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Lampiran 4 Hasil Olah Data

(Pilot Tes?)
Outer Loadings
— Copy to Clipboard:

Daya Tarik Emosional Gangg dan  Kredibilitas Iklan Niat Berlangganan Sikap Terhadap Iklan
0.940
0.936
0.946
0.926
0.881

PINS 0.924
CRE5 0.924
CRE3 0.935
CRE1 0.941
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Construct Reliability and Validity

Discriminant Validity

] Matrix |i# Cronbach's Alpha i rho A |{i# Composite Reliability |#i# Average Variance Extract...| COPY
Cronbach's Alpha rho_ A Composite Reliability Average Variance Extracted (AVE)
Daya Tarik Emosional 0.949 0.950 0.961 0.831
Gangguan lklan 0.935 0.935 0.959 0.885
Hiburan 0.958 0.958 0.968 0.857
Keinformatifan lklan 0.948 0.952 0.963 0.867
Kredibilitas Iklan 0.961 0.961 0.970 0.866
Niat Berlangganan 0.955 0.955 0.965 0.848
Sikap Terhadap Iklan 0.958 0.959 0.968 0.858

& N |} ) :
| El Fomell-LarckerCriter‘,.‘r»_u Cross Loadings |1 Heterotrait-Monotrait ... 4% Heterotrait-Monotrait ..., COPY to Clipboard:  Excel Format R Format

1

Daya Tarik Emosional Gangguan lklan  Hiburan Keinformatifan Iklan Kredibilitas lklan Niat Berlangganan Sikap Terhadap Iklan

| Daya Tarik Emosional 0912
Gangguan lklan 0.970 0.941
Hiburan 0.963 0.934
Keinformatifan Iklan 0.959 0943
Kredibilitas Iklan 0.975 0.942
Niat Berlangganan 0.956 0.933
Sikap Terhadap Iklan 0.975 0.940

|
Collinearity Statistics (VIF) | ENT3

|=] Outer VIF Values ||| Inner VIF ENT4
ik ENT5
ATT1 6.104 " INF 1
ATT2 5.549 NS
ATT3 6.244
ATT4 5.167 INF 3
ATTS 3.146
INF 4
CRE1 5.782
CRE2 5.352 IRR1
CRE3 5.475 IRR2
CRE4 4.698
CRE5 4535 IRR3
EAP1 4.140 PIN1
EAP2 5.471
PIN2
EAP3 4172
EAP4 3.967 PIN3
EAPS 3.777 PINA
ENT1 5.148
ENT2 5.200 PIN5

0.926

0.970 0.931

0.956 0.963 0.931

0.944 0.944 0.949 0921

0.969 0.958 0.970 0.965 0.926

4.740
5.262
5.913
3.643
8.416
7.871
3.060
4.884
4.594
3:295
7.466
7.031
4.843
4.882
5.412
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(Full Test)

Outer Loadings

Matrix ‘ Copy to Clipboard: j Excel Format ‘ |
Daya Tarik Emosional Gangguan lklan ~ Hiburan Keinformatifan Iklan Kredibilitas Iklan Niat Berlangganan Sikap Terhadap Iklan

T3 0.942

ATTS 0.945

CRE4 0.840

CRES 0.921

EAP3

0.777
0.793

Sikap Terhadap Iklan 0.891

Discriminant Validity

Fornell-Larcker Criter... Cross Loadings Heterotrai {43 Heterotrait-Monotrait ... Copy to Clipboard: ExcelFormat‘ ’RForrnaI
Daya Tarik Emosional Gangguan Iklan Keinformatifan Iklan Kredibilitas Iklan Niat Berlangganan Sikap Terhadap Iklan

| Daya Tarik Emosional 0835 |

Gnogun s ome s |

Hiburan 0.680 0.697 0.891

Keinformatifan Iklan 0673 0662 0.709 0916

Kredibilitas Iklan 0.651 0.593 0.547 0.540 0.882

Niat Berlangganan 0613 0529 0581 0562 0.667 0890

Sikap Terhadap lklan 0.511 0.326 0.403 0.399 0.620 0.698 0.944
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Collinearity Statistics (VIF)

| Outer VIF Values ||| Inner VI
VIF
ATT3 2.569
ATTS 2.569
CRE4 1.463
CRES 1.463
EAP3 1.731
| EAP4 1.776
EAP5 1.491
ENT1 1.534
ENT3 1.534
INF1 1.857
INF4 1.857
IRR1 1.448
i IRR2 2.465
IRR3 2.963
PIN3 1.525

| PIN4 1525

R Square

| Matrix |i{%¥ RSquare |“i# R Square Adjusted

R Square R Square Adjusted

Niat Berlangganan 0.638 0.624

Sikap Terhadap lklan 0.448 0.430
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Construct Crossvalidated Redundancy

| Total ’L:] Case1 |[&E Case? |[E] Case3 ||[& Case4 ||

SSO SSE Q® (=1-SSE/SSO)
Daya Tarik Emosional 480.000  480.000
Gangguan lklan 480.000  480.000
Hiburan 320.000  320.000
Keinformatifan Iklan 320.000  320.000
Kredibilitas lklan 320.000 320.000
Niat Berlangganan 320.000 163.726 0.488
Sikap Terhadap lklan 320.000 196.916 0.385

Path Coefficients
~| Mean, STDEV, T-Values, P-Values !LJ Confidence Intervals | Confidence Intervals Bias Corrected ||| Samples L Copy to Clipboarc
Original Sample (O) Sample Mean (M) Standard Deviation (STDEV) T Statistics (|O/STDEV]) P Values
%Sikap Tert\_?d?p Iklan -> Niat Berlangganan 0432 0.429 0.092 J W 47 0.000%
Kredibilitas Iklan -> Sikap Terhadap Iklan 0.525 0.520 0.106 4.967 0.000
Kredibilitas Iklan -> Niat Berlangganan 0.193 0.183 0.098 1.976 0.049
Keinformatifan Iklan -> Sikap Terhadap Iklan 0.049 0.060 0.094 0.526 0.599
Keinformatifan Iklan -> Niat Berlangganan 0.108 0.110 0.075 1431 0.153
Hiburan -> Sikap Terhadap lklan 0.088 0.072 0.112 0.787 0.432
Hiburan -> Niat Berlangganan 0.153 0.163 0.090 1.695 0.091
Gangguan lklan -> Sikap Terhadap lklan -0.369 -0.343 0.120 3.070 0.002
Gangguan lklan -> Niat Berlangganan 0.064 0.076 0.097 0.658 0.511
Daya Tarik Emosional -> Sikap Terhadap lklan 0.367 0.362 0.115 3.190 0.002
Daya Tarik Emosional -> Niat Berlangganan 0.040 0.034 0.107 0.375 0.708
Specific Indirect Effects
_.| Mean, STDEV, T-Values, P-Values .| Confidence Intervals .| Confidence Intervals Bias Corrected | .:| Samples Copy to Clipboard:  Eycel Format
Original Sample (O) Sample Mean (M) Standard Deviation (STDEV) T Statistics (JO/STDEV]) P Values
Daya Tarik Emosional -> Sikap Terhadap Iklan -> Niat Berlangganan 0.159 0.157 0.065 2455 0.014
Gangguan Iklan -> Sikap Terhadap Iklan -> Niat Berlangganan -0.159 -0.149 0.068 2348 0.019
Hiburan -> Sikap Terhadap Iklan -> Niat Berlangganan 0.038 0.030 0.051 0.754 0.451
Keinformatifan Iklan -> Sikap Terhadap Iklan -> Niat Berlangganan 0.021 0.026 0.042 0.504 0.615
Kredibilitas Iklan -> Sikap Terhadap Iklan -> Niat Berlangganan 0.227 0.225 0.072 3.160 0.002
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Abstract

Purpose — This sdy & based on a web-based adverizing value madel, adding enotinal appeal, advertiging
credibiliny, advertizing clicks, product evahsation and incentive 10 examine the impact o comsners” prodhict
evaluation and purchase infention,

Deesignimethodolegyfapproach — In toal, 313 valid online questionmaires were colbacted from thess whis
hasd beowszed the soczl mesds advertisement,

Findings — The resultz show that advertising credibility and emetional appeal have a highes impact on
arclertising attitude vhan focmativeness and irritaton in the original web lased advertising vahee model,
Research limitationsfimplications — The findings amengthen the literature on the antecedents of
wlvertesing attbiade i social media contexr, confirmming advertising clicks as o predictor of prodsct evaluation,
arn] deterrmining that advertising attitude, product evaluation and ncentive play ey mlis as predictors of
corsumer purchasse mbention.

Practical implications — The findings are particulardy relevant to adversing racketing managess, In the
comtesct of social medi sdvertisng, the advertismg eredibility of consumers i the key to mereasing consumers”
willimgness to purchase, Advertizers must estabhizh a good advertsing reputation to consumers in the socal
miedin comtext.

Originalityivalue — This study combines the web-based advertizme value model, advertizmg chcks, product
cvaluation and imcentive to mvestigate the factors that mfluence customers” purchaze decisions in the context
of social media.

Keywaords Advertizimg valee maodel, Ad chicks, Produet evahsation, Incentive, Purchase tmbention

Paper type Fesearch paper

1. Intraduction

The rapid development of Internet technology has led to an increase in the popularity of

e-pommmerce, The growing use of e-commerce worldwide indicates that e-commerce and retail

gales are predicted to reach 57 385 trillion by 2025 (eMarketer, 20215 About 53% of the global

population i on social mediz; 70% of people have bought goods as a result of online

advertizing (We Are Social and Hoatsuite, 20210 This indicates that consumers have a higher

level of trustworthy and acceptance of mobile advertizing, which drives businesses to spend

more il mobile advertizang each vear (Business Mext, 2007) According to Besearch and

Markets (2021), the mobile advertising market was valued at US$180.610 billion in 2019 and A Pasificbramed of Merkaing

e Lo

15 progected to gros o USeT24 460 Talhon 1n 2026, Moreover, taking US mobile advertsing as © Enerad Patlisting Limbed

an example, it was US$117.35 billion in 2021 and is expected to reach US$174.14 billion in o ssarpis e
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2024 (eMarketer, 20200, Abaut half of adult US Internet users said thar when brands use their
data in advertizing, it helps them discover (50%) and find (49%) products and services that
interest therm, but 44% =aiud this often feels invasive (eMarketer, 20210, In Taiwan, 734% of
anline consumers reported clicking on =ocial media advertizements via their smartphones
(Insightxplorer, 2021k however, according to an eMarketer survey (2017), as many as 47% of
zmartphone uzers worldwide notice and interact with mobile advertising. However,
advertising click behavior and product evaluation are ignored in previous studies. Most
enterprizes have delivered tarpeted advertising in 2ocial media based on consumer preference
of mobile devices to attract consumers” attention to their products. However, when are
consumers willing to click on advertisements on social media? These interesting research
izsues attract much attention from both enterprizes and researchers (Yo ef afl, 20200,

Duicoffe (1996) developed an approach to investigate the effectiveness of website advertising
attitudes, frensing on advertizing value; that iz, the advertising value model. This model has
been extensively used, which can wsefully explam the formation of attitude towards
advertizing. The advertizing value model indicated that informativeness, entertainment and
imitation are the three anfecedents of the perception of consumers’ advertising attitude,
Informativeness and entertainment play impartant rales in forming consumers” advertizing
attitudes (Lee and Cho, 2019), and consumers will want to avoid being disturbed by interfering
advertisements. Henee, if the number of advertisements is too frequent to make consumers
think that thev are disturbed, it may tritate nsers and hurt advertismg attimdes (Hausman and
Sickpe, 20080, Ahmadi ¢f el (2015 pointed out in the mobile advertiserment that credibality
emphazizes the trust of advertisers (Okazaki ef al, 2007). Consumers will judge the credibility of
the mobile mformation before focusmg on the mformation content and  subsequent
consumption decision-making behavior (Lin of af, 2008, In addidon, Aslam ef qf (Z016)
beleve that emotional appeal 15 an effective factor in advertising effectiveness, and good
advertizing appeal will deepen the consumer’s impression of the product. Compared with prior
studies which emphasize that advertising value affects the formation of advertising attitude
(ha et all, 2015), this study extends the original web-type advertising value model to explore the
formation of advertizing attitude n the socal media context as well as its facilitating role in
constimers” advertising clicks and purchase intention behavier, which is larpely overloaked.

Fizshbein and Ajzen (14975) believe that attitude iz the positive or negative feeling of
individuals towards people or hings, and the concept of advertising attitude refers to the
conzumer’s preference for mobile advertzing, Tsing af af (2004) pointed out that advertising
attitude not only affects consumers” willingness to receive information but akso further affects
their purchase intention=. Yu & @l (20200 and Zhang and Mao (2016) pointed out that
advertising click is not only driven by consumers” reactions to specific advertisements bhut
alzgo influenced by their attitudes toward social media advertising. As for advertising,
consumers can only obtain some cues such as informativeness, entertainment and
advertising attitude (£hang and Mao, 2016) before they click the advertisements: so we
nzed these thres constructs as meazurement indicatars to predict the ad clicks of consumers.
Adter chicking advertisements, consumers will evaluate brands and products before decidmg
whether to promaote purchase intention (£hang and Mao, 2016). In addition, Varnali ef @l
(2012 poanted out that incentives are often wsed to atiract consumers to aocept or pay
attention to advertizements. Customers are interested in tangible benefits and give more
attention to an advertising message for financial advantage; when customers see free
coupang or discounted prices in the messape through their smartphone, they 2earch for ways
how to obtain these incentives (Kim and Han, 2014), Gao and Zang (2016) and Wang and Geng
(2019 found in mobile advertising research thar advertizing with financial benefits
(.. discounts) can better guide consumers to generate purchase intentions,

Based on the mentioned-above statement, this study draws on the advertising valoe
model, emotional appeal, advertising credibility, advertizing clicks, product evaluation and
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incentive to explore consumer purchase intention, This study applied a structural equation
midel (SEM) to assess the empirical strength of the relationships in the proposed model. This
wiork contributes to the llerature on social media advertising theory i four ways: (1) we
extend the original web-bazed advertizing value mode] proposed by Ducoffe (1996) to add
emotional appeal and advertising credibility to exploning the impacts on socal media
advertizing attitude; () by dentifying informativeness, entertainment and advertising
attitude as antecedents of advertizsing clicks: (3) by taking advertising clicks as a predictor of
product evaluation in 2ocial media advertising context and (4) by determining that
advertising attitude, product evaluation and incentive play keyv roles as predictors of
consumers’ purchase intention. This study alse contributes to developing guidelines for
marketers to use when performing 2ocial media advertising. Marketers can use the research
milel proposed in thiz study 0 carry oul marketing activities o gel atlention aned
understand consumers’ online behavior because social media has a unique user-to-user
consysten Asa result, a5 investigated in this study, marketers can implement an advertising
mode] that encourases conzumers to make purchases through ad clicks.

The rest of the paper is organized as follows: we present brief literature of the major study
constructs and hypothesis development following the introduction. Thereafter, the study
methodology and magor findings are presented, the discuszions, the managerial implications
and limitations and scope for futire research in the following subsections.

2, Theoretical background and hypotheses

21 Advertistng valwe mode!

Previous studies have indicated that web-based advertizing value model i concerned with
three factors-informativeness, entertainment and iritation, which i tum mfleeno:
advertizing attitnde (Ducoffe, 1996). Furthermore, informativeness and entertainment are
evaluated from the pesitive aspect of web advertising, while irritation reflects consumers’
negative reactions to improperly delivered web advertising. Informativeness means that
advertizements provide consumers with real-time, convenient and, relevant information (Lee
el gk, 2011 and s mam pupose & o provide consumers with good information about new
products arservices (Kotler and Keller, 2006), including acouracy. convenience and relevance.
In other words, advertising needs to provide consumers with the most correct and relevant
information in the shortest possible time. Entertainment aims to make consumers feel
mterested and pleasant in advertizements (Ducoffe, 1996), pood mobile advertizsing needs to
be entertaining (Liu ef @l 2012). Irritation refers to the fact that advertisements malke people
feel harassed, offended or manipulated excessivelv, such as the excessive number of
mieszages (Liv ef af, 2012). Kim and Han (2014) found that when advertisements intride on
consumers, they produce negative attitudes towards mobile advertising (Zha of af, 2015), In
addition, advertising attitude refers 10 the degree of hkes and dishkes expressed by
consumers towards advertizing content, Fabadi of ol (2012) argued that mobile advertising
attitude refers to the degree to which mobile advertising s liked and accepted by people,
When studyving mobile advertising, Drossos ef gl (2013) pointed out that when consumers
have a positree attitude towards advertizing, they think that mobile advertising 15 helpful to
them, thus affecting their 2ubsequent purchasze intention.

2 1.1 Informativencss, enfevtmnment and adveriising aftifude, Lee and Hong (2016, Chang
ef al (B020) and Ogcelik and Varnali (3019) found thar informativeness has a positive impact
on consumer's attitude toward mobile advertising. Gao and Zang (2016} pointed out that
interesting and informative advertisements can imcrease consumers’ favorable impression of
advertizements, Entertainment is considered to be an emotional factor contributing to the
formation of consumers attitudes towards advertising (WMart! Pareo ef af, 2003). In the mobile
advertizing =tudy, Cha ef @l (2016), Wang and Geng (2019 and Owzcelik and Varnali (2019
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found that there 15 a positive relationship between entertamment and consumers” atfitudes.
Therefore, this study proposes the following hypothesis:

H1. Perceived informativeness positively affects advertizing attitude,
2 Perceived entertainment positively affects advertismg attibude,

2 1.2 Relattonsfap between treifafion and adveriising atfifude. Irvitation of advertisements has
a negative impact on the attitude of advertisements, thus reducing the effect of
advertisements (Duecoffe, 1996). Ozcellk and Varmal (20019 pointed out that of
advertisements appear at inappropriate times, thev will penerate a negative attitude
toward advertisements. Wang and Geng (2019 suggested that mobile advertising irmitation
hurts advertising attitudes. Therefore, this study proposes the following hypotheses:

H3% Perceived irritation negatively affects advertising attitude.

2.2 Relafimshap betweert esnolional appeal, advertisng credilbelily and adveriising attitude
Emotional appeal refers to clearly expressing certain interests or reasons, attracting consumers’
attention foadvertising products or services and fring o persuade consumers to pay attention
toor purchaze such products or services (Kotler, 2000). The emotional appeal aims at arausing
consumers. emotions, and mainky uses persnasive methods to persuade consumers to agree
with their advertizements. Advertizing credibility refers to consumers” perception of the
believahility and truthfulness of advertising content (MacKenzie and Lutz, 1989). Aslam et af
{2016) and Lee arxd Hong (20016) suggested that effective emational appeal has a positive impact
00 Consumers adverti=ing attiudes. [rossos of al (2003) pointed out that advertising appeal
has an impact on consumens’ positive attitudes. In addition, Choi of ol (2008) indicated that
credibility iz an important factor in forming a positive attitude toward advertising. Gao and
Langt (2016), and Wang and Geng (2019 found from the research on mobile advertising that
credible advertising malkes consumers feel safe and will improve the positive impact on
advertising attitude, Therefore, this study proposes the following hypothesis;

Ha. Percerved emotiona) appeal positively affects adverbsmg attitude,
Ha. Peveeived credibility positively affects advertising attitude.

2.3 Nelahonship befween informaiivencss, enferfatrment and adveritsing olick

Ad click refers to the user's behavior of elicking on the advertisement alter secing the
advertizement. which can be usad as a measure of the individual's behavioral response after
secing the advertsement (Fhang and Mao, 20016). If advertisers provide more complete
information about advertisements, consumers may click on advertizements just to meet their
own s, Cochrane and Guester (2006) proposed that if advertisements can make customers
feel involved and enjov entertainment, there will be a higher click rate. If consumers feel the
informativeness and entertainment i the advertisement and accept if, they also mprove
the click on the advertizement (Zhang and Maao, 2006} Therefore, this study proposes
the following hypothesis;

M Perceived informativeness positively affects advertising chicks,
7 Percetved entertainment positively aflfects advertising clicks.

24 Relafionsiip bebween adveriising afftfude and advertising clicks
Zhang and Mao 2006) pomnted out that consumers’ preference for social media
advertisements will be transferred to their attitudes and behaviors towards specific forms
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af advertisements. The research of Chatterjee &f ol (2003) found that consumers have a
pozitive advertising attitude and then click more on mobile advertising, According to Mao
and Fhang (2017 and Hamouda (2018) research, advertzing attitudes posatively affect
advertizing clicks. Therefore, this study propeses the following hypotheses;

HE  Advertising attitude positively affects advertising clicks.

2.5 Relationship befoven ad click and product evaluation

Fhamg and Mao 2016} argued that the astudies on mobile advertizing that rich content and
interesting advertisements meet the needs of consumers gencrate positive advertising
attitudes, help to attract the number of clicks of consumers, obtain sufficient product
information through advertising descriptions and consumens form purchase decisions by
relving on product evaluation. Compared to unelicked, the clicking behaviar represents a
positive response to the product; when the intention or frequency of ad clicks is higher, it will
affect the evaluation of the advertized product (Mao and £hang. 2017). Therefore, this study
proposes the following hypotheses:

o Ad clicks positively affect product evaluation,

26 Kelattonship behween advertizing atttfude and prrchaze infention

Purchase intention indicates the possibility that consumers will purchasze a certain product or
service in the futare (Marting ef al, 2019). Past research has demonstrated that an increase in
purchase intention reflects an increase in the chance of purchaszing. Tsang &f af (Z004) found
that the advertising attitude not only affects the consumer’s willingness to receive
information but alse further affects their purchasze mtention. Liv et af (2012) argued that if the
advertizing atlitude tends to be pesitive, consumers will feel that advertismg 15 helpful to
their own lives and will naturally be more receptive to mobile advertising, Lee of ! (2017) and
Chang «# al (20200 also confirmed that a positive advertising attitude will affect consumers”
purchase intention. Therefore, this study proposes the following hvpotheses:

HIt Advertizsing attitude positively affects purchaze intention.

27 Relattonslip between product evelwalion and purchase inlenfion

Product evaluation and purchaze intenticn have been studied in consumer behavior for a long
time, helping scholars and businesses understand the important factors that finally induce
consumers to purchase (£hang and Mao, 2016). Product evaluation iz defined as the
comsumer's attitude towards the product. Lam and Mukherjee (2005) pointed out that positive
evaluation of products by consumers will pogitively affect their purchase intention. When
comsumers rezlize the value of products, they have a positive impact on consumers’ purchase
intention (Grewal of o, 1998), Therefore, this study proposes the following hypotheses:

H11. Product evaluation positively affects purchase intention.

28 Kelattonship between incentives and purchase infenfion
Incentives are magor predictors of consumers’ responses and entail monetary benefits such az

discounts, coupons, gifts and non-menetary benefits (Varnali &f of, 2002), Incentives are
cofisiderad o have an impact on consumer intentions o receve mobile advertising and
provide specific financial rewards to consumers who agree to receive an advertisement
Mlarting of of, 3019). Gao and Zang (2016) and Wang and Ceng (2019 mdicated thal incentive
advertizing information containing monetary benefits can better ensure consumers to accept
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advertisements and guide consumerz o purchase. Therefore, this study proposes the
following hypotheses:

H1Z Incentives positively affect purchaze intention,

3. Research methodology

2.1 Measurenen! development

The study developed a questionnaire to collect the data through an online survey. The
measurcement scakes of the research model constructs were adopted from previous, related
studies. A group of four experts (with information management professionals) reviewed the
methodology and the measurement scales to ensure content validity and the appropriateness
af the warding of the questions. A preliminary list of measurement items was prepared
through a review of the previous literature (see Appendix 1). The respondents were requested
to answer each guestonnaire iem using a seven-point Likert scale to measure the construct
itemz. The Likert 2cale 1= widely used to allow the individual to express how musch they agree
or dizagree (1 = strongly disagres: T = strongly agree] with a questionnaire itein.

2.2 Data colflection

Before conducting the main survey, the instrument was validated using both a pre-test and
pilot test. The pretest involved three profeszors in the infarmation nanagement field who
woiere familiar with social media advertising, They were asked to provide commients on a list of
items related to the constructs, including the warding of the scales. the length of the
instrument and the guestionnaire format, In the pilot test, we invited 50 respondents from the
population of the social media to participate. Several minor modifications of the content and
structure of the ttems were solicited before the formal survey, The survey period lasted for
four weeks, and participants with prior experience biowsmng social media advertising were
invited to complete an onling questionnaire at their convenience, In the questionnaire, we
deseribed the meaning of social media advertising and ksted several examples on social
networking websites, To encourage participation, this stody offered respondents who
completed the guestionnaire a chanoe to enter into a drawing foreceive oneof twenty NTHEB)
(L1S% 100 convenience store gift certificates. By the time the survey was concluded, 313 valid
questionnaires were collected for further analvsis, From among the 313 valid questionnaires,
females comprised 175 of the respondentz (35.9%), and 138 were males (44.1%). Most
respondents are less than 25 yvears old (147 of the respondents, 47.0%), followed by 26—
35 wears old (100 af the respondents, 319%) The majority of respondents have a
bachelor's degree {195 of the respondents, 62.3% ), followed by a graduate school degree (95 of
thie respondents, 30.7%) A total of 55.5% (186 of the respondents) of the respondents spend
2—4 h per day using soctal media, whereas 198% (62 of the respondents) spend more thanS
hours per day using social media. The first four social media platforms frequently used by
participantz include: Facebool (273 of the respondents, 221%), YouTube (276 of the
respomdents, 223%), Line (28] of the respondents, 22.7%) and Instagram (234 of the
rezpondents, THS%) ete.

The data used for this study was gathered based on the self-reported perceptions of the
respondents, commaon method variance (CMV) was deemed a potential concern in this study
(Podsakoff and Organ, 1%36), For Harman's single-factor test, all the varables” data in our
modde] were enbered mito an unrotated exploratory factor analvsis, The exploratory analysis
zhows that five factors (with eigenvalue greater than oned can be derived, the first factor
explainig 2761 % of vanance (<30%), which explained 68.16% of todal variance, Second,
conzistent with Liang ef gl (2007), we included a common method factor in our hypothezized
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molel and allowed the constructs” indicators to refllectively associate with this factor. Az
shown in Appendix 2, the average substantively explained variance for the indicator was
(63, while the average common method based varance was 0008, The ratio of substantive
variance to method variance waz approximately 79.2:1, Third, az indicated by Bagozzi f al
(1991), CRIV is Tikely to be an issoe if the correlations among the constructs are found o e
abave 0.9, As presented in Table 1, all the correlarions between variablez are below the
threshold of 0%, Thus, given the above assurance and analysis, CMV s not a serious problem
in our research.

a3 Measmrement wmodel

Thiz study wtilized SmartPLS, a two-step approaach recommended by Anderson and Gerbing
(1988), to verify the research hypotheses In the first step, we measured reliability and
comstruct validity by using confirmatory factor analysis (CFA), fallowed by examining the
structural model. The measurement model was assessed to ensure reliability, convergent
validity and discriminant validity. The reliability of the constructs was evaluated vsing
Cronbach's alpha and composite reliability (CR). The Cronbach’s alphas for the constructs
were Detween 0,819 and 0.938; and the CR values were above (.851 fas shown in Table 1), all
exceeding the 0,70 thresholds proposed by Hair of al (2014). Therefore, the conatructs used in
thiz study represented acceptable relability.,

MNext, canvergent validity and dizeriminant validity were tested. Firat, convergent validicy
was assessed by examining factor loadings of each observed variable. All factor loadings
were sipnilicant and exceeded the reconmended 0.70 thresholds (between 0749 and 0928)
(Hawr of af, 2014), Convergent vahdity was further assessed by examming the average
variances extracted (AVE) values. In Table 1, AVE values were above 0.50, indicating that
AVE values exceeded the corresponding cutoff critecia (Hair ef af, 2014), AVE values ranged
froam Q600 1o 0803, This demonstrated fair convergent vahdity, Moreover, we examined this
using a criterion suggested by Fornell and Larcker (1981) the sguare roots of the AVE on the
diagonal are greater than the comesponding off-diagonal inter-comstruct correlations. Tahle 1
shows that the correlation between the pair of constructs was less than the corresponding
sguare root of AVEs (diagonal vahees), Therefore, the constructs vsed in this study
represented acceptable validity.

G Strncteral wode!

We tested the research model with a bootatrapping procedure in SmartPLS. As illustrated in
Figure 1 and Table 2, informativeness, entertainment, oritation, emotional appeal and
advertizing credibility affected advertising attitude (§ = 0070, { = 4096 § = 0343,
F=15311; § = —052, ¢ = 4704; § = 0116, f = 4063, # = 0540, f = 32931 respectively).
Thues, HI, H2, HE, HY and H were all supported. Entertamment (§ = 0239, | = 9.587) and
advertizing attitude (F = 0689, f = 31.477) were both found to have a significant positive
effect on attitude to empathy expression. However, the effect of mformativeness on
advertizing clicks proved insignificant (§ = —0022 ¢ = 1437 Thus, H? and HY were
supported while HG was not, As expected, advertizing clicks had a significant positive impact
ol product evaluation (f = 0B16, § = 106533, supporting H10, In addition, advertising
attrtude, product evaluation and meentive affected positrvely purchasze mtention (@ = 0,492,
£ = 20278 f = 0301, f = 13246; § = 0159, { = 9.997 respectively). Thus, H8, H11 and H12
were all supported,

Furthermire, we have examined of the variance inflation factor (VIF) scores. The highest
WIF values is 3.782range from 1.841 to 3.782), which is well below the threshold value of 5 and
inclicates that there are no instances of multicollinearity among any of the constructs (Hair
ef al, 2014).
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Advertising Value Model "thk social
Ad Clicks product Evaatien | Tedia ads and
justed B° = 0.7 16*=*m Adjusted B* = 0.66
Informativeness 220 i - .
J.{_',.-""ﬁ Q'I = LodE Qz = L5218 -lnt,E"tth
.23y |
. IAm] #*
Entertaimment g = ¥
Purchase Intention
TR EEE Adjusted ® = 10518
Irritation A.djlﬂfd HI = i,881 E = {653
THEYEEL W W LSO ullﬂ‘\'l"
Emuational
Appeal
Incentive
Addvertising Fi
1gure 1,
Credibility The results for
hypothesis
Note(s): * p < (L05, ** p< (0], *** p < (.00] P
Hypothesis Path covfficient f-value [hecizion
Informativeness—s Advert=me attide (Tl 4o HI fpupported)
Entertamment — Advertismar atiibd: (348 15-311%4+ HE (zupgwrted)
Teritation— Advertizing atfifade —(a2 4, == H (supparted)
Emotiona] appeal— Advertising attitude 0116 4 GE]=e HA (zupparted)
Credibility —Advertising attiude 0.5 REALE) Ran HE (zapported)
Informativeness=advertizmg choks (22 1437 HE mon-supported)
Entertammen —adwerising clicks (530 0T HY (zapgrorrted)
Advertising artitude—Porchase intention (4 b L HE (zapported)
Advertising attitudie—adwertizing chicks (G 14T HE [supported)
Ad chicks=Product evahmtion (E16 106501 = H suppaorted)
Prodisct evaluaton—Parchaze intention LA 1.3, 20%= HUT siapported) Table 2.
Incentive—FPurchase intentin (158 gy HI2 isupported) Tests of hypothesised

Notefs): =% < (0001, **5 < (101, % < 105

relationships

In addition, & value refers to the percentage with which the exogenous variables explain the
variation in the endogencous variable: it is used as an indicator of the overall predictive power
of the model. However, for a multiple regression model, &2 increases or remains the same as
wie add new predictors to the model, even i the newly added predictors are independent of the
target variable and do not add any value to the predicting power of the model. Adjusted £
eliminates this drawback of B, It only increases if the newly added predictor improves the
model's predicting power. Adding independent and irrelevant predictors to a E=210T
miodel results in a decresse in the adjusted B, As shown in Figure 1, the adjusted B values
for advertizing attitude, advertising clicks, product evaluation and purchase intention were
(0,881, 0.789, 0,665 and 0.818, respectively. The adjusted F* value exceeds the recommended
level of 020 advocated by Chen of ol (2019), This study indicates that the goodness of fit of the
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madel is satisfactory and that the model is statistically viable, Moreover, we also adopted f;fz
to evaluate the cross validated redundancy of the structural model. The &F of advertising
attitude, Ad clicks, production evaluation and purchase intention are 0660, 0608, 0.528 and
0.653 respectively, which are all above (0 and indicate the predictive relevance of factors
(Fomell and Cha, 1994),

4. DMscussion and implications

4.1 Research findings

An extension of the original web-based advertising value model i3 used 1o examing
customers’ responzes (advertising clicks, product evaluation and purchaze intention) to social
rnedl'ra websites m this study. The following conclusions were drawn based on empirical
analysiz:

First, emotionzal appeal and credibility are added o the model to further explone how
conzumer attitude towand soctal media advertizements are influenced by emotional aspects
and consider the credibility of ads. In tum, we will gain a greater understanding of how these
two factors influence advertizing attitudes. According to the empirical results, advertising
credibility 1= the most important predictor of consumers’ attitude toward advertising.
Therefore, consumers are more likelv to have favorable advertizing attitudes when they
perceive social media advertising and sourees to be trustworthy. The result is consistent with
previous research that has found that eredibility has a positive influence on attitudes toward
advertizsing (e.g. Gao and Zang, 20165 Wang and Geng, 2004),

aecond, entertaining 15 the second largest predictor factor of advertising atbtude and
advertizsing clicks. Thiz indicates that entertaining advertising could satisfy consumer
desires for enjovment, thus positively impacting comsumers” advertising attitude and their
willingness to engafe in advertizing (Zhang and Mao, 20006). Consumers prefer to use social
media to satisfy their needs and prefer a more entertainment-orented approach to their
ledsure time in the era of advanced information.

Third. advertizing credibility and ematienal appeal have a higher impact on advertising
attitucle than miormabiveness and irritation, This means that the additon of these two
constructs can effectively explain consumers” attitudes towards social media advertising,
which 1s different from the original web-based advertisimg value moded, which s just suitabbe
for discussing web-bazed advertising.

Fourth, informativeness does not have a significant effect on advertising clicks, this s
inconsistent with Zhang and Mao (2016). When consumers browse social media
advertisements, even if they are attracted to the product’s information, they may not
pencrate the mtention to click the advertisement until they have a positive attitude toward
advertisements; when consumers feel a positive attitude toward advertisements, they should
penerate a desire to click the advertisement, Even though informativeness does not appear Lo
have a zignificant impact on ad clicks, our study confirms that entertainment i= a significant
influence on the behavior of ad clicks in social meda context. In other words, f
advertizements provide customers with entertainment, a higher click-through rate will be
achieved,

Fifth, ad clicks have a significant effect on product evaluation, this result is consistent
with Fhang and Mao (2016). Zhang and Mao (2016) proposed that product evaluations, likes
ar dislikes of a product, affect the lkelihood of their product purchase. In other words,
consumers must go through the stage of product evaluation after clicking the advertisement
before they do a decision 1o purchase a product. For consumers who purchaze a product
immediatelv after clicking an advertisement. it i= another research i2sue, Le. impulse buving.

Finally, advertising attitude was found to e a significant predictor of purchase miention,
the result is consistent with Lee ef al (2017). This study confirms that consumers are hikely to
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respond pesitively 1o social media ads, increazing the ikelibood of a purchase, Additonally,
comsumers have realized the value of the product in advertisements, resulting in a positive
imipact on their purchazing decisions, In contrast, incentives plaved a significant mole in
increasing purchase intentions. It appears that consumers are motivated to click ads on 2ocial
media when they see mometary benefits, such as discounts, coupons and gafts that can be used
to support their purchazes (Varnali ef al, 2012).,

4.2 Managerial implications

We extended the web-based Advertizing Value Model to mvestigate customer advertising
attitude and subsequent ad clicks, product evaluation, meentive and purchase intention to
synthesize the discussion of social media user behaviors and hoping to have better
understanding of customer decision process toward social media advertisement, The
findings serve az a reference for marketing stratepy development by managers of =ocial
media advertizement, Un the bazis of our results, several practical suggestions for the design
and operational policies of social media advertisement are presented a3 follows.

First, the evaluation of advertising credibility iz based on the information provided by
other consumers comments on ther shopping experwenee, 50 the adverfisers provide
trustworthy product review content to improve consumers’ attitudes toward 2ocial media
advertising, If advertisers provide advertising with a high ermmor rate, then bow advertising
credibility will be obtained. Therefore, the advertizers must establish a good advertising
reputation to consumers to produce a favorable advertising attitude. When consumers
believe that advertisemeitts are trustwarthy, they will have positive advertizing artitude, aned
subsequently, increase their purchaze intention.

Second, the temptation to offer monetary benefits (e, ecoupon and raffle) on behalf of
gncial media advertizsing helps to improve the purchase mtention. Therefore, advertisers
should attach the latest preferential activities to social media advertising and highlight the
information about preferential activities as much as possible. When consumers browse social
media advertisements, discount messages and preferential schemes will automatically juomp
aillt to promote consumets knowing the marketing to increase consumers’ purchase intention.

Finally, since the strongest predictor of advertizing clicks was the advertising attitude
which 1= meaintv deven by the credibility of the advertizement, if the social media advertisers
can offer credible advertisements on social media, then the consumer should be a positive
advertizing atvitisde to promote the willingness o click advertizement.

4.3 Liwitafions and fulwre vesearch

Thiz study had limitations. First, i this study, the voung people (age 16-25) are major
subjects may limit the generalizability of the finding=. Young people may be inherently more
technology-frsendly, and hence more eager o accept new information techoology efforts than
the average population. Future research may recommend collecting the respondents across
different age groups, For example, according to CREIIT SUCESS (2017) research on the
economic activity behavior of global silver-haired people, it is found that people over 65 spend
more money on online shopping than those aged 25-64. For the elderly over 65 vears old in
the United States, online shopping consumption iz 37% more than that of voung people. It iz
suggested that future research can be conducted on the elderly population.

Second, according to the research results of Mao and Zhang (2017), informativensss,
entertainment, involvement and security can all lead to ad clicks, This research only explored
the impact of informativencss and entertainment on advertizing clicks. The results of the
research show that entertamning advertizement could fulfill consumer need for enjoyment,
thus make consumers curous and chick on the ads, Consumers” mvolvement with the display
adz signifies their personal interest in the ads. The more they are involved in the ads, the more
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likely they will have a favorable reaction to the ads leg. clicking the ads). Therefore, further
mvestigations are advised to ubilize mvolvement and security as additonal variables to
impact ad clicks,

Finally, gender has been regarded as an important research topic in different research
fields, =uch a= psyvchology, marketing and behavioral studies. Male shoppers may have
purchase intentions influenced by online advertising information, while female shoppers may
be influenced by text, images and emotional appeal advertisements (Shaouf of @, 2006). For
advertizers, it iz necessary to understand gender differences and needs as much as possible to
design different advertisements that meet consumers (Shaoul of al, 2016), Therefore,
understanding these differences iz a big challenge for advertisers and marketers. They can
adjust strategies between genders and make social media advertisements that meet the needs
of men and women according to gender differences, It s suggested that gender can be
included in research related to social media advertising in the future.
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Appendix 1

Construct Measure

INF = Informativencss (Rim and Haw, 2004 Lee and Hong, 2006}

INF1 Socul meds ad provides the nformation | need

INF2 I think the information obtained from the social media ad would be helpfiil
IMF3 Socul media ad always can help me keep up to date about products

INF4 Tean et new advertising information fron the social media

ENT = Enlevluinmend (Fir and Has, 2074; Lee and Hong, 2016)
ENT1 Sncial media ad is fun

ENTZ2 Socia] media ad is entertaining

ENT3 When I'm bored, [ see social media ad

ENT4 [ empeoy seeimg dilferent social media ad

ENTS I feel that seemng social media ad is enpoyable

IRF = freifation (Kim and Han, 2004; Lee and Hong, 20160

IRE1 Soctal media ad is annoying

IRE2 I feel that social media ads are almoss everywhere
IRE3 Sori] media ad is conlusing

APL = Emotiawal Appesl (sl et al, 2016, Lee and Houg, 2076}

APL1 Social media ad pleasantly stimulates my senzes

APL2 I was emotionally attracted by the key message of this social media ad
APL3 The emotional aspect of this ad leads me to like the ad

APLA Socs] media shows me ads which are visually pleasing

APLS After seeing this social media ad, [ had intense feelings

CRE = Craddilifify (Thvessas et al, 2003 Zha et al, 2005

CREL [ trust soctal meds ads

CREZ Social media ads are convincing

CRE: Social media ads are credible

CRE4 Social media ads are believable

CRES [ use social medi ad as a reference for purchasmg

ATT = Advertising atfitude (Zha et al, 2015; Saouf et al, 2076
ATTI Social media ads can provide pleasant experience for me
ATTZ [ am favorable toward soctal media ad

ATTA My cverall attitude toward thiz ad is positive

ATTA Using social media ad 1= & good idea

ATTS Orverall, T like social media ad

CLK = Ad clicks {Zhang wnd Mao, 20760
CLKE1 [ often click on social media ads

CLR2 [am likely toclick through social media ads again Tabie AL

leoetinmed) Measurement scakes
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APJML

Construct  Measure

CLES Ielick on the display ads on zocal media o make a purchase
CLEA 1 click on the display ads on social media to get more information about the products
CLES Lelick on the display ads on zocal medsa o understand more about the products

FPEV = Product evalwation (Zhang wnd Mao, 2006

PEY1 1 like the bramds shown in the display ads on sockal media

PEV2 In my opmion, the brands shown in the display ads on socm] medm are good
PEVE In miy opinion, the brands shown in the display ads on sockal media are positive
PEV4 I think faverably about the brands shown in the display ads on sodal media

INC = Incewfive (Huang and Ge, 2005; Wang and Gewg, 2015)

M1 Tlike toreceive 2ncial media ad which gives me a chanoes to take part in raffle for receiving message
INC2 If the social media ads contam mobile coupons, | woukd like to recerve them

™C3 If the social media ads do ot nduce any charges, I would like to receive them

INC4 1 hike to recerve social media ad wiich = informative about raffles and discounts

FIN = purchase intenfion (Lee and Hong, 2016; Shaour et al, 206)

PIN1 After viewing the zocial media ad, | became mterested in making a purchase

FIN2 After viewmng the socal media ad, Dwill probably prrchase the product being advertized
FPIM3 After viewing the zocial media ad, 1 am salling to purchazse the product being advertised

FPINg 1 wnll purchaze the product next time [ need a product

Tahle Al. FINS I imtend to confinee uzing 2ocial media ad for purchazing in the future

Appendix 2
Substantive lomding Substantive varianoe Method loading MetTnd variance

Indicator i) (R i) (R
INF = Informativeness
[NF1 1 = 0471 0475 (HKS
[WF2 e 0638 0031 (11
[NF3 {580 0774 0071 (M5
[NF4 (18] (1656 0087 (NS
ENT = Enfertaimmen!
ENT1 (. 7E1** 0515 e (LK
ENTZ (.51 5% (664 04023 .11
ENTZ (. 754%* 1.564 101 (K
EMT4 {.764%* 0584 0031 .11
ENTS (540 07E 01.156% k2
TR = frritation
[RR1 Lo 0432 0057 00
IERZ —01 T —{1{E8 (M08
[RR3 {1.716%* 0513 {1308 0095
APL = Emofional Apfreal
APLI N.7H)y=* n518 0.153= 0023
APL2 (1.572%* 0760 0029 (011
AFL3 (LAg=* 596 0054 (NI

Table A2 APL4 0775 0582 006 (WK

. & 1] [
o thad APLS LA {1655 0015 LY
varianoe analysis {comtimsed )
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Click social

Substantive Joading ~ Substantive variance  Method loading J-iethodqurianoe media ads and

Indicator i) 1] ()

. purchase
CRE = Credibility intention
CREL (742 0551 0.101 (1010
CRE2 (LT7E (LR (75 04K
CRE: VE | 0,555 [FTES (1002
CRE4 () et 0725 (M7 IR
CRES (325w 0677 064 (1004 e —
ATT = Advertising aifitude
AT (LE3G 0608 0081 0407
ATT2 (484 0.781 0071 IECESS
ATT3 (2] 574 0091 0008
ATTY (.735%¢ 0541 (U056 (001
ATTTS (B0 (LH0] 002y 0,001
CILK = Ad clichs
CLE1 (LR 0UE50 M1 0002
CLE2 [ F Yk (L] K5 0002
CLE: (A16+* 0565 OUME (1002
CLEA 0337 0701 0087 ELE
CLES (a16+* (U566 (U009 AN
PEV = Product evaluation
PEV] 0,704+ 0630 0085 (00T
PEV2 (L HAHFE 0750 0006 008
PEV3 0841+ 0707 06T 004
PEV4 (.78 0500 074 045
INC = Incentive
INC1 0826+ 0,632 0062 0004
INC2 (L7oEE 0526 031 04301
INCE 0.362+* 043 0052 (003
IMC4 [T g 0471 0071 045
PIN = Purchase intenbion
PN 0218+ (568 0028 (001
PIN2 PR R 0724 N182* 0k
PING (3647 0746 024 (1001
PIMN4 (R 0726 (UK 047
PING (.3647+* 0746 0067 (1004

(L1 (LG6S (K28 0411
Average ug34 (00
varance
Note(s): **p < 0001, %6 < 0.0 Tahble AZ.
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