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Abstract

Popularity of social media advertising has been growing with each day
among business organizations as well as consumers. Several factors
play important role in influencing the attitude of consumers toward
social media advertising. Previous studies examined the impact of
different factors on consumers' attitude toward social media
advertising (hereafter CATSMA). The literature available on this issue
is although wide but largely fragmented. Less efforts have been done in
the past for integrating the findings of previous studies and identifying
the factors which have most significant influence upon CATSMA. In
this study research papers related to advertising, marketing and
management were collected from refereed journals for reviewing the
literature. This study carried out a systematic literature review of the
factors which influence CATSMA and literature is summarized by
identifying the factors that primarily influence CATSMA. The paper
will establish a strong base for future research on social media
advertising.
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Introduction

Since past several years, social media has gained popularity among
individuals as well as business organizations across the world. This
new media i.e. social media which is an assimilation of those
applications which are based on internet and made upon the
technological and ideological foundations of Web 2.0, can create and
facilitate the exchange of content which is generated by users (Kaplan
& Haenlein, 2010), is important because it facilitates interaction
between people, enables asynchronous and quick communication
which comparatively costs lower as compared to other forms of
communication (Miller etal., 2009).

Advertising on social media not only provide opportunity to
companies to communicate with their customers and vice-versa but
entire nature of online advertising has been changed through it as
consumers now besides being the end users of online advertising have
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become important players in the further dissemination of
advertisements to their colleagues, friends and family
members (Golan & Zaidner, 2008; Mangold & Faulds,
2009). As most of the people are now using social websites
on daily basis and online social networks have made the
sharing of information very easy, online advertisers have
made social websites their main target to post ads of their
products so that they can reach the maximum number of
customers in lesser time frame. Companies of all sizes have
started making use of social networks to advertise and
promote their products (Aula, 2010; Hanna et al., 2011).
Consumers are increasingly becoming dependent on
advertising and various other types of promotional tools for
seeking the information that can help them in buying
decisions (Belch et al., 2013), however, advertising has
undergone a sea change in last few years and social media
and online advertising have provided numerous
advantages over traditional advertising (Gao et al., 2013;
Saxena & Khanna, 2013; Abzari et al., 2014). Social
media has the ability to influence customers' attitude,
decision making and purchase intention, thus it provide the
managers opportunity to do conversations with the users
for promoting their products (Kyriakopoulou & Kitsios,
2017). Thus, we came across extensive literature which
focused on significant growth in social media and immense
opportunities available for companies to advertise their
brands through it. However, a number of factors play role in
influencing attitude of consumers toward social media
advertising. Several studies were conducted in the past for
measuring the impact of different factors on CATSMA.
The published literature on the impact of various factors in
shaping the consumers' attitude towards social media is
although wide but largely fragmented. Inadequate efforts
have been done in the past towards integrating the findings
of these studies and determining the factors which have
most significant influence upon CATSMA. In this study an
elaborative literature survey is conducted to explore the
major factors affecting CATSMA. Research papers related
to advertising, marketing and management were collected
from referred journals for reviewing the literature. The
paper is designed as: Firstly, we define and explain the
concept of CATSMA. Secondly, we describe the literature
review procedure and present a summary of prior research
on various factors affecting CATSMA. Thirdly, we identify
the factors influencing CATSMA which are found to be
common in most of the studies and present the quantitative
summary of these major factors affecting CATSMA. We
then conclude the paper by proposing suggestions for
future studies.

Consumers' Attitude toward Social Media Advertising
(CATSMA)

Attitude is the psychological evaluation and expression
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towards anything in accordance with the extent of favour or
disfavour (Lassus, 2003). Attitude towards advertising is a
learned predisposition by which people respond
consistently either favourably or unfavourably towards any
advertisement (Lutz, 1985). Consumers' attitude towards
social network advertising is a predisposition to respond
either way- favourably or unfavourably towards the
content advertised on social networking services (Nevarez
& Torres, 2015). Earlier researches on social media
advertising have verified that attitude of consumers
towards SMA is a key factor for determining advertising
effectiveness (Li etal., 2002; Chu et al., 2013). Consumers'
attitude toward Internet advertising has been found as a
significant predictor of their behavioural response to
advertising which in turn is influenced by affective and
cognitive factors as well as behavioural experiences (Kim
et al., 2016). A number of advertising models have been
designed during the past century to represent the different
phases of attitudes that the consumers undergo prior to their
buying decision (Barry, 1987). Lavidge and Steiner (1961)
highlighted that eventually, consumers reach each attitude
phase, by moving through these stages simultaneously or in
adifferent order and hence it is not necessary that stages are
always equidistant. As evident from a number of
researches, the multicomponent models are considered to
be more valid over the single component models to assess
advertising (Bagozzi & Burnkrant, 1980; Barry & Howard,
1990; Brown & Stayman, 1999). Belch et al. (2012)
asserted that the tricomponent attitude model comprise of
three attitudinal stages or components: cognitive
component (beliefs of an individual about an object),
affective component (positive or negative feelings of an
individual towards the object) and the behavioural
component (readiness of an individual to give behavioural
response to the object). Duffet (2017) also explained that
consumers pass through the following consecutive attitude
phases: consumers' getting aware about the existence of the
brand and gaining knowledge about the offers of the brand
(the cognitive attitude response); framing of liking or
favourable predisposition towards that brand and
expressing their brand preference in comparison to the
other brands (the affective attitude response); deciding to
buy a particular brand and finally buying it (the behavioral
attitude response).

Attitudes toward advertising comprises of a proposed
theory according to which favourable and positive attitude
towards an advertisement leads to positive attitudes toward
the brands, which favorably influences the buying
intention (MacKenzie etal., 1986; Bruner & Kumar, 2000).
Whereas Gensler et al. (2013) highlighted that consumers
who are exposed to social media marketing
communication are found to have formed not only
favourable but also unfavourable attitude at times. Lukka
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and James (2014) found positive, negative as well as
neutral attitudes toward social network advertising.
Several studies have analysed the attitudinal responses of
people toward different kinds of social media marketing
communications. Sun and Wang (2010) found that
consumers' attitude toward online advertising is an
important predictor of their responses towards it. Chu et al.
(2013) found that attitude of consumers toward SMA
affects their behavioural responses toward SMA and
consequently their purchase intentions. Boateng and Okoe
(2015) found that relationship between CATSMA and
behavioural responses is significant. Duffet (2015)
revealed that advertisements targeted through Facebook
leads to favourable influence on the behavioural attitudes
of consumers. Duffet (2017) found that advertising on
social media had a favourable impact on cognitive
(awareness, knowledge); affective (liking, preference)
and; behavioural (intention-to-purchase, purchase)
components.

Literature Identification and Analysis

Academic and peer reviewed journal papers published
between 1965 and 2019, addressing the impact of factors
influencing CATSMA were collected for this study. In total
133 papers were collected out of which 55 were found
relevant to the topic. Findings of these identified papers
were arranged systematically and then analysed to
determine the factors which influence the CATSMA the
most. We have carried out a systematic literature review of
the factors influencing CATSMA and summarised the
literature which can become a strong basis for future
research on SMA.

Factors Influencing Consumers' Attitude Toward
Social Media Advertising (CATSMA)

There may be several factors contributing to the formation
CATSMA. Technology Acceptance Model (TAM) adopted
from theory of reasoned action, given by Fishbein and
Ajzen (1975) states that a causal chain is formed between
beliefs, attitudes, intentions and behavior. Davis (1989)
TAM address the question that why information
technology is accepted or rejected by users. TAM
suggested two main determinants, viz: Perceived
usefulness (hereafter PU) and Perceived ease of use (PEU)
in predicting the attitudes of the users towards the
technology, which further influence their intentions to use
and imbibe the technology. Bell et al. (1965) people
perceive usefulness if they get the useful information
which they are looking for at lesser costs or with other
benefits. Schmidt (1996) favourable PU leads to
willingness of consumers to gather information.

Earlier researches describe that TAM model can be
applicable in determining users' attitude towards social
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networking (Nevarez & Torres, 2015). However, over a
period of time various researchers proposed alterations in
the model. Legris et al. (2003) recommended that certain
more variables especially which are related to the social
change processes and that involve human factor need to be
added to the TAM model to make the existing model more
comprehensive. Subramanian (1994) examined the effect
of TAM factors on the predicted future usage of
Information Technology and found that PU is the
determinant of predicted future usage but did not found
significant impact of PEU on it. Igbaria et al. (1997) PEU
explains both, PU and system usage, also PU strongly
effects system usage, however, the effect of PEU is more
than PU on system usage. Gefen et al. (2003) intention to
use online shopping is influenced by trust, PU, as well as
PEU. Also, PU was found as a stronger direct predictor of
intention to use online shopping than trust. Heijden et al.
(2003) PEU, PU, trust on online stores, and perceived risk
are the factors influencing attitude towards online
purchasing intention which further impact online purchase
intention. Hajli (2013) omits the factor PEU by arguing that
it indirectly influences user's acceptance via PU, however,
integrated the technology acceptance model with social
media concepts and found that in comparison to trust, PU
has greater influence on buying intentions. Nevarez and
Torres (2015) in their model included two additional
variables, perceived advertisement intrusiveness (hereafter
PAI) and incentive offering (hereafter 10) along with the
factors introduced by TAM to determine CATSMA and
found that those social network users showed positive
attitude who perceived social network advertising as
“useful” and “easy touse”.

There are several ways by which the constructs introduced
by TAM can be applied (Adams et al., 1992). Previous
studies show that besides PU and PEU, there are other
factors that can also influence CATSMA either along with
or in absence of one or both TAM factors, that too in many
combinations. Bauer and Greyser (1968) advertising with
hedonic value seeks higher attention of consumers. Winters
(1986) response of consumers depends upon company's
reputation as consumers when had a good experience with
company and found it trustworthy as well as worthwhile to
recommend to their relatives and friends, will respond
favourably toward advertisements floated by the company
on internet. Alwitt and Prabhaker (1992) positive hedonic
messages or pleasurable advertising are source of
entertainment and are more accepted by consumers. Yoon
et al. (1993) highlighted that reputation of the company
plays vital role in consumer's decision making and
purchase intention of consumers is linked to corporate
reputation (hereafter CR). Ducoffe (1996) revealed that
informativeness and entertainment values are positively
associated to its overall advertising value which has strong
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relationship with attitude of consumers on web advertising
but irritation is found negatively related with it. Corporate
credibility, which forms a portion of corporation's image
affects consumers' perception (Fombrun, 1996) and both,
credibility of the company and conveyor of the message
influence the credibility of company's advertisement
(Smith & Quelch, 1996). Goldsmith et al. (2000) also
highlighted that company's reputation and representative
of the advertisement highly affects the credibility of the
advertisement. Similarly, Jarvenpaa et al. (2000)
concluded that consumers' trust on the webstore depends
upon their outlook toward reputation and size of the
company. Lietal. (2002) highlighted that while engaged on
internet, users are focused and tend to avoid any disruption
and thus advertisements on internet are perceived by
consumers even more intrusive as compare to traditional
media. Wolin et al. (2002) factors like hedonic pleasure,
product information, image and social role and positively
influence attitude towards web advertising whereas value
corruption, materialism and falsity/no sense are the factors
that are negatively associated with attitudes. Berens and
Riel (2004) asserted that people have different social
expectations from companies which form the perceptions
of people about reputation of companies. Gao and Koufaris
(2006) consumers' attitude toward the website is positively
affected by perceived entertainment and informativeness
whereas it is negatively affected by perceived irritation.
Moreover, attitude toward the website significantly
influences user's intention to revisit the site. Wais and
Clemons (2008) in their study found that people have a
positive perception of advertisements that they receive
from others instead of a company and they would like to
receive promotional messages from peers instead of the
companies. Clemons et al. (2009) asserted that youth have
been connected with the help of internet and technology
and online friends as well as peers have significant
influence on their decisions. Janusz (2009) found that
advertisements on internet using the element of
entertainment provide highly successful results as they
attract internet users. Mengli (2010) asserted that three out
of five factors explain the attitude towards online shopping,
which are PEU, PU and trust excluding personal awareness
of security and perceived risk. Sun and Wang (2010)
entertainment, credibility, information seeking, economy
and value corruption significantly influence attitudes
toward online advertising. Sohn (2010) the strongest
variable of advertising that causes avoidance of
advertisements by social networking sites users is
advertising intrusiveness as, if consumers find
advertisements as interrupting in achievement of their
goals are perceived intrusive by them. This increases the
likelihood that such advertisements may get avoided by
them. Sallam (2011) Consumers' attitude toward online
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advertising and buying intention is influenced by
consumers' perception about company's reputation as to
evaluate the products of a company they consider
trustworthiness for company as a valuable input. Taylor et
al. (2011) found that entertainment, informativeness, PI
and self- brand congruity showed the favourable impacts,
whereas privacy concerns and invasiveness have negative
influence on consumers' acceptance of social networking
sites and on their attitude toward SMA. Lewis et al. (2012)
there is important role of peers in influencing the decisions
of consumers on online social networks however it is
affected by culture groups to which people belong or other
similarity factors. Mir (2012) economy and information are
determinants of CATSMA which influences consumers'
advertising clicking behavior thus influencing their online
purchasing behavior. Wang et al. (2012) consumers have
easy access to user-generated online product reviews,
opinions and referrals of peers which is changing consumer
decision making process and consumer information
processing. Edwards et al. (2013) stated that ads when
perceived as intrusive generated the feelings of irritation
and hence advertisements are avoided by people. On the
other hand, if advertisements are perceived informative
and entertaining, there is less chance that intrusiveness
emerges. Li-Ming et al. (2013) there is significant
influence of factors like trust, usability and information on
CATSMA. Mahmoud (2013) entertainment, social role,
information, falsity, materialism, irritation and values
corruption are factors that affects attitude which in turn
have impact on decisions like to click ad or leave website.
Saadeghvaziri et al. (2013) hedonic, product information,
irritation and social role are factors that influence attitudes
toward web advertising which in turn influence consumer's
web advertising behavior and buying intention.
Thoumrungroje (2014) there are direct as well as indirect
(via eWOM) influences of the intensity of social media
usage (hereafter ISMU) on consumers' buying decisions
related to conspicuous goods. Huang et al. (2014)
highlighted that exposure to the content displayed by the
friends on SNS has greater influence on adolescents' usage
of smoking and drinking than the frequency of SN'S use and
their number of friends on SNS. Vanauken (2014)
concessions and coupons offering extra discounts via
social media influences consumers' purchase decisions in
aviation industry. Amjad et al. (2015) factors affecting
CATSMA include reliability, enjoyment, value crime,
economic system, lifestyle, information seeking, objective
obstacle and ad mess. Boateng and Okoe (2015) suggested
that companies which are prone towards using SMA must
improve their CR and should have empathy towards their
customers and establish trust among them. Chua and
Banerjee (2015) provision of incentives, vividness and
interactivity of brand-posts on social networking sites
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affects consumers decisions. Duffet (2015) usage
characteristics, duration of log-on, incidence of profile
update and demographic variables also influence the
purchase perceptions. Nevarez and Torres (2015) the ads
should be targeted by the firms with as small as possible
intrusiveness for the users. Whereas factors like incentive
offering 10, PU, PEU positively impact consumers'
attitude toward social network advertising. Putro and
Haryanto (2015) usefulness, ease of use and perceived risk
affects consumer attitudes which in turn affect the intention
to buy. Singh and Singh (2015) entertainment, informative,
usability, trust and credibility significantly influence
consumers' attitude toward online advertising. Yilmaz and
Enginkaya (2015) identified five significant motives of
consumers that lead to their following of brands in social
media viz. brand affiliation, opportunity seeking,
conversation, entertainment and investigation. Jung et al.
(2016) Peer influence (hereafter PI) and entertainment
positively affects attitude and behavioural intention of
users regarding brands being advertised on Facebook
whereas attitudes and behavioural intention were
negatively affected if advertisement invasiveness was
increased. Kim et al. (2016) found that the perceived
advertisement informativeness of Facebook advertising
was strongly related to advertisement clicking whereas
perceived advertisement irritation negatively influences it,
and perceived advertisement entertainment (hereafter
PAE) was not significantly associated to advertisement
clicking. Intensity of Facebook usage also positively affect
advertisement-clicking behavior. Sandu and Ianole (2016)
developed a model on CR based on the idea that each
stakeholder may perceive different dimension of
reputation depending upon his interaction with the
organization. Results revealed that company's economic
performance is dominating factor influencing individual's
buying, investing and working decisions related to a
company and hence building CR. Wiese (2016)
entertainment, economy, information and -credibility
influence the consumers attitude towards online
advertising. Also, entertainment was found as strongest
predictor of attitude towards online advertising via social
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network sites. Waheed et al. (2017) there are seven
characteristics of behavior having direct influence on the
usage of social networking viz. social affiliation, frequency
of use, reciprocity, information control, self-orientation,
social investigation and social boldness. Also, there are
nine factors including social- influence, boredom, regret,
emotions, self- control, self- esteem, ease of use,
personality characteristics and gratification that have
influence on user behavior while using social networking
sites but cannot be measured directly as user behaviour.
Stojanovic et al. (2018) intensity of use of social media
positively influences consumers' minds regarding value of
the brand. Bevelander et al. (2018) social influence agents
such as peers, friends, family and other role models on
social networks affects youth behavior.

Discussions

Above studies highlight the various factors affecting
CATSMA. It can be concluded from above section that
there are many factors that have influence on the formation
of CATSMA. Also, besides these factors there may be
many other factors that can affect CATSMA. Factors like
media usage, ethnicity, ad perceptions, gender, age and
even mood are found to have an influence on the attitude
toward advertising (MacKenzie and Lutz, 1989). However,
after thorough review of literature 73 factors were found in
total in different studies that have influence on CATSMA.
During literature analysis it was also found that the factors
that majorly affect CATSMA are PU, PEU, PAE, PAI,
ISMU, PI, 10, and CR, as either of these eight factors are
present in most of the studies and also their occurrences are
found much higher than other factors examined during the
literature survey. Moreover, it was also found during
literature analysis that several terms have been used in
different studies to represent a particular concept.
Therefore, in this research similar terms have been grouped
together and then allocated to a particular factor among
identified factors which suitably represent the single
concept. A concise description of each of these factors and
their related terms are provided in Table-1.

Table-1: Description of various factors affecting consumers’ attitude toward social media advertising

S. No | Factors Description Related Terms
1 Perceived Consumer’s perception about | Perceived  advertisement usefulness,
Usefulness likelihood of improvement in his | perceived  informativeness, perceived
experience  regarding getting advertisement informativeness,
valuable information or rise in information, information contr ol,
living standard or better work usefulness, informative, usability,
performance by use of technology. | informativeness, product information,
information seeking, usability
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2 Perceived Consumer’s perception about the | Ease of use
ease of use extent of ease of using and

adopting a technology without
effort.

3 Perceived The degree to which consumer hedonic, pleasurable, perceived
advertisement | perceives that feelings of entertainment, entertaining, enjoyment,
entertainment | enjoyment and pleasure can be gratifications, hedonic pleasure ,

derived by usage of technology. gratification

4 Perceived The extent to which  consumer | invasiveness, irritation, obtrusiveness,
advertisement | perceives an interference caused | objective obstacle, distraction ,
intrusiveness | by advertisements in the cognitive | intrusiveness, intrusive, perceived irritation,

process of the consumer. advertising intrusiveness,  advertisement
invasiveness, perceived advertisement
irritation

5 Intensity of The duration and frequency of frequency of usage, duration of log - on,
social media | using social media. intensity of Facebook usagg intensity of use
usage of social media, frequency of SNS use

6 Peer influence | The influence of colleagues, | Peers, friends, family, social influence

friends, peers and family on the | agents.
usage of social media.

7 Incentive The extent to which incentives are | economy, economic rewards, opportunity
offering offered through advertisements | seeking, economic system, economy

floated on social media by | influence, rewards, concessions, coupons
companies. offering discounts

8 Corporate The extent to which ~ consumers | company’s reputation, company’s image
reputation and other stakeholders perceive image, trust, credibility, corporate’s

that expectations of all credibility, corporation’s image
stakeholders are being met by the
company.

Moreover, relevant studies related to the identified prominent eight factors are summarized in the Table-2.

Table-2: Studies related to factors influencing consumers’ attitude toward social media advertising

S.No

Factors
influencing
consumers’
attitude
toward social
media
advertising

Abbreviation/
Nomenclature

Related studies

Perceived
Usefulness

PU

al. (2013);

(2017)

Subramanian (1994); Ducoffe (1996); Igbaria et. al. (1997);
Wolin et al. (2002);
(2003); Gao and Koufaris (2006); Mengli (2010); Sun and
Wang (2010); Taylor et al. (2011); Mir (2012); Edwards et
Li-Ming et al. (2013)
Saadeghvaziri et al. (2013); Hajli (2013); Amjad et al.
(2015); Nevarez and Torres (2015);
(2015); Singh and Singh (2015); Yilmaz and Enginkaya
(2015); Kim et al. (2016) ; Wiese (2016); Waheed et al.

Gefen et al. (2003); Heijden et al.

; Mahmoud (2013) ;

Putro and Haryanto
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Perceived ease
of use

PEU

Subramanian (1994); Igbaria et. al. (1997); Gefen et al.
(2003); Heijden et al. (2003); Mengli (2010); Nevarez and
Torres (2015 ); Putro and Haryanto (2015) ; Waheed et al.
(2017)

Perceived
advertisement
entertainment

PAE

Bauer and Greyser (1968) ; Alwitt and Prabhaker (1992) ;
Ducoffe (1996); Wolin et al. (2002); Gao and Koufaris
(2006); Janusz (2009); Sun and Wang (2010); Taylor et al.
(2011); Edwards et al. (2013); Mahmoud (2013) ;
Saadeghvaziri et al. (2013); Amjad et al. (2015); Singh and
Singh (2015); Yilmaz and Enginkaya (2015); Jung et al.
(2016); Kim et al. (2016); Wiese (2016); Waheed et al.
(2017)

Perceived
advertisement
intrusiveness

PAI

Ducoffe (1996); Li et al. (2002); Gao and Koufaris (2006);
Sohn (2010); Taylor et al. (2011); Edwards et al. (2013);
Mahmoud (2013); Saadeghvaziri et al. (2013); Amjad et al.
(2015); Nevarez and Torres (2015); Kim et al. (2016); Jung
et al. (2016)

Intensity of
social media
usage

ISMU

Huang et al. (2014); Thoumrungroje (2014); Duffet (2015);
Kim et al. (2016); Waheed et al. (2017) ; Stojanovic et al .
(2018)

Peers influence

PI

Wais and Clemons (2008); Clemons et al. (2009); Taylor et
al. (2011); Lewis et al. (2012); Wang et al. (2012); Huang et
al. (2014); Jung et al. (2016); Bevelander et al. (2018)

Incentive
offering

10

Sun and Wang (2010); Mir (2012); Vanauken (2014) ;
Amjad et al. (2015);Chua and Banerjee (2015) Nevarez and
Torres (2015); Yilmaz and Enginkaya (2015); Wiese (2016)

Corporate
reputation

CR

Winters (1986); Yoon et al. (1993); Fombrun (1996); Smith
and Quelch (1996); Goldsmith et al. (2000); Jarvenpaa et al.
(2000); Berens and Van Riel (2004);  Sallam (2011); Li -
Ming et al. (2013); Boateng and Okoe (2015); Singh and
Singh (2015); Sandu and lanole (2016); Wiese (2016)

Conclusion and Suggestions for Future Research

The paper gives an overview of the existing status of
knowledge regarding the factors affecting CATSMA. We
identified the key factors i.e. PU, PEU, PAE, PAI, ISMU,
PL, IO, and CR that majorly influence the CATSMA which
in turn affects their purchase intentions. We consider that
the study will provide substantial base and stimulation for
carrying out future research on the influence of major
factors on CATSMA by drawing the attention of
researchers to these identified variables and their relation
with CATSMA that can be further empirically investigated.
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