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ABSTRACT 
 

Introduction: Scholars considered advertising within the SNSs’ as one of the crucial integrated 

communication tools within the recent few years, due to the cost reduction, its efficiency in 

reaching the targeted market, in addition SNSs give wider access to new markets as they have 

high penetration value worldwide. Therefore, many companies consider the SNSs as an essential 

marketing tool in both local and international markets.  

Problem & Purpose: Due to the identified shortage in the earlier studies about measuring the 

Social Network Sites (SNSs) advertising value, the present authors found the reasons for why it 

is important to identify the factors affecting the SNSs users’ perception of SNSs’ ad value. The 

main purpose for the authors was to identify and explore the related factors to the SNSs’ ad value 

and to measure the SNSs’ users' perception to those factors. 

Theoretical Framework: The gap in the SNSs ad value theories as identified from the 

literature review, made the authors built their own model based on Duccoff’s (1996) model, 

which was later developed according to other literature related to the online ad value. Then ten 

hypotheses were created to test the correlation between the new model variables.   

Methodology & Analysis: In this exploratory research, the authors used the quantitative 

approach to collect the empirical data through distributing a survey to the university 

students in Halmstad University. To analyze the collected data both descriptive and 

correlation analyses were used, which helped to achieve the research purpose and to test 

the new model.   

Conclusion: By analyzing the empirical data the authors concluded that the SNSs’ users 

from the Swedish university students were more information oriented, males were more 

interactive with SNSs ad than females but in general both genders were more irritated and 

less trusting to the SNSs’ ads. The ten tested hypotheses proved the efficiency of the 

created model; even so, further research with different market segments may support the 

conceptual framework model as recommended by this research.  
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1. Introduction 

This chapter introduced the subject in which this thesis focused on. It began by describing the 

background to the problem, focusing on E-commerce, Social Network Sites, and online 

advertising. To reach the problem discussion, and the research purpose and ended by 

definitions of the research central concepts. Furthermore, the authors discussed the issues of 

the delimitation.  

1.1 Background 

Internet marketing (I-marketing) or online marketing is the process of achieving marketing 

objectives through applying digital technologies e.g. Internet media, websites and e-mail, in the 

way the company  uses its own  website in conjunction with additional online promotional 

techniques (Chaffey, et al., 2008, p.9). To apply the recent digital technologies of I-marketing the 

companies may use Internet media, websites, and e-mail to target their audience or by using a 

third-party websites which are likely to be visited by the targeted audiences (Chaffey et al., 2008, 

p.9. Mainly there are six main reasons for being online; cost reductions and financial 

considerations, effectiveness and efficiency considerations, wider access to new clients, 

customers and partners, add promotional value, add competitive pressures and increase the 

corporate image (Dann & Dann, 2011, p.15). 

As third-party web sites, Social Network Sites (SNSs) as integrated tools of I-marketing and 

web-based services play crucial roles in the future of marketing for small business in both 

external and internal aspects, from the external aspect by replacing customer annoyance with 

engagement, and from the internal aspect, by transforming the traditional focus on control from 

an open and collaborative approach, which is more conducive to success in the modern business 

environment (Rae & Harris, 2009). The former are  matched with the main aim of SNSs to allow 

individuals to; (1) construct a public or semi-public profile within a bounded system, (2) 

articulate a list of the other users to share connections and information, and (3) to help to view 

and traverse the list of connections that made by others (Boyd & Ellison, 2007). Apart from that, 

it could support the establishment of social interactions and increase the social influence of each 

individual member (Freeman, 2004 as cited in Hasgall, E., 2013).     

In 1997, SNSs were launched by SixDegrees.com (Boyd & Ellison, 2007) but blogging sites 

have been encouraged after adapting Web 2.0 implementations in 2000 and specially after 

adapting XML-based data standards and the contextual advertising that allowed a data exchange 

between sites after 2003 (Chaffy, et al., 2009, p.13). In 2005, SNSs like Linkedln, Hi5 and 

MySpace appeared and in 2005 Facebook and Yahoo! 360 were launched to the public and 

followed by Twitter in 2006 (Boyd & Ellison, 2007). Nowadays, SNSs e.g. Facebook, Linkedln 

and Twitter attract millions of users every year. According to Socialbakers (www) statistics there 

are 967 076 580 Facebook users around the world that includes 32 750 brands like Cornetto, 

Coca-Cola, Despegar.com, Samsung, Decolar.com and Converse. In Sweden there are 4 742 000 
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users with a total penetration of 52.4% of the population and from the Swedish brands that using 

the SNSs we can find; Coop.se, Volvo Personbilar Sverige, Dell.se, SAS, Sistaminuten.se, 

NETFLIX, Nordea Sverige, Peugeot.se, Telia.se, Alvsbyhus.se, and ep-ab.se (Facebook, 2013a). 

That shows the importance of SNSs for similar companies to get in contact with their fans to 

identify their needs and to advertise their new products. As recognized by Chaffey et al. (2008, 

p.9) that the companies using a third-party websites which are likely to be visited by the targeted 

audience to achieve its marketing objectives, that help to increase brand awareness and to attract 

more customers from the surrounded networks of the fans, as clarified by Dann & Dann 

(2011:15).  

Finally, marketers on SNSs increase brand awareness by increasing the online presence of their 

companies’ products and brands. As cited by Red Bridge (2008:2) “when a company organizes a 

promotion on SNSs, the members remind its brand with every interaction, and since the 

customers are deciding which group they want to join and the type of information they need to 

receive that makes this information received usually positively by the ad receiver” That makes 

the SNSs ad more popular and essential part of the online media mix (Logan, Bright & 

Gangadharbatla, 2012:165). 

1.2 Problem discussion 

Nowadays, the use of SNSs represents one of the most important indirect marketing channels 

and as identified by Hutt and Speh (2004:355) according to the Gartner Group reports 60% of the 

US Gross Domestic Products are sold through like these indirect channels. In accordance, many 

researches have been carried out during the recent years to explore the SNSs as a marketing 

media.  

Recently ads on the SNSs, as an integrated marketing communication tool, have been explored 

by few researchers, but not many of them contributed to the phenomenon of the ad perception 

value and factors affecting the SNSs users’ perception. Mainly the present authors found just few 

articles related to that phenomenon as discussed in the literature review that lead us to the 

following research question;    

 “Which factors affect the SNSs users’ perception of the online advertising value?” 

1.3 Research Purpose 

This research paper aimed to identify the related factors to SNSs’ ad value and to explore the 

effect of those factors on the online ad value, as perceived by the SNSs’ users.  
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1.4 Delimitation  

This research paper investigated the SNSs users’ perception of different online ad value variables, 

but as it was an exploratory study and due to the time limit some specific delimitation points 

were taken by the present authors;  

Firstly, the authors focused on the Facebook with the survey as it is one of the most important 

SNSs regarding advertising, and according to the present authors’ experience, the advertising 

system in the Facebook is well adapted in comparison to other SNSs like Twitter or LinkedIn. In 

addition, more university students using the Facebook, as identified from the Pilot study.     

Secondly, the authors aimed to conduct the survey on the students at Halmstad University, 

Sweden, to limit the effects of the demographic characteristics on the respondents’ answers and 

that also made the authors be able to compare the result with Logan, Bright and Gangadharbatla 

(2012) study.  

Finally, the authors used the Pearson correlation analysis to identify the efficiency of the 

correlation between the variables of the conceptual framework model, which helped to compare 

the results between the American university students’ perception from Logan, Bright and 

Gangadharbatla (2012) and the Swedish university students as perceived in this study.   

1.5 Facebook Ads as an example of the SNSs ad 

Facebook is one of the most important online SNSs for a large amount of users, especially for 

young people. Facebook was founded in February 2004 by Mark Zuckerberg et al. his friend. At 

the beginning, Facebook was used by some American university administrations in order to help 

students to become acquainted with one another. As Facebook become more and more popular in 

the world, it allows all users who are elder than 13 years old to join it and now there are 967 076 

580 Facebook users around the world. Compared to traditional media such as newspaper and 

television advertising, Facebook reaches a larger audience. Moreover, Facebook is a perfect 

media for the new marketing communication. Considering the huge information on the Facebook, 

advertisers can provide their brands to the target customers more effectively through Facebook 

marketing (Facebook, 2013a). 

According the number on the Facebook, there are a lot of well-known brands promoting their 

brands and products on the Facebook building engaged and profitable communicates. For 

example, Coca-Cola is one of the most well-known brands in the world, and there are more than 

63 million fans on its page; and IKEA has around 2 million fans. However, not only the well-

known brands can get fans via Facebook, and even small brands can succeed in doing that, like 

WILLY:S a Swedish supermarket brand has got 32 610 fans (Facebook, 2013d). 

Facebook advertising is also an important part of I-marketing. Due to the vast audiences 

worldwide, ads on Facebook have become one of the most important parts of social media 
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advertising. Ads on Facebook appear on the right side of the users’ page, under the title 

“Sponsored” called “Facebook Sponsored Ads” (Olin, 2009:) 

There are different types of ads, however ads on Facebook will never appear unless the users 

belong to the target market. Additionally, the Facebook advertising system will help users 

belonging to the target market to choose the ads that are more relevant to the users.  In addition, 

the companies having pages of their own on Facebook, are able to continually get more and more 

fans by adding News Feed ads, which will appear on the users´ Facebook home pages among the 

wall posts. Furthermore, there are also other common methods for advertisers placing ads on the 

Facebook except Facebook Sponsored Ads and News Feed Ads, such as Facebook pages, 

Facebook Group, Facebook Events and Facebook Notes (Facebook, 2013c). 

Ads on the Facebook functions as follows: Firstly, the advertisers must build their own pages 

with unique pictures which can attract customers when they come to the page. Furthermore, they 

need to create new posts constantly that can help customers to find out more about recent 

activities. Naturally, advertisers will share their pages with their friends and fans apart from 

showing their ads to their friends, fans and more potential customers. The target options on 

Facebook can be used in order to choose specific users as your target audiences based on 

location, gender, age, likes and interests, broad categories, relationship status, workplace or 

education. The next step is to post the ads one by one, and receive comments from the users who 

see the ads. The final step consists of influencing the Facebook users and promoting the ads in 

order to reach more and more users, thus increasing the purchase willingness of Facebook users 

(Facbook, 2013a) 

There are several success stories of advertising on the Facebook, where companies have built a 

strong customer base on the Facebook. For example, the Luxury link, which uses Facebook 

advertising to reach additional customers and get a 100 percent increase in travel package 

purchaser from Facebook users. As State Bicycle, they said: “Facebook has been a critical 

partner in helping us develop a relationship with our customers”. The State Bicycle receives 

£500,000 in annual incremental sales from voucher codes and traffic exclusively from Facebook. 

All of this shows the importance of ads on the Facebook as one of the most important SNSs 

(Facebook, 2013b). 

1.6 Definitions of central concepts 

Advertising: “it is any paid form of non-personal presentation and promotion of ideas, goods or 

service by an identified sponsor”, (Kotler, 2000; Lancaster & Massingham, 2001 as cited by 

Hansen & Christensen, 2003:259) 

Ad Value: “It is a subjective evaluation of the relative worth or utility of advertising to 

consumers” (Ducoffe, 1995:1 as cited in The Encyclopedia of Multimedia Technology and 

Networking, 2005:105) 

http://books.google.se/books?id=n8tzVL18imEC&pg=PA105&dq=Advertising+Value+definition&hl=sv&sa=X&ei=2iqBUfafMqna4ASJiYDQBw&ved=0CEwQ6AEwBQ
http://books.google.se/books?id=n8tzVL18imEC&pg=PA105&dq=Advertising+Value+definition&hl=sv&sa=X&ei=2iqBUfafMqna4ASJiYDQBw&ved=0CEwQ6AEwBQ


 
5 

Ad credibility value: “It is the degree to which the consumer perceives claims made about the 

brand in the ad to be truthful and believable” (Lutz, 1985 as cited by Prendergast, Liu & Poon, 

2009:321). 

Ad entertainment value: “It is the degree of pleasure and involvement during the interaction 

with the advertising as perceived by the consumer” (Hoffman & Novak, 1996). 

Ad informativeness value: “it is the ability to effectively provide relevant information in the 

advertising context as perceived by the consumers” (Oh & Xu, 2003 as cited in Blanco, Clasco 

& Azorin, 2010:4). 

Ad interactivity value: “It is the extent to which users can participate in modifying the 

messages they receive through the advertising” (Steuer 1992:84), 

Internet marketing (online marketing): “It is the application of the Internet and related digital 

technologies in conjunction with traditional communications to achieve marketing objective” 

(Chaffey, et al., 2008:9). 

Online advertising: “It is the process of using the Internet as an advertising medium where the 

promotional message appears on the computer screen” (Business Dictionary, 2009 as cited by 

Vurro, 2009:5) 

Physiological motives: “It is the personal orientation that drives the consumer behavior toward 

the ad (Shelly, 2002: 22), that represent the consumer’s cognitive and affective needs e.g. 

information learning, entertainment, personal identity and parasocial interaction (Blumler, 1979; 

Katz et al, 1974; Rubin, 1981; 1983 as cited in Wang, Zhang, Choi & D’Eredita, 2002:1146). 

Social Media Marketing: “It is the process of using social media platform to gain website 

traffic or attention to certain product or service” (Trattner & Kappe, 2012) 

Social Network Sites (SNSs): “It is the Web-based services that allow individuals to construct a 

public or semi-public profile within a bounded system, articulate a list of other users with whom 

they share a connection, and view and traverse their list of connections and those made by 

others within the system” (Boyd & Ellison, 2007:11).  

Traditional Advertising: “It is the process of using the traditional offline media e.g. TV, Radio 

print media and billboard to advertise for an idea, product or service by an identified sponsor” 

(Hansen & Christensen, 2003; Janosckha 2004:9).  

Viral marketing: “It is a  marketing message that is communicated from one person to another, 

and facilitated by different media, such as word of mouth, e-mail or websites, in particular social 

network or blog sites” (Nigel & Brigitte, 2008:360). 
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2. Literature review  

This chapter discussed the related literature to the online ad value concepts and it also 

reviewed the most recent literature related to the SNSs advertising issues. As a result the 

present authors had been helped to identify the research gaps in earlier studies related to the 

SNSs ad value. 

Recently, according to the economical and communicational importance of the SNSs’ 

advertising, as claimed by Fox Interactive Media that 70% of the return on investment came after 

users have been exposed to ads in SNSs (Shields, 2007 as cited by Hadija, Barnes & Hair, 

2012:21). Ads on SNS have been explored by many researchers as being important integrated 

marketing communication tool, but not many of them have contributed to the phenomena of the 

SNSs’ ad value. The literature related to the SNSs ads were mostly focused on SNSs as  

communication tools and consumer behavior e.g. posts and comments and their relationship to 

ads effectiveness by using a qualitative analysis (Muntinga et al., 2011: Smith et al., 2012), 

electronic word of mouth (eWOM) and the positive consumer review on online ads (Chatterjee, 

2011: Chen et al., 2011), and consumer behavior s in social media contexts (Steyn et al., 2011) or 

to explore the advantage and disadvantage of SNSs’ ad (Okazaki & Taylor,2013). Not much 

literature explored the ad value of the SNSs so on the following pages the present authors 

presented the literature mostly related to the SNSs’ ad value measurement. 

First of all, Bruton and Soboleva (2011) in their study “Interactive or reactive? Marketing with 

Twitter”, aimed to analyze and compare communication strategies on six different organizations’ 

accounts in USA and Australia on Twitter, and those companies were; Billabong, VirginMobile, 

Microsoft, Qantas, Cosmo, and Dominos, to draw out an interactive communication. The authors 

identified that the Twitter interactive capabilities can be used to communicate with 

organization’s consumers and the result of this study reinforced the needs of the strategic 

consistency to develop the Twitter practice. The results of this study showed that the strategies of 

the organization on Twitter may differ within the same organization from one country to another. 

For example, Microsoft US has a relatively high Tweets strategy with around 70% internal links 

in comparison to Microsoft AUS which was only around 20%.  That shows the importance of 

exploring the ad value in different countries as the result may differ totally.  Thereby, different 

ad strategies must be implemented depending on the country.  

In another study, Logan, Bright and Gangadharbatla (2012) compared between female students’ 

perception of the ads value on SNSs to their perception of the TV ads value, by using Ducoffe’s 

Ads Value with its three main concepts; irritation, entertainment and informative. The authors 

concluded that Ducoffe’s Ads Value did not provide a good fit for assessing advertising value in 

SNSs or TV. According to the authors, irritation concept, as a reverse coded variable obtained 

low alpha value .056 in the case of SNSs. In general, Logan, Bright and Gangadharbatla (2012) 

focused on Ducoffe’s (1996) and ignored recent factors such as creditability, consumer 

demographics and interactivity that showed positive correlation to the ad’s value (Brackett & 
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Carr, 2001). Generally, Logan et al. (2012:172) showed a positive Pearson Correlation between 

SNSs’ ad value variables for both informativeness and entertainment variables higher than those 

of the traditional TV ad values.   

Hadija, Barnes and Hair (2012) in their study “Why we ignore social networking advertising” 

explored the reasons behind why SNSs users ignore SN ads. The authors conducted an open 

discussion with 20 college female students using SNS to identify how they perceived online ads 

on those SNSs. Through this study the authors used the in-depth qualitative research interview 

by using screenshots of ad in SNSs to uncover the interviewees’ reactions. Generally, the 

respondents agreed that they did not dislike ads in SNSs but simply they did not recognize them 

as the other contents mitigated the attractiveness of the online ads. This study was more about 

the attitude towards the SNSs ad rather than measuring the ad value perception.  

Park and Cho (2012) aimed to explore the effect of SN online communication regarding the 

information seeking behavior and the decision making for apparel shopping. The quantitative 

study performed by the authors depended on collected sample from female college students. This 

article identified a positive relationship between the commitment to a SN online community and 

the information seeking behavior in the community, which showed the importance of the SNSs 

as information sources for the post purchase information. In relation to communication, Rae and 

Harries (2009) gave some examples of good and bad communication through the SNSs. The 

authors based on their case studies, identified how companies in different areas can use blogging 

sites as an online communication tool.  

From the literature review, we can argue that there was a clear shortage in exploring the SNSs’ 

ad values as the previous studies mainly were focused on the female students in universities in 

USA or to identify the strategies of organizations, as in the case of the Twitter. Therefore, the 

present authors aimed to cover the identified research gape, by exploring those factors affect the 

SNSs’ ads value as perceived by the SNSs users.  
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3. Theoretical Framework  

In this chapter the authors commenced with a general view of the concepts of I-marketing and 

online communication tools, followed by a discussion of related factors to the online ad value 

variables to identity those mostly related to the SNSs’ ad value perception. Finally, the authors 

presented the research conceptual framework model and the research hypothesis that were used 

as an outline in the data collection method to provide a proper answer for the research question. 

3.1 I-marketing 

What is I-marketing? I-marketing is the process of marketing a brand by using the Internet. It 

refers to the application of marketing principles and techniques with electronic media and more 

specifically the Internet (Quirk eMarketing, 2006). In addition, it can be used in conjunction with 

traditional social media to acquire and deliver services to targeted customers (McDonald & 

Wilson, 1999; Chaffey & Smith, 2008).    

In today´s business world, the rate of competition is increasing rapidly. Companies always try to 

find different strategies to create competence that becomes a competitive advantage for them. 

One of the strategies to create core competence is the use of online networks for different 

marketing purposes including advertising, using distribution channel for selling i.e. for e-

shopping or to facilitate for customers by providing information online. Therefore, the most 

important part to be considered while providing these services online is to provide security and 

build trust among customers. Furthermore, I-marketing communication differs significantly from 

conventional marketing communications since digital media enables new forms of interaction 

and information exchange. Chaffy and Smith (2008:17) have identified the five main advantage 

of the I-marketing; Sell: as the I-marketing tools enable companies to increase their sales by 

accessing more targeted customers over the world, Sizzle: by extending the brand online and 

thereby develop the brand awareness over the Internet, Save: by saving costs from both the 

companies and the targeted customers, as the companies that adapt e-marketing concepts will be 

able to reach targeted customers by offering relatively low prices after saving distribution costs 

and intermediates costs, and from the other side the customers will buy the product in a relatively 

low price. Speak: as I-marketng enables the creation of communication links between the 

companies and their customers. Serve: by offering online customer service that adding value to 

the brand.   

Four main benefits for e-marketing over traditional marketing were classified in a different 

manner by Chaffey et al. (2009), and Dann and Dann (2011); Mass customization and Global 

access: due to the rapid development of the Internet, companies can access more consumers all 

over the world with a smaller budget, and thereby the marketer can provide a wide range of 

products and services to these consumers. Individualization: Internet makes it possible for 

marketers to provide a wide range of the product and services to the individual at relatively low 

costs; they can send the same message to all customers or send different messages to each 
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customer. Interactivity: by which companies will have two communication channels with 

consumers that make the communication between the companies and consumers more interactive 

and faster than the traditional marketing. Furthermore, Time independence and immediately: the 

internet never stop, it is always on and provides an immediate impact between the companies and 

the consumers.  

3.2 Online Communication 

The communication has been separated from the rest of the marketing plan since the Internet is a 

communication platform (Dann & Danna, 2011:118). Internet marketing communication differs 

significantly from conventional marketing communications because digital media enables new 

forms of interaction and news for information exchange (Caffy et al., 2009). The key benefits of 

using digital media are; To differentiate which makes the brand different from the others and 

increases the competitive advantage of the company, To reinforce as applying online marketing 

communication methods helps to retain current customers and it is also helps to improve the 

profitability of the company, To inform by informing potential customers about new products the 

awareness of the consumer increases which in turn leads to good reputation, and finally To 

persuade by irritating the new customers to purchase the product (Baines et al., 2008 : 446)  

Mainly, Chaffy and Smith (2008:29) illustrated six categories of the online communication tools 

on planning the online marketing campaigns or communications strategy; Search engine 

marketing, Online PR, Online partnerships, Interactive advertising, Opt-in email marketing and 

viral marketing.  

3.3 Online Advertising  

According to Chaffy and Smith (2008:29), the interactive online advertising (IOA) such as 

banners and buttons at rich media aim to encourage click-through to increase online traffic to the 

destination site of the organization. In return the customer awareness about the target site and the 

company brands will be developed (Chaffy et al., 2009:539). Mainly online ads have two main 

purposes: brand building or direction toward purchase (Lohse & Rosen, 2001). According to 

Rosenberg (1995) dictionary of marketing and advertising Brand building/ Product advertising 

are commonly seen in traditional media and recently it has been visible at online media as 

refereed by Hof (2011) as cited in Logan, Bright and Gangadharbatla (2012) which state that 

online ads presumably will overtake the traditional ones by 2016. Recently, banner ads have 

been considered as the most common, the most accepted and the most blocked ads. The aim of a 

banner is to create small ads placements by using the same techniques as the offline promotion 

and then replace this ad on websites, blog or Twitter profile (Dan & Dan, 2011:198). 

Advantages of the online ads: online ads differ from the traditional ones regarding the 

following points; (1) online ads can bring a maximized target customer (Tchai’s, 2011), (2) 

Online ads is also a good way to market products and services through providing current and 
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available information to the Internet users and to allow them to do online purchase; in return the 

consumers’ purchasing decisions became more efficiently (Luk, Chan & Li, 2002). (3) Online ad 

can increase customer knowledge by increasing the understanding and recalling of the products 

and connect it by certain brands (Dahlen, Murray & Nodenstorm’s as cited by Louisa, 2008). (4) 

Online ads are more acceptable and controllable, as the customers can choose the time and the 

place to get the information from the SNSs (Zheng & Yeqing, 2002). (5) Online ads are more 

interactive, as the Internet users can get the information from the feedback of other customers 

and by allowing them to provide their own comments (Yoon & Klim, 2001). Moreover, previous 

studies have indicated several advantages for the online ads; Direct response- as online ad 

generate an quick and direct response, that help companies to follow the traffic rate and the 

customer reactions regarding their products (Chaffey et al., 2009), it Enhancing brand awareness 

and reach, (XMOS as cited by Chaffy et al., 2009), to stimulate offline sales (Abraham’s, 2008), 

reduce costs (Ward, 2000), Dynamic updates for the ads’ content (Tchai,2011). 

3.4 Conceptual Framework 

Despite the fact that many scholars became more interested on the consumer reactions on online 

ads (Schuman & Thorson, 2007:3), the present authors could not find sufficient literature dealing 

with online ads on SNSs and factors affecting SNSs users’ perception, as discussed in the 

literature review. Regarding that the authors were inspired to build the conceptual framework 

model based on the few papers related to the SNSs ads in addition to online ads models that have 

been presented and developed in previous researches. 

The first work related to the online ads was performed by Ducoffe’s (1996) which focused on the 

effects of the perceived value of the online consumers. Ducoffe’s theory is based on the 

Hierarchy-of-Effects approach which assumes that; online ads first of all function as a cognition 

factor to make the consumer aware of the product, then as an affecting factor by attracting and 

persuading the consumers and finally as a behavioral factor by moving the consumer toward the 

decision of purchasing (Schuman & Thorson, 2007). Ducoffe (1996) explained that the 

distinction between the value of online ads and the attitudes toward the ads give validity to 

consumer responses by measuring the contribution of entertainment, informativeness and 

irritation towards ad value and attitude towards ad. Informativeness, entertainment and irritation 

were important indicators to the perceived value of the online ads, according to Ducoffe’s survey.  

In addition, Bruner and Kumar (2000) survey examined two more indicators in addition to 

Duccoff’s indicators; the consumer experience and their attitude toward the web-site as derived 

factors on online ads value. In other words, Bruner and Kumar (2000) aimed to measure the 

online ads effectiveness in terms of attitude toward the ad, attitude toward the brand and attitude 

toward the website as effective tools on purchasing intention as cited by Lung, Fung and Lee 

(2009:147), in addition the authors concluded that the web site complexity has a crucial rule in 

consumer attitude toward the online ad. Furthermore, Brackett and Carr (2001) validated 

Ducoffe’s model and extend it to include credibility and consumer demographics. Two years 
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later, Furthermore, Wang et al. (2003) found that interactivity and Motives are other factors 

contributing to the attitude towards online ads. 

In regard to SNSs’ ads value, Logan, Bright and Gangadharbatla (2012) tried to assess ad value 

in social media or TV by using the Ducoffe’s ads value model with its three main concepts; 

irritation, entertainments and informative. Loagn, Bright and Gangadharbatla found that 

information and entertainment had crucial rules in assessing ad value in SNSs according the 

perception of young female consumers. The same result as Taylor et al. (2011) found that ad on 

SNS influenced by the level of entertainment and informativeness the ads provide. As inspired 

from all the previous literatures the following conceptual framework was tested to measure the 

SNSs’ ad value.  

The factors affecting the SNSs’ ad value were categorized on the following suggested conceptual 

framework into three main categories, which are; Consumer Demographic Characteristics, 

Personal Orientation of the SNSs users and SNSs ad components value. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 3.1 the conceptual framework model, Factors affecting the perception of SNSs ad value  
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Demographic Characteristics of the SNSs users  

Different demographic characteristics of the SNSs users may affect the level of response to 

online ad, as Internet users with different demographic characteristics use the Internet in different 

ways (Madden, 2003 as cited in Leung, Fung & Lee, 2009). Moreover, certain consumer 

characteristics have been identified as potentially shaping consumer perception of advertising 

credibility (Predergast, Liu & Poon, 2009: 329) and that affecting the consumer needs and 

desires as one of the driving factors of the consumer behavior toward the online ad (Shelly, 2002: 

22), as identified by Shavitt, Lowery and Haefner (1998) that “male consumers have a more 

favorable attitude toward ads than female consumers”. And that was confirmed by Korgaonkar 

and Wolin (1999) as cited by Schuman & Thorson (2007: 97) that demographic variables were 

useful to explain personal and business web use. This stresses the crucial rules the demographic 

characteristics play on the SNSs’ motive or orientation characteristics, which promoted the 

authors to render the following hypothesis; 

H01:  The Demographic Characteristics variables (Personal characteristics) of the SNSs users 

are correlated to their orientation characteristics variables  

The personal orientation of the SNSs’ users: is the second group and it is called the 

physiological motive (Wang et al., 2002). This is one of the driving factors of the consumer 

behavior that drives to satisfy the need and desires of the consumers (Shelly, 2002: 22). It can be 

considered as the consumer’s cognitive and affective needs e.g. information learning, 

entertainment, personal identity and parasocial interaction (Blumler, 1979; Katz et al, 1974; 

Rubin, 1981; 1983 as cited in Wang, Zhang, Choi & D’Eredita, 2002:1146). Shelly, (2002) 

identified four levels of Internet motives; to communicate, to research, to shop and/or to surf. 

Shelly identified that the decision to attend or to ignore the online ad is guided somehow by the 

consumer’s motive, and regarding to this the group located as intermediate between the 

demographic characteristics and the ads components value. The correlation between personal 

orientation (online motives) of SNSs’ users and their perception toward the online ads 

components was tested by applying the following hypotheses;  

H02: The Personal orientation of SNSs users correlate positively to their perception of the 

entertainment, informativeness,  interactivity and creditability value. 

According to Logan, Bright and Gangadharbatla (2012) research, irritation value had a negative 

effect on the entertainment value as perceived by the female students and as a consequence of 

that result we present authors examined the following hypothesis;   

H03: The Personal orientation of the SNSs users are negatively correlated to their 

perception of the irritation value  
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Regarding to Shavitt et al. (1998) as cited by Logan, Bright & Gangadharbatla (2012: 168) the 

consumers perceive the information value as a positive factor in the online ad when they need to 

learn more about new products, specific product benefits, and/or comparative product 

information, in combination with the intention of gaining information and the perception of the 

ad information value. One of the main motives for SNSs’ users is to exchange information 

(Raacke & Raacke, 2010; Muntinga et al., 2011 as cited by Logan, Bright & Gangadharbatla, 

2012:168). In regard to that relation the author suggested to test the following hypothesis: 

H04: A positive correlation appears between information oriented characteristic of the 

SNSs users and their perception of the ad information value  

SNSs ads components: is the third and the main group in measuring online ad value that plays a 

crucial part of the online ads perception of the consumers (Rodgers, & Thorson, 2000). The 

features of the ads components partly or totally were tested on SNSs ads and showed a 

significant correlation with ads value (Logan, Bright & Gangadharbatla, 2012; Taylor et al., 

2011; Shelly, 2002; Hadija, Barnes & Hair, 2012).     

Entertainment value: entertainment value of ads is one of the most related ads value factors to 

ads on social network sites as identified by Logan, Bright and Gangadharbatla (2012). It 

represents the degree of pleasure and involvement during the interaction with the ads (Hoffman 

& Novak, 1996). According to Ducoffe (1996) ads value is dependent on the levels of 

entertainment of the online ads. This is particularly noticeable with the SNSs ads where 

entertainment was identified as important factor in the perception of the ads value and in the 

attitude towards the online ads (Hadija, Barnes& Hair, 2012).  

Advertisers believe that entertainment increases the effectiveness of the ads message and 

generates a positive attitude toward the brand (Shimp, 1981; MacKenzie & Lutz, 1989; Shavitt et 

al., 1998 as cited by Logan, Bright & Gangadharbatla, 2012: 168). According to Dan and Dan 

(2011:78), the entertainment oriented ads aim to keep consumers occupied in a manner, which is 

designed to encourage them to repeat visit. Moreover, Taylor et al. (2011) identified that SNSs’ 

users seek enjoyment, relaxation and to pass time which relates to the nature of SNSs as an 

entertaining activity (Logan, Bright & Gangadharbatla, 2012). Depending on those facts 

entertainment as a crucial part on the ads components was tested by using the following 

hypothesis in relation to the SNSs ad value as perceived by the SNSs users; 

H05: The SNSs users’ perception of the ads entertainment value is correlated positively to their 

perception of the SNSs ads value. 

Informativeness: Ad attitude research revealed the importance of informativeness when 

evaluating online ads value (Ducoffe, 1996; Dahlen, Murray & Nodenstorm’s as cited by Louisa, 

2008; Hadija, Barnes & Hair, 2012; Taylor et al., 2011; Logan, Bright & Gangadharbatla, 2012). 

Furthermore, informativeness was founded to be positively correlated to the consumers’ attitudes 

toward SNSs when it was tested in relation to the effect of friends, fans, and followers on the 
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consumer attitude toward ads (Taylor et al., 2011). Moreover, Logan, Bright & Gangadharbatla, 

(2012) identified a positive correlation between the online information value and the advertising 

value when they were compared to the traditional TV ads. Concerning that, the present authors 

tested the following hypothesis; 

H06: The SNSs users’ perception of the ads information value is correlated positively to 

their perception of the SNSs ads value. 

Credibility: advertising credibility has been considered by many online marketing researchers 

within the last few years. The first study was by Brackett and Carr (2001) whom extended 

Ducoffe’s indicators to include credibility and consumer demographics. The authors found that 

credibility was directly related to ads value as well as the attitude toward ads.  As a consequence, 

many online ads researchers followed Brackett and Carr (2001) during the past years and 

considered the credibility to be regarded as a premier factor when measuring the perception 

about the online ad value (Barnes & Hair, 2012; Logan, Bright & Gangadharbatla, 2012; 

Prendergast, Liu & Poon, 2009; Wang & Sun, 2009; Breitsohl, Khammash & Griffiths, 2010; 

Clewley, Chen & Liu, 2009). Due to this fact the present authors considered about the SNSs ads 

credibility as one of the ads components factors in the conceptual framework and to be tested by 

the following hypothesis: 

H07: The SNSs users’ perception of the ads credibility value is correlated positively to their 

perception of the SNSs ads value. 

Interactivity: Ad interactivity can be defined as the extent to which users can participate in 

modifying the messages they receive (Steuer, 1992:84). That is concerned by the SNSs as duality 

have been created by the rise of the SNSs, as the automated system created opportunities to 

escalate the promotional message to one-to-one conversation (Dan & Dan, 2011:208). 

Furthermore, Brackett and Carr (2001) indicated that the contribution of interactivity value 

perception showed positive correlation to the ad’s value. Moreover, in studying the value of 

interactivity, Liu (2001) as cited by Wang, Zhang, Choi and D’Eredita (2002:1146) identified 

four dimensions for the interactivity value; active control, enhancing two-way communications, 

freedom of choice or match ad, and felt synchronicity. Finally, Burton and Soboleva (2011) in 

their study about the interactivity of marketing ads in Twitter perceived the SNSs as an ideal 

place to provide highly interactive one-to-many information channel. Due to this fact the present 

authors considered about the SNSs ads interactivity as one of the ads components factors in the 

conceptual framework and to be tested by the following hypothesis: 

H08: The SNSs users’ perception of the ads interactivity value is correlated positively to their 

perception of the SNSs ads value. 

Irritation: it is one of the primary dependent factors that had a negative contribution to the 

online ads value as perceived by the online users (Ducoffe, 1996).  It includes items as confusing, 
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annoying, irritating and deceptive from the perceived ad. This occurs when the consumers seem 

to be less likely to be persuaded by the ads as it is perceived as annoying, manipulative or 

offensive (Brehm, 1966 as cited by Logan, Bright & Gangadharbatla, 2012:169).   

Taylor et al. (2011) found that ads irritation value contributed to the SNSs concern regarding the 

loss of privacy. However, according to Logan, Bright and Gangadharbatla, 2012 study the three 

items of irritation achieved unacceptable relationships to the SNSs ads value as the results 

showed that the irritation variable was both directly related to the SNSs ads value  as well as they 

gave revealed significant results in relation to the attitude toward the ad. Therefore, the following 

hypotheses were used to confirm the findings of Logan, Bright and Gangadharbatla, 2012;  

H09: The SNSs users’ perception of the ads Irritation value correlated negatively to their 

perception of the SNSs ads value, information value, entertainment value, interactivity 

value, credibility value. 

H10: The more irritated SNSs’ users will perceive the SNSs’ ads with less value.  
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4. Methodology  

This chapter discussed the used research methods; including the research method, the 

research approach, the data collection method, the analysis, and finally the trustworthiness 

which explained how validity and reliability were achieved by the authors. 

 

4.1 Research methods 

A research method is a scientific way which could be helpful when researchers want to have a 

specific goal for their study. The used methods, the research purpose, the research question and 

the analysis should be matched and has to be conducted though the research (Eriksson, 2003). 

According to Creswell (2003:18) there are two forms of research methods, the qualitative one 

and the quantitative one.. The Quantitative method: uses numbers and statistical methods, and 

tends to be based on numerical measurements of specific aspects of phenomena (Thomas, 

2003:2). The Qualitative method is an inquiry process of understanding based on distinct 

methodological traditions of inquiry that explore a social or human problem (Creswell, 1994 as 

cited in Klenke 2008).  

Choice of Research Method 

In the light of the research presented in the earlier studies, the most of the identified studies used 

a qualitative method to measure how the Internet users perceive the advertising on social 

network sites. To cover this gap, this research used the quantitative method. As the quantitative 

method aimed to classify features, count data and construct statistics through collecting 

numerical data and statistics data (Neill, 2007), and demonstrates the relationship between theory 

and research. And the present authors aimed to collect and analyze the SNSs ad value as 

perceived by the survey respondents, to classify the related factors which affect the consumers’ 

perception of the SNSs ads.  

4.2 Research Approach  

Saunders, et al. (2009:124) divided the research approach into two main types; the deductive one 

and the inductive one; Deductive approach uses the literature to identify and develop theoretical 

framework, which will be subsequently tested by using data. On the other hand, Inductive 

approach explores the data and develops theories from them that will be subsequently related to 

the literature used. Furthermore, the present authors chose a deductive approach to examine the 

data according to the quantitative method while in the inductive approach the data are 

qualitative. Moreover, the deductive approach has been used since the present authors depended 

on data to develop the conceptual framework regarding the way the SNSs users perceive the 

advertising on the social network sites and the related factors. 
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4.3 Exploratory, Descriptive and Explanatory Research 

According to Yin’s (1994) research, there are three different types of research to attempt to do a 

study; the exploratory one, the descriptive one and the explanatory one. Exploratory Stud  which 

is a valuable means of finding out what is happening, to seek new insights, to ask questions, and 

to assess phenomenon in a new light as “ why” and “ how” , but it does not provide a deeper 

understanding of “how much” and “how many” (Robson, 2002). Explanatory Study which 

establishes causal relationship between variables. It can take statistical tests such as correlation in 

order to get a clearer view of the relationship (Saunders, et al., 2009). Descriptive Study which is 

an extension of the exploratory research or a piece of explanatory research. For the descriptive 

studies it is necessary to have a clear picture of the phenomenon before the collection of data 

related to it such as “who”, “what”, “when” and “how” (Saunders, et al., 2009) 

This research was based on the exploratory study in order to study how the actual factors affect 

Internet users’ perception level of the SNS’ ads. Additionally, as the theories conducted on a 

previous research were not sufficient to cover the dimensions related to the SNSs’ ads, 

exploratory study was important to gather more information for developing the applied 

theoretical framework. Furthermore, the descriptive study was used as an extension to the 

exploratory study. This was done by analyzing the collected data from a survey, identifying the 

positive and negative factors and ranking those factors and thereby provided further 

recommendations. In addition, combining both the exploratory approach as well as the 

descriptive approach helped to achieve a broader insight of the research subject and extended the 

knowledge regarding the reassured variables.   

4.4 Research Strategy  

Saunders, et al. (2009:141), classified the research strategies into seven main types. Experiment: 

a form of research that owes much to the natural science. Survey: usually associated with the 

deductive approach, and tends to be used for exploratory and descriptive research. Case study: a 

particular interest for research to gain a reach understanding of the context and the process being 

in active. Action research: used for developing theory, transfer of knowledge and promoting 

changes within the organization. Grounded theory: focuses on building a theory by means of a 

combination of induction and deduction approaches. Ethnography: to describe and explain the 

social world, it is very time consuming and takes place over an extended time period. Archival 

research: it makes use of administrative records and documents as the principle source of data, 

like recent and historical documents. 

Survey: Survey is a popular and common strategy in business researches.  Most frequently it is 

used to answer who, what, where, how much and how many questions (Saunders, et al., 2009). 

Survey was the main strategy used in this research which helped to identify the real factors 

affecting the Internet users’ perception on online advertising and the correlations between those 

factors and the perception of the SNSs ads value.  
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4.5 Sampling Strategy   

4.5.1 Population  

According to Hair et al. (2011:164), population is the total of all the elements that share a 

common set of characteristics; these elements can be people, supermarkets, companies, hospitals, 

and so on”. Furthermore, Hair et al. (2011) described that the target population is the complete 

group of objects or elements relevant to the research problem. In this research, the entire 

population was the students at Halmstad University that have used the Facebook for at least two 

years.  

 

4.5.2 Sample Size  

A sample is a set of elements selected in some way from a population, which aims to save time 

and effort, and to obtain consistent and unbiased estimates of a population status in terms of 

whatever is being researched (Sapsford & Jupp, 2006). Saunders, et al. (2009:213) divided the 

sampling techniques into two main types: probability or representative sampling, and non-

probability or judgmental sampling.   

Choice of Sample Size  

According to Bryman and Bell (2007:194) the decision about the sample size is not 

straightforward and it depends on a number of considerations and there is no one definitive 

answer. However, most of the decisions regarding the sample size are affected by taking time 

and cost into consideration. 

The Quantitative Sample: Saunders, et al. (2009) presented that random numbers allow the 

researcher to select a sample without bias, which is part of the probability sampling according. 

However, non-probability sampling techniques are used due to time and costs limits and the 

present authors aimed to collect 250 respondents. Three different sampling techniques were used 

to ensure the collecting of the specified amount of respondents; convenience sampling by 

distributing the survey face-to-face and by selecting obtainable respondents randomly from 

Halmstad University, self-selection sampling by uploading the survey online and sending the 

survey link through personal e-mail invitations, and snowball sampling as some of the 

respondents will be identified by others, as Saunders, et al. (2009:240) confirmed that the 

snowball sampling is used when it is difficult to identify members of the desired population. 

Furthermore, it is also helped to avoid bias and to achieve validity and reliability. 

Concerning the sample size and its relation to validity and reliability, Patton (2002) as cited in 

Saunders, et al. (2009:234) stated that, the validity, understanding and insights that researchers 

gain from the data will be more to do with the data collection and analysis skills rather than with 

the sample size. This proves that the sample size is not very important to prove validity and gives 

the importance to the data collection and analysis skills.  
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The authors aimed to collect 250 responses as the research sample, while regarding the time limit 

the survey collection was closed after one week by collecting 214 surveys, out of which 201 

surveys were answered completely. Thirteen surveys were ignored either as the respondents did 

not have Facebook accounts or they did not complete the survey. The ignored respondents could 

not contribute to this research as the present authors aimed to investigate the SNSs users’ 

perception. The following table represents the complete collected surveys classified according to 

the sampling techniques discussed earlier: 

Sampling Technique Description Distribution Channel Collected surveys 

1. Convenience  Face-to-face distribution Halmstad Univeristy 129 

2. Self-selection Surveymonkey.com Facebook 33 

  e-mail invitation 8 

  Web-link 14 

3. Snowball Through friends and colleagues  Halmstad 17 

Total responded positively surveys 201 

Table 4.1: Collected surveys classified according to the used sampling techniques.  

4.6 Pilot Study 

According to Saunders, et al. (2009:395) the pilot testing should be done before using the 

questionnaire to collect data in order to refine the questionnaire so that respondents will have no 

problems in answering the questions. In addition, it enables the researcher to assess the 

question's validity and reliability of the data that will be collected.  

To achieve this, the present authors carried out a pilot study by distributing the survey to ten 

different students and from the collected feedback. The present authors adapted the survey 

questions according to Saunders, et al. (2009) that stated that a pilot testing should take place 

before using the questionnaire to collect data in order to refine the questionnaire so that 

respondents will have no problem in answering the questions. In addition, this enabled the 

researchers to obtain some assessment of the question's validity and reliability of the collected 

data.  

4.7 Data Collection Methods 

In order to answer the research question and to make the research as relevant as possible, the 

researchers have to put their research question at the forefront of their thinking (Bryman & Bell, 

2009:90). In this research, the present authors used two types of data collection methods to 

answer their research question; secondary data and primary data. 

Primary Data: For this study, the information from the secondary data was not enough to help 

in answering the research question, so more information had to be collected in order to solve the 

problem. There are several common methods for collecting primary data; questionnaires, 

interviews, observations and experiments (Christensen & Engdahl, 2001; Svensson & Starrin, 
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1999). 

The Primary data for this research was collected by distributing survey papers to relevant 

Facebook users. The questionnaires were administrated in two ways: face to face and Web 

distribution. The main target of this research was the University students who are using the 

Facebook. The authors distributed the survey in the university and sent e-mails to students to 

inform them about the questionnaire’s link in SurveyMonkey.com. The final data was evaluated 

and afterwards the usable data was used in a statistical analysis. 

Secondary data: according to Ortinau (2000), secondary data is not to be used for an immediate 

research, but for other purpose such as making a general understanding of the research area. This 

data is useful to gain a basic knowledge about the research subject at the beginning of the 

research (Christensen & Engdahl, 2001; Kvale, 1997).  

In this research, secondary data had been collected from the literature regarding the research 

subject: including books, journals, reports and student theses. These secondary data were 

obtained from a variety of databases, including several Internet databases (Google scholar, 

electronic libraries of different universities and so on) and the library of Halmstad University.  

4.8 Measures  

Respondents provided answers of their perception to the SNSs’ ads value in a 5-points scale as 

follow: Strongly Disagree = 1, Disagree = 2, Normal = 3, Agree = 4, Strongly Agree = 5. The 

source of each indicator of the research conceptual framework seven main categories is as 

follow: 

 Demographic Characteristics (Consumer Characteristics). Items were borrowed and 

modified from scales developed by Leung, Fung and Lee (2009).   

 Personal orientation. Items were borrowed and modified from scales developed by 

Shelly (2002). 

 Entertainment value. Items were borrowed and modified from scales developed by Logan, 

Bright and Gangadharbatla (2012), Taylor et al. (2011) and Hoffman and Novak (1996). 

 Informativeness value. Items were borrowed and modified from scales developed by 

Logan, Bright and Gangadharbatla (2012) and Taylor et al. (2011).   

 Credibility value. Items were borrowed and modified from scales developed by Barnes 

and Hair (2012) and Logan, Bright & Gangadharbatla (2012). 

 Interactivity value. Items were borrowed and modified from scales developed by Wang, 

Zhang, Choi and D’Eredita (2002) 

 Irritation value. Items were borrowed and modified from scales developed by Logan, 

Bright and Gangadharbatla (2012) and Taylor et al. (2011). 

 Ads value. Items were borrowed and modified from scales developed by Logan, Bright 

and Gangadharbatla (2012).  
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4.8.1 Data Analysis 

According to Bryman and Bell (2007:157), once surveys have been collected, the researchers 

have to transfer the collected information into data. Thus, the collected data in this research was 

transferred to data by coding and classifying it as shown in the following table: 

Variable 

No. 

Variable Code Variable  

description 

Indicator 

Code 

Indicator  

Description 

1 MOT Motives MOT01 To enjoy and entertain  

   MOT02 To communicate and interact 

   MOT03 To collect information 

2 Value Advertising Value VAL01 Perceive it as useful 

   VAL02 Valuable in general 

   VAL03 Important marketing tool 

3 Informativeness Information Value INF01 Offer valuable information 

   INF02 Timely information 

   INF03 Updated information 

4 Entertainment Entertainment value ENT01 Entertain respondents 

   ENT02 Enjoy them 

   ENT03 Exciting them 

   ENT04 Pleasing them 

5 Credibility  Credibility value CRE01 Level of trustworthy perception 

   CRE02 Credible 

   CRE03 How the respondents believe on SNSs’ ad 

6 Interactivity Interactivity value INT01 Cognitive value 

   INT02 Facilitate two ways communication 

   INT03 Offer a vivid communication experience 

   INT04 Meet respondents own needs 

7 Irritation  Irritation value IRR01 It deceptive me 

   IRR02 Confused me 

   IRR03 Irritate me 

   IRR04 Annoying me 

Table 4.2 Coding system for measured variables 

Demographic Codes 

Gender (Male=1, Female=2) 

Age (18-24 = 1, 25-450 =2) 

Furthermore, to make sense, the collected data was blocked into categories based on the research 

hypothesis and with the same sequence as presented in the theoretical framework. Additionally, 

the cross tabulation analyses were used to measure the potential effect of the demographic 

characteristics (age and gender) on the respondents’ answer.  
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Descriptive analysis was used also to achieve a broader insight of the research subject and 

extended the knowledge regarding the research variables. To achieve that, the present authors 

classified each variable into several indicators. That helped to identify which indicators were 

more interesting to the survey respondents, and to describe the correlation between those 

indicators.   

Moreover, the Pearson (r) Correlation between variables were calculated to identify the sufficient 

correlations and to identify the regression value according to the following equation R = r
2 
x 100 

(Greener, 2008), the Pearson Correlation and regression were used to test the hypotheses.  

4.8.2 Reliability and Validity 

The present authors worked to achieve the reliability and validity of this research, as cited by 

McBurney and White (2010:129) for a measurement to applied on science, it must have both 

reliability and validity.  

To achieve Reliability the authors measured the internal consistency of the quantitative data by 

using the coefficient alpha (Cronbach’s alpha) by using the SPSS program as advised by 

Saunders, et al. (2009:374). Thereby, the present authors categorized the research variables into 

seven main categories “Motives, Entertainment, Informativeness, Interactivity, Credibility, 

Irritation and Ad Value” with the help of the SPSS, then measuring the Cronbach’s Alpha cut-

off criteria as cited by Garson, D. (2013), in which .60 alpha or higher is considered acceptable 

in the exploratory studies.  

In order to achieve the Construct Validity the survey was constructed based on the research 

theoretical framework, to measure what is supposed to be tested (McBurney & White, 2010). 

Moreover, the authors gathered feedback from the informers through the pilot study and hence 

confirmed the collected data from the respondents to increase the validity of the research. 
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5. Empirical Findings 

5.1 Reliability Test 

The SPSS program version 20 was used to measure the internal consistency reliability by 

identifying the Cronbach’s alpha of the related indicators as classified and discussed on page 

(20). The entire responses from the 201 collected surveys were used to identify the reliability test 

(n=201). 

Categories 
Number of 

indicators 
Indicator Code 

Cronbach’s 

alpha 

Cronbach’s alpha 

if indicator deleted 

Motives (Personal Orientation) 3 MOT01 .661 .507 

  MOT02  .452 

  MOT03  .715 

Advertising Value 3 VAL01 .658 .344 

  VAL02  .448 

  VAL03  .829 

Information Value 3 INF01 .836 .859 

  INF02  .705 

  INF03  .744 

Entertainment value 4 ENT01 .903 .890 

  ENT02  .851 

  ENT03  .857 

  ENT04  .899 

Credibility value 3 CRE01 .928 .907 

  CRE02  .894 

  CRE03  .887 

Interactivity value 4 INT01 .828 .803 

  INT02  .764 

  INT03  .751 

  INT04  .810 

Irritation value 4 IRR01 .829 .785 

  IRR02  .762 

  IRR03  .785 

  IRR04  .808 

Table 5.1 Internal consistency reliability test 

According to table 5.1, the indicators were classified into seven main categories to measure the 

Cronbach’s alpha reliability of the value dimensions as perceived by the 201 collected 

respondents, the result of this test as shown from the table is as follow: 

Motives (Personal Orientation): the total alpha of the three related indicators to the personal 

orientation perception of the SNSs users (MOT01, MOT02, and MOT03) that represent 

questions (1, 2, 3) in the survey was .661, and those indicators were related to the motive to 

enjoy and entertain, the motive to interact and communicate, as well as the motive to collect 
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information. If any of the previous indicators have been deleted alpha would be (.507, .452 and 

.715), displaying a close correlation between variables of this dimensions especially with the 

ones related to the entertainment and communication. The higher alpha (.715) of the motive to 

collect information if deleted might refer to the interest of the survey respondents to collect 

information from the SNSs ad rather than to entertain or to communicate as identified from table 

5.5.     

Advertising Value: as perceived by the respondents the indicators of the ad value perception 

(VAL01, VAL02 and VAL03) that represent the questions (4, 5, 6) in the research survey was 

.658, and those indicators are related to the usefulness of ad on SNSs, perception of valuable and 

perception as important marketing tools. Alpha if any of those indicators was deleted (.334, .448, 

and .829) and that result showed the closed correlation between the usefulness indicator 

(VAL01) and valuable indicator (VAL02). Additionally, the perception level of the importance 

of SNSs’ ad as a marketing tool (VAL03) if has been deleted the alpha become .829. Thereby, it 

is obvious that the respondents even they perceived highly the importance of SNSs ad but they 

cannot estimate the SNSs as being useful or valuable on a personal level as identified from table 

5.6. 

Informativeness:  as perceived by the respondents the indicators of the information value 

perception (INF01, INF02 and INF03) that represent the questions (7, 8, 9) in the survey was 

.836, and those indicators are related to information valuables, timely and updated value of ad on 

SNSs. In case if any of those indicators were deleted alpha would be (.859, .705, and .744) that 

shows close correlated between chosen indicators of this category. The survey respondents 

perceived the information value higher than to be timely or updated that showed less experience 

with the SNSs ad as identified from table 5.7.    

Entertainment:  as perceived by the respondents the indicators of the ad entertainment value 

perception (ENT01, ENT02, ENT3 and ENT04) that represent the questions (10, 11, 12, 13) in 

the survey was .903, and those indicators are related to the entertain value, the level of exciting, 

the level of enjoyable, and the pleasing level  of ad on SNSs. However, alpha if any of those 

indicators was deleted would be (.890, .851, .857 and .899) that also pointed to a close 

correlation between the chosen indicators of this category.    

Credibility: as perceived by the respondents the indicators of the SNSs’ ad credibility value 

perception (CRE01, CRE02, and CRE03) that representing the questions (14, 15, 16) in the 

survey was .928, and those indicators are related to level of trustworthiness, credible level, and 

believable in security environment level that offered by the SNS. Moreover, alpha if any of those 

indicators was deleted would be (.907, .894, and .887) that also pointed to a close correlation 

between the chosen indicators of this category.    

Interactivity:  as perceived by the respondents the four indicators to the SNSs’ ad interactivity 

value (INT01, INT02, INT03 and INT04) that representing the questions (17, 18, 19, 20) in the 
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survey was .828, and those indicators were related to the level of cognitive value, the two way 

communication level, the level of vivid communication experience and the meeting to the 

respondent’s needs.  And alpha if any of those indicators was deleted would be (.803, .764, .751 

and .810) that also showed a close correlation between the chosen indicators of this category.    

Irritation:  as perceived by the respondents the four indicators of the SNSs’ ad irritation value 

perception (IRR01, IRR02, IRR03 and IRR04), that representing the questions (21, 22, 23, 24) in 

the survey was (.829). Moreover, those indicators were related to the negative feeling toward 

SNSs’ ad, and represented variables of the feeling of deceptive, confused, irritate or annoying. 

Alpha if any of those indicators was deleted would be (.785, .762, .785 and .808). This result 

pointed out very close correlations between the chosen indicators for the irritation value.   

From table 5.1 it is clear that the Cronbach’s alpha of the motive perception and the advertising 

value perception (.661, .658) have accepted alpha as the accepted levels of the internal 

consistency of values .60 and more show sufficient levels of construct reliability (Bagozzi & Yi, 

1988; Huber et al., 2007; & Garson 2013). Moreover, the alpha for the other variables (.836, 

.903, .928, .828 and .829) pointed out a higher level of the internal consistency as alpha higher 

than (.8). These alpha were for the indicators of the informativeness value, the entertainment 

value, the credibility value, the interactivity value and the irritation value.    

5.2 Demographic Characteristics of the survey respondents   

Regarding to the collected data from the survey respondents, the following data were tabulated 

and identified by using SPSS program version 20 as explained earlier:  

Gender Response count Valid  % 

Women 105 52,2 

Men 96 47.8 

Total 201 100% 

Age Response Count Valid  % 

18 - 24 140 69.7 

25 - 45 61 30.3 

Total 201 100% 

Table 5.2 Demographic characteristics of the respondents 

Table 5.2 represents the demographic characteristics of the survey respondents. Where the total 

accepted respondents n=201, from which 105 respondents were female that represented 52.2%, 

while 96 respondents were men and they represented 47.8%, that showed how close the research 

sample replicates the population from both genders.   

Regarding the age group of the respondents, as shown in table 5.2, from the total 201 collected 

surveys; 140 respondents were in age group 18 to 24, and they represented 69.7% while the other 

respondents were in age group 25 to 45 years old that presented 30.3%. The age groups 18-24 



 
26 

and 25-45 representing the university students age, which made the research sample more 

representative.   

5.2.1 The effect of demographic characteristics on Motives perception   

 Male Female 

Motives 

indicators 
Indicator Description 

18-24 

(N=63) 

31,3% 

25-45 

(N=33) 

16.5% 

18-24 

(N=77) 

38.3% 

25-45 

(N=28) 

13.9% 

MOT01 To enjoy and entertain 2.5238 2.2424 2.2714 2.3214 

MOT02 To communicate and interact 2.5397 2.0000 2.4805 2.1429 

MOT03 To collect information 3.3810 3.0909 2.9740 3.1786 

Table 5.3 Demographic characteristics and motives indicators 

*N = number of collected surveys (Cases)  

By categorizing the collected surveys regarding to the age and the gender of the respondents as 

shown in table 5.3, four main categories of the respondents were identified; 77 Females between 

18-24 years that represented 38.3% of the total respondents, 28 Females between 25-45 that 

represented 13.9%, 63 Males between 18-25 that represented 31.3%, and 33 Males between 25-

45 and those represented 16.5%.  

The crosstabs analysis as shown in table 5.3 is used to identify how the age and the gender can 

affect the respondents’ perception about motives. From the collected data, the means of the 

motives indicators regarding the four categories of the responses were located between 2.00 and 

3.38 in general. That may be argued regarding the common characteristics of the respondents as 

mostly they were university students. 

In general, from table 5.3 regarding the three motives indicators, it is clear that the male 

respondents of age group 18-24 have more cognitive and affective needs to entertain, to 

communicate and to collect information as they had the highest means in the three given 

indicators in comparison to the other three categories. Also, Younger people are more eager to 

communicate than older people.  
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5.2.2 The effect of demographic characteristics on the respondents perception 

Table 5.4 Demographic characteristics and the research models categories 

Table 5.4 represented the crosstabs analysis between the demographic characteristics (Age, 

Gender) of the survey respondents, and the means of the respondents’ perception of the seven 

main categories of the research model (Motives, Ad Value, Information Value, Entertainment 

Value, Credibility, Interactivity and Irritation). That helped to identify the effect of the 

demographic characteristics (age, gender) on the perception of the SNSs users about value of the 

SNSs ads.   

Regarding to the motive value, the males of the age group 18-24 had means 2.8148, which was 

the highest mean when comparing to the other three groups. The females of the age group 18-24 

came in the second place by means 2.6753. Moreover, the mean of the motive value of the males 

of the age group 25-45 was 2.444 and for the females of the age group 25-45 it was 2.5476. As 

appeared from table 5.4 the respondents from the males of the age group 18-24 and the females 

of the age group 18-24 have more cognitive and affective needs to the SNSs ads.  

Regarding to the adverting value perception, the males of the age group 18-24 had means 2.6984, 

which was the highest mean when comparing to the other three groups. The females of the age 

group 18-24 came in the second place by means 2.7316. Moreover, the mean of the motive value 

of the males of age group 25-45 was 2.6465 and for the females of the age group 25-45 it was 

2.6548. Generally, no significant defers were identified between the perception of the 

respondents regarding their age or gender in the relation to the ad value perception.  

About the information value of advertising on SNS, the females of the age group 25-45 had the 

highest mean 3.2262. The Males of the age group 25-45 came in the second place by means 

3.2121. Moreover, the means of the information value of the males from the age group 18-24 and 

of the females of the age group 18-15 were 2.9735 and 2.974. The showed that the older 

respondents of the age group 25-45 of both genders perceived the information value higher than 

the younger respondents.  

 Male Female 

Model Categories 18-24 

(N=63) 

31.3% 

25-45 

(N=33) 

16.5% 

18-24 

(N=77) 

38.3% 

25-45 

(N=28) 

13.9% 

1. Motives 2.8148 2.4444 2.6753 2.5476 

2. Ad Value 2.6984 2.6465 2.7316 2.6548 

3. Information Value 2.9735 3.2121 2.9740 3.2262 

4. Entertainment Value  2.1627 2.3030 2.3669 2.4018 

5. Credibility  2.5132 2.3737 2.4545 2.1310 

6. Interactive Value 2.6508 2.5682 2.4903 2.4375 

7. Irritation value  3.1706 3.1515 3.1104 3.1875 
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Moreover, from table 5.4 the means of the entertainment value as perceived by the respondents 

were as follow; the females of the age group 25-45 had the highest mean 2.4018, than the 

females of the age group 18-24 came in the second place by mean 2.3669. Moreover, the means 

of the entertainment value of the males from the age group 25-45 and age group 18-24 were 

2.303 and 2.1327. That showed that the females of both age groups perceived the entertainment 

value of the SNSs ads higher than the males, but generally, no significant defers were identified 

between the perception of the respondents regarding their age or gender in the relation to the 

SNSs ads entertainment perception as the means were located between 2.1627 and 2.4545.  

In the other hand, regarding the credibility value perception, the males of age group 18-24 had 

the highest mean 2.5132 that followed by the females of the age group 18-24 as they had mean 

2.4545. Moreover, the males of the age group 25-45 had mean 2.3737 and the females of the age 

group 25-45 had mean 2.1310. That showed that males between 25-45years and females between 

25-45 years perceived the credibility value less than the older age groups. 

Regarding, the interactive value of the SNSs ads as perceived by the survey respondents, the 

male of the age group 18-24 had the highest mean 2.6508 followed by the males of the age group 

25-45 as they had mean 2.5682. Respectively, the females of both age groups 18-24 and 25-45 

had means 2.4903 and 2.4375. This showed that, the survey respondents from males of both age 

groups perceived the interactive value higher than the respondents from females. But in general, 

no significant defers were identified between the perception of the respondents regarding their 

age or gender in the relation to the SNSs ads interactive value perception as the means were 

located between 2.4375 and 2.3508.  

Finally, in the relation to the collected data about the irritation value of the ads on SNSs, the 

females of the age group 24-45 had mean 3.1875, which was the highest mean when comparing 

to the other three groups. The males of the age group 18-24 came in the second place by mean 

3.1706. Moreover, the means of the irritation value of the males of the age group 25-45 was 

3.1515 and for the females of the age group 18-25 it was 3.1104. This result showed that, the 

females of the age group 18-25 had the less irritation value toward the ads on SNSs, while in 

general, no significant defers were identified here also between the perception of the respondents 

regarding their age or gender in the relation to the SNSs ads irritation value perception as the 

means were located between 3.1104 and 3.1875.   

In general view, even table 5.3 showed some differences between respondents according to their 

age and gender but those differences were not significant as the means of the four groups were 

close to each when related to each perception category.  
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5.3 Descriptive analysis of the measured variables 

5.3.1 Personal Orientation (Motives) Perception 

Table 5.5 Survey responses about personal orientation indicators   

From the collected 201 respondents regarding to the personal orientation indicators (motives) as 

shown in table 5.5, it was clear that the respondents were more interested about collecting 

information from the SNSs advertising by mean 3.2669. The respondents showed were less 

interested to communicate by mean 2.5916 or to interact with those ads by mean 2.4637. That 

high interesting value about collecting information as perceived by the survey respondents in 

comparison to the other two indicates can explain why the alpha regarding the motive were 

lower than .7 (see table 5.1).    

5.3.2 Ad Value Perception 

Table 5.6 Survey responses about advertising value indicators   

Regarding to the indicators of the advertising value perception as shown in table 5.6, the 

respondents perceived the importance of the SNSs advertising as an important marketing tools 

significant high, as the mean of the collected responses was 3.477. Even so, they could not see 

those advertising as useful or valuable according to their experiences, as the means for both 

indicators VAL01, and VAL02 were 2.56 and 2.60. This also can explain why the alpha of the 

Advertising Value indicators was less than .7 (see table 5.1).  

5.3.3 Informativeness Value Perception 

Table 5.7 Survey responses about information value indicators    

From table 5.7, regarding the informativeness value indicators, the respondents perceived those 

indicators responsively high than the other categories, as they perceived the information as the 

most important aspect for the advertising on the SNSs.  The means of the informativeness value 

indicators were as follow; for the information valuable (INF01) the mean was 2.9354, for the 

information accuracy in time (INF02) the mean was 3.1802, and finally for the information 

updated value (INF03) the mean was 3.4170.  

Indicators Indicators Description N Min Max Mean Std. Deviation 

MOT01 Enjoy and entertain 201 1.00 5.00 2.5916 1.01159 

MOT02 Communicate and interact 201 1.00 5.00 2.4637 .99300 

MOT03 Collect information 201 1.00 5.00 3.2669 1.03249 

Indicators Indicators Description N Min Max Mean Std. Deviation 

VAL01 Perceive it as useful 201 1.00 5.00 2.5695 .91292 

VAL02 Valuable in general 201 1.00 5.00 2.6064 .88393 

VAL03 Important marketing tool 201 1.00 5.00 3.4772 .94639 

Indicators Indicators Description N Min Max Mean Std. Deviation 

INF01 Offer valuable information 201 1.00 5.00 2.9354 .97036 

INF02 Timely information 201 1.00 5.00 3.1802 .94004 

INF03 Updated information 201 1.00 5.00 3.4170 1.02263 
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5.3.4 Entertainment Value Perception 

Table 5.8 Survey responses about entertainment value indicators   

About the entertainment value indicators as presented in table 5.8, in average the total 201 

respondents perceived those indicators negatively, as the mean of ENT01 presented the feeling to 

get entertain from ads on SNSs was 2.6002, the mean of ENT02 presented the enjoying 

perception was 2.5498, the mean of ENT03 presented the exciting feelings of the respondents 

when attending those ads was 2.2706, finally the mean of ENT04 presented the feelings of 

pleasure when attending the ads on SNSs was 2.2380. That showed that the respondents were 

less interested about the ads as an entertainment method on the SNSs.    

5.3.5 Credibility Value Perception   

Table 5.9 Survey responses about credibility value indicators   

About the credibility value indicators as perceived by the respondents as shown in table 5.9, the 

mean of the trustworthy perception (CRE01) was 2.4576, and the respondents perceived the ads 

on SNSs as credible by mean 2.5381, finally they perceived their believe about the SNSs’ ads as 

secure by mean 2.6095. These results presented the negative feelings of the survey respondents 

about the SNSs ads as trusty and secure. That may prevent them to interact with the advertising 

on SNSs as the means of the credibility indicators were between 2.4576 and 2.6095.   

5.3.6 Interaction Value Perception  

Table 5.10 Survey responses about interaction value indicators   

From table (5.10), the means of the respondents’ perception of the interaction value indicators of 

the SNSs ads were as follow; as a cognitive factor (INT01) the respondents perceived ads on the 

SNSs by mean 2.5277, as a way to facilitate communication (INT02) they perceived those ads by 

Indicators Indicators Description N Min Max Mean Std. Deviation 

ENT01 Entertain respondents 201 1.00 5.00 2.6002 1.07574 

ENT02 Enjoy them 201 1.00 5.00 2.5498 1.04385 

ENT03 Exciting them 201 1.00 5.00 2.2706 .94290 

ENT04 Pleasing them 201 1.00 5.00 2.2380 .86590 

Indicators Indicators Description N Min Max Mean Std. Deviation 

CRE01 Trustworthy perception 201 1.00 5.00 2.4576 .88861 

CRE02 Credible 201 1.00 5.00 2.5381 .89571 

CRE03 Believe on SNSs’ ad Security 201 1.00 5.00 2.6095 .93307 

Indicators Indicators Description N Min Max Mean Std. Deviation 

INT01 Cognitive value 201 1.00 5.00 2.5277 .88711 

INT02 
Facilitate two ways 

communication 
201 1.00 5.00 2.8389 1.10557 

INT03 
Offer a vivid communication 

experience 
201 1.00 5.00 2.8014 .96992 

INT04 Meet my own needs 201 1.00 5.00 2.5879 1.01253 



 
31 

mean 2.8389, as a vivid communication tool (INT03) the perception mean was 2.8014, finally, as 

those ads meet the respondents own needs (INT04) the perception mean was 2.5879. These 

results showed that even the respondents believed that the SNSs ads can facilitate two way 

communications but it was not to meet their own needs. As explained above as they are more 

interesting about collecting information.      

5.3.7 Irritation Value Perception  

Table 5.11 Survey responses about irritation value indicators   

Table 5.11 represented the responses about the irritation indicators as perceived by the survey 

respondents as follow; the respondents perceived the ads on the SNSs as a deceptive factor by 

mean 3.0117, they perceived those ads as a confusion factor by mean 2.8333, they perceived 

those ads as an irritation factor by mean 3.2583, finally, they perceived those ads as annoying 

factors by mean 3.2103. The irritation indicators had the highest perception value when 

compared to other ads components variables as perceived by the respondents.   

5.4 Correlation analysis  

5.4.1 Motives Correlations  

Correlations between the motives, the age and the gender of the respondents 

 Gender Age Motives 

Motives 

Pearson Correlation -.028 -.163
**

 1 

Sig. (2-tailed) .508 .000  

N 
 201  201 201 

*. Correlation is significant at the 0.05 level (2-tailed). 

**. Correlation is significant at the 0.01 level (2-tailed). 

Table 5.12 Pearson test between respondents’ motives factors, ages and genders 

Pearson correlation in table 5.12 revealed to insufficient correlation between gender and motives 

as r (201) = -.028,  < .05 or less. But regarding the correlation between age and motives a 

negative significant correlation occurred as r(201) = -.163,  < .05 or less.  

  

Indicators Indicators Description N Min Max Mean Std. Deviation 

IRR01 It deceptive me 201 1.00 5.00 3.0117 .96481 

IRR02 Confused me 201 1.00 5.00 2.8333 .98536 

IRR03 Irritate me 201 1.00 5.00 3.2583 1.11217 

IRR04 Annoying me 201 1.00 5.00 3.2103 1.10677 
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Table 5.13 Pearson test between Motives and Models variables  

Table 5.13 presented the correlation between motives and components of the ads value as 

perceived by the respondents. Pearson correlation revealed to sufficient positive correlation 

between the Motive factors and the Ads value, Informativeness, Entertainment, Credibility, 

Interaction by scores .518, .520, .565, .416 and .594 respectively where  < .01 or more. That 

gave regressions; 26,8% between variations of the motives and the ads value perception,  27% 

between variation of the motives and the information value perception, 31,9 % between variation 

of the motives and the entertainment value perception, 17,5% of the variation of the motives and 

the creditability value perception, and 35,3% of the variation of the motives and the interaction 

value perception.  

Moreover, as it is clear from table 5.13 that Pearson Correlation revealed to sufficient negative 

correlation between the motives variables and the irritation perception variables as perceived by 

the 201 collected surveys as r (201) = -.292 at  < .01 or more. 

Correlations
 
between the motive to collect information and SNSs  

ads information value perception  

 MOT03 Informativeness 

MOT03 
Pearson Correlation 1 .447** 

Sig. (2-tailed)  .000 

Informativeness 
Pearson Correlation .447** 1 

Sig. (2-tailed) .000  

a. Listwise N=201 

** Correlation is significant at the 0.01 level (2-tailed). 

Table 5.14 Correlation between the motive to collect information and SNSs ads information value 

perception  

Table 5.14 revealed to sufficient positive correlation between the motive to collect information 

(information oriented) from ads on SNSs and the informativeness value variables of those ads as 

perceived by the respondents as r (201) = .447 at  < .01 or more. 

Correlations  between the motives and models variables 

 VAL MOT INF ENT CRE INT IRR 

Motives 

Pearson Correlation .518
**

 1 .520
**

 .565
**

 .418
**

 .594
**

 
-

.292
**

 

Sig. (2-tailed) .000  .000 .000 .000 .000 .000 

Regression ( 

r
2
x100) % 

26,8  27 31,9 17,5 35,3 8,5 

N 201 201 201 201  201 201 201 

**. Correlation is significant at the 0.01 level (2-tailed). 
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5.4.2 Entertainment Correlations 

Table 5.15 Correlation between the ad entertainment value and SNSs ads value perception  

Table 5.15 revealed to a sufficient positive correlation between the entertainments value 

variables perception and the irritation variables perception as perceived by the collected surveys 

as r (201) = .520 at  < .01 or more. 

5.4.3 Informativeness Correlations  

Correlations between the ads informativeness value and SNSs ads value perception  

 Informativeness Value 

Informativeness Pearson Correlation 1   .565
**

 

Sig. (2-tailed)  .000 

Value Pearson Correlation .565
**

 1 

N 201 201 

**. Correlation is significant at the 0.01 level (2-tailed). 

Table 5.16 Correlation between the ads informativeness value and SNSs ads value perception  

Pearson correlation in table 5.16 revealed to a sufficient positive correlation between the 

information value indicatorsand the advertising value indicators, as r (201) = .565,   < .01 or 

more. And that gave regression 31.9%.  

  

Correlations between the ads entertainment value and SNSs ads value perception  

 Entertainment  Value 

Entertainment Pearson Correlation 1 .520
**

 

Sig. (2-tailed)  .000 

N 201 201 

Value  Pearson Correlation 520
**

 1. 

Sig. (2-tailed) .000  

**. Correlation is significant at the 0.01 level (2-tailed). 
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5.4.4 Credibility Correlations 

Correlations between the credibility value and SNSs ads value perception  

 Credibility Value 

Credibility Pearson Correlation 1   .539
**

 

Sig. (2-tailed)  .000 

Value Pearson Correlation .539
**

 1 

Sig. (2-tailed) .000  

N 201 201 

**. Correlation is significant at the 0.01 level (2-tailed). 

Table 5.16 Correlation between the credibility value and SNSs ads value perception  

Pearson correlation from table 5.16 revealed to a sufficient correlation between the credibility 

perception value indicatorsand the Advertising value indicators, as r (201) = .539,   < .01 or 

more. And that gave regression 29.1%. 

5.4.5 Interactivity Correlations  

Table 5.17 Correlation between interactivity perception and SNSs ads value perception 

Pearson correlation from table 5.17 revealed to sufficient correlation between the interactivity 

perception value indicatorsand the Advertising value indicators, as r (201) = .679,   < .01 or 

more. And that gave regression 60 %.  

  

Correlations
 
between the interactivity value and SNSs ads value perception  

 Interactivity Value 

Interactivity Pearson Correlation 1 .679
**

 

Sig. (2-tailed)  .000 

Value Pearson Correlation  .679
**

 1 

Sig. (2-tailed) .000  

**. Correlation is significant at the 0.01 level (2-tailed). 

N=201 
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5.4.6 Irritation Correlations  

Correlations
 
between the irritation value and the SNSs ad value variables 

 

Ir
rita

tio
n

 

V
a

lu
e 

In
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rm
a
tiv

en
ess 

E
n

te
rta

in
m

en
t 

C
red

ib
ility

 

In
tera

ctiv
ity

 

Irritation Pearson Correlation 1 -.298
**

 -.294
**

 -.300
**

 -.381
**

 -.291
**

 

Sig. (1-tailed)  .000 .000 .000 .000 .000 

Regression  (r
2 
x 100)   8,9% 8,6% 9% 14,5% 8,5% 

**. Correlation is significant at the 0.01 level (1-tailed). 

b. List wise N=201 

Table 5.18 Correlation between the irritation and SNSs ads value variables  

From table 5.18 Pearson correlation revealed to sufficient negative correlation between the 

irritation indicators and the Advertising value, Informativeness, Entertainment, Credibility, and 

Interactivity by scores -.298, -.294, -.3, .381 and .291 respectively where  < .01 or more. That 

gave regression 8,9% between the SNSs ads value perception and the variations on the irritation 

feeling, 8.6% with the variations of the information value perception, 9 % with the variation of 

the entertainment value perception, 14,5% with the variation of the creditability value 

perception, and 8,5% with the variations of the interaction value perception. Those percentages 

showed how each of the SNSs ads value variables was accounted on the irritation variables.  

 Means  

 Irritation Ad value N 

Sample 1 (irritation value = 4 and more) 4.3571 2.2222 42 

Sample 2 (irritation value = 3.75 and more) 4.2136 2.3576 55 

Sample 3 (irritation value = 3.50 and more) 3.9968 2.4515 79 

Table 5.19 Comparing means between highly irritated respondents and their perception of SNSs’ ad 

value. 

To identify the relation between the higher irritation respondents and their SNSs ad value 

perception, three samples of the survey respondents have been chosen as shown in table 5.19. 

The first sample was 42 respondents who had average score of irritation variables 4 or more, as 

the mean of their irritation value was 4,3571, and those perceived the SNSs ads value lower than 

the two other groups as the mean of their ads value perception was 2.2222.  
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The second sample was 55 respondents who had average score of the irritation variables 3.75 and 

higher. Those respondents had perceived the irritation value of the SNSs ads at mean 4.2136 and 

perceived the SNSs ads value at mean 2.3576. Moreover, this sample had higher perception of 

the SNSs ads value and lower perception of the ads irritation value than the first sample. 

Finally, the third sample was 79 respondents who had average score of irritation variables 3.50 

and more, and this group had the highest perception level of the SNSs ads value at mean 2.4515 

and the lowest irritation value perception at the mean 3.9968 if compared with the other two 

samples.   
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6. Analysis  
 

 

 

 

 

 

 

 

  

 

 

 

 

 

 

 

 

 

 

 

  

 

 

 

 

 

 

Figure 6.1 Factors affecting SNSs advertising value perception 

The three main categories of the classified variables that affecting the SNSs ads value as 

discussed in the conceptual framework were tested, to prove the efficiency of the research model 

and to test the correlation between those variables and the perception of the ads value on SNSs as 

shown in figure 6.1. Those categories are; The Demographic Characteristics of the respondents, 

Their Personal orientation/Physiological Motives, and The SNSs ads components values 

(entrainment, informativeness, credibility, interactivity and irritation)  

6.1 The Demographic Characteristics 

Respondents had common characteristics (university students, live in Sweden, even their age was 

close to each other as from table 6.2, 69.7% were between 18 to 25 years) and those common 

characteristics shaped the close responses as perceived by the respondents of the research survey. 

SNSs Advertising 

Value 

(2.88) 

Demographic Characteristics (e.g. 

Age, Gender, Education, Location) 

Personal Orientation of the SNSs 

users (Motives) 

Communication (2.46) 

Information (3.27) 

Entertainment (2.59) 

SNSs ads components values 

Entertainment (2.41) 

Infrormativeness (3.18) 

Irritation (3.08) 

Interactivity (2.69) 

Credibility (2.53) 

.52

  

-0.29 

-0.38 

-0.29 

H01 

H02 , H03, H04 

H09 

-0.30 
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As clarified by Predergast, Liu and Poon (2009: 329) that certain consumer characteristics have 

been identified as potentially shaping the consumer perception of the advertising credibility. In 

this research it is clear from the descriptive analysis that the common characteristics of the 

respondents had shaped their close responses. Even so, from that slightly change in the responses 

the present authors has identified the following.    

Regarding the three motives indicators it is clear from table 5.3 that the male respondents of age 

group 18-24 had more cognitive and affective needs to entertain, communicate and collect 

information as they had the highest means in the three given indicators compared to the other 

three demographic categories. As identified by Shavitt, Lowery and Haefner (1998), “male 

consumers have more favorable attitude toward ads than female consumers”. Table 5.3 showed 

also, that younger people were more eager to communicate than the older ones. 

Moreover, regarding the correlation between the age of the respondents and their motives 

perception, Pearson correlation in table 5.12 revealed to a negative significant correlation 

occurred as r (201) = -.163,  < .05 or less. That showed that younger people had more cognitive 

and affective needs to the motive factors than the older ones, this result rejected the null 

hypothesis, H0: The personal characteristics variables of the SNSs users are not correlated to 

their orientation characteristics variables. That supported the first Hypothesis;  

H01: The Demographic Characteristics variables (Personal characteristics) of the SNSs users 

are correlated to their orientation characteristics variables. (Supported) 

By comparing the results regarding the relation between the demographic characteristics 

and the motive indicators perception from table 5.3, it is clear the research sample from 

the Swedish university students were more information oriented than to interact or to 

entertain, while the sample of Logan, Bright and Gangadharbatla (2012) survey from USA 

university female students were more entertain oriented as presented. This result 

supporting H01 as different in location and culture affect the motive oriented perception of the 

SNSs users.           

6.2 The Personal orientation of the SNSs’ users (Motives) 

Shelly (2002:22) defined the personal orientation as it is one of the driving factors that 

represented the consumer behavior toward the ads, which affect the consumer decision to attend 

or to ignore the online ads. From table 5.13, the three used indicators (MOT01, MOT02 and 

MOT03) that represented respectively (the entertain oriented,  the interact oriented  and the 

information oriented of the SNSs’ users),  had sufficient positive correlation with advertising 

value, Informativeness, Entertainment, Credibility, and Interaction as perceived by the survey 

respondents.  These sufficient correlations between motive variables perception and the other 

variables of the ads on SNSs value perception rejected the null hypothesis, H0: The Personal 
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Orientation (Motives) of SNSs users did not correlate to their perception of the entertainment, 

informativeness, interactivity and creditability value. This supported the second hypotheses:  

H02: The Personal orientation of SNSs users correlate positively to their perception of the 

entertainment, informativeness, interactivity and creditability value. (Supported) 

Moreover, it is clear from table 5.13, that The Pearson Correlation between motives variables 

and the irritation perception variables revealed to sufficient negative correlation as r (201) = -

.292 at  < .01 or more. That rejected the null hypothesis, H0:  The Personal orientation of the 

SNSs users are not correlated to their perception of the irritation value. That supported the 

third hypothesis: 

H03: The Personal orientation of the SNSs users are negatively correlated to their 

perception of the irritation value. (Supported) 

Table 5.16 revealed a sufficient Pearson correlation between information as a personal 

orientation factor of the survey respondents and their perception of the information value of the 

SNSs’ Ad, as r (201) = .448 at  < .01 or more. This showed that 44.8% of the information 

values of the SNSs’ ad variables were dependent on the personal information oriented factor of 

the respondents as perceived by the research sample. That rejected the null hypothesis, H0:  

There is no correlation between the information orientation characteristic and the perception of 

the information value of the SNSs ad. That supported the fourth hypothesis: 

H04: A positive correlation appears between information oriented characteristic of the 

SNSs users and their perception to the ad information value (Supported) 

6.3 SNSs ads components  

Features of various advertising and contents plays crucial rules on consumer ads’ perception 

(Rodgers & Thorson, 2000), those features partly or totally were tested on SNSs ads and showed 

significant correlations with SNSs ads value (Logan, Bright & Gangadharbatla, 2012; Taylor et 

al.,  2011; Shelly, 2002; Hadija, Barnes & Hair,  2012). The perception of the SNSs users 

regarding to those features were tested to have the following results. 

6.3.1 The Entertainment Value Perception 

From the means result in table 5.8, the indicators used to measure the entertainment value were 

closely correlated as the means of the three indicators were close to 2.5. That was the reasons 

those indicators had high alpha .836 as showed in table 5.1. Moreover, regarding the relation 

between the entertainment component of SNSs ads and the SNSs’ ad value perception, table 5.14 

revealed to sufficient positive correlation between the entertainments value variables perception 

and the irritation variables perception as perceived by the surveys respondents, as r (201) = .520 

at  < .01 or more. This result rejected the null hypothesis, H0: The SNSs users’ perception of the 
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ads entertainment value is not correlated to their perception of the SNSs ads value. That 

supported the 5
th

 hypothesis: 

H05: The SNSs users’ perception of the ads entertainment value is correlated positively to their 

perception of the SNSs ads value. (Supported) 

In the survey of Logan, Bright and Gangadharbatla (2012:174) the Pearson Correlation between 

the entertainment value and the Ad value in SNSs was .41 at  < .01 or more. This showed that 

this research sample from the Swedish university student was more accounted on the 

entertainment value variables.  

6.3.2 The Informativeness Value Perception 

The level of the SNSs ads’ information value as perceived by the survey respondents, showed a 

sufficient correlation between the indicatorsof information value and those of the advertising 

value. Also, that was identified by Logan, Bright and Gangadharbatla (2012:174). Pearson 

correlation in table 5.15 revealed to a sufficient positive correlation between the indicatorsof the 

information value and those of the advertising value on SNSs, as r (201) = .565,   < .01 or more. 

That gave regression 31,9%, at which the variations on the ads value perception were accounted 

by the variations of the information value of the SNSs’ users perception. That rejected the null 

hypothesis, H0: The SNSs users’ perception of the ads information value is not correlated 

to their perception of the SNSs ads value. This supported the 6
th

 hypothesis:  

H06: The SNSs users’ perception of the ads information value is correlated positively to 

their perception of the SNSs ads value. (Supported) 

This correlation (.565) between the SNSs information value and the ads value represented a 

week information experience of the research sample from the Swedish university students. As 

identified by Logan, Bright & Gangadharbatla (2012: 168) that the consumers regard 

information value as a positive factor of advertising when they learn about a new product, 

specific product benefit, and/or comparative product information. 

6.3.3 The Credibility Value Perception 

Brackett and Carr (2001) were the first to identify that credibility was directly related to both the 

online ads value and the attitude toward the online ads. The credibility value was tested and 

proved by many researchers (Barnes & Hair, 2012; Logan, Bright & Gangadharbatla, 2012; 

Prendergast, Liu & Poon, 2009; Wang & Sun, 2009; Breitsohl, Khammash & Griffiths, 2010 & 

Clewley, Chen & Liu, 2009).  

From the empirical findings of this study, this research sample from the Swedish students 

showed as they lost trust on the SNSs ads and they did not believe on those ads information. 

From table 5.9, it is clear that the respondents had problem to trust the SNSs ads, as the means of 
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the credibility value indicators were relatively law (2.45 for trustworthy value, 2.53 for credible 

value and 2.61 for believable in information value).  

Moreover, Pearson correlation was used to find how the perception of the credibility value 

affected the perception of the SNSs ads value. This test as shown in table 5.16 revealed to a 

sufficient correlation between credibility perception value indicatorsand Advertising value 

indicators, as r (201) = .539,   < .01 or more. That gave regression 29,1% at which the variation 

on ads value perception were accounted by variation on credibility value perception of the SNSs’ 

users. That rejected the null hypothesis, H0: The SNSs users’ perception of the ads credibility 

value is not correlated to their perception of the SNSs ads value.  This supported the 7
th

 

hypothesis:  

H07: The SNSs users’ perception of the ads credibility value is correlated positively to their 

perception of the SNSs ads value. (Supported) 

6.3.4 The Interactivity Value Perception  

Table 5.10 represented the responses about the interactivity value indicators. As perceived by the 

respondents, those indicators means were between 2.5 and 2.8, which showed that research 

sample from the Swedish university students have less experience to interact with ads on SNSs 

and as explained above they were more interested to collect information than to interact with the 

SNSs ads.  

Pearson correlation from table 5.16, were used to find how the perception of the interactivity 

value affected the perception of the SNSs ads value. This correlation test revealed to a sufficient 

correlation between interactivity perception value indicatorsand Advertising value indicators, as 

r (201) = .679,   < .01 or more. That gave regression 60 % at which the variation on ad value 

perception were accounted by variation on the interactivity value as perceived by the SNSs’ 

users. This rejected the null hypothesis, H0: The SNSs users’ perception of the ads interactivity 

value is not correlated to their perception of the SNSs ads value. This supported the 8
th

 

hypothesis:  

H08: The SNSs users’ perception of the ads interactivity value is correlated positively to their 

perception of the SNSs ads value. (Supported) 

This result was conformed before by Brackett and Carr (2001) in related to the online ads, and 

now it is proved by high correlation to the SNSs ads. 

6.3.5 The Irritation Value Perception  

Means of the irritation perception value were the highest among the other dimensions as shown 

in table 5.11. That is happened when the consumers seem to be less likely to be persuaded by the 

ads as it is perceived as annoying, manipulative or offensive (Brehm, 1966 as cited by Logan, 
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Bright & Gangadharbatla, 2012:169).  This may the reason behind the lower value of the other 

categories of the SNSs ad value variables as perceived by the research sample.  

From table 5.18, the Pearson Correlation between the irritation value variables and the SNSs ads 

value variables revealed to a sufficient negative correlation by score -.298 where  < .01. That 

gave regression 8,9% where the ads value variations were accounted by variations on the 

irritation value. That is not as founded by Logan, Bright and Gangadharbatla, 2012 study, where 

the three items of irritation achieved unacceptable relationship to the SNSs ad value.   

Table 5.18 also revealed to sufficient negative correlation between the irritation variables and 

Informativeness, Entertainment, Credibility, and Interactivity variables by scores -.294, -.3, -.381 

and -.291 respectively where  < .01 or more. Where 8.6% of the variations on the information 

value perception were accounted by variations on the irritation feelings, 9 % of the variations on 

the entertainment value perception were accounted by variations on the irritation value 

perception, 14,5% of the variations on the creditability value perception were accounted by 

variation on the irritation, and 8,5% of the variation on interaction value perception were 

accounted by variation on the irritation value perception. These results showed sufficient 

negative correlation between the feeling of the irritation of the SNSs’ users and other variables of 

the ads components. That rejected the null hypothesis, H0: The SNSs users’ perception of the ads 

Irritation value is not correlated to their perception of the SNSs ads value, information value, 

entertainment value, interactivity value, credibility value. This supported the 9
th

 hypothesis:  

H09: The SNSs users’ perception of the ads Irritation value correlated negatively to their 

perception of the SNSs ads value, information value, entertainment value, interactivity 

value, credibility value. (Supported) 

Moreover, to identify how the irritation levels of the SNSs users correlate to their perception of 

the SNSs’ ads value, 3 samples had been selected from the survey respondents as showed from 

table 5.19. From those three samples it is clear that, as the respondents perceived the irritation 

indicators higher, the mean of the irritation variables will increase and the mean of the ads value 

variables will decrease. As the first group that had 4 or more in average for the irritation 

indicators had irritation mean (4.357) and ads value mean (2.222), the second group that had 

3.75 or more in average had irritation mean (4.2136) and ads value mean (2.3576), while the 

third group that had 3.50 or more in average for the irritation value had irritation mean (3.9968) 

and ad value mean (2.4515) as they perceived. 

These results showed a significant negative correlation between SNSs users’ level of irritation 

value and their perception to the SNSs ads value. This rejected the null hypothesis, H0: level of 

SNSs’ value perspective is not affected by the respondents that are more irritation oriented.  

H10: More irritate oriented SNSs’ users perceive SNSs’ ads with less value. (Supported) 
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This result supported the previous hypothesis and which was not supported by Logan, Bright and 

Gangadharbatla (2012), as in their study the irritation value had insufficient positive correlation 

with the online ad value, while it was negative in this research regarding the SNSs ads. 
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7. Conclusion 

The research conceptual framework helped to identify the factors affecting the SNSs 

users’ perception of the online ads value, and to find out how those factors affect the 

SNSs users’ perceptions. Furthermore, the ten hypotheses helped to identify the 

correlation between the variables of the SNSs Ad value model, regarding the perceptions 

of the research sample from the Swedish university students.  

Regarding the effect of the demographic characteristics on the survey respondents, we have to 

confirm that the respondents had some common characteristics (university students, live in 

Sweden, even their age were close to each other), and so the common differences appeared 

between the gender characteristics were not sufficient. As perceived by the survey respondents: 

- Male respondents of age group 18-24 had more cognitive and affective needs to entertain, to 

communicate and to collect information from ads on SNSs. 
- Younger respondents were more eager to communicate with the SNSs ads than the older ones. 
- Older respondents were more eager to collect information from ads on SNSs than the younger 

ones. 

- Females of the both age groups perceived entertainment value higher than the males.  

- Older respondents perceived credibility value lower than the younger ones.  

- Regarding, the interactivity value males from both age groups perceived it higher than the 

females. 

Furthermore, the Pearson Correlations between the demographic characteristics of the survey 

respondents (Age/Gender) and their personal orientation characteristics supported the 1
st
 

hypothesis.  

The second category in the conceptual framework that had affected the perception of the SNSs 

ads value was the personal orientation. Three personal orientations indicators were measured in 

this research; to entertain, to gain more information and to interact with the SNSs ads. Due to the 

empirical findings the following results were concluded: 

- The respondents were more information oriented toward SNSs ads than to entertain or to 

interact with those ads as showed by table 5.5. While the USA university female students 

were more entertainment oriented as presented by Logan, Bright and Gangadharbatla 

(2012). These results supported the 1
st
 hypothesis, that different in location and culture as part 

of the demographic characteristics affecting the motive perception of the SNSs users.    

- A sufficient positive correlation was identified between the personal orientation of the SNSs 

users and the advertising value perception that supported the 2
nd

 hypothesis. 

- A sufficient negative correlation was identified between personal orientation variables 

and irritation value variables from the SNSs ad as perceived by the survey respondents, 

which supported the 3
rd

 hypothesis.   
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- A sufficient positive correlation was identified between the information oriented 

characteristic of the SNSs users and their perception to the ad information value, which 

supported the 4
th

 hypothesis.   

The five indicators of the SNSs ads components as perceived by the survey respondents showed 

the following results:  

- The entertainment value of the SNSs ads, the findings showed that the respondents 

perceived the entrainment value of the SNSs ads on a low level (table 5.8). In addition, the 

Pearson Correlation revealed to a sufficient positive correlation between entertainment value 

variables and ad value variables as perceived by the respondents, which supported the 5
th

 

hypothesis.  

- The informativeness of the SNSs ads, as supported by table 5.7 the respondents perceived 

the information value of the SNSs ads responsively higher than the other indicators of the 

ads components. Also, the Pearson correlation revealed that variations on ad value were 

accounted by variation in information value as perceived by the respondents, which 

supported the 6
th

 hypothesis. 

- The credibility of the SNSs ads, as perceived by the survey respondents, a big portion of the 

Swedish students do not trust and believe on the SNSs ad, as they perceived the credibility 

in a low value (table 5.9). But the Pearson Correlation showed that the variations on the ads 

value perception were accounted negatively by variations on the credibility value of the 

SNSs users’ perception, which supported the 7
th

 hypothesis.     

- The interactivity with the SNSs ads, the results of the interactivity indicators showed that 

even the respondents were believed on the SNSs as a way to facilitate the two way 

communication but that was not meeting their own needs.  Also, these results confirmed the 

low experience of the research sample from the Swedish university students regarding the 

interactive with the SNSs ads. The Pearson Correlation reveled to a positive sufficient 

correlation between the indicators of the interactivity value and the indicators of the SNSs 

ads value, which supported the 8
th

 hypothesis.  

- The irritation value of the SNSs’ ads, table 5.11 showed higher irritation value as perceived 

by the research sample from the Swedish university student than the other ads components. 

This negative feeling toward the SNSs ads had a negative effect on the perception of the 

other ads components and for the ad value. The Pearson Correlation revealed a negative 

correlation between the irritation value variations and the other ads components value 

variations, as well as the SNSs ads value variations, which supported the 9
th

 hypothesis. The 

higher value of the irritation perception in addition to the lower credibility value as 

perceived by the respondents could explain why this research sample from the Swedish  

university students were less interact with the SNSs ads. Moreover, table 5.19 proved a 

negative correlation between the SNSs users’ level of irritation and their perception to the   

ads value, which supported the 10
th

 hypothesis.  
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8.  Implications 
This research provides both theory development and practical implications for the online 

advertisers. 

8.1 The Theoretical Implications 

This research showed a clear view of the research question “Which factors affect the SNSs 

users’ perception of the online advertising value?” The conceptual framework of this 

research helped to identify how the Demographic Characteristics, the Personal orientation and 

the SNSs ads components affected the SNSs users’ perception of the SNSs ads value. Moreover, 

the ten hypotheses of the research helped to identify the correlation between the variables of the 

SNSs ads value model. That helped to develop the previous theories, and to offer a deep 

understanding about how the identified factors affect the SNSs users perception of the online ads 

value.  

The findings supported the points of view on the previous researches (Bruton &Soboleva, 2011; 

Logan, Bright & Gangadharbatla, 2012; Hadija, Branes and Hair, 2012; Park & Cho, 2012), as 

the Demographic Characteristics, Motives, Informativeness, Entertainment, Credibility, 

Interactivity and Irritation were important variables to the customers’ perception of the online ad 

value.  

Moreover, this research explored how the demographic characteristics of the SNSs users affect 

their orientation characteristics. Also, it explored the effect of the SNSs users’ personal 

orientation on their perception about the online ads value components. That helped to identify 

positive correlations between their personal orientation and their perception of the entertainment 

value, informativeness value, interactivity value and ads value. Furthermore, a negative 

correlation was identified to their perception of the irritation value.  

Finally, the Irritation value of the SNSs users was explored on correlation to the SNSs ads value 

perceptions. To find out that the SNSs irritation value was negatively correlated to the variations 

of the ads value, the informativeness value, the entertainment value, the interactivity value and 

the credibility value as perceived by the users of the SNSs.  

8.2 Practical Implications 

The research findings provided some important evidences for the online advertisers on SNSs in 

regard to the research sample from Swedish University Students. Those findings have to be taken 

in consideration by the marketers while they are promoting or need to interact with those market 

segments. They have to take in consideration that the university male students in age group 18-

24 have more cognitive and affective needs to entertain, to communicate and to collect 

information, as well as younger SNSs users were more eager to communicate with the SNSs ad 

than older ones.  
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The Swedish university students perceived credibility of online ads on SNSs in lower value, in 

addition they had higher irritation value, and this implied that they were less trustworthy and less 

believable on the security of the SNSs ads. That way the advertisers on SNSs need to work on 

creating more credible ads and from the SNSs system to offer more effective procedures to 

control the fake ads, to encourage these market segments to interact more effectively with the 

SNSs ads.  

Furthermore, advertisers on SNSs have to consider about the effect of the personal characteristics 

on interaction with their ads, as identified by the present researchers that different location and 

culture affect the SNSs users’ perception of the online ads value. Generally, the empirical 

findings can help the advertisers on SNSs to have a better understanding of the effect of different 

ads value variables on SNSs users’ perception, to better targeting their customers.   

9. Future Research 

This study provided a developed model to measure the factors affect the perception of the SNSs 

users of the ads value, as inspired from Duccoff’s (1996) model. Also, this model can be used to 

measure the SNSs ads value. Due to the clear shortage in measuring the factors affect the 

perception of the SNSs ads value and the identified differences in perceptions regarding the 

demographic characteristics, the present authors recommended to carry on more studies on 

different market segments not just the university students and to take on concern the effect of 

culture on the SNSs users perception, by carrying on this study in different countries.   

Moreover, the model variables can be tested separately to identify how it is affecting the 

consumer perception. More qualitative studies are needed to investigate those factors to have 

more depth and detailed description of the SNSs users’ perception.  

Finally, we can say that future research would be interesting to have a deeper study for this 

research by extending the survey to other locations, age groups and different occupations in 

order to find how the demographic characteristics may affect the SNSs users’ perception for the 

SNSs ads. 
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