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Abstract: This paper examines the impact of 

advertisement by accountants on the perceived value 

among Saudi accountant consumers. A questionnaire was 

distributed among 180participants, the valid 

questionnaires were 130, and thus the response rate is 

0.72.The study investigated (attitude towards advertising, 

trust and credibility) as independent variables, perceived 

value as dependent variable. The findings of the study 

confirmed the previous studies which highlight the 

importance of involving professionals such as accountant 

in ads.  
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I. INTRODUCTION 

 

Advertising is a controversial issue for professionals 

because it focuses on how they will do or 

provide.Furthermore, firms do their advertisements using 

celebrities not professionals.Nevertheless, professionals 

have entered the advertisement world recently. 

Firmsargue that using professions in advertising could 

lead to reduced cost,enhance services which mayincrease 

competition but this still as a theoretical argument.This 

argument is still under debates in research(Clow et al., 

2009; Diamantopoulos et al., 1989).  

Few studies have investigated the impact of 

advertisement by accountants. Therefore, the present 

study provides empirical evidence related to using 

accountants as professionals in advertising and its impact 

on perceived value.   

A. Research Objectives 

 To study the attitude towards advertising by 

accountants in Saudi context. 

 To investigate the acceptance of advertising by 

accountants. 

 To explain the impact of the study variables (Trust, 

credibility and attitude towards advertising) on the 

perceived value.  

B. Problem Statement 

This paper studies the impact of attitudes towards using 

accountants in advertising on the perceived value using 

trust and credibility as independent variables in Saudi 

context.  

C. Importance of the Study 

This study has several contributions; first, increase the 

understanding of the important factors that affect the 

advertising by accountants. Therefore, this study is 

considered among the first studies that attempts to 

investigate the advertising by accountant in Saudi Arabia. 

More than that, this study contributes to the knowledge 

and literature on advertising, accountant and attitudes. 

Finally empirical evidence are provided among Saudi 

context. 

II. LITERATURE REVIEW 

A. Attitude Towards Advertisement 

Attitude has been defined as inside self-general 

evaluation of any entity such as; people, objects, 

advertisements or issues (Solomon, 2013). Attitude 

defined as the mental state to respond, perceive and 

evaluate the environment (Tsang et al., 2004). On the 

other hand, advertisement as communication way for 

information becomes an important medium that used as 

an access to marketing information (Tai, 

2007).Therefore, advertising has an important role in 

developing brand name, reputation and awareness which 

will help the consumers to make purchase decision 

(Bovee & Arens, 1992; Eze & Lee, 2012). 

Attitudes toward advertising are defined by MacKenzie et 

al. (1986) as ―a learned predisposition to respond in a 

consistently favorable or unfavorable manner to 

advertising in general‖. According to Alwitt & Prabhaker 

(1992, 1994), people show positive attitude toward 

advertising. Such attitudes toward advertising were 

discovered to be affected by demographic variables. For 

instance, young people are enjoying and appreciating 

traditional advertising. Several studies showed that if 

there are favorable attitudes toward advertising, attitudes 

toward both specific type of advertising and products 
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purchase intention will be influenced (MacKenzie et al., 

1986; Shavitt, et al., 1998).  Additionally, attitudes 

toward advertising were found to be partially mediated by 

attitudes toward product placements in games on 

respondents' perceived purchasing behaviors (Nelson et 

al, 2010). 

B. Credibility 

Credibility was defined by many scholars, for example; 

credibility was defined as the objective and subjective 

components of the believability of the message source 

Cornelis et al. (2015).  ―believability‖ was the definition 

of (Fogg, 1999; Tseng & Fogg, 1999). Studies results 

recommended that endorser credibility can mediated the 

relationship between celebrity credibility and 

consumer‐based equity(Amanda et al., 2011). 

Studies suggest thatsource credibility were found to 

moderate the customer purchasing decisions(Anothai and 

Rian, 2014).However, online source credibility can 

moderated the perceived negative change in brand 

evaluation and perceived brand risk significantly(Chiou 

et al., 2014). Consumers din not feel trustworthy or 

credible about online advertisements (Johnson & Kaye, 

1998; Moore and Rodgers 2005). 

C. Trust 

Trust is an essential factor in relationships, it considered 

motivating component, productive and competitive 

business advantage (Braddach & Eccles, 1989; Creed & 

Miles, 1996).Some scholars define trust as attitude 

because it is a subjective phenomenon which indicates 

psychological experiences in terms of individuals' 

thoughts, feelings, and behavioral intentions (Jones & 

George, 1998). Also, trust is depends on the past 

experience of belief about the future behavior of other 

entities(Clark & Payne, 1997; Cummings & Bromiley, 

1996).Research found that there is differences between 

trust and control and they both are associated with the 

outcomes of any situation (Sorrentino, Holmes, Hanna, & 

Sharp, 1995).Marketing research confirmed that trust is 

important factor for consumers and service providers 

(Boukerch and Khatib, 2007).The studies shows that trust 

has always associated with many self-confidence and 

honesty (Al-Saggaf, 2013). However,trustwas found to 

moderate the relationship between commitment and 

knowledge sharing (Gian et al., 2012). 

D. Perceived Value 

Different definitions for were recommended in the 

previous studies for example, Cronin et al. (2000) define 

perceived value as ―trade-off between what customers 

receive, such as quality, benefits, and utilities,and what 

they sacrifice, such as price, opportunity cost, time, and 

efforts.‖Another definition of perceived value by Kim et 

al. (2007) ―It is the consumer’s overall assessment of the 

utility of a product based on perceptions of what is 

received and what is given‖. Persaud & Azhar (2012) 

defined perceived value as the consumer’s overall 

assessment of the benefits of a product. 

Perceived value has been studied by different scholars, 

they mentioned that perceived value is an important 

element in the relationship of price, quality. It is also 

essential factor in consumers’ purchasing decision 

process (Dodds and Monroe, 1985; Zeithaml, 1988). 

Additionally, consumers compare between what they 

paid and what they get (Dickson & Sawyer, 1990).The 

studies pointed out that the consumers will increase their 

purchase when they gain more benefits than what they 

expect or pay (Thaler, 1985). 

Perceived value was analyzed to measure its influence on 

consumer purchase intention in retailing industry.  Swait 

and Sweeney (2000) found that when customers have 

different perceived value then they will have different 

purchase behavior. In fact, perceived value can be 

considered as critical factor for marketing companies 

because perceived value competitive advantage to the 

company (Chen and Quester, 2006; Cornin et al., 

2000).More than that, the attitudes and feelings can be 

transferredfrom an advertising endorser to product and 

create perceived value.Finally, perceived value can create 

good brand image when consumers receive trustworthy 

perceived value in the product/service consumption, 

III. RESEARCH FRAMEWORK 

A. Research Conceptual Model 

This study will be based on the following developed 

model  

 
Figure 1: Research Model 
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B. Research Hypotheses 

H1a: There is a significant positive relationship between  

          attitude towards the advertisement and perceived   

          value         

H1b: There is a significant positive relationship between  

          credibility and perceived value    

H1c: There is a significant positive relationship between 

trust and perceived value       

IV. RESEARCH METHODOLOGY 

Three phases were persuaded. The first phase included 

gathering of secondary data to provide better 

understanding of the research focus leading to the 

identification of the research independent variables 

(Advertisement by Accountants) and dependent variables 

(Perceived Value) as well as the proposed research 

model. The second phase involved collecting of the 

primary data from the research context using the 

questionnaire which was built according to five Likert 

scale. The third phase involved the analysis of data and 

interpretation of the main findings. Quantitative analysis 

was conducted using aspects of Statistical Package for the 

Social Sciences (SPSS). This included the use of 

descriptive statistics and frequencies, correlation analysis, 

and multiple regression analysis to test the research 

hypotheses.    

A. Data collection method and Sampling Framework 

The present study apply the quantitative analysis method 

to examine the impact of the study variables on the 

perceived value.Thus the population involved the 

accountants in Riyadh city. Accordingly, probability 

sampling technique was used to administer the survey. A 

random simple sample method was adopted to collect the 

data.The sample contains both male and 

femaleaccountants from different ages and different 

positions in Riyadh city.Participants were informed with 

the purpose of the research and they were informed that 

their responses would remain confidential. The proposed 

number for the sample is 180 participants. 130 were valid 

questionnaires to be analyzed. Therefore, the response 

rate is 72%.   

B. Instrument Design 

The Scales that were used in this study have been sourced 

from literature. The scales are; scales for advertising on 

the World Wide Web derived from Ducoffe's (1996). The 

credibility scale was based on MacKenzie and Lutz's 

(1989).The scale used to measure attitudes toward m-

advertising was based on Alwitt and Prabhacker's (1994) 

scale. Four items scale for perceived value were adopted 

from (Sweeney and Soutar, 2001). Six items to measure 

trust were adopted from (Yamagishi & Yamagishi, 1994). 

All measures were assessed via a five-point Likert-type 

scale ranging from ―strongly agree‖ (5) to ―strongly 

disagree‖ (1).Demographic section was added to the 

questionnaire (Appendix 1).  

V. RESULTS 

A. Sample Characteristics 

Table 1: Sample Characteristics 

Percent Frequency   

0.8 1 Valid Valid 

50.4 66 Male 
Gender 

48.9 64 Female 

29.8 39 Less than 

25 

Age 
31.3 41 25-30 

23.7 31 31-40 

14.5 19 More than 

41 

13.7 18 Diploma 

or less 
Education 

Level 
57.3 75 Bachler’s 

25.2 33 Master 

3.1 4 PhD 

69.5 91 Managerial 

 

Type of 

work 

 

10.7 14 Teaching 

Assistant 

15.3 20 Lecturer 

3.1 4 Doctor 

0.8 1 Prof 

100% 100 Total 

 

B. Reliability Analysis 

In order to ensure the reliability of the study instrument, 

internal consistency reliability was used through 

Cronbach’s alpha test. According to table (2) the overall 

reliability value is (0.93) which is an acceptable level of 

reliability (Sekaran, 2004). 

Table 2: Cronbach’s Alpha Value 

Cronbach’s alpha value Variables 

Independent Variables 

0.93 Attitude towards 

Advertising 

0.89 credibility 

0.88 Trust 

Dependent Variables 

0.92 Perceived Value 

0.93 Total 
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C. Hypotheses Testing  

Before starting hypotheses testing with regression 

analysis it necessary to conduct some tests. It should be 

determine there is no high correlation between the 

independent variables by using (Multi collinearity) 

through (VIF) (Variance Inflation Factory) and test 

variation allowed (Tolerance) for each variant of the 

variables of the study. The acceptance value of VIF is 

less than (10), and Tolerance greater than (0.05). Table 

(3) shows these statistics. 

 

Table 3: Cronbach’s Alpha Value 

Tolerance VIF Independent 

variable 

1.481 0.675 Attitude towards 

Advertising 

1.575 0.635 Credibility 

1.320 0.758 Trust 

 

According to table (3), VIF value for all independent 

variables was less than 10 ranging from 0.635 to 0.758 

and allowed variation (Tolerance) for each independent 

variable ranged from 1.320 to 1.575 which indicate that 

there is no high correlation between independent 

variables, thus there is no problem to apply multiple 

regression test. 

D. Validity of the Model 

Table 4: Test the Validity of the Model 

R
2
 Sig. F mean 

square 

df Sum 

of 

squa

re 

Model 

0.776 0.0 64.2

23 

0.533 127,

3 

67.7

15 

1 

 

As shown in the table (4) the value of (f) calculated = 

64.223, its larger than the value of the critical (f) which 

indicated that the model valid to the hypothesis test, also 

as shown in the table the three independent variables 

(attitude towards advertising, credibility and trust) 

together explained (77.6%) of the total variance of 

dependent variable (perceived value). So the multiple 

regression isgood to be used to test the hypothesis. 

As shown in the table (5) there is a significant statistical 

impact for all independent variables (attitude towards 

advertising, credibility and trust) on dependent variable 

(Perceived Value). Where is the value of T calculated = 

(2.113, 6.617, 5.216) respectively. 

 

Table 5: Multiple Regression 

Sig. T Beta Std. 

Eror 

B R
2
 Model 

0.03

7 

2.11

3 

0.14

4 

0.05

4 

0.11

5 

 

0.77

6 

Attitude 

towards 

advertisin

g 

0.00

0 

6.61

7 

0.46

4 

0.06

7 

0.44

4 

Credibilit

y 

0.00

0 

5.21

6 

0.33

5 

0.07

2 

0.37

6 

Trust 

 

The stepwise multiple regression used to determine the 

importance of each independent variable on the unit to 

contribute to the mathematical model as shown in table 

(6). 

Table 6: Stepwise Regression 

Level of 

significan

ce 

Calculated 

value of T 

Accumulat

ive value of 

R2 

Order of the 

entry of 

independent 

variables 

0.000 6.617 0.696 Credibility 

0.000 5.216 0.767 Trust 

0.037 2.113 0.776 Attitude 

towards 

advertising 

 

Table (6) shows the order entry of independent variables 

in the regression equation, that the dimension (credibility) 

entered first, in terms of value (t) = (6.617), and 

explained (69.6%) of the dependent variable variance 

(perceived value), then followed by variable (trust) with 

(t) value = (5.216) and explained with (credibility) 76.7% 

of the variation in the dependent variable. The third and 

final variable was (attitude towards advertising) which 

explained with other variables 77.6% of the variation in 

the dependent variable. 

Consequently, the proposed hypotheses are tested and 

discussed below:  

 Hypothesis 1a, 1b, and 1c: including (attitude 

towards advertising, credibility and trust) have 

significant statistical impact on perceived value. 

All advertisement by accountants (attitude towards 

advertising, credibility and trust) has a significant direct 

impact on perceived value from accounting customer 

point of view whereas T values (2.113, 5.216, 6.617) and 

Sig (0.037, 0.00, 0.00) respectively. 

On the other hand, the stepwise regression results support 

multiple regression results because all of independent 
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variables was entered the equation model. Accordingly, 

the study hypothesis accepted. 

DISCUSSION AND CONCLUSION 

The study found significant impact of the attitude towards 

advertising by accountants as an independent variable on 

the perceived value as a dependent variable. This shows 

the importance of using professionals such as accountants 

in advertising. The trust and credibility of the ads will be 

more valid and consumers will respond positively to the 

ads. As the previous studies confirmed that the need to 

include professionals is must to have solid and accepted 

ads (Diamantopoulos, 1989; MacKenzie, and Lutz, 

1989). The results pointed significant shift in attitudes 

toward accountant to the ads which may reduce the ads 

skepticism and increase the perceived value. The study 

also show change in the ads tools from pervious period to 

the current time by asking to activate the professionals 

use in ads Cornelis (2015).  

LIMITATION AND FUTURE STUDIES 

This research has studied the impact of advertising by 

accountants and its impact on the perceived value which 

is specific area and limited to participants who are 

familiar with the nature of accountants which restricted 

the sample selection. 

Thus, it is recommended for future studies to investigate 

the relationships among other majors. It is also 

recommended to study the organizations point view of 

using professionals in ads. Future research may replicate 

this study among other contexts. Also, it is good to 

examine the effect of the demographic variables on the 

perceived value using accountants in ads. 
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Appendix 

Questionnaire 

Please answer all the questions by circling the appropriate answer, where (1) means strongly disagree and (5) 

means strongly agree. 

 

No. 

 

The statements 

Strongly 

disagree 

(1) 

 

 

(2) 

 

 

(3) 

 

 

(4) 

Strongly 

agree 

(5) 

1. Attitude towards Advertising      
1.1 Advertising helps raise our standard of living        
1.2 Advertising  helps me to find products that match my 

personality and interests   
     

1.3 Advertising helps me buy the best brand for a given 

price 
     

2. Credibility      
2.1 Advertising by accountant is convincing        
2.2 Advertising by accountant is believable        
2.3 Advertising by accountant is credible.      
3. Trust       
3.1 Most people are basically honest.        
3.2 Most people are trustworthy.         
3.3 Most people are basically good and kind.        
3.4 Most people are trustful of others.         
3.5 Most people will respond in kind when they are trusted 

by others.  
     

4. Perceived Value      
4.1 Accountant would help me to feel acceptable      
4.2 Accountant would improve the way I am perceived      
4.3 Accountant would make a good impression on other 

people 
     

4.4 Accountant would give products owner social approval      
 


