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