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Abstract
Nowadays the audience’s behaviors and reactions to health-related 
messages are of great importance. The present research aimed at 
studying the effect of health-related messages on the behaviors of 
social networks audiences according to attention, interest, desire, 
action model. The study used structural equation modeling to analyze 
the gathered data. The data were collected from the audiences of 
Telegram social network in Iran by using a questionnaire whose 
reliability and validity had been confirmed. The participants were 
selected by adopting a simple random sampling approach. The 
data of 384 questionnaires were analyzed. The findings of the 
present study indicated that health-related messages have positive 
significant effects on the behaviors of social networks audiences. 
Moreover, the findings of the present study confirmed the effects of 
physical, social, spiritual, and mental health on attracting attention, 
building interest, arousing desire, and persuading to take action 
among social networks audiences. Therefore, according to the 
research findings, it can be said that health-related messages sent to 
the audiences of Telegram social network can change the behavior 
of audiences. In other words, it can be concluded that health-related 
messages can affect the behaviors of social networks audiences.
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Introduction
Given the intense competition existing among 
the companies as well as the quick changes 
in the users’ behaviors in a consumer society, 
advertising messages are regarded as an important 
tool for raising awareness among the consumers 
[1]. Thus, for the advertising messages to be 
more effective in the consumers’ behaviors, one 
needs to select appropriate behavioral models by 
conducting more studies, so that the companies 
achieve their goals in this respect [2]. One of 
the most effective behavioral models is the 

Attention, Interest, Desire, Action (AIDA) 
model that has a significant importance. By 
having four components including attracting 
attention, building interest, arousing desire, 
and persuading to take action or leading 
them towards purchasing or taking a specific 
action, this model has a lot of advocates. The 
present study applies the AIDA model [3]. 
The significance of applying this model in the 
present study is the appropriateness of the model 
with the intended research and field of action 
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for its comprehensive components as well as the 
popularity of this model in behavioral studies 
conducted so far. Moreover, health originates 
from the social, cultural, economic, and even 
political factors and conditions of society and it 
is a reflection of the individuals’ conditions in 
every society. In the modern world, given the 
technological achievements and their direct effect 
on the quality of individuals’ lives, the issue of 
health with all of its aspects including physical, 
social, spiritual, and mental health is of great 
importance; the common development goal of a 
given society in both national and international 
levels is to improve the quality of life and health 
[4]. In the present study, health-related messages 
refer to those messages dealing, either directly 
or indirectly, with physical, social, spiritual, and 
mental health. Nowadays, health policymakers 
have found media as an appropriate tool for 
disseminating health messages. Thus, it seems 
necessary to measure the efficacy of health-
related messages and receive appropriate 
feedback from the audiences [5]. Since social 
networks are considered as the main source of 
disseminating health information and as they 
are extensively present in the individuals’ lives, 
social networks have sustainable effects on 
the public health [6]. From among the various 
social networks applied in Iran, we can refer 
to Telegram as the most frequently used social 
network. Given the increasing capabilities 
of this network and the ease of access to 
messages and channels, Telegram has become 
even more popular, efficient, and effective. 
Based on the abovementioned materials, the 
present research aimed at studying the effect 
of health-related messages on the behaviors 
of social networks audiences according to 
AIDA model. Since the people in our country 
use this social network very often, one can say 
that the messages disseminated through this 
social network are of great importance. The first 
function of advertising messages is attracting the 
individuals’ attention. If an advertising message 
fails to attract attention, it will not be seen nor 
heard by people [1]. The message sender must 
be able to establish a relationship with the 
customer. In order to advertise the message, he/

she must be aware of how customers of the 
target market think. Thus, the messages need 
to persuade the consumer that the advertised 
message can meet his/her needs. In building 
interest and arousing the individual, promotion 
is of great importance [7]. 
One of the most difficult tasks of advertising 
messages is arousing an individual to have 
or use the intended service. For arousing the 
customers toward the intended products or 
services, there are various stimuli. Depending 
on the kind of product or service and the 
customers, these stimuli need to be identified 
and programmed [8]. Directing the individual 
toward buying a specific product or task is the 
last function of an advertising message that 
is not an easy task. In directing an individual 
towards buying a specific product or service, 
the act of buying is not merely intended, 
and it is attempted to highlight the positive 
effect of buying a specific product or service 
[9]. By applying a content analysis method, 
Khashei and Zokaei [6] analyzed the health-
related messages of four media (Health Radio, 
Television (TV), Salamat news website, and 
Salamat weekly) based on four aspects of 
health (physical, social, mental, and spiritual). 
The findings obtained indicated that in all of 
the four media, physical health was the most 
frequently discussed aspect followed by social, 
mental, and spiritual aspects. The physical, 
social, mental, and spiritual aspects were 
devoted the most frequency and duration, in 
sequence [6]. Another media mobilization 
of information was conducted in 2003 by 
Bir that lasted for two years. An extensive 
information-sharing program was conducted 
at the university campus for freshmen by 
applying key messages for reducing alcohol 
driving [10]. Yingjie was proposed in this 
paper for identifying automatically topics 
of the health-related messages in the online 
health community, thus assisting patients in 
reaching the most relevant messages for their 
queries efficiently. Finally, three different text 
classification techniques, Naïve Bayes, and 
Support Vector Machine (SVM), were adopted 
to evaluate our topic classification model. 
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The experimental results demonstrated that the 
proposed approach could identify the topics of 
online health-related messages efficiently [11]. 
Fish and colleagues investigated recent evidence 
(post-2009) regarding the effectiveness of 
public health messaging during smoke events. 
Principal results were: 1) Smoke-related public 
health messages are communicated via a variety 
of channels, but limited evidence is available 
regarding their effectiveness for the general 

public or at-risk groups. 2) Messages that use 
simple language are more commonly recalled, 
understood, and complied with. Compliance 
differs according to socio-demographic 
characteristics [12]. The findings of the 
abovementioned study indicated that risky 
driving significantly reduced after conducting 
this research. Thus, according to what stated, 
the conceptual model of the present study is as 
shown in Figure 1.

Figure 1 The conceptual model of the research

Method 
This study was an applied research in terms of 
purpose and analytical in terms of collecting 
data. For measuring the social health variable, 
the recommended measures of Keyes study 
[13] were used. For physical and mental health, 
the items of a study conducted by Goldberg 
and Hiller [14] were used and for spiritual 
health, the items of Paloutzian & Ellison [15] 
were used. A questionnaire with 34 items was 
designed including eight variables: physical 
health, mental health, spiritual health, social 
health, attracting attention, building interest, 
arousing desire, and action. The face validity of 
the questionnaire was confirmed by analyzing 
the views of management experts. Moreover, 
the validity of the constructs and their 
aspects was evaluated by using confirmatory 
factor analysis and the significance of each 
of the aspects and items was confirmed. For 
confirming the validity of the tool, both 
construct validity and convergent validity 
were used. For convergent validity, Average 

Variance Extracted (AVE) scale was used. 
The value of this coefficient varies from 0 
to 1; values higher than 0.5 are acceptable 
since these values secure that at least 50 
percent of a construct variance is defined 
by its indicators [16]. Given the findings of 
convergent validity including the convergent 
validity of physical health message (0.611), 
social health message (0.515), mental health 
message (0.515), spiritual health message 
(0.545), attention attraction of the audience 
(0.531), building interest among the audience 
(0.508), arousing desire among the audience 
(0.503), and the audience’s action (0.627), 
one can conclude that the convergent validity 
of the model is desirable. The statistical 
population of the present study included the 
audiences of Telegram social network in Iran 
in August 2017 selected by simple random 
sampling. Thus, the sample size of the 
present study was 384 participants according 
to Cochran’s formula with the unlimited 
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statistical population. Cochran's formula of the 
study is shown in Figure 2 in which, z= 1.96, 
p=q= 0.5, and (d=0.05) that is the value of the 
allowable error (error value). At the end, 384 
qualified questionnaires were used for analysis. 
The present study included 17 hypotheses 
analyzed by Smart Partial Least Squares (PLS)
software. The data were analyzed in two levels: 
descriptive and inferential. For describing the 
aforementioned data, the indices of frequency, 
frequency percentage, and diagrams were 
obtained by using SPSS-18. Moreover, at the 
inferential level, structural equation modeling 
was used after studying the validity of the 

questionnaire. In addition, one limitation in 
this study was the data gathering from the 
audiences of Telegram social network that 
was very time consuming for the researcher 
due to indirect discretion to the audience and 
the large sample size.

Results 
Characteristics of audiences of Telegram 
social network in the present research were 
studied by analyzing five demographic 
variables including age, gender, marital 
status, educational level, and average. Their 
results are shown in Table 1.

The reliability of the tool was evaluated by 
using Cronbach's alpha coefficient. Given that 
this coefficient was higher than 0.7 for most 
of the variables of the present study, one can 
say that the questionnaire is reliable enough.
Exploratory Factor Analysis (EFA): In order 
to perform exploratory factor analysis, Kaiser-
Meyer-Olkin test (KMO) was used to verify 
sample size sufficiency and Bartlett test of 
Sphericity to verify data suitability. As a rule, 
the KMO value for performing factor analysis 
on the data should be higher than 0.6 and the 
higher values of the coefficient of confidence 
favor the use of factor analysis. The Bartlett 
test of Sphericity should be meaningful, in 
other words, the significance level should be 
less than 0.05. This value was 0.01 for Bartlett 
test in this study. The results show that at a 
significant level of KMO is 0.748, which is 
higher than 0.6, so the accuracy of the data 

was confirmed.
Confirmatory Factor Analysis (CFA):  
Moreover, confirmatory factor analysis 
was applied to measure the validity of 
the tool applied in the present study. In 
the confirmatory factor analysis, factor 
loading less than 0.4 must be deleted from 
the model [17]. Moreover, if t values are 
larger than 1.96 or less than -1.96, at a 
95% confidence interval, the indicators 
provide an appropriate factor construct for 
measuring different aspects of the study in 
the research model. 
According to the results of the confirmatory 
factor analysis, t-statistic for all items was 
bigger than 1.96. Besides, the factor loading 
was bigger than 0.4. Thus, it can be concluded 
that the questionnaire is valid. To test the 
hypotheses, the research model (Figures 1) 
was examined and presented in Figure 2.

Table 1 Characteristics of the audiences of Telegram social network

Frequency (%)Frequency StateDemographic variables
48.4
51.6

186
198

Woman
ManGender

26.3
43.5
21.4
7.8
1

101
167
82
30
4

< 25
25 – 35 
36 – 45 
46 – 55 

> 55 

Age

8.9
21.9
44.8
20.2
4.2

34
84
172
78
16

Diploma
Associate’s degree

Bachelor of Science
Master of Science

Doctor of Philosophy

Education

46.9
53.1

150
234

Married
SingleMarriage situation
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Figure 2 Factor coefficients and path coefficient of the research model

Figure 3 The findings of T-test of the research model

Moreover, given the goodness of fit indices 
including absolute index (0.521), relative index 
(0.847), external model index (0.913), and 
internal model index (0.928), one can say that 
the primary model of the research is appropriate 
because if the index is greater than or equal to 
0.5, the model is appropriate [16]. Given the 
confirmation of “goodness of fit” of the model, 
the next section deals with testing and analyzing 
the related hypotheses by using the confirmed 
aspects provided in Table 2.
The second model’s coefficient of determination 
for the audience’s behavior variable was measured 
to be 0.545. Moreover, goodness of fit index was 
measured to be 0.562 for the absolute index, 
0.829 for the relative index, 0.907 for the external 

model index, and 0.914 for the internal model 
index; this indicates that the second model is 
appropriate because if the index is greater 
than or equal to 0.5, the model is appropriate 
[16]. Moreover, given the confirmation of 
goodness of fit of the model in this section 
and according to the findings obtained from 
the structural equations, the path coefficient 
of health-related messages and behaviors of 
Telegram audiences was equal to 0.738, which 
is a positive value. The t-statistic value was 
equal to 28.989 (Figure 3) that is larger than 
1.96. Therefore, with a 95% confidence, one 
can claim that the health-related messages have 
created positive and significant effects, and thus 
the main hypothesis of the study is accepted.
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Table 2 The test findings of the research hypotheses

ResultstatisticPath 
coefficientHypotheses

Confirmed6.1580.483Physical health message  Audience’s attracting attention

Confirmed8.8980.582Physical health message  Building interest among the audience

Confirmed7.0030.402Physical health message   Arousing desire among the audience  
Confirmed4.2310.329Physical health message Audience’s action 
Confirmed4.9780.375Social health message    Audience’s  attracting attention
Confirmed9.3150.514Social health message    Building interest among the audience
Confirmed12.7480.730Social health message    Arousing desire among the audience  
Confirmed6. 5900.486Social health message    Audience’s action
Confirmed11.2380.676Mental health message   Audience’s  attracting attention   
Confirmed9.6610.547Mental health message   Building interest among the audience
Confirmed7.8370.659Mental health message   Arousing desire among the audience
Confirmed6.0380.524Mental health message   Audience’s action
Confirmed8.5570.512Spiritual health message Audience’s  attracting attention       
Confirmed8.6170.488Spiritual health message  Building interest among the audience  
Confirmed8.1490.495Spiritual health message  Arousing desire among the audience  

Confirmed13.3810.642Spiritual health message  Audience’s action       

Discussion 
In the present study, by using structural modeling 
equations, it was attempted to study the effect of 
health-related messages on the behaviors of social 
networks’ audience according to AIDA model and 
the significance of each of the relationship was 
then discovered. Given the findings of the present 
study, since social networks are considered 
as the main source of disseminating health 
information and given that they are extensively 
present in the individuals’ lives, social networks 
have sustainable effects on the behaviors of their 
audience. All over the world, these media play a 
very significant role in physical, social, mental, 
and spiritual health as well as in the prevention 
of different kinds of diseases. These media are 
also regarded as an important factor affecting the 
behaviors of the audience. Health issues including 
physical, social, mental, and spiritual health that 
are shared on social media can quickly change 
the behaviors of the audience. The findings of 
the present study indicate that health-related 
messages that are read on Telegram can convince 
the readers that the advertised message can meet 
their needs and these messages play an important 
role in building interest, arousing the individuals, 

and attracting their attention. One can claim 
that emotion-based health-related messages that 
arouse the positive feeling of the individuals are 
likely to make the individual highly interested 
in the intended product or service. Moreover, 
according to the findings of the present study, 
these messages can arouse the individuals 
for having a specific product or service. The 
advertisers need to know how the reader thinks 
so that he/she will be able to advertise more 
efficiently. For arousing the readers toward the 
intended product or service, there are various 
stimuli. Depending on the kind of product or 
service and the customers, these stimuli need 
to be identified and programmed. Moreover, 
mental health messages affect the behaviors 
of the readers; these messages will help the 
individual have effective activities within 
the society in terms of thinking, mood, and 
behavior. They will also help him/her establish 
positive relationships with others, cope with 
problems and stresses of life, and manage to 
help others. The findings of the present study 
are in agreement with those of the studies 
conducted by Khashei and Zokaei [6], Bir [10], 
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Yingjie [11] and Fish [12]. The limitation of this 
study was related to the data gathering from the 
audiences of telegram social network that was 
very time consuming for the researcher due to 
indirect discretion to the audience and the large 
sample size.
In line with the findings obtained, it is suggested 
that messages on physical, social, mental, and 
spiritual health, as well as their effects on the 
behaviors of the audiences, be taken into serious 
account. Given the strong effect of media on 
learning and the aggregation of health-related 
media messages, there is an increasing need to 
give special attention in this regard and help the 
individuals of a given society choose a health-
based lifestyle. 

Conclusion
In sum, the findings proved the effect of health-
related messages on the behaviors of social 
network audiences. This, will change the lifestyle 
pattern and  control the chronic diseases at the 
community level. 
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