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Abstract

Social media advertising has become an integral part of product promotion by many companies. This
strategy has impacted the sales and revenue departments of many advertisers. Hence, a strategically
targeted advertising is needed to maximise return on investment on advertising in the form of sales,
revenue, and profit. Although most businesses recognise the value of social media advertising
opportunities, not many have figured out how to execute this strategy accordingly. With many western
corporations embracing social media advertising, it is high time for Malaysian businesses to delve into
this advertising territory. In order to familiarise them to the attitude of customers’ towards social
media advertising, this study is timely to provide useful insights to guide Malaysian businesses.

Findings from this study will help advertising managers to ensure efficient utilisation of their budget
and development of more effective advertising strategy, especially when formulating strategies to cater
to Gen Y in Malaysia. Based on the data collected from 1,087 Gen Y consumers in Malaysia, the effect
of belief factors (lifestyle, privacy and security concern, entertainment and credibility) on attitude
towards social media advertising was examined. Partial Least Squares-Structural Equation Modelling
(PLS-SEM) was employed to assess the hypothetical relationships between the belief factors and
attitude towards social media advertising, purchase intention and actual purchase. The results
revealed that the belief factors (lifestyle, privacy and security concern, entertainment and credibility)

manifested a positive influence on attitude towards social media advertising.
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1. Introduction

In the year 2012, the use of social media among the Fortune 500 companies grew dramatically
(Okazaki & Taylor, 2013). Based on a study conducted by the University of Massachusetts Dartmouth,
approximately seventy percent of these corporations were identified to have an official company
account on Twitter, while sixty-six percent opened corporate Facebook accounts. Comparatively, in the
year 2011 twenty-eight percent of the corporations had blogs at the corporate level signifying a good
growth since 2008 (Barnes et al., 2012). This growth is an indication of a long-term trend towards the
integration of social media among corporations (as well as individual brands). The incorporation of
social media advertising is being explored by almost every business around the globe. Several years
ago, business operators were uncertain about the impact of social media; now, it is here to stay where
companies are rapidly adopting social media advertising (The Nielsen Social Media Advertising Report,
2013). Advertisers nowadays use different platforms of social media to enhance their corporate and
brand images. They use social media advertising (e.g., display ads on social networking sites) to
promote their products in order to persuade users to buy their products (Neti, 2011). Moreover, an
increasing number of companies are using social technologies to improve interaction with external
stakeholders in order to increase business values such as improving customer satisfaction and supplier
loyalty, increasing sales and revenues, supporting marketing and advertising initiatives, creating brand
awareness and reputation, enforcing loyalty performance (Culnan et al., 2010; Kietzmann et al., 2011;
Sinderen & Almeida, 2011).

Although social media applications have witnessed unprecedented growth in human interaction in
modern times; a limited number of cross-national or cross-cultural studies and research is available on
the usage of social media for advertising (Okazaki & Taylor, 2013; Wendy & Statia, 2012). This study
provides an overview of the attitude of Generation Y towards social media advertising and the effect on
purchasing behaviour. The two key research objectives are:

RO1: To understand the key factors that affect attitude toward social media advertising among
Generation Y consumers in Malaysia.

RO2: To determine how attitude mediates the relationship between beliefs and consumer purchase

intention towards the brands advertised on social media.
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2. Literature Review

Social media is a group of Internet-based applications that are built on the ideological and
technological foundations of Web 2.0 which allows the creation and exchange of User Generated
Content. It consists of collaborative projects, for instance blogs, user-generated content communities
(e.g., Flickr; YouTube; Youku/Toduo), social networking sites (e.g., Facebook; Twitter, Cyworld),
virtual game worlds (e.g., EverQuest), and virtual social worlds (e.g., Second Life) (Kaplan & Haenlein,
2010). Whereby social media advertising is the practice involving the use of paid adverts on Social
Networking Sites (SNS) like Facebook, Twitter, YouTube, blogs and other content (The Social Media
Advertising Industry Report, 2013). The Interactive Advertising Bureau defined Social Media
Advertising “as an online advertisement that incorporates user interactions that the consumer has
agreed to display and be shared. The resulting ad displays these interactions along with the user’s
picture and or name within the ad content” (IAB Social Advertising Best Practices, 2009).

2.1 Social Media and Advertising

Statistically, one out of every seven people in the world has a Facebook page and nearly four in five
active internet users visit social networks and blogs (Alex, 2013). As a result, marketers now prefer the
use of social media to stay in touch with their customers. Businesses are increasing their budgets and
favour the use of social media to reach out to their customers apart from the use of other advertising
channels. Although television is the dominant advertisement platform in the Asia-Pacific, the reach and
influence of social media have grown rapidly in the last decade. Based on an online survey in the
Asia-Pacific region, almost 40 percent of online consumers prefer to view online product reviews for
purchase decisions. A more intriguing scenario in the developing markets is the strong influence of
social media among consumers in Vietnam, China, Thailand, Philippines and Indonesia, where more
than 60 percent of respondents profess to the influence of social media—a much higher ratio than in
mature markets like Japan, Australia and New Zealand (The Nielsen Report, 2010). Remarkably, on the
other hand, a survey of 500 U.S. digital marketing and media professionals indicated that they use
social media channels for advertising. Sixty-four percent of the advertisers claimed that they increased
their paid social media advertising budgets in 2013, though for the most part, the increase was modest
(The Nielsen Report, 2013). In order to fund this increase, advertisers shifted the online and offline
budgets into paid social media advertising. This is because advertisers view paid social media
advertising as an integrated, cross-platform tactic which is run in conjunction with other online and
offline media. Moreover, US marketers spent approximately $3 billion for social media advertising in
2011, demonstrating a fifty-five percent increase in expenditure compared to 2010. A forecast in the
same year indicated that advertising expenditure on social media will more than triple over the coming
years (Hof, 2011). In addition, the Nielsen Paid Social Media Advertising Report (2013) forecasted that

social media advertising will rise from $4.7b in 2012 to $11b in 2017. These forecasts confirm that the
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internet, as an advertising medium, is enjoying a rise in popularity, hence, delivering greater revenues
to the advertising companies.

2.2 Generation Y

Gen Y is a unique and influential consumer group whose behaviour is often discussed but not fully
understood (Drake-Bridges & Burgess, 2010; Racotta-Paina & Luca, 2010; Smith, 2012). Also, Gen Y
is an important segment for businesses as they represent around 26% to 30% of the total global
customer market. However, there is not yet an agreement on the start and end points for Generation Y
(Ruth et al., 2013). The exact period defining Gen Y vary among researchers with some using the time
frame from 1977 and 1996 (Dawn & Thomas, 2013; Lancaster & Stillman, 2003), while some from
1981 to 1995 (Solka et al., 2011). Generation Y represents not only the most recently defined
generation but also the largest ever to enter the workforce (Jenna et al., 2013; Broadbridge et al., 2007b;
Martin, 2005; Shaw & Fairhurst, 2008). Regardless to the debates in the literature regarding the range
defining Gen Y, this study, similar to others (e.g., Jenna et al., 2013; Noble et al., 2009; Broadbridge et
al., 2007 b; Morton, 2002), and mostly for practical reasons, defined Gen Y as those who were born
between 1977 and 1994. The selection of this age group was to include graduates from college who
will soon join the workforce and have earning potential making them as a powerful consumer group. In
Malaysia, based on the 2010 Population and Housing Census, Gen Y accounted for approximately 6.2
million or 27% of the total Malaysian population which makes up approximately 62% of the Malaysian
workforce in 2009 (Economic Planning Unit Malaysia, 2010). This age group (consumer group) holds
more potential for businesses in Malaysia because it is a large group consisting mostly of the emerging
working class and a crop of young professionals in Malaysia which implies that this is a highly

profitable and fast-growing group.

3. Research Hypotheses and Conceptual Framework

Understanding advertising beliefs and attitudes are important because they affect consumers’ brand
attitudes and purchase intentions (Durvasula et al., 1997; Mehta, 2000). Fishbein and Ajzen contend
that beliefs (beliefs about consequences of behaviour or normative beliefs about behaviour) are the
fundamental bedrock from which attitudes, and behaviours are determined. Despite the advances in our
knowledge, Pollay and Mittal (1993) asserted that previous work had not yet completely considered
“the range of specific beliefs held by consumers and their relative importance in relation to a global
attitude towards advertising and other consumer behaviours” (p. 100). They concluded that a more
comprehensive model should be developed using additional belief dimensions as determinants of
attitudes towards advertising. Hence, they proposed that attitudes could be explained by beliefs, “being
the integration of weighted evaluations of perceived attributes and consequences” (p. 101), based on

Fishbein’s (1963) theory of reasoned action. The seed of Fishbein’s theory is that beliefs and attitudes
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are distinct, and beliefs usually function as indicants of attitudes (e.g., Dillon & Kumar, 1985; Fishbein,
1967a; Fishbein & Ajzen, 1974; Fishbein & Raven, 1962). The theory of Reasoned Behaviour asserts
that there are specific reasons behind why people (customers) behave in certain ways, where these
reasons are the factors which influence customers’ purchase intention for certain products or brands
advertised on the social media. This study defined each of these constructs and developed the
theoretical basis for the causal relationships of the model. Each of the factor studied are discussed
below.

3.1 Lifestyle

The lifestyle concept was introduced by Bell (1958) and Havinhurst and Feigenbaum (1959) in the
1950s, pointing to its potential significance in understanding, explaining and predicting consumer
behaviour. Lifestyle refers to a distinctive or characteristic mode of living, in its aggregate and broadest
sense of a whole society or segment thereof (William, 1963). Product decisions are influenced by
lifestyle patterns. Besides, Jayasree (2011) emphasised the importance of lifestyle and its influence on
consumer purchase behaviour. Profiling the consumers’ psychological attributes along with the
evaluation of their attitudes, interests and opinions are related to their purchasing and consumption
patterns. Hence, with regards to the market, lifestyle serves as an excellent segmentation variable (Li,
2009) because it is a way of living by a person or a group that includes social relationships,
consumption, entertainment, and clothing patterns. Likewise, Blackwell et al. (2001) see lifestyle as a
simple concept for understanding consumer behaviour because it reveals the characteristics that are
more modernised than personality and more comprehensive than personal values. Lifestyle usually
reflects a person’s attitudes, values or worldview, and their personal taste (Hung, 2009). Consequently,
the differences in lifestyle will lead to variations in the behaviours and thoughts of people (Long-Yi &
Hsing, 2012). As a result, different lifestyles will create varied preferences and behaviours when
making purchase decisions. Therefore, the following hypothesis is proposed:

H1: Lifestyle positively affects attitude towards social media advertising.

3.2 Privacy and Security Concerns

Studies have found that the single greatest factor influencing online purchase behaviour is the concern
over the control of private information (Milne, 2000; Ashworth & Free, 2006; Dolnicar & Jordaan,
2007). The internet has increased concerns over privacy because of the perceived risks in exposure to
private information (Milne, 2000). There are advantages and disadvantages over searching for
information over the internet. Due to the abundance of information on the internet, online searching
became more convenient as it saves a great deal of time. To the contrary, the internet is a double-edged
sword because of the disadvantages, which includes privacy infringement. As privacy breaching cases
occur progressively, social media users are more worried about the privacy of their profiles on social

media. They are afraid that their personal data may possibly be stolen and used by others without their
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permission (Hoy & Milne, 2010). As such, if customers are not sure of the protection of privacy, they
will be unwilling to repurchase on sites advertised on social media. However, if privacy is assured
online repurchases will not be affected. Hence the following hypothesis:

H2: Privacy and security concern positively affects consumers’ purchase intention towards brands
advertised on social media.

3.3 Entertainment

Another factor affecting consumer attitudes toward advertising is entertainment. The advertisement is
considered entertaining if it is eye-catching, offer sensory pleasure and please consumers/audiences’
sentiments (Pollay & Mittal, 1993). Therefore, entertainment affects the consumer’s attitude towards
online advertising by establishing an emotional link between consumers and online advertising (Wang
& Sun, 2010). Moreover, Hoffman and Novak (1996) argued that “a great deal of pleasure and
participation during interaction with computer-based media leads to concurrent subjective perceptions
of positive affect and mood of the consumer”. Customers’ feeling of enjoyment is related to the
advertisements holds a positive impact on their general attitudes toward online purchasing (Shavitt et
al., 1998; Chen & Wells, 1999). Consequently, an entertaining advertisement message influences a
consumer’s preferences for online purchasing. Therefore, the following hypothesis was proposed:

H3: Entertainment positively affects consumer’s attitude towards social media advertising.

3.4 Credibility

Generally, online news is perceived as a credible source (Johnson & Kaye, 1998). Although the internet
has been widely accepted as a source for advertising, it is still regarded with scepticism by consumers
as it was found to be the least credible medium to advertise in. Moore and Rodgers (2005) found that
the consumers did not feel comfortable surfing online advertisements, although they are in the same
demographic as college students who shop online the most. This is because they did not find internet
advertising trustworthy. Additionally, they were also hesitant when required to provide credit card
details or personal information when performing online purchases on new sites, hence, only purchased
from the sites they knew and trusted (Moore & Rodgers, 2005). The credibility of an advertisement or
commercial is brought about by a lot of factors, particularly by the company’s credibility and the
conveyer of the message (Goldsmith et al., 2000); nevertheless, it is likewise influenced by the
advertising medium. It has also been observed that a message on the internet has less credibility than a
printed message except if the message is connected to a strong brand (Goldsmith et al., 2000). Having
considered the assessment above, it could be said that the credibility of an advertising message
influences consumers’ attitude towards social media advertising. Therefore, the following hypothesis
was proposed:

H4: Credibility positively affects attitude towards social media advertising.
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3.5 The Mediating Role of Attitude towards Social Media Advertising

Consumers’ attitude towards advertising is one of the important pointers of advertising effectiveness
since consumer’s perception of the advertising is reflected in their thoughts and feelings which will
consequently influence their attitude towards advertising (Mackenzie & Lutz, 1989; Mehta, 2000). The
consumers’ positive attitude towards social media advertising holds a positive effect on their
behavioural response. The behavioural response consists of two outcome variables, which are the
number of time consumers click on the banner ads to watch/read them and purchasing the
products/brands displayed in those ads. According to Dreze and Zufryden (1998), ad clicking is an
important tool to measure the effectiveness of online advertising. The same technique can be applied to
measure the effectiveness of social media advertising because most of the social media advertising is
similar to online advertising (especially banner ads/display ads on Facebook, YouTube, etc.). However,
the environment in which these advertisements are presented is different. Consumers’ positive attitude
towards advertising is expected to help them recall the brands displayed in the ads which indirectly
influences their behavioural intentions (Mehta, 2000).

On the other hand, some belief factors are related to the attitude towards web advertising, which in turn
impacts on ad clicking and purchasing (Wang & Sun, 2010). The beliefs about advertising influencing
consumer attitudes toward advertising were evidenced in the context of online social network
advertising. For instance, Wang and Sun (2010) identified that belief was an important predictor of
consumer attitudes toward online advertising. Similarly, Suh and Yi (2006) discovered that the attitude
towards advertisements directly affected consumers’ attitudes towards brands and in turn their purchase
intention. Consequently, with the formation of consumers’ attitudes towards objects (Wolin et al.,
2002), the beliefs and attitudes will influence their online shopping behaviour. Understanding these
beliefs and attitudes are important because these affect consumers’ brand attitudes and purchase
intentions (Durvasula et al., 1993; Mehta, 2000). Hence, the authors contended that:

H5: Attitude towards social media advertising mediates the relationship between privacy and security
concern, entertainment, credibility and consumers’ purchase intention towards brands advertised on
social media.

Figure 1 describes the proposed model of hypothesised relationships which was drawn from the

literature reviewed.
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Figure 1. Research Model and Hypotheses

4. Methodology

4.1 Sample

A self-administered survey was distributed to a proportionate stratified random sampling of Gen Y
consumers in selected malls in the Northern, Central and Southern regions of Malaysia. The consumers
were not required to reveal their identities as it will restrict the opportunity to express their views freely
without prejudice. The targeted Malaysian Gen Y must be social media users (from 21 to 38 years of
age). This group was chosen based on the most recent census in 2010 which placed the population of
Malaysian Gen Y at 6,475,049 of the total population of twenty-eight million (Department of Statistics
Malaysia, 2010). Of this number, 1,824,190 resided in the Northern region, 3,244,376 in the Central
region, and 1,406,483 in the Southern region.

Based on the total, the sample size was calculated using Raosoft Inc. (2004). A total of 385 respondents
were surveyed from each of the regions, bringing the total number to 1,155 respondents. The researcher
rounded this number to 1,200 respondents which are believed to be sufficient to achieve the objectives
of this study. Prior to the distribution of questionnaires, the respondents were asked if they have had
experience in purchasing products and services over social media. Only those who had the experience
were allowed to participate in the survey. Data were collected between May and June 2015. Based on
the total number of questionnaires that were completed during the interviews, essential information was
missing from 113 that related to the variables required for the structural equation model. The
incomplete questionnaires were discarded, leaving a total of 1,087 usable questionnaires for the

analysis. Table 1 summarizes the demographic data of the recruited for the survey.

105
Published by SCHOLINK INC.



www.scholink.org/ojs/index.php/wjssr

World Journal of Social Science Research

\ol. 6, No. 2, 2019

Table 1. Summary of Respondents Demographic Data

Demographics Classification Frequency Percentage
%
Gender Male 572 52.6
Female 515 47.4
Age 21-24 411 37.8
25-28 212 19.5
29-32 178 16.4
33-35 165 15.2
36-38 121 11.1
Ethnicity Malay 459 42.2
Chinese 363 334
Indian 159 14.6
Others 106 9.8
Northern (Kedah, 349 321
Penang, Perak &
Perlis)
Central (Kuala 377 34.7
Region Lumpur, Selangor,
Negeri Sembilan &
Putrajaya)
Southern (Melaka & 361 33.2
Johor)
Education Diploma 35 3.2
Undergraduate 549 50.5
Post graduate 448 41.2
Doctorate 55 51
Monthly Income Less than RM1,000 358 32.9
RM1,001 - RM5,000 542 49.9
RMS5,001 - RM10,0000 143 13.2
RM10,001 - 20,000 44 4.0
Occupation Student 536 49.3
Self employed 44 4.0
Employed 507 46.6
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Of the total 1,087 literate respondents, 52.6% were males while 47.4% were females. Of which 42.2%
of the respondents were Malays, 33.4 were Chinese, with 14.6% Indians. The largest demographic was
the age group between 21-24 years (37.8%). More respondents were recruited in the central region
compared to the other two. Besides, all responded were financially able.

Table 2 summarizes the shopping characteristics of the respondents. Based on the frequency of buying
products ratio, a majority of the respondent’s purchased products at least once a month (36.5%) while
10.1% perform online purchasing at least once a week. Majority of the respondents spend nearly 2-4

hours on social media every day while a minority spend less than an hour.

Table 2. Shopping Characteristics of Respondents

Demographics Classification Frequency
Frequency of buying products 1 per week 110
online 1 per month 397
1 per three months 324
1 per year 256
Hours spent on social media per  Less than 1 hour 111
day 1-2 hours 301
2-4 hours 396
4-6 hours 158
6 hours and above 121
Purchases on sites advertised on  Less than RM100 314
social media in the last 12 RM101- RM 300 275
months RM301- RM 501 133
RM501-RM1, 000 198
RM1, 000 and above 167
Types of products frequently Clothes 355
purchased on sites advertised Shoes 45
on social media Jewelry 22
Sporting equipment 34
Entertainment 144
Health 33
Beauty aids 65
Food 89
107
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Holidays 146
Electronics 44
Others 110

4.2 Measurement Instrument

The constructs used in this study was an already validated scale adapted from previous studies. All the
variables were measured on a five-point Likert-type scales with 1 for “strongly disagree”; 2 for
“disagree”; 3 for “neutral”; 4 for “agree”; and 5 for “strongly agree”.

4.3 Data Analysis

The research model for this study was tested using Partial Least Squares (PLS), a variance-based
structural equation modeling method (Reinartz, Haenlein, & Henseler, 2009). The PLS method is most
suitable for this study because it simultaneously permits the calculation of the reliability and validity of
the theoretical constructs (outer or measurement model) as well as the estimation of the relationships
between these constructs (inner or structural model) (Barroso, Cepeda, & Roldan, 2010). It uses
available data to estimate the path relationships in the model with the objective of minimising the error
terms of the endogenous constructs. PLS also concentrates on the prediction of dependent variables
(Roldan & Séanchez-Franco, 2012). This study was carried out with the use of Smart PLS 3.0 (v.3.1.2)
software (Ringle et al., 2014).

5. Results

5.1 Measurement Model

PLS evaluates the reflective measurement models by examining individual items; reliability, construct
reliability, convergent validity, and discriminant validity (Hair, Sarstedt, Ringle, & Mena, 2012). It
permits an instantaneous evaluation of the many regression equations modeled in Figure 1. However,
the Confirmatory Factor Analysis (CFA) indicated items which did not fit the measurement model. The
CFA was used to determine how well the model matches the observed data. It begins with the
estimation of the measurement model using Smart PLS 3.0 (v.3.1.2) software (Ringle et al., 2014),
followed by the examination of discriminate validity and composite reliability. Based on these
examinations, a model of improved fit was then developed and analysed for overall fit statistics. The
fitted model of the latent constructs was then combined with measured variables to form a structural
model to test the hypotheses. The initial measurement model resulted in path diagrams shown in Figure
2. An examination of the path diagrams illustrated that some factor loadings and explained variances
(R2) for each observed variable were within acceptable ranges. The first criterion to be evaluated in
CFA is the internal consistency reliability. The traditional criterion for internal consistency is

Cronbach’s Alpha, which provides an estimate of the reliability based on the inter-correlations of the
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observed indicator variables (Hair et al., 2014). It is also appropriate to apply a different measure of
internal consistency reliability known as composite reliability as this takes into account the different
outer loadings of the indicator variables.

As depicted in Figure 2, certain unstandardised regression weights for the pooled constructs do not
meet the required level. The individual item reliability is considered suitable when an item has a factor
loading that is greater than 0.708 for its construct (Hair et al., 2014). Besides, composite reliability
values of 0.60 to 0.70 are acceptable in exploratory research, while in advanced research, values
between 0.70 and 0.90 are regarded as satisfactory (Nunally & Bernstein, 1994). Researchers
frequently observe weaker outer loadings in social science studies, especially when newly developed
scales are used (Hulland, 1999). Rather than automatically eliminating indicators when their outer
loading is below 0.70, researchers should carefully examine the effects of item removal on the

composite reliability, as well as on the construct’s content validity.
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Figure 2. Initial Measurement Model
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Generally, indicators with outer loadings between 0.40 and 0.70 should be considered for removal from
the scale only when deleting the indicator leads to an increase in the composite reliability or the
Average Variance Extracted (AVE) above the suggested threshold value (Hulland, 1999, as cited in
Hair et al., 2014). Another consideration in the decision of whether to delete an indicator is the extent
to which its removal affects content validity. Indicators with weaker loadings are sometimes retained
on the basis of their contribution to content validity. Indicators with very low outer loadings (below
0.40) should, however, always be eliminated from the scale (Hair, Ringle, & Sarstedt, 2011). In this
study, three reflective indicators “Sites that provide a transparent pricing policy would be an added
value to attract me to repurchase (L5)”, “Social media advertising is interesting (E4)” and “Social
media advertising is exciting (E5)” with outer loadings of 0.594, 0.593 and 0.510 respectively were
subsequently deleted. These indicators were removed, especially as the removal increased the AVE of
the Lifestyle and Entertainment variables from 0.495 and 0.449 to the acceptable value of 0.562 and
0.565, respectively (See Figure 3 and Table 3).

Upon deleting the problematic items based on the results of the first CFA, a second CFA was employed
to test the modified measurement model with the reduced item pool. The same procedures and
techniques used for the first CFA were re-employed for the second CFA. The composite reliability of
all the constructs was satisfactory as the composite reliability of more than 0.8 (above the acceptable
threshold) was observed. Thus, they meet the requirements of construct reliability since the composite
reliabilities were greater than 0.7 (Table 3). Furthermore, to establish convergent validity, the outer
loadings of the indicators as well as the Average Variance Extracted (AVE) are considered. The AVE
is defined as the grand mean value of squared loadings of the indicators associated with the construct;
that is, the sum of the squared loadings divided by the number of indicators (Hair et al., 2014). Hence,
the AVE is equivalent to the commonality of a construct. An AVE value of 0.50 or higher indicates that
on average, the construct explains more than half of the variance of its indicators while an AVE of less
than 0.5 indicates that, on average, more error remains in the items than the variance explained by the
construct (p. 103). After deletions and the multicollinearity between some items in the constructs,

factor loading and AVE improved as shown in Figure 3.
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Figure 3. The New Factor Loading after Deletion
The AVE for all reflective constructs and dimensions achieved convergent validity, because they
ranged between 0.562 and 0.770 (Table 3) (Hair et al., 2014; Roldan & Sanchez-Franco, 2012), hence,

are reliable for this research.

Table 3. Measurement Model for the Factors

Construct/dimension/indicator Loading Composite AVE Cronbach’s
Reliability Alpha (>0.7)

Lifestyle 0.837 0.562 0.744

I will purchase products or services advertised 0.716

on social media if it enhances my lifestyle

(L1).

I will repurchase on social media provided the 0.784
website offers good value for money (L2).

I will repurchase products/services on social 0.745
media, if the firm has partners and suppliers

that have a strong brand in the market (L3).
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Adverts on social media help me know which 0.752
products will or will not reflect the sort of

person | am (L4).

Privacy and Security Concern 0.930 0.770 0.900

Social media sites that will not share my 0.850
online shopping behaviour will attract me to

repurchase (PSC1).

I will only repurchase from a website that 0.911
keeps my entire personal information private

(PSC2).

I will repurchase products and services 0.874
advertised on social media, if the firm assures

that my financial details will not be accessible

by a third party (PS0C3).

| fear that information has not been stored 0.873

safely (PSC4).

Entertainment 0.795 0.565 0.632
Social media advertising is entertaining (E1). 0.806

Social media advertising is enjoyable (E2). 0.715

Social media advertising is pleasing (E3). 0.730

Credibility 0.896 0.685 0.846
Social media advertising is credible (C1). 0.803

Social media advertising is trustworthy (C2). 0.892

Social media advertising is believable (C3). 0.896

Social media advertising delivers what they 0.703

promise (C4).

Attitude towards social media advertising 0.867 0.621 0.796

I will repurchase on sites advertised on social 0.709
media if the online store provides a promise to

refund, or exchange policy (ATSMAL).

I prefer that social media sites show ads that 0.836
are targeted to my interests (ATSMAZ2).

I refer to advertising because it allows me to 0.779
enjoy the best deal out of the competing

products advertised. (ATSMA3).
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I support advertising because it plays an 0.822

important part in my buying decision.

(ATSMAA4).

Purchase Intention 0.927 0.718 0.902
I intend to continue purchasing on sites 0.816

advertised on social media in the future (PI1).

The likelihood of purchasing on sites 0.886

advertised on social media is high (P12).

I am willing to recommend my friends to buy 0.826

brands advertised on social media (PI13).

I plan to continue purchasing on sites 0.843

advertised on social media frequently (P14).

My willingness to purchase on sites advertised 0.864

on social media is high (PI5).

Actual purchase 0.845 0.646 0.721
I have purchased on sites advertised on social 0.711

media at least once (AP1).

I have purchased on sites advertised on social 0.820

media in the past 4 weeks (AP2).

I purchase on sites advertised on social media 0.871

frequently (AP3).

Source: Primary data.

In addition, discriminant validity was tested by comparing the square root of AVE with the correlations

between constructs (Table 4). This was examined using the Fornell and Larcker (1981) standard, which

calls for a construct’s AVE to be larger than the square of its largest correlation with any construct.

Table 4 highlighted that each construct was strongly related to its own measures than to others.

Combined together, all the values provided satisfactory confidence that the reflective measurement

model fitted the data well.
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Table 4. Discriminant Validity

ATSMA AP CR EN LI P&SC PI
ATSMA 0.788
Actual purchase 0.535 0.804
Credibility 0.467 0.570 0.827
Entertainment 0.354 0.207 0.212 0.752
Lifestyle 0.546 0.620 0515 0.499 0.750
Privacy & security concern 0.503 0.343 0513 0.132 0531 0.877
Purchase intention 0.768 0.696 0456 0.341 0.659 0.49  0.847

5.2 Structural Model (Hypotheses Testing)

Upon evaluating the proposed measurement model using a series of CFAs, a structural model was
employed to assess the hypothetical relationships between four belief dimensions and attitude towards
social media advertising, purchase intention and actual purchase. The overall model fit as well as path
estimates for the four hypothetical relationships among latent variables were measured in the structural
model. The structural model was tested using mediation analysis and regression to check the path
coefficients and the effects of the mediating variables. Henseler et al. (2009) stated that the use of
bootstrapping (5000 resamples) generates standard errors and t-statistics to evaluate the statistical
significance of the path coefficients. As the calculation of the bootstrapping confidence intervals of
standardised regression coefficients forms part of the analysis, the bootstrap samples (5000 resamples)
were used to estimate the PLS path model to generate standard errors and t-statistics which is consistent
with Hair et al. (2014). Based on the bootstrap distribution, it is possible to determine the standard error
and standard deviation of the estimated coefficients. This was achieved using the percentile bootstrap
regression 95% confidence interval. Hayes (2009) found that when an interval for a mediating effect
does not contain zero, the indirect effect is significantly different from zero with a 95% confidence
level.

Following the research framework, the study tested the relationship between purchase intention and the
independent variables (lifestyle, privacy and security concern, entertainment and credibility) in order to
justify the existing relationship before analysing the mediating effect between the constructs. The direct
effect should be significant if the mediator is not included in the model (Hair et al., 2014). Even though
this is not a necessary condition (Zhao, Lynch, & Chen, 2010), this makes the mediator analysis much
easier to understand and interpret. Figure 4 and Table 5 summarise the relationship or the direct effects
of the independent constructs on the dependent variable. The standardised estimates for lifestyle (0.475;
0.000), privacy and security concern (0.185; 0.000), entertainment (0.065; 0.005) and credibility (0.111;

0.000) indicated a significantly direct relationship between the independent variables and the purchase
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intention.

5.2.1 Model with Direct Effects

Lifestyl=l g 736 0.000)
Lifestyle2 40,739 (0.

Lifestyle3 40.763 (0.

Lifestyled 40.762 (0.000)
Lifestyle

0.475 (0.000)

PSC1  Wos44(0.000)

PSC4 40.874 (0.000) P&SC

Purchase_In...

\Pur\:hase_ln...

PSC2  4p.908 (0.000) —

—__-___-___———_______- . -

PSC3  4-pasz (0.000 0.185 (0.000) %
e

Purchase Intention

Entertainm... 40,838 {0.000) 0.065 (0.005) 0.86% (0.000]

Entertainm... *0.682 (0. r— |:/

Entertainm... 40.702 (0.000)

0.117 (0.000)
Entertainment

Credibility1 dp 735 (0.000)

Credibility2 40.901 (0.000)

Credibility3 4 0.907 (0.000)

Credibility4 [40-5%8 (0.000) ¢ ity

Figure 4. Summary of Direct Effect Tests
Table 5. Total Effects Test
Total Effects
Original ~ Sample  Std. T Statistics P Values
Sample Mean Deviation
Credibility-PI 0.111 0.112 0.027 4.051 0.000
Entertainment- Pl 0.065 0.066 0.023 2.814 0.005
Lifestyle- Pl 0.457 0.476 0.030 15.666 0.000
Privacy and security 0.185 0.183 0.035 5.337 0.000
concern-Pl
Pl indicates purchase intention.
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In a PLS path model, a positive direct effect (without a mediator variable) would become smaller upon
the inclusion of a mediator variable. When the Variance Accounted For (VAF) has very large outcomes
of above 80%, a full mediation can be assumed (Hair et al., 2014). Thence, Figure 5 and Table 6
illustrate the mediated effects of lifestyle, privacy and security concern, entertainment and credibility
on purchase intention.

5.2.2 Model with Mediated Effects

ATSMA1 ATSMAZ

Lifestyle1 e BLEhI
10,728 (0.000)

Lifestyle2 40,757 (0.

Lifestyle3 4 0.757 (. 0.709 (0.000] 0772 (0.000)

Lifestyled 40.762 (0.000)

0.836 (0.000)

Lifestyle 0822 (0.000)
Purchase_In...
0.216 (0.000) 0.350 {0.000] Purchase_In... \
PSC1 40247 (0.000) \0.316-{Q.000]
psC2 40000 (©.000) Purchase_In... 0.886 (0.000)

\

0.020 {0.447)

PSC3  4-pare(0.000
e

0.272 (0.000) — ¥ 0.582 (0.000)

PSC4 4-0.874 (0.000) P&sSC

2
ATSMA f/fpurchase_ln... Purchase Intention

0.176 (0.000) -0.039 (0.062)

Entertainm... 40,823 (0.000)

Entertainm... 1 0.702 (0.
Purchase_In...

Entertainm... 40.715 (0.000)

0.179 (0.000) 0.004 (0.848)

Entertainment

Credibilityl 4o 704 (0.000)
Credibility2 40.897 (0.000)
Credibility3 40.902 (0.000

Credibilitya 4070100000 o giniiiny

Figure 5. Summary of Mediating Effects
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Table 6. Indirect Effects Test

Indirect Effects

Original Sample Std. T Statistics P Values
Sample Mean Deviation
Credibility-ATSMA
Credibility-PI 0.104 0.104 0.015 7.067 0.000
Entertainment- ATSMA
Entertainment-PI 0.102 0.103 0.014 7.331 0.000
Lifestyle- ATSMA
Lifestyle-PI 0.126 0.126 0.020 6.316 0.000
Privacy and security
concern- ATSMA
Privacy and security 0.159 0.158 0.018 8.951 0.000

concern-Pl

ATSMA indicates the attitude towards social media advertising.

Pl indicates purchase intention.

Based on Figure 5 and Table 6, lifestyle garnered strong support. The direct effect of lifestyle was
significant (0.475; sig=0.000, see Figure 4); however, when the mediator was included in the model,
the significance of lifestyle to purchase intention reduced (0.350; sig=0.000, Figure 5). The indirect
effect of lifestyle on purchase intention (0.126; t=6.316; p<0.000) indicated that the attitude towards
social media advertising partially mediates the relationship between lifestyle and purchase intention.
This hypothesis was consistent with Hung’s (2009) belief that lifestyle usually reflects a person’s
attitudes, values or worldview, and reflects their personal taste. The result indicated that a positive
lifestyle affects attitude towards products and services advertised on social media. So, understanding
the relationship between lifestyle and attitude will definitely lead to positive outcomes for advertisers,
especially when targeting Gen Y consumers in Malaysia. Hypothesis 1 was accepted.

Based on the findings from this study, Gen Y in Malaysia will repurchase on sites advertised on social
media if the website offers good value for money, the products or services advertised enhance their
lifestyle, or if the firm has partners and suppliers that have a strong brand in the market. Advertisers can
use promotional appeals, discount periods and the like to motivate the consumers. This in turn interests
the consumers to try new products and styles because they most often want to be the trendsetters. This
would consequently lead them to become opinion leaders who in turn could influence the buying
patterns of their peers, friends and relatives. Therefore, advertisers must always keep Gen Y consumers’

in Malaysia up-to-date of newly introduced products to try to motivate them to try and spread a positive
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word of mouth of their products and brands to friends and followers.

Similarly, privacy and security concern has a positive significance to purchase intention (0.185;
sig=0.000, Figure 4). When attitude towards social media advertising is added as the mediator, privacy
and security concern ceases to have any significance to purchase intention (0.020; sig=0.447; t=8.951,
see Figure 5 and Table 6). This indicated that attitude towards social media advertising mediates the
relationship between privacy, security concern and purchase intention. The finding is similar to Udo
(2001) and Flavian and Guinaliu, (2006) who pointed out the importance of protection of privacy
which is the greatest concern of internet purchasers. Also, Adam et al. (2007) added that consumers’
perceptions of privacy and security affect their willingness to purchase from online retailers. Hence,
hypothesis 2 was accepted. Besides, findings from the study indicated that consumers will repurchase
products and services advertised on social media, if the firm assures that their financial details will not
be accessible by a third party. They also worry about receiving ads which they are not interested in as a
result of their shopping behaviour being monitored. Therefore, advertising managers need to
understand the fears of Gen Y in Malaysia when it comes to protecting their private information. They
should pay more attention to how Gen Y perceives the advertisement when making advertising
decisions. Respondents or consumers have the right to have control over who can see their information,
hence, strongly imply that sites advertised on social media should create a stricter and a more
comprehensive level of privacy policies. For that reason, advertisers on social media should create a
secure site and inform their potential consumers in Malaysia that necessary security measures have
been implemented as the consumers’ privacy and security is of their utmost importance. They should
also clearly state that they will do their best to minimise risks related to using social media as they
respect and protect consumer’s privacy.

On the other hand, entertainment and purchase intention also gained strong support (0.065; sig=0.005,
Figure 4). This, however changes as the mediator (attitude) is incorporated into the model. With the
inclusion of the mediator, entertainment indicated a negative significance to purchase intention (-0.039;
sig=0.062). This implies that attitude towards social media mediates the relationship between
entertainment and purchase intention. Entertainment is an essential factor influencing consumer attitude
towards online advertising (Wang & Sun, 2010). This implies that in Malaysia, entertainment may
form an emotional link between Gen Y consumers and social media advertising. Thus, hypothesis 3
was accepted.

Finally, the direct relationship between credibility and purchase intention was significant (0.111;
sig=0.000; Figure 4). Nevertheless, when attitude towards social media advertising is added as the
mediator, credibility ceases to have any significance to purchase intention. Based on Figure 5, attitude
towards social media advertising fully mediates the relationship between credibility and purchase

intention. Although the internet was found to be the least credible medium to advertise in (Moore &

118
Published by SCHOLINK INC.



www.scholink.org/ojs/index.php/wjssr World Journal of Social Science Research \ol. 6, No. 2, 2019

Rodgers, 2005), Gen Y consumers in Malaysia feel differently about it as they believe the
advertisements by strong brands or recommendations by friends (e-word of mouth). This supported
Goldsmith et al. (2000) findings, where a message on the internet has less credibility than a printed
message except the message is connected to a strong brand and the person who brings the message.
Thence, hypothesis 4 was supported. This is because, when consumers are in doubt about the
advertising messages that they receive or are uncertain of the media source of the message, they will
not be interested to proceed with the product. This may result in them researching the product for more
information or to completely avoid the advertising message. Therefore, advertiser and managers need
to establish a business relationship with already strong brands in the market to ensure the reach of their
advertisements to Gen Y consumers in Malaysia as they only correspond to advertising on social media
if they deem it credible, trustworthy, and believable and receive what was promised.

The results strongly indicated that attitude towards social media advertising fully mediates the
relationship between belief factors (lifestyle, privacy and security concern, entertainment and
credibility) and purchase intention. Therefore, hypothesis 5 was accepted. The effects of the belief

factors on the endogenous variables are listed in Table 7.

Table 7. Effects on Endogenous Variables

Effects on endogenous variables Direct effect t-Value (bootstrap) P-value

Attitude towards social media advertising
(R2=0.401/; Q°=0.209)

e Lifestyle 0.230%*** 7.339 0.000

e Privacy & security concern 0.269*** 9.478 0.000

¢ Entertainment 0.166** 6.953 0.000

e Credibility 0.175** 0.075 0.000

Purchase Intention (R2=0.590/

Q%=0.418)

¢ Attitude towards SMA 0.768*** 55.720 0.000

e Lifestyle 0.177** 6.978 0.000

e Privacy & security concern 0.206*** 9.145 0.000

¢ Entertainment 0.128** 6.969 0.000

e Credibility 0.135** 7.052 0.000

Actual Purchase/Buying (R2=0.485/

Q%=0.292)

e Purchase Intention 0.696*** 36.983 0.001

¢ Attitude towards SMA 0.535*** 26.327 0.000
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Lifestyle 0.123** 6.579 0.000
Privacy & security concern 0.144** 8.583 0.000
Entertainment 0.089 ns 6.801 0.000
Credibility 0.094 ns 6.942 0.000

Sig. denotes a significant direct effect at 0.05. Nsig. denotes a non-significant direct effect at 0.05.

*p<0.05. ** p<0.01. *** p<0.001.

Based on Table 7, the highest effect on attitude towards social media advertising comes from privacy
and security concern, followed by credibility and lifestyle. This implies that Gen Y consumers’ in
Malaysia are concerned about the privacy of their profiles on social media which greatly influences
their attitude towards products and services advertised on social media. In terms of the impact of the
exogenous variables on purchase intention, lifestyle was found to have the greatest total impact,
followed by credibility and privacy and security concern. In a nutshell, the decision to purchase or not

to on sites advertised on social media are influenced by lifestyle patterns in Malaysia.

6. Implications, Limitations and Future Research

6.1 Academic Implications

The academic contribution of this study lies in outlining the key belief factors that influence
consumers’ attitudes towards social media advertising. This study provided a framework to guide social
media advertising, which can be potential research topics for future investigation. The findings may
also help academic researchers to have a better understanding of the complex and ever-changing world
of social media advertising and what affects the attitude, purchase intention and buying behaviour of
consumers.

This study provided an insight into the understanding of consumers’ attitudes and purchasing
behaviours in the context of social media advertising, which is currently lacking. It further contributed
to understanding the existing theories by focusing on consumers’ attitudes and behaviours toward
brands advertised on social media. The understanding of consumers’ attitude will allow researchers to
identify other key factors that could eventually contribute to the effectiveness of social media
advertising.

6.2 Practical Implications

This research can also be used as a guideline for advertisers who are developing new advertisements
and marketing mix for social media advertising or who are considering the use of a current format of
social media advertising. Consumers’ attitudes are closely related to brand preference and purchasing
behaviours, which eventually promote sales. Since the ultimate goal for advertisers is to increase brand
images and product sales, a better understanding of the relationships between consumers’ attitudes and
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purchasing behaviours will benefit them to achieve their goals. As social media advertising is becoming
more integrated with marketing plans, the current study may provide insight advertising strategies.

The current study provides advertisers with elements that will stimulate responses and values that may
encourage consumers to respond positively to products and services advertised on social media. It can
also offer better information for corporate advertisers in applying social media advertising to
differentiate themselves from their competitors. By doing so, Malaysian businesses can implement
successful advertising campaigns. The insight provided by this study can be used in marketing strategy
as it indicated which belief factors should be given more attention based on the positive outcomes. For
example, lifestyle, privacy and security concern and credibility positively affected Gen Y’s attitude
towards social media advertising. Therefore, advertisers and managers need to understand the different
lifestyle segments of the consumers. Such understandings appear particularly important for efficient
and effective management of the promotion mix like advertising, public relations, sales and promotion
in order to engage social media users and increase purchase.

6.3 Limitations and Future Research

The target population for this study was the Gen Y social media users located in the Northern, Central
and Southern regions of Malaysia. The sample size may not necessarily be a good representation of the
total population of the country. However, the results can be accepted as a representative of the area that
participated in this research, which is Northern, Central and Southern regions. It would also be useful
to study consumers from other demographics to engage more Malaysian consumers by determining
their attitude towards social media advertising and integrating these into advertising plans and
promotion mixes.

The model developed in this study to measure Gen Y’s attitude and purchase intention could be tested
with a different demographic profile in order to validate, generalise, or modify the model. Future
research should consider other demographics or move into a cross-cultural study. This direction may
shed some light on the influence of cultural factors on social media advertising and how culture affects
consumers’ motivation to create, exchange, and actively engage in news feeds or posts. Another related
issue is the degree to which cultural factors affect consumer responsiveness to social media advertising
and promotion. Cultural dimension needs to be explored to examine whether and how they affect
consumer response to social media advertising in various cultures. Such research has implications for
homing in on what needs to be adapted even when a standardised strategy is used. Alternatively, a
cross-cultural study can be conducted to compare Malaysian and non-Malaysian social media users, as
well as expanding the study to cover generational differences in purchase behaviour. This will help to

understand the effects of the online advertising strategy to a larger extent.
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