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Abstract:

Introduction: While organisations using social media advertising to influence consumers'
purchase intentions has become an increasingly relevant and vital topic within business and
marketing areas, the research into assessing the relationship between the social media
advertising factors and purchase intentions of millennial cohorts thus far has been limited,

presenting the rationale for this study.

Research aims and hypothesis: This study aims to understand the relationship between the
social media advertising factors of perceived relevance, informativeness and interactivity on
the purchase intentions of millennials living in Ireland. The theories discussed concerning
perceived relevance, interactivity and informativeness presented the basis for this study's 3

hypotheses.

Methods: A survey was completed by 145 participants using convenience sampling. After
accounting for this study's inclusion-exclusion criteria, there were only 116 wvalid
responses. After performing factor analysis, and normality tests, a Spearman's rho was deemed
the most appropriate test for assessing the relationship between the social media advertising

factors and the participants' purchase intentions.

Results: A valid total of 116 participants were analysed and interpreted based on the
Spearman’s rho’s model findings. The key results of this model showed that a moderate
positive relationship existed between the purchase intention of millennials in Ireland and the

social media advertising factors of perceived relevance, informativeness and interactivity.

Discussion: Despite some previous conflicts within the literature, this study's model's results
largely supported the existing literature findings that show a significant positive relationship.
In addition, this study builds and extends on the literature with several theoretical implications

and provides useful, practical implications for marketers targeting the millennial cohort.

Conclusion: This study was able to identify that a positive relationship existed between the
social media advertising factors and the purchase intentions of millennials within Ireland. It
also provides future research suggestions for social media advertising factors and purchase

intention.
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1. Introduction:

1.1.1 Background:

Within social media advertising (SMA), organisations are increasingly challenged to switch to
more cost-effective customer targeting measures (Akkaya, Akyol and SIMSEK, 2017;
Alalwan, 2018). Indeed, this challenge has resulted in numerous research efforts looking at
how advertisers can use SMA to influence consumers' purchasing intentions (Alalwan, 2018;
Nasir et al., 2021). However, although extensive research has shown how SMA factors such as
interactivity, perceived relevance, and informativeness defined below in Table 1 are positively
related to consumers' purchase intentions (Alalwan, 2018), these studies have yet to consider
their impact on specific age cohorts or different geographical regions. Indeed, from Ireland's
context, where business social media usage is the second highest in Europe (CSO, 2016) and
their SMA expenditure is increasing annually (Statista, 2022a), limited research thus far has
been conducted in understanding how these factors impact the purchase intentions amongst
specific age cohorts. For example, when it comes to specific age cohorts within Ireland, such
as millennials, which represent a significant proportion of the population at 1,216,653 (See
Appendix H), limited research has been conducted to understand how these factors impact this
cohort with Arora and Agarwal, (2020), being the only study thus far which examines this

population.

1.1.2 Research problem:

While recent research has attempted to address the factors in SMA that influence consumers'
purchase intentions (Alalwan, 2018; Nasir et al., 2021) and how they apply to specific age
cohorts (Arora and Agarwal, 2020), no study thus far has looked at how these factors may
apply within Ireland. Indeed, with Ireland's SMA spending rising annually (Statista, 2022a)
and limited knowledge regarding how millennials in Ireland respond to these factors, this

presents a significant opportunity and gap in the literature for this research study.



1.1.3 Proposed research study:

The study's primary aim and research question will address how SMA factors are related to the
purchase intentions of millennials within Ireland. While previous research from Alalwan
(2018) and Nasir et al. (2021) assessed how these factors impact consumers' purchase
intentions, they do not consider how they apply to specific age cohorts. Therefore, this study
will build on previous studies in providing evidence on how these factors apply to a particular
age group. Furthermore, while Arora and Agarwal (2020) have considered how SMA impacts
millennials’ purchase intentions, their findings are explicitly limited to their geographic region
and cannot be applied to Ireland. Therefore, by undertaking this study in Ireland, this study
seeks to understand the relationship between these SMA factors on Ireland's millennial age
cohort's purchase intentions to provide Irish businesses with helpful insights into this millennial

consumer group's behaviour.

Table 1 Social media advertising factors and definitions

SMA Factor Definition

Perceived relevance | Perceived relevance can be defined as the extent to which consumers
perceive information relevant for achieving their online purchasing

goals.

Informativeness Informativeness can be defined as the supply of information through

advertisements on social networks .

Interactivity Interactivity can be defined as the ability of consumers to interact

with brands over social media advertisements.

Note. Created using sources from Richard and Meuli (2013), Hanaysha (2022), Kim and Huh,

(2017) and Wang and Chen, (2020)



1.1.4 Research objectives:
This study aims to understand the relationship between social media advertising factors of
perceived relevance, interactivity, informativeness and the purchase intentions of millennials

living in Ireland.

The main objectives of this study outlined below aimed to answer this study's research question,
"The relationship between social media advertising factors and the purchase intentions of

millennials within Ireland".
The 3 primary objectives below seek to address this study’s research question.

1. To assess the relationship between the social media advertising factor of perceived
relevance and the purchase intentions of millennials in Ireland.

2. To assess the relationship between the social media advertising factor of
informativeness and the purchase intentions of millennials in Ireland.

3. To assess the relationship between the social media advertising factor of interactivity

and the purchase intentions of millennials in Ireland.
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2. Literature review:

2.1.1 Introduction:

A literature review related to the area of SMA assisted with the development of the research
question, “’The relationship between social media advertising factors and the purchase
intentions of millennials within Ireland’’. This section will review and examine the specific
theoretical constructs that relate to SMA and, more specifically, the relationship between SMA

factors and the purchase intentions of millennial consumers within Ireland.

2.1.2 Literature review structure:

Firstly, it introduces the topic of SMA and its context from an Irish perspective. It then looks
to discuss the central premise behind this study in how SMA factors relate to consumers'
purchase intentions and, more specifically, the Irish millennial cohort. After examining the
research relating to the millennial cohort, this study then discusses the main factors of perceived
relevance, interactivity and informativeness and how these factors are related to the purchase
intentions of millennials within Ireland. Finally, from examining the literature and identifying
the lack of research around how the SMA factors relate to the millennial cohort, specifically
within Ireland, this study identifies a significant literature gap that provides the grounding and

foundation for this study.



2.2.1 Social media advertising:

The swift uptake of social media users has created a new medium for organisations to use social
media for advertising to consumers (KV, KP and Kamath, 2021). Indeed, as Karimi and
Naghibi (2015) highlight, SMA allows organisations to market to wider audiences not
accessible within conventional marketing avenues by using social media as a tool for their

marketing purposes.

The concept of SMA can be defined as using social media technologies and channels to
generate and deliver offerings that provide value to an organisation’s stakeholders (Tuten and
Solomon, 2018). Moreover, from synthesising findings in the literature, SMA fundamentally
can be described as where organisations generate advertising on social media that allows
consumers to communicate through the interactive features it provides (Knoll, 2016; Johnston

et al., 2018).

The concept of SMA described above has become increasingly important as organisations are
challenged to adopt efficient, cost-effective advertising methods to target customers (Akkaya
et al.,, 2017; Arceo et al., 2018; Alalwan, 2018). Indeed, due to hyper-competitive modern
heterogenic markets, it has become crucial for firms to adopt lower-costing targeted methods
(Nasir et al., 2021), which social media provides over conventional advertising (Appel et al.,
2020). As a result of these challenges, firms are adapting from conventional advertising to
digital advertising (Shareef et al., 2019; KV et al., 2021). Moreover, this new adoption of
advertising presents new challenges for firms. For instance, research has shown how
advertisers are challenged to devise new methods to design more attractive advertisements to
entice customers to purchase their brands (Alalwan, 2018). Indeed, these challenges form the
basis of Alalwan’s (2018) research on how firms can use SMA features to influence purchasing

behaviours.



2.2.2 Social media advertising in Ireland:

Moreso, when assessing this challenge within Ireland, where enterprise usage of social media
is second in Europe (CSO, 2016) and their SMA spending has increased from €272 Billion in
2020 to €286 Billion in 2021 (Statista, 2022a), understanding how to effectively utilise SMA
to influence consumers purchase intentions should be of great concern. For example, as figures
from Statista (2022b) highlight, when breaking down the various types of digital advertising,
advertising on social media is the second highest. Interestingly, a report from PWC (2022) also
corroborated this significant increase in digital advertising showing a percentage change

increase of 40% in advertising spending that was attributed mainly to SMA.

One possible reason to explain this dramatic increase in SMA spending could be potentially
related to enterprises increasing their social media usage, with findings from the CSO (2021)
showing that almost a third of Irish enterprises increased their social media usage as a result of
covid 19. For instance, as recent literature findings from Mason, Narcum and Mason (2021)
highlight, as a result of covid 19, customers have increased their usage of social media for
researching, evaluating and purchasing products. Therefore, by acknowledging that SMA
spending is increasing in Ireland, and recent factors such as covid 19 have increased the
potential effectiveness of SMA, understanding the factors that influence Ireland's consumers'

purchase intentions is essential.



2.3.1 Social media advertising factors and consumers purchase intentions:

However, before identifying how SMA has influenced consumers' purchase intentions, it is
first essential to identify what purchase intentions mean. Ertemel and Ammoura (2017) define
purchase intentions as the process whereby consumers examine, purchase, and ultimately use
products and services to satisfy their needs. Additionally, the concept of purchase intentions
can be described as an attitudinal variable by Manzoor et al. (2020), whereby a consumer's

intent to purchase products is specifically linked to their attitude towards that advertisement.

Moreover, when looking specifically at the SMA factors of perceived relevance, interactivity
and informativeness (previously defined above in Table 1), while there have been extensive
studies that have covered how these SMA factors influence consumers' purchase intentions,
the differences should be acknowledged (Dehghani and Tumer, 2015; Kim and Huh, 2017;
Akkaya et al., 2017; Arceo et al., 2018; Alalwan, 2018; Khan, 2022; Yeo et al., 2020; Nasir et
al., 2021; Hanaysha, 2022). For example, Alalwan's (2018) and later Hanaysha's (2022) studies
identified a significant positive relationship between purchase intentions and perceived

relevance, interactivity, and informativeness.

Similarly, Nasir et al. (2021) study built on Alalwan's (2018) study, showing how the SMA
factors differed between behavioural segments, with the personality profile of the consumers
having an impact on the SMA factors of perceived relevance, interactivity and informativeness.
Interestingly, however, whilst Nasir et al. (2021) study findings were mainly similar to
Alalwan's (2018) study, they also differed by not establishing a significant relationship with
the SMA factor of interactivity. Although, as Nasir's (2021) study acknowledged, their findings
were influenced by factors, such as cultural idiosyncrasies that may have influenced their
studies cohorts' perceptions of social media advertisements, which may explain the differences
between their findings on interactivity as opposed to Alalwan (2018) study. Furthermore, while
Sigurdsson et al. (2018) study was not explicitly related to SMA factors discussed in Nasir et

9



al. (2021) and Alalwan' (2018) study, their findings have shown how cultural factors between
different countries can have a significant impact on consumers' attitudes towards digital
advertisement factors, which in the case of SMA can be described as a type of digital
advertising. Therefore, in the case of the differences between interactivity in Nasir et al. (2021)
and Alalwan's (2018) study, it can be assumed with the assistance of Sigurdsson et al. (2018)
findings that cultural differences could explain the dissimilarities between their study's findings

on interactivity.

Additionally, other studies from Yeo et al. (2020) looked at interactivity and informativeness
yet differed from the previous studies by looking at trust and brand image's influence on
purchase intentions. In contrast, Khan (2022) takes a broader view from Alalwan (2018), and
instead of looking at individual SMA factors, they identify how an organisation's broader social
media activities influence consumers' purchase intentions. Additionally, studies from Akkaya
et al. (2017) and Kim and Huh (2017) also differed from Alalwan's (2018) study by examining
the mediating factors that influence an individual's attitudes towards advertisements, which in
turn positively influence their purchase intentions, which conforms to the research by Khan
(2022), that positive attitudes towards social media increase consumers purchase intentions.
Therefore, while extensive research has been conducted in this area showing similarities within
the literature, the differences are also vast based on their results, approaches, and experimental

factors studied concerning purchasing intentions.

2.3.2 Social media advertising studies limited in not considering age:

One exclusion that some of these studies reference within their limitations (Alalwan 2018;
Nasir et al., 2021) is the lack of insight into how SMA factors such as perceived relevance,
informativeness, and interactivity apply to demographic characteristics such as age cohorts like
millennials. However, before examining cohorts such as millennials (described in Table 2

below), it is necessary to assess the research already applied to this cohort.

10



2.3.3 Social media advertising factors on purchase intentions of millennials:

Millennials, broadly defined between 1981-1999 (Borges et al., 2006; Bolton et al., 2013;
Ruzycki et al., 2019), have become a significant consumer group whose behaviours toward
SMA are crucial for marketers (Duffett, 2015). For instance, as Naumovska (2017) highlighted,
as opposed to previous generations, the millennial generation, in particular, has been
significantly impacted by advancements in technology and digital media that make this group
an attractive group for brands and advertisers. Furthermore, when it is considered by Bolton et
al. (2013) and Pauliene and Sedneva (2019) that millennials generally rely on social media
when looking for information to assist their decision-making process, it makes sense that
marketers and brands would consider this group for their SMA efforts. Indeed, as numerous
studies have highlighted, global companies have turned their attention towards millennials, as
they represent a considerable global population with significant buying power (Dabija, Bejan
and Tipi, 2018, Davidaviciene, Meidute-Kavaliauskiene and Paliulis, 2019). Furthermore, as
Duffett (2021) highlighted, millennial consumers will make up 75% of the global workforce
with a global buying power expenditure of $600 billion, making them a substantial target for
marketers globally. Furthermore, when addressing Ireland specifically, millennials represent a
significant proportion of Ireland’s population at 1,216 653 (See Appendix H).

Moreover, from an academic perspective, numerous studies have been trying to identify the
social media factors that influence millennials’ purchasing intentions (Balakrishnan, Dahnil
and Yi, 2014; Mohamad, Zawawi and Hanafi, 2018; Pauliene and Sedneva, 2019).
Interestingly, when observing the findings within these studies, there are some similarities and
differences to acknowledge. For example, in Pauliene and Sedneva (2019), electronic word of
mouth increases purchase intention, whereas, in Mohamad et al. (2018), their findings

identified consumer engagement as a factor that positively influences purchase intentions.
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Table 2 Millennial’s description related specifically to social media advertising

Age

23 — 41 ( born between 1981 to 1999)

Consumer behaviour

As opposed to previous generations, the
millennial generation cohort illustrate
distinct differences prior to previous
generations, which warrants increase
research.

Exhibits high levels of brand loyalty.

Social media usage

Utilises social media in an interactive
fashion to communicate, consume and
share content across social media

platforms.

Use of social media for purchasing

Utilises social media platforms frequently

to seek information or share opinions prior

to purchasing products.

Note table created from Pauliene and Sedneva (2019), Prasad, Garg and Prasad (2019)

2.3.4 Limitations on social media advertising studies on millennials purchase intentions:

However, a few limitations exist within the above studies. For example, Pauliene and Sedneva's
(2019) study focuses on the restaurant industry, whereas Balakrishnan et al. (2014) and
Mohamad et al. (2018) studies focus on a specific geographical region, therefore, impacting
the potential generalisability of both of these studies. Furthermore, while these studies examine
numerous factors, the factors identified in Alalwan (2018), Nasir et al. (2021), and Arora and
Agarwal (2020) studies, such as perceived relevance, informativeness and interactivity, have
yet to be examined explicitly to millennial cohorts within Ireland. Therefore, this provides a
valuable opportunity for Irish market research on how the factors of perceived relevance,
informativeness and interactivity apply to millennial cohorts' purchase intentions in a country
increasing their SMA expenditure, as previously mentioned. However, before understanding
how these factors relate to millennials' purchase intentions, it is first essential to examine each

factor and the previous literature findings on these factors.
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2.4.1 Social media advertising factor- Perceived relevance:

Perceived relevance within the online advertising context can be defined as the extent to which
consumers perceive information relevant for achieving their online purchasing goals (Kim and
Huh, 2017). Indeed, recent studies have proven that when consumers perceive social media as
relevant to their purchasing goals and preferences, this increases their purchase intention
(Alalwan, 2018; Zhu and Chang, 2016). Additionally, findings from Dodoo and Wu (2019)
and Reena and Udita (2020) also highlighted the positive relationship social media adverts have
on a consumer's perceived relevance through ad personalisation which subsequently influences
their purchase intention. Indeed, consumers provide a significant amount of personal
information on their social networks, allowing marketers to personalise their advertising

messages to a significant extent (De Keyzer, Dens and De Pelsmacker, 2015).

Furthermore, another reason it influences purchase intentions could be that perceived relevance
is a moderating factor to advertising effectiveness, increasing consumers' attention to adverts
(Jung, 2017), which influences a consumer's purchase intention by increasing their engagement
(Akkaya et al., 2017). However, recent studies argue against the positive relationship between
perceived relevance and purchase intentions (Sarraf and Teshnizi, 2020). Although Sarraf and
Teshnizi (2020) acknowledge that their findings might vary due to their study's distinct
population characteristics. Furthermore, Sarraf and Teshnizi's (2020) study focuses
predominantly on social media advertisements related to cosmetic products, whereas Nasir
(2021) and Alalwan's (2018) study’s focused on generalised product advertising using social
media. Moreover, as Fernandes, Semuel, and Adiwijaya (2020) highlighted when it comes to
cosmetic beauty products advertised on social media, consumers tend to purchase them more
for hedonic social reasons. Therefore, it may be likely that Sarraf and Teshnizi's (2020) study
differs from previous findings due to differences in their population characteristics and the fact

that it examines cosmetic products in SMA, which may have influenced their study's findings.
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2.4.2 Social media advertising factor- Informativeness:

Informativeness has been conceptualised as advertising's ability to provide users with informed
information regarding alternative solutions (Ducoffe, 1996). However, for a definition more
applicable to social media, it could be generally defined by Richard and Meuli (2013) as the
supply of information through advertisements, which according to Hanaysha (2022), provides
crucial brand-specific information using a wide range of social media networks to influence
their consumer's purchase intentions. Previous research on this factor shows that
informativeness positively impacts consumer's purchase intentions on social media (Van-Tien
Dao et al., 2014, Lee and Hong, 2016; Akkaya et al., 2017; Alalwan, 2018; Arora and Agarwal
2020; Yeo et al., 2020; Nasir et al., 2021). For example, as Lee and Hong (2016) highlight, it

increases consumer purchase intentions by giving them the ability to make informed purchases.

Furthermore, as Prentice, Chen and Wang (2019) suggest, information within social media
network advertisements is critical to assist consumers with evaluating products. Additionally,
other studies have shown that as informativeness increases advertising favourability, consumer
purchase intentions increase (Akkaya et al., 2017; Hamouda, 2018; Arora and Agarwal, 2020;
Minbashrazgah, Qarahbolagh and Eynali, 2021). Indeed, Arli (2017) and Chen et al. (2021)
also support these findings showing that informativeness is linked with creating advertising
value and, subsequently, a positive attitude towards an organisation's social media which
positively influences the consumer's purchase intentions. However, whilst the above studies
show that informativeness increases consumers' purchase intention, the information generated
on social media has been seen to positively influence consumers' purchase intentions only if
they perceive it as helpful for evaluating and becoming familiar with a product's quality and
performance (Fillieri et al., 2018). Although, as Prentice et al. (2019) highlight, social media
platforms provide a wealth of information when assisting consumers' decision-making process

when evaluating products.
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Therefore, it can be suggested from the above findings that as social media advertising
generally provides helpful information for consumers' product evaluation, this in turn

positively influences their purchase intentions, with no study currently challenging this.

2.4.3 Social media advertising factor- Interactivity:

Interactivity is the degree of freedom between two or more individuals regarding their
interaction and specific communication platforms utilised (Liu and Shrum, 2002). This concept
relating to social media looks at how multimedia speed, communication, and control, can
influence the perceived interactive level of that social medium (Ariel and Avidar, 2015).
Although, a more social media-specific definition of interactivity could be thought of where a
consumer can interact and offer their feedback directly to the social media advertisements
posted by brands (Wang and Chen, 2020). Furthermore, as Wang and Chen (2020) proposed,
the high degree of interactivity on social media, such as consumers interacting and providing
their views and feedback, can positively influence their decision-making. Interestingly, as
Rathore, Ilavarasan and Dwivedi (2016) highlight, consumers are now switching toward SMA

over traditional advertising as it offers a highly interactive medium.

Moreover, in terms of influencing consumers' purchase intentions, previous academic findings
suggested that interactivity positively influences purchase intentions (Alalwan, 2018), Liao,
Chung, and Chang, 2019; Arora and Agarwal, 2020). For example, as Bozkurt, Gligor and
Babin (2020) highlight, when consumers perceive a brand's social media as highly interactive,
they are more likely to purchase their brand offerings. However, other research contradicts
these findings (Nasir et al., 2021), highlighting no significant relationship between interactivity
and purchase intentions amongst their different sample cohorts. Sreejesh et al. (2020) also show
that the interactivity of social media can adversely impact the potential effectiveness of
advertising. Therefore, whilst most studies found a significant positive relationship between
these two factors, these mixed findings present the potential need for further study.
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2.4.4 Perceived relevance impact on millennial’s purchase intentions:

According to Nusair, Bilgihan and Okumus (2013), millennials' decisions come from
reviewing online content to see if it provides value relative to their needs when making travel
purchasing decisions. Therefore, as Arora and Agarwal's (2020) study findings suggest, when
millennials perceive content online in the form of SMA relevant to their needs, this positively

affects their purchase intentions.

2.4.5 Informativeness impact on millennial’s purchase intentions:

In terms of informativeness's impact on influencing millennials' purchase intentions, research
from Arora and Agarwal (2020) identified a significant positive relationship. However, their
limitations highlight that their study's generalisability would be of concern given that it is
situated within an Indian province and thus is affected by cultural influences. Although findings
from a recent study by Wiese and Akareem (2020) supported the concept of social support
theory that states globalised social media platforms lead to homogenous preferences amongst
users (Wiese and Akareem, 2020). Therefore, regardless of geographic location, it could be

assumed that findings will be similar among millennial consumers.

Moreover, another potential reason why informativeness may positively influence millennials'
purchase intentions could be related to when the information regarding social media
advertisements comes from online users using electronic word of mouth (EWOM). Indeed, as
Pauliene and Sedneva (2019) study highlighted, EWOM positively influences millennial
consumers' purchase intentions. However, it is Lim et al. (2017) study which creates the link
between EWOM and informativeness, showing that consumers are more likely to listen to the
knowledge and experiences of other users when making a purchasing decision. Therefore, in
terms of millennials, it could be suggested that SMA effectively influences their purchase
intentions on social media advertising when the information comes from other online

consumers.
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2.4.6 Interactivity impact on millennial’s purchase intentions:

Similar to informativeness, Arora and Agarwal's (2020) study highlighted that interactivity
positively affects millennials' intent to purchase products from SMA. One potential reason to
explain this could be the online interactive nature that social media provides through its online
communities. Indeed, as highlighted by Balakrishnan et al. (2014), online social media
communities where consumers can share ideas and interact with each other have positively

influenced millennials' purchase intentions.

2.5.1 Conclusion and research problem:

The above literature highlights significant opportunities in understanding how SMA factors
relate to Ireland's millennials' purchase intentions. However, whilst considerable study and
research in assessing interactivity, perceived relevance, and informativeness relationship on
consumers' purchase intentions have been done (Alalwan, 2018, Nasir et al., 2021; Hanaysha,
2022 ), these studies do not apply to specific generational cohorts. Furthermore, while Arora
and Agarwal (2020) considered these factors on millennials, their study's findings only applied
to their particular locality. Therefore, this paper acknowledges a gap within the literature and
an opportunity to extend the knowledge area concerning how SMA factors relate specifically
to millennials' purchase intentions in Ireland, which could assist with gaining an understanding
of this cohort within more regions. Moreover, as social media spending within Irish businesses
increases annually (Statista, 2022a), this study provides valuable insights for organisations

trying to target this generation more effectively with their SMA strategies.
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3. Research question, objectives and hypotheses:

3.1.1 Research question:

This study explores the SMA factors of perceived relevance, informativeness, interactivity and
their corresponding relationship with the purchase intentions amongst the millennials in
Ireland. This study’s aims is to understand how Irish companies can use SMA more effectively
to target millennials. To assist with this, the theory discussed in the literature review provides
the primary foundation for this study's research objectives. This study's primary objectives and
hypotheses below aim to answer the research question "The relationship between social media

advertising factors and the purchase intentions of millennials within Ireland".
3.1.2 Research objectives and hypotheses:

The 3 research objectives and corresponding hypotheses below were formulated from

identified gaps in the literature review above.

RO1 To assess the relationship between the social media advertising factor of perceived
relevance and the purchase intentions of millennials in Ireland.

HI1. There is a significant positive relationship between perceived relevance and purchase
intentions.

RO2 To assess the relationship between the social media advertising factor of informativeness
and the purchase intentions of millennials in Ireland.

H2. There is a significant positive relationship between informativeness and purchase
intentions.

RO3. To assess the relationship between the social media advertising factor of interactivity
and the purchase intentions of millennials in Ireland.

H3. There is a significant positive relationship between interactivity and purchase intentions.
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Chapter 4
Methodology



4. Methodology

4.1.1 Introduction:

This chapter will discuss the research methods and approaches used in the current study. The
chapter format begins with an overview of the research approach, design and instruments used.
It also addresses the tests used when developing the research instruments for the full study,

such as the pilot study and reliability and validity testing.

After establishing the research methods and instruments used, this chapter will focus on the
sampling stage, which consists of the inclusion-exclusion criteria, sampling methods, sampling
procedure and sampling size. Similar to the research instrument section, the sampling section
focuses on using the inclusion-exclusion criteria and power analysis to justify the study's

sample size and population characteristics.

Furthermore, before discussing the data analysis techniques, normality testing will be

conducted to justify the specific inferential statistic tests used in this study.

Additionally, this chapter will discuss the specific data procedure and the descriptive and

inferential statistics used in the actual data analysis.

Lastly, this chapter will discuss the ethical considerations and the methodological limitations

that this study encountered during its undertaking.
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4.2.1 Research approach:

This research employed a positivist approach that condenses research into quantifiable factors
that test research questions (Creswell and Creswell, 2018). For example, as Aliyu et al. (2014)
highlight, when describing the positivist research paradigm, the researcher takes the objective
view that the world confirms specific guiding and unchanging principles, and impartial
repeatable measurement studies overcome these intricacies and complexities. These views that
researchers hold are known as an ontology, which along with epistemology, which according
to Scotland (2012), concerns how information is researched, formulated and shared, determines
the research paradigm, which in this study's case is positivist. This positivist approach can then
examine construct relationships using statistical procedures (Creswell and Creswell, 2018). For
example, in the case of the positivist research approach, methodologies comprising
confirmatory and quantitative analysis are frequently used (Aliyu et al., 2014). This research

approach can also be seen in the case of past studies similar to this study (Alalwan, 2018).

4.2.2 Research design:

The study employed a cross-sectional design, which captures observations on a selected group
at one point in time to later measure with statistical procedures (Thiese, 2014; Creswell and
Creswell, 2018). These studies are referred to as observational as their sole focus is on the
researcher making observations (Mann, 2003; 2012). The reason for choosing this type of
research design for this study came for several reasons. Firstly, this type of design is frequently
employed for population-based questionnaires as it is a fast and low-cost method for measuring
multiple outcomes (Levin, 2006; Thiese, 2014; Setia, 2016). Secondly, as this study is looking
to examine how common or prevalent it is for SMA to be positively related to the purchase
intentions of millennials, a cross-sectional study is most appropriate, according to Mann (2003)
and is a research design typically employed within similar studies identified within the

literature (Alalwan, 2018; Arora and Agarwal, 2020; Nasir et al., 2021).
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4.2.3 Research instruments:

Data was collected using a questionnaire based on a 7-point multi-Likert scale used in
Alalwan's (2018) study. The specific items used to construct this survey can be seen below in
Table 3, which consisted of multiple Likert item scales which examined the constructs of
perceived relevance, interactivity, informativeness and purchase intentions. Additionally, this
study's survey also consists of demographic and descriptive questions in Appendix G that were
necessary for the survey's sample inclusion-exclusion criteria in Table 6, seen below in the

sampling section.

Furthermore, as this study's research question and objectives outlined above in Chapter 3
looked to examine the relationship between millennial consumer's purchase intentions and the
social media advertising factors of perceived relevance, informativeness and interactivity, this
study adopted the research survey instruments used and validated from previous studies
examining the same relationship using a positivist quantitative paradigm (Alalwan, 2018; Nasir
et al., 2021). Therefore, using these instruments that were implemented in previous studies

allowed this study to answer the research question using an existing validated methodology.

Moreover, in addition to establishing the survey's relevance for answering this study's research
question, there were other benefits of using a questionnaire. For example, questionnaires allow
researchers to collect data from significant population proportions in a limited time and present
other research-specific benefits such as convenience to the participant, reduced interview bias

and anonymity (Elangovan and Sundaravel, 2021).
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Table 3 Constructs and scale items for research questionnaire

Author

Construct

Ttems

Zeng, Huang and Dou
(2009)
Zhu and Chang (2016)

Perceived
relevance

(PRRI1) Social media advertising is relevant to me
(PRR2) Social media advertising is important fo me
(PRRY) Social media advertising means a lot to me
(PRRA) I think social media advertising fits my inferests
(PRRS) I think social medta advertising fits with my
preferences

Jiang et al. (2010)

Interactivity

(INTER1) Social media advertising is effective in gathering
customer's feedback

(INTER2) Social media advertising makes me feel like it
wants to listen to its customers

(INTER3) Social media advertising encourages customers io
affer feedback

(INTERS) Soctal media advertising phves customers the
opportunity to talk back

Logan, Bright and
Gangadharbatla (2012)

Informativeness

(INF1) Social media advertising Is a good source of product
information and supplies relevant product information
(INF2) Social media advertising provides timely information
(INF3) Social media advertising is a good source of up-to-
date product Information

(INF4) Social media advertising is a convenient source of
product information

(INF3) Social media advertising supplies complete product

information

Duffet (2015)

Purchase
intention

(PIN) [will buy products that are advertised on social media
(PIN2) ] desire to buy products that are promoted on
advertisements on social media

(PIN3) I am likely to buy products that are promoted on
soclal media

(PINd) ] plan to purchase products that are promoted on
social media
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4.3.1 Pilot study:

A pilot study was conducted prior to the main research study. The purpose of a pilot study is
to develop and ensure that the research instruments used are adequate and feasible for the entire
study (Connelly, 2008). Indeed, in the case of running this study, the researcher received
feedback on their questionnaire research instrument from participants and their supervisor,
such as ensuring that all questions were compulsory to reduce the chance of missing data and

to present demographic questions after the survey Likert items, to reduce response bias.

4.4.1 Validity testing- Construct validity - Confirmatory factor analysis:

Another critical element within quantitative research is ensuring the construct validity of the
research measurements used. Construct validity, described by Westen and Rosenthal
(2003), identifies whether researchers can accurately make inferences about the specific
concepts being tested, e.g., whether the constructs are valid for testing. Typically construct
validity is established by addressing how constructs are theoretically correlated to each other
(convergent validity) and where they differ from each other (discriminant validity) (Zhu,
2000; Westen and Rosenthal, 2003). To measure the construct validity of the item constructs
of interactivity, perceived relevance, informativeness and purchase intentions seen above in
Table 3, a confirmatory factor analysis using SPSS was conducted, which as Roberts and Priest
(2006) suggest, is one way of identifying construct validity. KMO and Bartlett's test of
sphericity was also run to ensure that the data was deemed acceptable for confirmatory factor
analysis. Table A2 below in Appendix A showed a KMO value of 0.889 and a Barlett's test
value of P < .005, which indicated that the data was adequate for CFA based on previous
literature recommendations (Hutcheson, 1999; Pallant, 2020). After KMO and Bartlett's test,
the CFA aimed to extrapolate the average variance extracted [AVE] and composite reliability
for each item construct and identify the factors, e.g., questionnaire items loaded into their

separate constructs.
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When testing the convergent validity, research suggests an AVE > 0.50 to achieve convergent
validity (Fornell and Larcker, 1981; Henseler, Ringle and Sinkovics, 2009; Hair Jr et al.,
2017). Additionally, when examining discriminant validity, Ab Hamid, Sami and Sidek (2017)
suggested using the Fornell Larcker model, which examines the square root of AVE against
the latent construct's correlations, with a higher V(AVE compared to the latent constructs
correlations indicating discriminant validity. As the rotated component matrix below in Table
A1, Appendix A highlighted, four components were extracted based on an eigenvalue >1 with
each of the individual factors of interactivity (INTER), informativeness (INF), and perceived

relevance (PRR) loading into separate components.

However, when it came to identifying if the constructs achieved construct validity with an AVE
> (.50 and \/(AVE) greater than the construct's correlations to measure discriminant validity,
Table A5 below in Appendix A showed that the construct of INTER did not meet this criterion,
with an AVE value of 0.499 and V(AVE of 0.706 < than its correlation with INF of 0.709.
Moreover, Table Al below in Appendix A highlighted that on closer inspection of the factor
loadings, the factor loading value of Item 1 of INTER was significantly lower than the other
items within its construct at 0.424. Furthermore, as research has shown, it is deemed acceptable
to remove factor loadings within the range of 0.40 to 0.70 if its deletion will assist with
increasing the construct's AVE and composite reliability (Hair Jr et al.,2017). Therefore, it was
deemed acceptable to remove the factor Item 1 of INTER based on its loading value being
between this range and its removal increasing AVE and CR. After removing Item 1 from the
construct of INTER, the factor analysis was rerun with all of the constructs' AVE values within
an acceptable range >0.50 seen in Table 4 below. All constructs, including INTER, now
displayed discriminant validity, as seen below in Table 5, with an V(AVE being greater than
correlations between the constructs in addition to a higher CR value, achieving construct

reliability and meeting the conditions of removing a factor item from Hair Jr et al., (2017).
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Table 4 Convergent validity and reliability measures post factor removal

Cronbach's Item

Construct AVE CR alpha Item loading Mean SD
Purchase intentions (PIN) 0.669 0.89 0.933 PIN1 0.818 4.420 1.658
PIN2 0.790  4.000 1.725
PIN3 0.788 4.170 1.716
PIN4 0.872  3.950 1.667
Perceived Relevance (PRR)  0.532  0.85 0.894 PRR1 0.770  5.090 1.543
PRR2 0.784 4270 1.721
PRR3 0.728  3.580 1.804
PRR4 0.677 4.590 1.550
PRRS5 0.683  4.620 1.530
Interactivity (INTER) 0.583 0.846 0.890 INTER2 0.590 4.280 1.708
INTER3  0.784 4380 1.773
INTER4 0.883 4360 1.904
INTERS  0.767 4.300 1.800
Informativeness (INF) 0.505 0.831 0.871 INF1 0.698 5.010 1.466
INF2 0.756 4910 1.448
INF3 0.850 5.170 1.422
INF4 0.742 5430 1.239
INF5 0.442  4.140 1.587

Note. Item loading figures were taken from Table A6, Appendix A. For Mean and Standard
deviation, figures were taken from Appendix E descriptive statistics. Cronbach alpha values
taken from APPENDIX C. CR and Ave were calculated in Excel.

Table 5 Construct’s validity, convergent and discriminate validity post factor removal

Construct CR AVE PRR INTER INF PIN
PRR 0.850 0.532  0.730

INTER 0.846 0.583 0.583** 0.763

INF 0.831 0.505 0.580** 0.676** 0.711

PIN 0.890 0.669  0.704** 0.514** 0.480** 0.818

Note. CR and Ave were taken from Table 4 above. The bold diagonal numbers are the
constructs' AVE square root values. The off diagonals are the constructs' correlations between
each other and are taken from Table A8 Appendix A. Alpha level: P <0.001 = **

Please refer to Appendix A for detailed result on validity testing and Appendix B for the
settings used to perform the confirmatory factor analysis on SPSS.
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4.4.2 Reliability testing — Cronbach’s Alpha:

After identifying construct validity, Cronbach's alpha was then used to examine the reliability
of the research survey's constructs seen above in Table 3, with the exception of item 1 of
INTER. The purpose of Cronbach's alpha is to examine the internal consistency, which looks
to explain the degree to which scale items used in a test measure the same construct and,
therefore, their interrelationship (Kimberlin and Winterstein, 2008; Tavakol and Dennick,
2011). Moreover, as Heo, Kim and Faith (2015) recommend, to increase the statistical power
regardless of the research design or setting, developing research scales with greater Cronbach
alpha values is crucial when using questionnaire items to assess research outcomes.
Furthermore, to ensure the validity of the research test, Cronbach's alpha should be employed
prior to the data analysis (Tavakol and Dennick, 2011). In the current study, for the constructs
used in the survey, Table 4 above showed a Cronbach alpha range of 0.871 to 0.933. According
to Taber (2018), this falls within both the reliable Cronbach alpha range of (0.84-0.90) and the
strong range of (0.91 — 0.93), highlighting a solid interrelatedness. Therefore, it could be
concluded that this study's research instruments were both valid and reliable.

Please refer to Appendix C for detailed result on reliability testing
4.5.1 Sampling - Sampling method:

For the sampling method, this study utilised a non-probability convenience sampling technique
to be consistent with the sampling methods used in similar studies (Alalwan, 2018; Nasir et al.,
2021). According to Etikan, Musa and Alkassim (2016), a convenience sampling method
gathers participants based on criteria such as ease of access, local proximity, and willingness
to participate. The benefits of choosing a convenience sampling approach come from its
common application and low cost (Acharya et al., 2013). Other benefits stated by Bornstein,
Jager and Putnick (2013) include its ease of use and speed for gathering responses, which in

the study’s case was greatly helpful due to the urgency of gathering responses in a short time.
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4.5.2 Sampling — Inclusion - Exclusion criteria:

The inclusion-exclusion criteria in Table 6 below ensure that the population characteristics
targeted by the research question are accurately assessed (Patino and Ferreira, 2018), and it is
essential in creating high-quality research (Connelly, 2020). In the case of this study, the
inclusion-exclusion criteria were crucial during the sampling process to ensure that the sample

population was representative of the population this study was trying to research.

Table 6 Study inclusion-exclusion criteria

Inclusion Criteria Exclusion Criteria
Human adult participants (aged — 23 - 41) No children, vulnerable people
Proficient level of English Non-English speakers

Uses at least one of the following social media Non-validated or incomplete questionnaire
platforms (Facebook, Tiktok, Linkedin, Snapchat, responses
Instagram, Twitter, YouTube) Requests to be retracted from questionnaire

Participants must be living in Ireland survey

4.5.3 Sampling - Sampling procedure:

In the case of this research paper, a sample flow chart below was created detailing the sampling
process. The research survey was conducted online using the survey platform Survey Monkey
between the 14th of June 2022 and the 23" of June 2022. From the initial collection period,
145 respondents were initially gathered. After accounting for the inclusion criteria of criteria
seen above in Table 6, the sample size was reduced to 116 respondents for the data analysis,

with Figure 1 below detailing the sampling process.
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Original data sample collected
from survey

n =145

l

Sample size after excluding those
outside of age criteria

n=128

2

Sample size after excluding
participants not living in Ireland

n=117

2

Sample size after excluding partici-
pants due to missing or incomplete

dat
ata n=116

2

Final sample size used for data
analysis
n=116

Figure 1 Sample flow chart of current study
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4.5.4 Sampling - Sample size:

According to Morse (2000), when determining the study's sample size, one method is to refer
to previous related studies. From assessing previous studies, the appropriate sample size was
400-600 (Alalwan, 2018; Nasir et al., 2021). However, for this study and the statistical methods
used, a power analysis seen below in Figure 2 was firstly used to address the minimum
appropriate sample size. For the power analysis, an alpha level of 0.05 was deemed appropriate
based on its common use within numerous social media studies similar to this study (Agnihotri
et al., 2016; Han and Kim, 2018; Sohaib, Hui and Akram, 2018). Additionally, when selecting
the actual analysis setting, a bivariate analysis was chosen based on Pearson's correlation and
Spearman's rho being computationally identical, with the only difference being that Spearman's
rho is calculated based on transformed ranks (De Winter, Gosling and Potter, 2016). For the
effect size, a medium effect size of 0.30 was chosen based on its appropriate use for market
research studies (Cohen, 1992) or studies relating to human behaviour (Sawyer and Ball, 1981),
which aligns with this research study. Lastly, a power level of 0.80 was chosen, which is
considered an ideal power value for research (Serdar et al., 2021). After running the analysis,
the necessary sample determined for a bivariate analysis was 84. Therefore, as this study had
116 participants, the size of this study's sample was deemed appropriate for the statistical

analysis being performed.

critical r =0.2145&87

Power |Alphalevel|Effectsize|Lower critical r | Upper critical r | Total sample size required|Actual power
0.8 0.05 0.3 -0.21 0.21 84 0.8003

Figure 2 Power analysis using G*Power to determine sample size for Spearman’s rho
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4.6.1 Normality testing - Shapiro Wilks test:

Normality tests were conducted before considering whether parametric or non-parametric
measures were appropriate for the data analysis. These tests are essential because parametric
statistical measures assume normal distributions (Razali and Wah, 2011), whereas, with non-
normally distributed data, non-parametric measures are advised (Rana, Singhal and Dua, 2016;
Andrade, 2021). The normality of the construct's perceived relevance, interactivity, purchase
intentions and informativeness was assessed on SPSS using the Shapiro Wilks test, as it is
frequently recommended over other similar methods (Steinskog, Tjestheim, and Kvamstg,
2007; Ghasemi and Zahediasl, 2012). The basis behind this test is that it assesses whether a
sample is normal by comparing the sample scores to those of a normally distributed sample,
with the sample distribution deemed not normal if the test findings are significant (Ghasemi
and Zahediasl, 2012). From analysing the constructs below in Table 7, the p-value for each
construct was significant, P value of 0.05<. Therefore, the distributions for each construct were

found not to be normally distributed.

4.6.2 Normality testing - Visual normality tests:

Normality was also tested using a histogram and QQ plot. The histogram checks normality by
observing the plotted frequency of distributions to estimate the normal distribution, whereas
the QQ plot compares the quantiles of the sample distribution with those of a theoretical normal
distribution (Das and Imon, 2016). From examining the histogram charts, Figures D5, D7, D9
and D11 below in Appendix D showed that all constructs differed significantly from the
overlaid normal distribution curve. Additionally, from analysing the QQ plots, Figures D6, D8,
D10, and D12 below in Appendix D also showed deviations from normality for each construct,
inferring a non-normal distribution. Therefore, by utilising both visual and statistical tests to
measure the normality of the item constructs, the constructs were found not to be normally

distributed in both tests.
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Table 7 Normality tests on constructs- Shapiro-Wilk

Construct Statistic df Sig.

Purchase intentions (PIN) 0.953694 116 0.000523
Informativeness (INF) 0.933102 116 0.000021
Interactivity (INTER) 0.95749 116 0.001013
Perceived relevance (PRR) 0.970672 116 0.012029

Please refer to Appendix D for detailed result on normality testing

4.7.1 Data analysis:

The following section details the data analysis methods that were applied to the data collected

from the primary research survey conducted within this study.

4.7.2 Data analysis - Statistical procedures:

IBM SPSS and Microsoft Excel were used to perform the statistical analysis outlined within
this research study. For this study, Microsoft excel was first used to code and prepare the data
taken from Survey Monkey to be analysed within IBM SPSS. In SPSS, the 18 Survey Likert
items involving perceived relevance, informativeness, interactivity and purchase intentions
were coded and changed into ordinal data variables. They were then prepared into tables and
box plots to describe the dataset’s central distribution and variability using the median and
interquartile range. Furthermore, frequency tables were used to discuss the respondents'
demographic and social media user profiles. After discussing the individual Likert items, the
18 survey Likert items were summated and created into four separate constructs for inferential
statistics. These constructs were then tested using Spearman's rho to identify the relationship
between the construct of purchase intentions with the constructs of perceived relevance,
informativeness and interactivity. For significance testing of the studies hypothesis, an alpha
level of 0.05 was chosen to determine whether the test results were significant and whether the

researcher should reject the null hypothesis.
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4.7.3 Data analysis- Descriptive statistical methods:

The first section of the data analysis involved using descriptive statistics. Descriptive statistics
are used to assist with summarising and describing the dataset's structure in order to inform

more complex inferential statistical tests (Botti and Endacott, 2005).

4.7.4 Data analysis - Measures of central tendency:

According to Wilcox and Keselman (2003), measures of central tendency look to identify the
value that represents the data's central location, which, according to Manikandan (2011),
enables researchers to find the representative values of an entire distribution from this single
value. For descriptive statistics that describe ordinal data (Allua and Thompson, 2009),
measures such as the median were chosen based on Jamieson's (2004) suggestions that deem
these appropriate over measures such as the mean for ordinal data. Therefore, when discussing
the specific individual Likert items related to each construct seen above in Table 3, with the
exception of item 1 of INTER, the median is the most appropriate measure for central tendency,
according to Boone and Boone (2012). Although in the case of the constructs formulated from
summating the individual Likert items and getting the total sum, these constructs form Likert
scale data and can therefore be treated as interval or continuous variables. However, while
Boone and Boone (2012) advised using the mean for the interval variables, Kaur, Stoltzfus and
Yellapu (2018) argue against this, stating that the mean should only be used when data is
normally distributed as the mean is heavily impacted by distribution skewness and outliers.
Moreso, from acknowledging the normality testing findings above, this study decided on using
the median over the mean.

4.7.5 Data analysis - Measures of dispersion:

Measures of dispersion are used to look at the degree of similarity or diverseness between
responses within the sample (Kaur et al., 2018). In the case of this research, for Likert scale

items and constructs deemed ordinal and interval, the interquartile range was used to describe
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the variability or dispersion within the sample. The inter-quartile range addresses the variability
or dispersion in a data set by identifying the difference between the lower quartile (25th
percentile) and upper quartile (75th percentile) within the data set (Clark-Carter, 2005), with a
more significant value signifying that that distribution spread between the first and third
quartile is wider. Furthermore, while the range was considered for this study, the interquartile
range is seen to be a more effective measure of dispersion due to it not being impacted by
outliers in the data (Kaur et al., 2018). Additionally, similarly to the mean, the standard
deviation was chosen not to be reported based on its requirement that the data being examined
is normally distributed. Instead, in the case where data is ordinal or numerical but not normally
distributed, Manikandan (2011) suggested using both the median and interquartile range.
4.7.6 Data analysis - Inferential statistics:

For research involving ordinal data Jamieson (2004) suggested using nonparametric inferential
statistics for Likert data. Indeed, as parametric measures require the assumption of normality
to be fulfilled, which in the case of this study was not, it was, therefore, deemed more
appropriate for this study to use nonparametric measures. A Spearman's rho correlation was
used to test the relationship between the data variables, consisting of four interval scaled items
deemed not to be normally distributed. This measure, as opposed to the parametric Pearson's
correlation, has an advantage when data is not normally distributed, with the latter having
reduced power and a tendency to increase type 1 errors (De Winter et al., 2016). Furthermore,
in terms of its use within social media research, Spearman's rho has been frequently used to
test the relationship between advertising factors and consumer purchase intentions (Mekawie
and Hany, 2019; Hermanda, Sumarwan and Tinaprillia, 2019; Ali Taha et al., 2021), therefore

for this studies purposes, it was chosen as the most appropriate statistical measure.
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4.8.1 Ethical considerations:

Ethical considerations regarding participant data, consent and data security were duly

considered for this survey and highlighted within the submitted NCI ethics form.

4.8.2 Participant consent and anonymity:

Survey participants were also presented with a participation information sheet and informed
consent form that made them explicitly aware of the purpose of the research study and that they
were required to acknowledge the text in the above consent form before participating. After
reading the informed consent form, participants were made aware that if they continued with

the survey, they would be providing their consent and participation in the research study.

Additionally, before the commencement of the survey, participants were also made aware that
their participation and data gathered from the survey would be treated anonymously.
Consequently, no identifiable questions were asked regarding the survey participants, and no
identifiable information such as participants' IP addresses were logged. Furthermore, as a result
of ensuring participant anonymity, their responses could no longer be withdrawn once they had
completed and submitted the survey. Additionally, while the researcher provided their email in

case any participant had a concern or question, no responses were logged throughout the study.

4.8.3 Data security and storage:

Additionally, after the survey had gathered sufficient responses required for the survey, these
responses were then exported into an Excel format, where they were then stored on the
researcher's student one drive to ensure data security. Furthermore, the researcher's computer
is password encrypted and has an anti-virus protection Kaspersky software to ensure data
security against external threats. Additionally, as stated under NCI's data security policies, all
data concerning the participants will be held from the period of the dissertation submission up

until 6 months after, whereby it will then be deleted.
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4.9.1 Limitations:

While the researcher in this study looked to ensure that the findings generated from the
methodology section would provide highly valid and reliable results that can be generalised in
further studies, several limitations must be acknowledged within the study's methodology. This
study's first limitation concerned the weaknesses of the convenience sampling method. Indeed,
utilising a convenience sampling method presented limitations in introducing self-selection
bias (Brodaty et al., 2014) and issues around the generalisability of the study's findings, which
applied only to the examined sample (Acharya et al., 2013; Bornstein, et al., 2013). To limit
the impact of self-selection bias Skowronek and Duerr (2009) suggested reflecting the
population's characteristics with the sample, which this study attempted to do by ensuring that
the demographic of the sample population matched Ireland's millennial demographics of
females at 51% and male at 49% (See Appendix H). However, as Table 8 below in the results
section highlighted, the researcher could not get these specific demographics due to not having
access to a greater range of female participants. Therefore, this limitation within the study
needs to be acknowledged that whilst the participants in this sample are all within the millennial
age cohort and living in Ireland, which matches the study's purpose, the specific demographic

gender makeup of the sample population differed slightly from the actual population.

Another disadvantage that this study acknowledged was its use of a cross-sectional design.
Indeed, while this design was chosen based on its appropriateness and prevalence within
similar research studies, e.g. (Alalwan, 2018, Nasir et al., 2021), there are some limitations,
according to Levin (2006), such as the difficulty in identifying causal relationships, due to these
studies being based on a single point of time, where results could differ had a different period

been chosen.
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Another limitation of this study’s methodology was using non-parametric tests such as
Spearman’s rho over parametric tests such as linear regression for significance testing. Indeed,
as Kaur and Kumar (2015) have highlighted, parametric tests are generally more robust and
generate more significant conclusions than non-parametric tests. However, as this study found
the data not to be normally distributed, parametric tests were deemed inappropriate as they rely
on the assumption of normality. Furthermore, although it has been stated that with large enough
sample sizes greater than 40 that violating the assumption of normality does not lead to
significant issues (Pallant, 2020) due to the central limit theorem assuming normality of
distributions regardless of how the data is distributed (Field, 2013), this view has been argued.
For example, Lumley et al. (2002) state that a larger sample greater than 500 is required to
assume, on average, that the data is normally distributed. Furthermore, in the case of breaking
the assumption of normality for linear regression, Li et al. (2012) suggest that a large sample
size >3000 is required to disregard the assumption of normality. Therefore, while this study
acknowledged that parametric measures might provide more significant results, this would only
be the case if the data were normally distributed or if the sample size of this study, n=116, was

large enough to disregard this assumption.

Another limitation that this study acknowledges is that in the case of the scale interactivity, as
this study dropped item 1 of INTER, this has essentially altered the scale measurement,
potentially impacting its validity. However, removing this item was required to achieve
construct validity and also deemed appropriate based on research advice from (Hair Jr et al.,
2017) that suggests removal of factors within the range of 0.40-0.70 if it increases the
constructs’ composite reliability and AVE values, which in the case of this research study it

did.
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Chapter 5
Results



5. Results:

5.1.1 Introduction:

This chapter details the results of the data analysis conducted on this study's sample to answer
the proposed research question, "The relationship between social media advertising factors and
the purchase intentions of millennials within Ireland", with the following hypothesis tested to

address the research question.

HI1. There is a significant positive relationship between perceived relevance and purchase
intentions.
H2. There is a significant positive relationship between informativeness and purchase
intentions.

H3. There is a significant positive relationship between interactivity and purchase intentions.

The analysis is presented in the following format: Firstly, the findings of the descriptive
statistics starting with the participant demographic profiles are discussed using frequency
tables. Secondly, descriptive measures of central tendency and dispersion on the Likert scale
items from each construct are presented and discussed using descriptive tables and boxplots.
Thirdly, the summated constructs are then discussed in terms of their central distribution,
dispersion, skewness and kurtosis using descriptive tables. Lastly, Spearman’s rho is used for
inferential statistics that examine the relationship between the examined variables and test the

above hypotheses.
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5.2.1 Descriptive statistics - Participants demographics and social media usage:

145 responses were collected. However, after removing responses that did not fit the inclusion-
exclusion criteria and missing data, 116 were deemed acceptable for further analysis. Of these
responses, 56.9% were male and 43.1% female. The most significant percentage of participants
were within the age groups of 27-30 at 34.5%, 31-34 at 26.7% and 23-26 at 22.4%, while the
smallest group consisted of those within the age groups of 39-41 at 4.3% and 35-38 at 12.1%.
It was also shown that respondents had an excellent education level, with 49.1% having a
bachelor's degree, 31.9% having a master's degree, 1% being a PhD student or graduate, and

18.1% being an undergraduate or less.

Of the valid survey responses, all participants used at least one of the following social media
platforms: Facebook, Instagram, Twitter, YouTube, LinkedIn, TikTok and Snapchat. The most
significant proportion, 57.8%, had an Instagram account, followed by 51.8% with a Facebook
account, 47% with a YouTube account, and 39.8% with a LinkedIn account. A smaller
proportion of 28.3% of participants used Twitter, with 21.1% using Snapchat and 20.5% using
TikTok. Additionally, of participant's daily social media usage, the most significant percentage
of participants were seen to use social media less with 42.2% at 1-2hrs, 38.8% at 3-4hrs, with
a smaller percentage using social media for a reasonable and extended period of time with

14.7% at 5-6hrs, 2.6% at 9-10 hrs and 1.7% at 7-8hrs.

Lastly, of participant's social media usage length (Years), the vast majority of users were seen
to have been on social media for a significant period, with the majority of participants using
social media for longer than 10 years at 54.3%, between 9-10 years at 21.6%, followed by 5-6
years at 12.1% and 7-8 years at 8.6%. Only a minor percentage of participants were seen to
have used social media for a smaller period, with only 2.6% of users between 3-4 Years and
1% at 1-2 years. To see a summary of participants' demographic and social media usage profiles

discussed above, please refer to Tables 8 and 9 below.
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Table 8 Descriptive statistics - Participant demographics n =116

Items Frequency Percentage
Gender Male 66 56.9
Female 50 43.1
Age 23-26 26 22.4
27-30 40 34.5
31-34 31 26.7
35-38 14 12.1
39-41 5 43
Education Undergraduate or less 21 18.1
Bachelor's degree 57 49.1
Masters 37 31.9
PHD student or graduate 1 1

Table 9 Descriptive statistics - Social media usage profile of millennial’s n =116

Frequency Percentage

Social media usage ( Years)

1- 2 Years 1 1
3 -4 Years 3 2.6
5- 6 Years 14 12.1
7- 8 Years 10 8.6
9- 10 Years 25 21.6
> 10 Years 63 54.3
Social media daily usage ( Hours per day)

1-2 hours 49 42.2
3-4 hours 45 38.8
5-6 hours 17 14.7
7-8 hours 2 1.7
9 -10 hours 3 2.6
Social media platforms used

Facebook 86 51.8
Instagram 96 57.8
Twitter 47 28.3
Snapchat 35 21.1
TikTok 34 20.5
LinkedIn 66 39.8
YouTube 78 47.0
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5.2.2 Descriptive statistics - Perceived relevance Likert scale items:

The Median (Mdn) and the interquartile range (IQR) were calculated for all the scale items
addressed within the current research study. As presented below in Table 10, all perceived
relevance items except PRR3 had a median of 5 as the centre point of their distribution. This
means that in their responses, the participants in this study generally agreed that SMA was
relevant to their values and needs. IQR (Q1 — Q3), which covers the middle 50% of the data
distribution (Krzywinski and Altman, 2014), showed values between 1-3, with the highest IQR
belonging to items PRR2 and PRR3 (IQR = 3) and the lowest with PRR1 (IQR = 1). Figure 3’s
boxplot below illustrated the IQR, with the central blue box section, which visually showed
that the level of variability within Likert items PRR2 and PRR3 was more significant over the
other items within the scale. In contrast, with items PRR1 and PRR2, there was less variability,

with the middle 50% of responses being more narrowly spread.

Table 10 Descriptive statistics - Perceived relevance Likert items

Interquartile
Item N Range Median
PRR1 116 1.00 5.0
PRR2 116 3.00 5.0
PRR3 116 3.00 4.0
PRR4 116 1.75 5.0
PRRS 116 2.00 5.0

7 _

Figure 3 Boxplot of Perceived relevance Likert items
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5.2.3 Descriptive statistics - Informativeness Likert scale items:

As presented in Table 11 below, in terms of informativeness, several different medians were
observed within the informativeness items. For example, the highest median observed was 6
(INF4), whereas the lowest median score was 4 (INF5). It was also observed that
informativeness had the most significant difference between medians of all Likert items
examined. Additionally, the most common median was 5, and since only one median was
below 5, it was surmised that generally, in their responses, participants within this study found
SMA to be a good source of information. Futhermore, as the boxplot below in Figure 4
highlighted, it was seen that compared with the other Likert constructs of perceived relevance
and interactivity, the level of variability within the middle 50% of distribution responses for
informativeness overall was lower, with the highest IQR of 2 (INF2, INF5) and the lowest IQR

of 1 (INF1, INF3, INF4).

Table 11 Descriptive statistics - Informativeness Likert items

Interquartile

Item N Range Median

INF1 116 1.00 5.00

INF2 116 2.00 5.00

INF3 116 1.00 5.50

INF4 116 1.00 6.00

INF5 116 2.00 4.00
7 - -
| I e
5
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3 e &
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1 ;;‘50 9:*1:7 33‘:77

INF1 INF2 INF3 INF4 INF5

Figure 4 Boxplot of Informativeness Likert items
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5.2.4 Descriptive statistics - Interactivity Likert scale items:

The Median and the interquartile range were also calculated for all the Likert items on
interactivity. As presented below in Table 12, all interactivity items (INTER2—INTERS) had
a median of 5, indicating the central point of the distribution of responses. This means that the
in their responses, participants in this study generally agreed that SMA provided a high level
of interactivity. IQR values for interactivity, as opposed to perceived relevance, were more
consistent across each other, with all of the items having an IQR of 3 except INTER2. This can
be seen below in Figure 5’s boxplot, which showed that level of variability between 3 of the
items (INTER 3.4,5) responses were more dispersed than INTER 2 within the middle half of

the distribution.

Table 12 Descriptive statistics - Interactivity Likert items

Interquartile
Item N Range Median
INTER2 116 2.00 5.00
INTER3 116 3.00 5.00
INTER4 116 3.00 5.00
INTERS 116 3.00 5.00
7
6
5
4
3
2
1
INTER2 INTER3 INTER4 INTERS

Figure 5 Boxplot of Interactivity Likert items
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5.2.5 Descriptive statistics - Purchase intention Likert scale items:

As presented below in Table 13, in terms of purchase intentions, as opposed to the previous
item scales where the most reported median across the items was 5, in the case of purchase
intentions, it was found to be lower. For example, while the highest median observed in
purchase intentions was 5 (PIN1), the majority of items had a median below 5 (PIN2, PIN3,
PIN4) but above 3, therefore suggesting that while participants in this study did not disagree
that they were going to purchase products through SMA, their responses were generally neutral.
Additionally, as Table 13 highlighted, in terms of the level of variability between values, the
IQR ranged from 2.75 for (PIN2, PIN3) to 3.00 for (PIN1, PIN4), showing that the level of
variability within the middle 50% of the distribution between all of the scale items was quite

close as can be seen below in Figure 6’s boxplot.

Table 13 Descriptive statistics — Purchase intention Likert items

Interquartile
Item N Range Median
PIN1 116 3.00 5.00
PIN2 116 2.75 4.00
PIN3 116 2.75 4.50
PIN4 116 3.00 4.00

=

& L

W

b

PIN1 PIN2 PIN3

Figure 6 Boxplot of Purchase intention Likert items

PIN4
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5.2.6 Descriptive statistics - Summated constructs:

This section of the descriptive statistics looked to examine the constructed Likert scales relating
to perceived relevance (PRR), interactivity (INTER), informativeness (INF) and purchase
intentions (PIN). The Likert scales for each construct were created by summating the totals of
each specific item relative to their construct. Indeed, as highlighted by Sullivan and Artino
(2013) and Murray (2013), Likert type items are commonly grouped into a Likert scale, which
can be calculated either by getting the mean score of all the Likert type items added together
or by just summating all of the Likert type items. In the case of this research, the Likert scales
for the constructs were created through summation of the individual Likert items. Furthermore,
Boone and Boone (2012) highlighted that measures such as the standard deviation and the mean
could be used on Likert scales and treated as interval variables instead of ordinal ones.
However, this study chose not to use them as the standard deviation and mean required that the

distributions are normal, a limitation mentioned previously in this study’s methodology.

Table 14 below presented the descriptive statistics for the study's constructs. The study used a
7-point Likert scale for scoring constructs with a composite score of 4-28 for the 4 item scales
of purchase intentions and interactivity and a composite score of 5-35 for the 5 item scales of
informativeness and perceived relevance. Table 14 highlighted that the Interquartile range and
median between constructs with four items INTER and PIN were the same (IQR=9, Mdn=18).
In the case of 5 item scales of PRR and INF, the findings showed that INF had a lower IQR
(IQR=7) over PRR (IQR= 8.75) while having a higher median (Mdn=25) over PRR (Mdn =
23). Other findings noted in Table 14 showed that all of the constructs had negatively skewed
distributions, with INF having a significantly skewed distribution of -1.059 (SE=0.225)
compared to other distributions in addition to a significantly peaked distribution with a kurtosis

value of 1,691 (SE=0.446).
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Table 14 Descriptive statistics — Summated constructs

Std. Std.

Interquartile Error Error

Construct N | Median range Skewness (SE) | Kurtosis (SE)
PRR 116 | 23.00 8.75 -0.498  0.225 | -0.094 0.446
INTER 116 | 18.00 9.00 -0.404  0.225 | -0.762 0.446
INF 116 | 25.00 7.00 -1.059  0.225 | 1.691 0.446
PIN 116 | 18.00 9.00 -0.391  0.225 | -0.615 0.446

Please refer to Appendix E for detailed result on descriptive statistics

5.3.1 Inferential statistics:

This section of the results examined the relationship between the summated constructs
variables shown above in Table 14 to establish if a significant positive relationship existed. As
previously cited, one of the main tasks of this research study was to determine the relationship
between the SMA factors of perceived relevance, interactivity, informativeness and purchase
intentions. Additionally, as all variables in this study were tested and failed to meet the
assumption of normality in the methodology section by both the Shapiro-Wilk test and visual
analysis, non-parametric measures such as Spearman's rho were used to examine the
relationships between these variables and the test hypotheses outlined within the research
question section. Additionally, the hypotheses tested in this study were performed on the

summated scores of the study's construct Likert scales and not the individual Likert-type items.

The hypotheses were tested based on their presented order within the research question section.

5.3.2 Inferential statistics- Spearman’s rho testing assumptions:

Before conducting the Spearman’s rho, the assumptions required for Spearman’s rho were
firstly addressed. The first assumption stated that the two variables being measured needed to
be on either an ordinal, ratio or interval scale (Laerd statistics, n.d.). In the case of this study,
the variables intended for Spearman’s rho were deemed acceptable as they were on an interval

scale after being summated and transformed into their constructs shown above in Table 14.
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The second assumption stated that variables should be of paired observations (Laerd statistics,
n.d.), e.g., for each participant, a single paired observation shows the score for both variables
being observed. For example, in the case of this study, for 116 participants studied, there were
116 paired observations across all the examined variables, which can be seen in Table 14 above,

where N = 116 across all examined constructs.

The last assumption then stated that a monotonic relationship between both variables must exist
(Laerd statistics, n.d.), e.g., a positive relationship where when one variable increases, the other
variables increases or an inverse relationship where when one value increases, the other
decreases. In the case of examining this assumption, visual analysis of the scatterplots was used
with a monotonic relationship observed in each of the examined variables, as visually seen

below the scatterplot graphs in Figures 7, 8 and 9.

5.4.1 Inferential statistics - Hypothesis 1:

One of the main objectives of this research study was to determine the relationship between
the social media advertising factor perceived relevance and the purchase intentions of
millennials living in Ireland. The following null hypothesis and its corresponding alternate

hypothesis were put forward to test this relationship.

HO: There is no significant relationship between perceived relevance and purchase intentions.
H1: There is a significant positive relationship between perceived relevance and purchase

intentions.
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5.4.2 Inferential statistics — Spearman’s rho test for Hypothesis 1:

A Spearman's rho correlation was used to address this study's first research objective, which
looked to assess the relationship between the SMA constructs of perceived relevance and the
purchase intentions of millennials. As shown below in Table 15, a significant positive
monotonic  relationship  existed between perceived relevance and purchase
intentions Rs (116) =.679, P < 0.001, which suggested that a higher level of perceived
relevance in SMA was correlated to a higher level of purchase intentions from SMA. The
coefficient of determination R? value below in Figure 7 showed that perceived relevance
accounted for 49.6% of the variance in purchase intentions. Furthermore, as Table 15 showed
a moderate correlation between 0.40 - 0.69.9 (Dancey and Reidy, 2007) and was statistically
significant at P < 0.05, it could be concluded that the null HO was rejected, and the H1
hypothesis was supported, i.e., perceived relevance is positively related to purchase

intentions.

Table 15 Spearman’s rho - Purchase intentions (PIN) and Perceived relevance (PRR)

Spearman rank order correlation PIN PRR
Correlation Coefficient 1 .679™
Purchase intentions (PIN) Significance (2 Tailed) .000
N ( Number of observations) 116 116
Perceived relevance (PRR) Correlation Coefficient (Rs) 679"
Significance (2 Tailed) .000
N ( Number of observations) 116 116

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

R2 Linear = 0.496
30.00

20.00

PIN

10.00 < - - - o

00500 10.00 1500 20.00 25.00 30.00 35.00
PRR

Figure 7 Scatterplot of Spearman’s rho - Purchase intentions and Perceived relevance
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5.4.3 Inferential statistics - Hypothesis 2:

One of the main objectives of this research study was to determine the relationship between
the social media advertising factor informativeness and the purchase intentions of millennials
living in Ireland. The following null hypothesis and its corresponding alternate hypothesis were
put forward to test this relationship.

HO: There is no significant relationship between informativeness and purchase intentions.
H2: There is a significant positive relationship between informativeness and purchase
intentions.

5.4.4 Inferential statistics - Spearman’s rho test for Hypothesis 2:

A Spearman's rho correlation was used to address this study's second research objective, which
looked to assess the relationship between the SMA construct of informativeness and the
purchase intentions of millennials. As Table 16 below showed, a significant positive monotonic
relationship existed between informativeness and purchase intentions Rs (116) =.424, P <
0.001, which suggested that a higher level of informativeness in SMA was correlated to a
higher level of purchase intentions from SMA. The coefficient of determination R? value shown
below in Figure 8 showed that informativeness accounted for 23% of the variance in purchase
intentions. Furthermore, as Table 16 showed, a moderate correlation existed between 0.40 -
0.69.9 (Dancey and Reidy, 2007) and was statistically significant P < 0.05, it could be
concluded that the null HO was rejected, and the H2 hypothesis was supported, i.e.,
informativeness is positively related to Purchase intentions.

Table 16 Spearman’s rho - Purchase intentions (PIN) and Informativeness (INF)

Spearman rank order correlation PIN INF
Correlation Coefficient 1 424"
Purchase intentions (PIN) Significance (2 Tailed) .000
N ( Number of observations) 116 116
Informativeness (INF) Correlation Coefficient (Rs)  .424™
Significance (2 Tailed) .000
N ( Number of observations) 116 116

** Correlation is significant at the 0.01 level (2-tailed).
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Figure 8 Scatterplot of Spearman’s rho - Purchase intentions and Informativeness

5.4.5 Inferential statistics — Hypothesis 3:

One of the main objectives of this research study was to determine the relationship between
the social media advertising factor interactivity and the purchase intentions of millennials
living in Ireland. The following null hypothesis and its corresponding alternate hypothesis were
put forward to test this relationship.

HO: There is no significant relationship between interactivity and purchase intentions.

H3: There is a significant positive relationship between interactivity and purchase intentions.
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5.4.6 Inferential statistics - Spearman’s rho test for Hypothesis 3:

A Spearman's rho correlation was used to address this study's third research objective, which
looked to assess the relationship between the SMA construct of interactivity and the purchase
intentions of millennials. As shown below in Table 17, a significant positive monotonic
relationship existed between interactivity and purchase intentions Rs (116) =.480, P < 0.001,
which suggested that a higher level of interactivity in SMA was correlated to a higher level of
purchase intentions from SMA. The coefficient of determination R? value shown below in
Figure 9 showed that interactivity accounted for 26.4% of the variance in purchase intentions.
Furthermore, as Table 17 showed a moderate correlation between 0.40 - 0.69.9 (Dancey and
Reidy, 2007) and was statistically significant P < 0.05, it could be concluded that the null HO
was rejected and the H3 hypothesis was supported, i.e., interactivity is positively related to

purchase intentions.

Table 17 Spearman’s rho - Purchase intentions (PIN) and Interactivity (INTER)

Spearman rank order correlation PIN INTER

Correlation Coefficient 1 480"
Purchase intentions (PIN) Significance (2 Tailed) .000

N ( Number of observations) 116 116
Interactivity (INTER) Correlation Coefficient (Rs)  .480™

Significance (2 Tailed) .000

N ( Number of observations) 116 116

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

R? Linear = 0.264
30.00

20.00 -
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INTER

Figure 9 Scatterplot of Spearman’s rho - Purchase intentions and Interactivity
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6. Discussion:

6.1.1 Discussion introduction into main study findings:

This study was undertaken to understand how social media advertising (SMA) factors relate to
millennials' purchase intentions in Ireland. On reviewing the literature related to the areas of
SMA and, more specifically, the factors in SMA that relate to the purchase intention of
millennials, this study was able to identify 3 factors (perceived relevance, interactivity and
informativeness), that are positively related to purchase intentions. From examining this study's
key statistical findings, all of the observed factors were seen to be significant and positively
related to purchase intentions: (perceived relevance, Rs 0.679, P < 0.001), (interactivity,
Rs 0.480, P < 0.001) and (informativeness, Rs .424, P < 0.001), which in turn validated this
study's nonparametric model for assessing the research objectives and hypothesis in this study,
which looked to address the research question.

6.2.1 Discussion on Spearman’s rho model findings — Perceived relevance:

As seen above in Table 15, perceived relevance displayed the strongest positive relationship
with the purchase intentions of millennials in Ireland. This suggests that millennials in Ireland
who perceived SMA to be more relevant to their needs correlated higher when it came to
exhibiting purchase intention behaviours for products presented in SMA. Indeed, it can be seen
that if the content is relevant to consumers, they are more likely to participate and be involved
with brands, which in turn encourages them to purchase products (Ansari et al., 2019). Moreso,
making advertisements more relevant to consumers increases their attention to the advert and
thus the advertisements' effectiveness (Jung, 2017). Additionally, increasing the
advertisement's effectiveness through more relevant content positively affects consumers'
value towards advertisements and thus their purchase intentions (Alalwan, 2018). As expected,
the results of this study were consistent with numerous literature findings that show a positive
relationship between perceived relevance and purchase intentions (Alalwan, 2018, Arora and

Agarwal, 2020; Lutfie and Marcelino, 2020; Hanaysha, 2022, Nasir et al., 2021).
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Additionally, this study's findings have also been confirmed in Arora and Agarwal's (2020)
study, who also found a positive relationship between perceived relevance and purchase
intentions concerning the millennial cohort.

Moreover, these findings on perceived relevance have implications for marketers who,
according to Munsch (2021), are increasingly challenged in devising SMA methods to target
the millennial generation more effectively. Indeed, acknowledging that designing
advertisements that are more relevant to the needs and preferences of their consumers on social
media presents positive implications for SMA companies in Ireland, which, as previously
addressed by findings in Statista (2022a), are continuously increasing their SMA spending.

6.2.2 Discussion on Spearman’s rho model findings - Informativeness:

As expected, informativeness also had a significant positive relationship with purchase
intentions. This suggested that the informative nature of SMA providing good sources of
product information was positively correlated with their purchase intentions. Indeed, as Shareef
et al. (2019) have highlighted, informational advertising has become increasingly important as
consumers turn to social media for information. Moreover, due to the significant amount of
highly valued and accurate information, online advertising provides a powerful mechanism for
influencing the behaviour of consumers (Yeo et al.,2020). Indeed, as Lee and Hong (2016)
highlight, customers have been seen to respond positively to the information contained within
social media advertisements, which in turn positively influences their intent to purchase
products advertised within social media. As expected, the results of this study were consistent
with numerous literature findings that showed a significant positive relationship between
informativeness and purchase intentions (Alalwan, 2018, Yeo et al., 2020, Lutfie and
Marcelino, 2020; Hanaysha, 2022; Nasir et al., 2021) with Arora and Agarwal’s (2020) study
showing that in particular to millennials, a statistically significant positive relationship existed.
However, as opposed to perceived relevance and interactivity, informativeness had a slightly

weaker moderate positive relationship with consumers' purchase intentions in this study.
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Interestingly, these findings were similar to Arora and Argarwal's (2020) study, which showed
a weaker positive relationship with informativeness compared to interactivity on purchase
intentions and Alalwan's (2018) study, which showed a weaker positive relationship with
informativeness compared to perceived relevance on purchase intentions. One potential reason
to explain this weaker relationship could be because millennials, as seen in Pauliene and
Sedneva's (2019) study, are influenced more by information from other online users than the
actual social media advertisement itself. Moreover, from an Irish perspective, while the factor
of informativeness is not as strong as perceived relevance or interactivity, the findings within
this study still showed a significant positive relationship, which shows that millennials find
information on SMA in Ireland helpful in assisting them with purchasing products.

6.2.3 Discussion on Spearman’s rho model findings - Interactivity:

As expected., interactivity was seen to have a significant positive relationship with purchase
intentions. This suggested that the interactive nature of SMA that allows customers to engage
in conversation was positively correlated with their purchase intentions. Indeed, social
interactive activities such as commenting and sharing content between the brands and
customers has been seen to significantly improve the engagement between consumers and their
brands on social media platforms (Ting, Abbasi and Ahmed, 2020), which in turn positively
influences their purchase intentions through both engagement and interactivity (Liao, Chung
and Chang, 2019). Similarly, in their study looking specifically at millennials, Mohamad et al.
(2018) found that consumer engagement had a significant effect on millennial’s purchase
intentions, which could be partly attributed to interactivity which increases consumer
engagement. Additionally, as Pauliene and Sedneva (2019) highlighted, millennials, as
opposed to generation z, are seen to use social media generally for interaction purposes such
as sharing experiences and communicating on social networks. Therefore, it makes sense that
interactivity in SMA is positively related to their purchase intentions due to increasing their

engagement with the brands on these social networks.
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Moreover, as expected, the results in this study were generally consistent with numerous
literature findings that showed a significant positive relationship between interactivity and
purchase intentions (Alalwan, 2018; Lutfie and Marcelino, 2020; Yeo et al., 2020, Hanaysha,
2022), with Arora and Agarwal’s (2020) study showing that in particular to millennial’s, a
statistically significant positive relationship existed. Interestingly, however, some studies did
not find a significant relationship between interactivity and purchase intentions (Nasir et al.,
2021), with some studies even showing an adverse relationship (Sreejesh et al., 2020) with the
interactive nature of SMA coming off as intrusive. However, this can be explained by Sreejesh
et al. (2020), whose findings showed that when the interactive nature of social media adverts
does not convey relevant messages, this can negatively impact the effectiveness of their
advertisements and feel intrusive. Therefore, it can be suggested that in most of these studies
where participants showed a positive relationship with interactivity, the consumers in these
studies may have been presented with less intrusive social media advertisements that were more
relevant to them. For example, as Lee, Kim and Lee (2022) have shown, advertisements that
are more personalised to the consumer have reduced intrusiveness and increased purchase
intentions. Furthermore, while no study thus far has examined culture's influence on SMA
factors, Nasir et al. (2021) did reference that cultural differences may have impacted their
results. Therefore, it could suggest that cultural differences may have contributed to the

contrasting results between the above studies on the SMA factor of interactivity.

Moreover, from an Irish perspective, this study provides an important implication to Irish
marketers and organisations by showing that millennials living in Ireland positively identify

with SMA's interactive nature when purchasing products.

However, to expand on the importance and implications of this study's findings from an Irish
perspective, this next section will discuss the practical implications for Irish marketing
companies in how they can use this study's research to assist with their SMA strategies.
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6.3.1 Practical Implications:

From a practical viewpoint, this study has provided several significant implications for
marketers and organisations within Ireland regarding how they could utilise their SMA to be
more effective. For example, this study highlighted that perceived relevance was moderately
related to a millennial's purchase intention. Therefore, when designing advertisements,
organisations should try personalising them so that they are more relevant to the values and
needs of this consumer base, which could help create a positive impression on this cohort.
Indeed, as Odoom (2022) highlights, advertising personalisation has been seen to positively

influence consumers' purchase intentions.

Informativeness was also seen to be positively related to purchase intention. Therefore, when
designing social media adverts, organisations and marketers should try to design adverts that
provide consumers with clear and reasonable quality information. Indeed, as Wirani, Diniputri
and Romadhon (2020) highlight, good quality information has been seen as a critical factor
relating to information on SMA influencing consumers' purchase intentions. More specifically,
however, when it comes to millennials' information adoption patterns online, they are more
likely to respond favourably to electronic word of mouth of other users (Pauliene, Sedneva,
2019). Therefore, in addition to designing adverts that contain high-quality and transparent
information, organisations should also encourage their user base to spread information about

their products across their social networks.

Lastly, as this study found interactivity to be positively related to purchase intentions, it
suggests that marketers focus on creating a more engaging and interactive medium for
consumers to communicate with their brands. One way to do this would be by creating branded
stories on their social media networks that help create a conversation and strengthen the

relationship between the brand and its consumers (Gensler et al., 2013).
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Moreover, when brands afford their consumers conversation interactivity, e.g., their
availability online to interact, this implies a high level of interactivity in the eye of their
consumers (Ansari et al., 2019). More so, when it is considered that millennial cohorts
predominantly use social media to engage and communicate (Munsch, 2021), ensuring their
SMA promotes a high level of interactivity could assist brands in influencing this cohort’s

purchase intentions.

6.3.2 Theoretical contributions:

There are several theoretical contributions this study has made. Firstly, by applying previously
validated variables within a new context and toward the millennial cohort, this study has been
able to validate and expand on the research instrument's usability from previous studies
(Alalwan, 2018) and further the established theory and understanding of how these SMA
factors relate to the millennial cohort. Indeed, as research around how these factors relate to
the millennial cohort was limited apart from Arora and Agarwal (2020), this study was able to
identify the relationship of these factors on millennials in Ireland and validate the previous
findings in Arora and Agarwal's (2020) study. Another contribution this study has made is
showing how different methodological frameworks can be used to examine positive
associations between SMA factors and purchase intentions. Indeed, as related studies thus far
in the literature utilised parametric models (Alalwan, 2018, Nasir et al., 2021), this study
elected to utilise non-parametric models, which were deemed more suitable over parametric
models for the ordinal type variables (Jamieson, 2004) and still provided empirical evidence,

that a positive association exists between this studies variables.
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6.4.1 Limitations:

Although this study successfully identified a positive relationship between the factors within
this study, several limitations need to be acknowledged. Firstly, as this study utilised a cross-
sectional study, the findings within this research cannot establish a causal relationship between
this study's variables. Additionally, by using a convenience type of sampling, this study
acknowledges this sampling technique critique by Bornstein et al. (2013) that the findings
within this research sample are only valid to the sample within this study. Therefore, while this
study successfully identified a positive relationship between purchase intentions and the
variables of perceived relevance, interactivity and informativeness, it must be acknowledged

that these findings apply specifically to the sample used in this study.

Furthermore, while this study utilised nonparametric methods, due to these methods being
more suited for data analysis involving non-normally distributed and ordinal variables, research
from Rana et al. (2016) have shown that parametric tests may be more superior due to greater
statistical power. Furthermore, while it was not appropriate in this study to use linear regression
based on the assumptions of normality not being fulfilled, this provided a limitation in not
being able to examine the predictive relationships between variables. However, while previous
studies have utilised linear regression models (Alalwan, 2018; Nasir et al., 2021), they were
still cross-sectional in design and were not as strict on the assumptions of normality compared
to this study. Therefore, their ability to identify predictive relationships is still limited.
Moreover, while this study does not explicitly identify predictive relationships, it obeys
normality assumptions and uses appropriate statistical measures for examining bi-variate

relationships.
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Chapter 7

Conclusion



7.1.1 Conclusion:

This study was conducted to gain an understanding of the relationship between factors
associated with social media advertising (SMA) and their relationship to the purchase

intentions of millennials in Ireland.

From reviewing the literature on how SMA influences consumers' purchase intentions, this
study identified 3 factors (perceived relevance, informativeness and interactivity) to be
positively related with purchase intentions. However, while these factors had been examined
within numerous studies, up until this research study, only one had examined millennials, with

no studies being applied within an Irish context.

Moreover, the lack of research and understanding of the relationship between these SMA
factors and the purchase intentions of millennials in Ireland provided a significant gap in the
literature and a strong rationale for this project's research aims. From identifying the literature
gap, the main research objectives of this study were to ascertain if a significant positive
relationship existed between the SMA factors of perceived relevance, interactivity and

informativeness.

After establishing the research objectives, the data relating to this research study was then
collected from SurveyMonkey using a convenience sampling approach, where a questionnaire
was administered to participants mainly in Ireland. After verifying that participants' responses
were valid with the inclusion-exclusion criteria, 116 responses were targeted for further data

analysis using Spearman's rho.

From the Spearman's rho model findings, the study identified a positive relationship between
Ireland's millennials' purchase intentions and the examined factors of perceived relevance,
informativeness and interactivity, which were found to be significantly correlated with

purchase intentions.
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After analysing the findings, they were then discussed in light of this studies justification for
examining these social media factors. In this section, the results were interpreted and related to

previous studies that argued and discussed similar findings relating to SMA.

Furthermore, from discussing the results, this paper acknowledged several theoretical
contributions that extend the area of SMA in terms of millennial research and methodological
approaches that can be utilised within this area. Additionally, in light of this study’s findings,
several practical implications were put forward for marketers looking to design more effective

social media advertisements.

Lastly, certain limitations, such as the research design and sampling technique in addition to
its use of non-parametric measures, did provide some limitations that were acknowledged and
discussed in relation to this study’s findings. The last section of this paper will now focus on
identifying important new areas of research that could be considered for future research studies

directions.

7.2.1 Future direction for research:

While this study successfully established that a positive relationship existed between the
millennial cohort's purchase intentions and the SMA factors relating to perceived relevance,
interactivity and informativeness, there were a number of areas and methods that this study did
not examine which could be considered for future research. For example, while this study
looked at how these factors influence the millennial cohort, it did not address how these factors
may differ between other generation groups such as generation z. As generation z are also an
influential consumer group in Ireland, it could be helpful for marketers and academics to
understand how these SMA factors apply to this generation cohort or how they may differ from

the millennial cohort.
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Additionally, this study does not look at how demographic factors such as gender may
moderate the relationship between these factors and consumers' purchase intentions. Indeed,
understanding how gender may influence the relationship between consumers' purchase
intentions concerning these SMA factors could provide valuable insights into how marketers

could target specific gender groups.

Futhermore, while this study did capture the social media platforms its participants used, e.g.
(Facebook, Instagram, Twitter, TikTok, LinkedIn, YouTube, and Snapchat), it does not address
if these social media platforms may have an impact on the relationship between these SMA
factors and a consumers purchase intention. Therefore, it could be helpful to assess whether
differences in the relationship between these factors exist between groups in terms of the social

media platform they use.

Lastly, as this study acknowledges in its limitations, the methodology used in this study relied
explicitly on a quantitative method survey and non-parametric techniques. Therefore, in future
studies, where researchers can prove the assumption of normality, more statistically powerful
parametric techniques could be used to identify causal relationships between these factors.
Additionally, qualitative-based interview techniques could be used in tandem with this survey
in a mixed methods approach to provide more evidence and understanding of these factors from

a more qualitative perspective.

65



References:

Ab Hamid, M.R., Sami, W. and Sidek, M.M. (2017) ‘Discriminant validity assessment: Use
of Fornell & Larcker criterion versus HTMT criterion’, Journal of Physics: Conference
Series, 890(1), pp. 1-5, IOP Science. doi:10.1088/1742-6596/890/1/012163.

Acharya, A.S., Prakash, A., Saxena, P. and Nigam, A. (2013) ‘Sampling: Why and how of
it’, Indian Journal of Medical Specialties, 4(2), pp.330-333, Research Gate. doi:
10.7713/ijms.2013.0032.

Agnihotri, R., Dingus, R., Hu, M.Y. and Krush, M.T. (2016) ‘Social media: Influencing
customer satisfaction in B2B sales’, Industrial marketing management, 53, pp.172-180,
ScienceDirect. doi:10.1016/j.indmarman.2015.09.003.

Akkaya, D.T., Akyol, A. and SIMSEK, G.G. (2017) ‘The Effect of Consumer Perceptions on
Their Attitude, Behaviour and Purchase Intention in Social Media Advertising’, Marmara
University Journal of Economic & Administrative Sciences, 39(2), pp. 361-387, Business
Source Ultimate. doi:10.14780/muiibd.384073.

Alalwan, A. A. (2018) ‘Investigating the impact of social media advertising features on

customer purchase intention’, International Journal of Information Management, 42, pp. 65—
77, Science Direct. doi:10.1016/j.1jinfomgt.2018.06.001.

Ali Taha, V., Pencarelli, T., Skerhakova, V., Fedorko, R. and Kosikova, M. (2021) ‘The use
of social media and its impact on shopping behavior of Slovak and Italian consumers during
COVID-19 pandemic’, Sustainability, 13(4), pp.1-19, Directory of Open Access Journals.
do0i:10.3390/su13041710.

Aliyu, A.A., Bello, M.U., Kasim, R. and Martin, D. (2014) ’Positivist and non-positivist
paradigm in social science research: Conflicting paradigms or perfect partners’, Journal of
Management and Sustainability, 4, pp.79-95, Academia. doi:10.5539/jms.v4n3p79.

Allua, S. and Thompson, C.B. (2009) ‘Inferential statistics’, Air Medical Journal, 28(4),
pp.168-171, Science Direct. doi:10.1016/j.amj.2009.04.013.

Andrade, C. (2021) ‘The Inconvenient Truth About Convenience and Purposive
Samples’, Indian Journal of Psychological Medicine, 43(1), pp. 86—88, Academic Search
Complete. doi:10.1177/0253717620977000.

Ansari, S., Ansari, G., Ghori, M.U. and Kazi, A.G. (2019) ‘Impact of brand awareness and
social media content marketing on consumer purchase decision’, Journal of Public Value and
Administrative Insight, 2(2), pp.5-10, Reader insight. doi: 10.31580/jpvai.v2i2.896.

Appel, G., Grewal, L., Hadi, R. and Stephen, A.T. (2020) ‘The future of social media in
marketing’, Journal of the Academy of Marketing Science, 48(1), pp. 79-95, Springer Link.
doi:10.1007/s11747-019-00695-1.

66


https://doi.org/10.1016/j.indmarman.2015.09.003
https://doi.org/10.1177/0253717620977000

Arceo, P.M., Cumahig, [.LR., De Mesa, M.B., Buenaventura, M.J. and Tenerife, J.T. (2018)
‘The Impact of Social Media Platforms to Online Consumers’ Intention to Purchase in
Restaurant Industry’, Global Journal of Emerging Trends in e-Business, Marketing &
Consumer Psychology, 4(1), pp. 565-580. Available at:
https://search.ebscohost.com/login.aspx?direct=true&AuthType=ip,cookie,shib&db=bsu& A
N=133638589&site=eds-live&scope=site [Accessed 15 July 2022].

Ariel, Y. and Avidar, R. (2015) ’Information, interactivity, and social media’, Atlantic
Journal of Communication, 23(1), pp.19-30, Academic Search Complete.
doi:10.1080/15456870.2015.972404.

Arli, D. (2017) ‘Does social media matter? Investigating the effect of social media features
on consumer attitudes’, Journal of Promotion Management, 23(4), pp.521-539, Taylor &
Francis. doi:10.1080/10496491.2017.1297974.

Arora, T. and Agarwal, B. (2020) ‘Impact of Social Media Advertising on Millennials
Buying Behaviour’, International Journal of Intelligent Enterprise, 7(4), pp. 481-500,
Research Gate. doi:10.1504/1J1IE.2020.10027855.

Balakrishnan, B.K.P.D., Dahnil, M.I. and Yi, W.J. (2014) ‘The Impact of Social Media
Marketing Medium toward Purchase Intention and Brand Loyalty among Generation

Y’, Procedia - Social and Behavioral Sciences, 148, pp. 177-185, Science Direct.
doi:10.1016/j.sbspro.2014.07.032.

Bolton, R.N., Parasuraman, A., Hoefnagels, A., Migchels, N., Kabadayi, S., Gruber, T.,
Loureiro, Y.K. and Solnet, D. (2013) ‘Understanding Generation Y and their use of social

media: a review and research agenda’, Journal of Service Management, 24(3), pp. 245-267,
Emerald Insight. doi:10.1108/09564231311326987.

Boone, H.N. and Boone, D.A. (2012) ‘Analyzing likert data’, Journal of extension, 50(2),
pp.1-5. Available at: https://www.researchgate.net/profile/Mahdi-Safarpour-

2/post/what is_a logistic_regression analysis/attachment/59d622fb79197b8077981513/AS
%3A304626539139073%401449640034657/download/Likert+Scale+vs+Likert+Item+%28G
ood+Source%29.pdf [Accessed 19 July 2022].

Borges, N.J., Manuel, R.S., Elam, C.L. and Jones, B.J. (2006) ‘Comparing millennial and
generation X medical students at one medical school’, Academic Medicine, 81(6), pp.571-
576. Available at:
https://scholar.archive.org/work/vdjnSsvhhvfxtfbxupfacbx6cm/access/wayback/http://late-
dpedago.urv.cat/site_media/papers/millenials and gen x-3.pdf [Accessed 15 July 2022].

Bornstein, M.H., Jager, J. and Putnick, D.L. (2013) ‘Sampling in developmental science:
Situations, shortcomings, solutions, and standards’, Developmental review, 33(4), pp.357-
370, Science Direct. doi:10.1016/5.dr.2013.08.003.

Botti, M. and Endacott, R. (2005) ‘Clinical research 5: Quantitative data collection and
analysis’, Intensive and Critical Care Nursing, 21(3), pp.187-193, Science Direct.
doi:10.1016/j.iccn.2005.02.005.

67



Bozkurt, S., Gligor, D.M. and Babin, B.J. (2020) ‘The role of perceived firm social media
interactivity in facilitating customer engagement behaviors’, European Journal of Marketing,
55(4), pp. 995-1022, Emerald Insight. doi:10.1108/EJM-07-2019-0613.

Brodaty, H., Mothakunnel, A., de Vel-Palumbo, M., Ames, D., Ellis, K.A., Reppermund, S.,
Kochan, N.A., Savage, G., Trollor, J.N., Crawford, J. and Sachdev, P.S. (2014) ‘Influence of
population versus convenience sampling on sample characteristics in studies of cognitive
aging’, Annals of epidemiology, 24(1), pp. 63-71, Science Direct.
doi:10.1016/j.annepidem.2013.10.005.

Chen, C.W., Liu, W.S., Chen, W.K., Hsu, P.Y. and Tang, Y.T. (2021) ‘Exploring
Consumers’ Purchase Intention to Social Media Advertising: The Role of Advertising
Clicks’, 2021 12th International Conference on E-Education, E-Business, E-Management,
and E-Learning. (ACM Other Conferences), pp. 341-347, ACM digital library.
doi:10.1145/3450148.3450174.

Clark-Carter, D. (2005) ‘Interquartile Range’ , in Everitt, B.S and Howell, D.C. (ed.)
Encyclopaedia of Statistics in Behavioural Science. 2, pp. 941-941, Wiley Online Library.
doi:10.1002/0470013192.bsa311.

Cohen, J. (1992) ‘A power primer’, Psychological Bulletin, 112(1), pp.155-159. Available at:
http://users.cla.umn.edu/~nwaller/prelim/cohenpowerprimer.pdf [Accessed 15 July 2020].

Connelly, L.M. (2008) ‘Pilot studies’, Medsurg nursing, 17(6), p.411. Available at:
https://www.proquest.com/openview/553d762f3224a627486actbf1a7320e0/17pq-
origsite=gscholar&cbl=30764 [Accessed 15 July 2022].

Connelly, L.M. (2020) ‘Inclusion and Exclusion Criteria’, MEDSURG Nursing, 29(2), pp.
125-116. Available at:

https://search.ebscohost.com/login.aspx?direct=true& AuthType=ip,cookie,shib&db=a9h& A
N=142593308&site=eds-live&scope=site [ Accessed 19 July 2022].

Creswell, J.W. and Creswell, J.D. (2018) Research Design Qualitative, Quantitative, and
Mixed Methods Approaches. 5th edn. London: Sage Publications Ltd.

CSO (2016) Statistical Yearbook of Ireland 2016. Available at:
https://www.cso.ie/en/releasesandpublications/ep/p-syi/psyi2016/bus/ise/ [Accessed 15 July
2022].

CSO (2021) Information Society Statistics Enterprises 2021. Available at:
https://www.cso.ie/en/releasesandpublications/ep/p-
isse/informationsocietystatisticsenterprises2021/ [ Accessed 15 July 2022].

CSO (n.d.) Census of Population 2016 - Profile 3 An Age Profile of Ireland. Available at:
https://www.cso.ie/en/releasesandpublications/ep/p-cp3oy/cp3/asst/ [Accessed 15 July 2021].

68



Dabija, D.C., Bejan, B.M. and Tipi, N. (2018) ‘Generation X Versus Millennials
Communication Behaviour on Social Media When Purchasing Food Versus Tourist

Services’, E+M Ekonomie a Management, 21(1), pp. 191-205, Open Research Online.
doi:10.15240/tul/001/2018-1-013.

Dancey, C.P. and Reidy, J. (2007) Statistics without maths for psychology. 4™ edn. Harlow:
Pearson Education Limited.

Das, K.R. and Imon, A.H.M.R. (2016) ‘A brief review of tests for normality’, American
Journal of Theoretical and Applied Statistics, 5(1), pp. 5-12, Semantic Scholar.
doi:10.11648/j.ajtas.20160501.12.

Davidaviciene, V., Meidute-Kavaliauskiene, S. and Paliulis, R. (2019) ‘Research on the
influence of social media on generation Y consumer purchase decisions’, Marketing and
Management of Innovations, 4, pp. 39-49. Available at:
https://essuir.sumdu.edu.ua/bitstream/123456789/76121/1/Davidaviciene_ mmi_4 2019.pdf
[Accessed 15 July 2022].

De Keyzer, F., Dens, N. and De Pelsmacker, P. (2015) ‘Is this for me? How consumers
respond to personalized advertising on social network sites’, Journal of Interactive
Advertising, 15(2), pp.124-134, Taylor & Francis. doi:10.1080/15252019.2015.1082450.

De Winter, J.C., Gosling, S.D. and Potter, J. (2016) ‘Comparing the Pearson and Spearman
correlation coefficients across distributions and sample sizes: A tutorial using simulations and
empirical data’, Psychological methods, 21(3), p.273, APA PsycNet.
doi:10.1037/met0000079.

Dehghani, M. and Tumer, M. (2015) ‘A research on effectiveness of Facebook advertising on
enhancing purchase intention of consumers’, Computers in Human Behavior, 49, pp. 597—
600, Science Direct. doi:10.1016/j.chb.2015.03.051.

Dodoo, N.A. and Wu, L. (2019) ‘Exploring the anteceding impact of personalised social
media advertising on online impulse buying tendency’, International Journal of Internet
Marketing and Advertising, 13(1), pp.73-95, Inder Science. doi:10.1504/1JIMA.2019.097905.

Ducoffe, R. H. (1996) ‘Advertising value and advertising on the web’, Journal of Advertising
Research, 36(5), pp. 21-35. Available at:
https://search.ebscohost.com/login.aspx?direct=true& AuthType=ip,cookie,shib&db=edselc&
AN=edselc.2-52.0-33748164028&site=eds-live&scope=site [Accessed 21 January 2022].

Duffett, R.G. (2015) ‘The influence of Facebook advertising on cognitive attitudes amid
Generation Y’, Electronic Commerce Research, 15(2), pp. 243-267, Springer Link.
doi:10.1007/s10660-015-9177-4.

69



Duffett, R.G. (2021) ‘South African Millennials’ Attitudes towards the Communications
Effect of YouTube Marketing’, African Journal of Information Systems, 13(1), pp. 33-57.
Available at:

https://search.ebscohost.com/login.aspx?direct=true& AuthType=ip,cookie,shib&db=bsu&A
N=148789386&site=eds-live&scope=site [Accessed 13 July 2022].

Elangovan, N. and Sundaravel, E. (2021) ‘Method of preparing a document for survey
instrument validation by experts’, MethodsX, 8, pp. 1-7, Science Direct.
do0i:10.1016/;.mex.2021.101326.

Ertemel, A.V. and Ammoura, A. (2017) ‘The Role of Social Media Advertising in Consumer
Buying Behavior’, International Journal of Commerce and Finance, 2(1), pp. 81-90.
Available at:

https://search.ebscohost.com/login.aspx?direct=true& AuthType=ip,cookie,shib&db=edsdoj&
AN=edsdoj.7a98fe806a4b4{44bb2a00a9329d868c&site=eds-live&scope=site [Accessed 13
July 2022].

Etikan, I., Musa, S.A. and Alkassim, R.S. (2016) ‘Comparison of convenience sampling and
purposive sampling’, American journal of theoretical and applied statistics, 5(1), pp.1-4,
Academia. doi:10.11648/j.ajtas.20160501.11.

Fernandes, E., Semuel, H. and Adiwijaya, M. (2020) ‘The influence of social media
advertising on purchase intention through utilitarian and hedonic shopping motivation: A
study at beauty care and anti-aging clinic service in Surabaya’, Petra International Journal of
Business Studies, 3(1), pp.23-36. Available at:
https://ijbs.petra.ac.id/index.php/ijbs/article/download/66/49 [Accessed 20 July 2022].

Field, A.P. (2013) Discovering statistics using IBM SPSS. 4th ed. SAGE. Available at:
https://search.ebscohost.com/login.aspx?direct=true&AuthType=ip,cookie,shib&db=cat0574
3a&AN=nci.19240&site=eds-live&scope=site [Accessed 20 July 2022].

Filieri, R., McLeay, F., Tsui, B. and Lin, Z. (2018) ‘Consumer perceptions of information
helpfulness and determinants of purchase intention in online consumer reviews of
services’, Information & Management, 55(8), pp.956-970, Science Direct.
doi:10.1016/5.im.2018.04.010.

Fornell, C. and Larcker, D.F. (1981) ‘Evaluating Structural Equation Models with
Unobservable Variables and Measurement Error’, Journal of Marketing Research (JMR),
18(1), pp. 39-50, Business Source Ultimate. doi:10.2307/3151312.

Gensler, S., Volckner, F., Liu-Thompkins, Y. and Wiertz, C. (2013) ‘Managing brands in the
social media environment’, Journal of interactive marketing, 27(4), pp.242-256, Science
Direct. doi:10.1016/j.intmar.2013.09.004.

Ghasemi, A. and Zahediasl, S. (2012) ‘Normality tests for statistical analysis: a guide for
non-statisticians’, International journal of endocrinology and metabolism, 10(2), p.486,
PubMed. doi:10.5812/ijem.3505.

70



Hair Jr, J.F., Hult, G.T.M., Ringle, C.M. and Sinkovics, R.R (2017) 4 primer on partial least
squares structural equation modelling (PLS-SEM). 2nd edn. Available at:
https://www.researchgate.net/profile/Qais_ Almaamari3/post/How can I justify in a reflect
ive_second-

order construct to_drop some dimensions which not perform_ well/attachment/5a79c437b
53d2f0bba5042d9/AS%3A591053426008064%401517929526701/download/3b.+Hair+Bo
[Accessed 14 July 2022].

Hamouda, M. (2018) ‘Understanding social media advertising effect on consumers’
responses : An empirical investigation of tourism advertising on Facebook’, Journal of
Enterprise Information Management, 31(3), pp. 426445, Emerald Insight.
doi:10.1108/JEIM-07-2017-0101.

Han, M.C. and Kim, Y. (2018) ‘How culture and friends affect acceptance of social media
commerce and purchase intentions: A comparative study of consumers in the US and
China’, Journal of International Consumer Marketing, 30(5), pp.326-335,Taylor & Francis.
doi:10.1080/08961530.2018.1466226.

Hanaysha, J. R. (2022) ‘Exploring the Impact of Social Media Marketing Features on
Purchase Intention in the Fast-Food Industry’, Metamorphosis, pp. 1-11, Sage.
doi:10.1177/09726225221098792.

Henseler, J., Ringle, C.M. and Sinkovics, R.R. (2009) ‘The use of partial least squares path
modelling in international marketing’, New challenges to international marketing. 20(1), pp.
277-319, Emerald Insight. doi:10.1108/S1474-7979(2009)0000020014.

Heo, M., Kim, N. and Faith, M.S. (2015) ‘Statistical power as a function of Cronbach alpha
of instrument questionnaire items’, BMC medical research methodology, 15(1), pp.1-9,
BMC. doi:10.1186/s12874-015-0070-6.

Hermanda, A., Sumarwan, U. and Tinaprillia, N. (2019) ‘The effect of social media
influencer on brand image, self-concept, and purchase intention’, Journal of Consumer
Sciences, 4(2), pp.76-89. Available at:
https://jurnal.ipb.ac.id/index.php/jcs/article/download/26525/17503 [Accessed 20 July 2022].

Hutcheson, G. D. (1999) The Multivariate Social Scientist. : SAGE Publications, Ltd.
Available at: https://dx.doi.org/10.4135/9780857028075 [Accessed 15 July 2022].

Jamieson, S. (2004) ‘Likert scales: How to (ab) use them?’, Medical education, 38(12),
pp.1217-1218. Available at: https://eprints.gla.ac.uk/59552/1/59552.pdf [Accessed 15 July
2022].

Jiang, Z., Chan, J., Tan, B.C. and Chua, W.S. (2010) ‘Effects of interactivity on website
involvement and purchase intention’, Journal of the Association for Information Systems,
11(1), pp. 34-59. Available at:
http://citeseerx.ist.psu.edu/viewdoc/download?doi=10.1.1.184.5397 &rep=rep | &type=pdf
[Accessed 20 July 2022].

71



Johnston, W.J., Khalil, S., Nhat Hanh Le, A. and Cheng, J.M.S. (2018) ‘Behavioral
Implications of International Social Media Advertising: An Investigation of Intervening and
Contingency Factors’, Journal of International Marketing, 26(2), pp. 43—61, Business Source
Ultimate. doi:10.1509/jim.16.0125.

Jung, A.-R. (2017) ‘The influence of perceived ad relevance on social media advertising: An
empirical examination of a mediating role of privacy concern’, Computers in Human
Behavior, 70, pp. 303-309, Science Direct. doi:10.1016/j.chb.2017.01.008.

Karimi, S. and Naghibi, H.S. (2015) ‘Social media marketing (SMM) strategies for small to
medium enterprises (SMEs)’, International Journal of Information, Business and
Management, 7(4), pp. 86-98. Available at: https://www.researchgate.net/profile/Ahsan-
Akbar3/publication/346084844 The Role of Online Service Quality in Enhancing Custo
mer_Satisfaction An Empirical Investigation of Pakistani Banks/links/5fbab558458515b7
97626bdd/The-Role-of-Online-Service-Quality-in-Enhancing-Customer-Satisfaction-An-
Empirical-Investigation-of-Pakistani-Banks.pdf#page=91. [Accessed 15 July 2022].

Kaur, A. and Kumar, R. (2015) ‘Comparative analysis of parametric and non-parametric
tests’, Journal of computer and mathematical sciences, 6(6), pp.336-342. Available:
http://compmath-journal.org/dnload/Amandeep-Kaur-and-Robin-
Kumar/CMJV06106P0336.pdf [Accessed 19 July 2022].

Kaur, P., Stoltzfus, J. and Yellapu, V. (2018) ‘Descriptive statistics’, International Journal of
Academic Medicine, 4(1), p.60. Available at: https://www.ijam-
web.org/article.asp?issn=24555568;year=2018;volume=4;issue=1;spage=60;epage=63;aulast
=Kaur [Accessed 20 July 2022].

Khan, I. (2022) ‘Do brands’ social media marketing activities matter? A moderation
analysis’, Journal of Retailing and Consumer Services, 64, pp. 1-9, Science Direct.
doi:10.1016/j.jretconser.2021.102794.

Kim, H. and Huh, J. (2017) ‘Perceived relevance and privacy concern regarding online
behavioral advertising (OBA) and their role in consumer responses’, Journal of Current
Issues & Research in Advertising, 38(1), pp. 92-105, Taylor & Francis.
doi:10.1080/10641734.2016.1233157.

Kimberlin, C.L. and Winterstein, A.G. (2008) ‘Validity and reliability of measurement
instruments used in research’, American journal of health-system pharmacy, 65(23), pp.2276-
2284, Research Gate. doi:10.2146/ajhp070364.

Knoll, J. (2016) ‘Advertising in social media: a review of empirical evidence’, International
Journal of Advertising, 35(2), pp. 266-300, Taylor & Francis.
doi:10.1080/02650487.2015.1021898.

Krzywinski, M. and Altman, N. (2014) ‘Visualizing samples with box plots’, Nature
methods, 11(2), pp.119-120, Scopus. doi:10.1038/nmeth.2813.

72


https://doi.org/10.2146/ajhp070364

KV.S., KP, N. and Kamath, G.B. (2021) ‘Social media advertisements and their influence on
consumer purchase intention’, Cogent Business & Management, 8(1), pp. 1-18, Taylor &
Francis. doi:10.1080/23311975.2021.2000697.

Laerd statistics (n.d.) Spearman's Rank-Order Correlation. Available at:
https://statistics.laerd.com/statistical-guides/spearmans-rank-order-correlation-statistical-
guide.php [Accessed 13 July 2022].

Lee, J. and Hong, 1. B. (2016) ‘Predicting positive user responses to social media advertising:
The roles of emotional appeal, informativeness, and creativity’, International Journal of
Information Management, 36(3), pp. 360—373, Gale Academic OneFile.
doi:10.1016/;.1jinfomgt.2016.01.001.

Lee, J., Kim, C. and Lee, K.C. (2022) ‘Exploring the personalization-intrusiveness-intention
framework to evaluate the effects of personalization in social media’, International Journal
of Information Management, 66, pp. 1-18, Science Direct.
doi:10.1016/j.ijinfomgt.2022.102532.

Levin, K.A. (2006) ‘Study design III: Cross-sectional studies’, Evidence-based
dentistry, 7(1), pp. 24-25, Nature. doi:10.1038/sj.ebd.6400375.

Li, X., Wong, W., Lamoureux, E.L. and Wong, T.Y. (2012) ‘Are linear regression techniques
appropriate for analysis when the dependent (outcome) variable is not normally

distributed?’, Investigative ophthalmology & visual science, 53(6), pp.3082-3083, ARVO.
doi:10.1167/i0vs.12-9967.

Liao, S.H., Chung, Y.C. and Chang, W.J. (2019) ‘Interactivity, engagement, trust, purchase
intention and word-of-mouth: a moderated mediation study’. International Journal of
Services Technology and Management’, 25(2), pp. 116-137, Inder Science.
doi:10.1504/1JSTM.2019.098203.

Lim, X.J., Radzol, A.M., Cheah, J. and Wong, M.W. (2017) *The impact of social media
influencers on purchase intention and the mediation effect of customer attitude’, Asian
Journal of Business Research, 7(2), pp.19-36, Research Gate. doi:10.14707/ajbr.170035.

Liu, Y. and Shrum, L. J. (2002) ‘What Is Interactivity and Is It Always Such a Good Thing?
Implications of Definition, Person, and Situation for the Influence of Interactivity on

Advertising Effectiveness’, Journal of Advertising, 31(4), pp. 53—64, Business Source
Ultimate. doi:10.1080/00913367.2002.10673685.

Logan, K., Bright, L.F. and Gangadharbatla, H. (2012) ‘Facebook versus television:
advertising value perceptions among females’, Journal of Research in Interactive Marketing,
6(3), pp. 164—179, Emerald Insight. doi:10.1108/17505931211274651.

Lumley, T., Diehr, P., Emerson, S. and Chen, L. (2002) ‘The importance of the normality
assumption in large public health data sets’, Annual review of public health, 23(1), pp.151-
169, Academia. doi:10.1146/annurev.publheath.23.100901.140546.

73



Lutfie, H. and Marcelino, D. (2020) ‘Investigating Facebook advertising feature through
performance expectancy on customer purchase intention’, In 2020 8th International
Conference on Cyber and IT Service Management (CITSM), pp. 1-7, IEEE Xplore Digital
Library. doi:10.1109/CITSM50537.2020.9268905.

Manikandan, S. (2011) ‘Measures of central tendency: The mean’, Journal of Pharmacology
and Pharmacotherapeutics, 2(2), p.140, ProQuest. doi:10.4103/0976-500X.81920.

Mann, C.J. (2003) ‘Observational research methods. Research design II: cohort, cross
sectional, and case-control studies’, Emergency medicine journal, 20(1), pp.54-60, BMJ.
doi:10.1136/em;.20.1.54.

Mann, C.J. (2012) ‘Observational research methods—Cohort studies, cross sectional studies,
and case—control studies’, African Journal of Emergency Medicine, 2(1), pp.38-46, Science
Direct. doi:10.1016/j.afjem.2011.12.004.

Manzoor, U., Baig, S.A., Hashim, M. and Sami, A. (2020) ‘Impact of social media marketing
on consumer’s purchase intentions: the mediating role of customer trust’, International
Journal of Entrepreneurial Research, 3(2), pp.41-48. Available at:
https://readersinsight.net/IJER/article/download/1386/1077 [Accessed 12 August 2022].

Mason, A.N., Narcum, J. and Mason, K. (2021) ‘Social media marketing gains importance
after Covid-19°, Cogent Business & Management, 8(1), pp. 1-17, Taylor & Francis.
doi:10.1080/23311975.2020.1870797.

Mekawie, N. and Hany, A. (2019) ‘Understanding the factors driving consumers’ purchase
intention of over-the-counter medications using social media advertising in Egypt:(A
Facebook advertising application for cold and Flu products)’, Procedia Computer

Science, 164, pp.698-705, Science Direct. doi:10.1016/j.procs.2019.12.238.

Minbashrazgah, M.M., Qarahbolagh, H.B. and Eynali, M. (2021) *Social media advertising:
Analysis the role of informativeness, social image and creativity in advertising on purchase
intention (case of study: Customers sport products company Majid)’, Communication
Management in Sport Media, 8(2), pp.37-48. Available at:
https://sportmedia.journals.pnu.ac.ir/article 6851 be928163¢c75¢8077cb40608af8190f4a.pdf
[Accessed 12 August 2022].

Mohamad, M., Zawawi, Z. A. and Hanafi, W. N. W. (2018) ‘The Influences of Social
Network Marketing on Student Purchase Intention in the Digital Era: The Mediating Role of
Consumer Engagement’, Global Business & Management Research, 10(3), pp. 938-947.
Available at:
https://search.ebscohost.com/login.aspx?direct=true&AuthType=ip,cookie,shib&db=bsu& A
N=133618188&site=eds-live&scope=site [ Accessed 15 July 2022].

Morse, J.M. (2000) ‘Determining sample size’, Qualitative health research, 10(1), pp. 3-5,
Sage. doi:10.1177/104973200129118183.

74



Munsch, A. (2021) ‘Millennial and generation Z digital marketing communication and
advertising effectiveness: A qualitative exploration’, Journal of Global Scholars of
Marketing Science, 31(1), pp.10-29, Business Source Ultimate.
do0i:10.1080/21639159.2020.1808812.

Murray, J. (2013) ‘Likert data: what to use, parametric or non-parametric?’, International
Journal of Business and Social Science, 4(11), pp. 258-264. Available at:
https://www.researchgate.net/profile/Jacqueline-Murray-

5/publication/301780402 Likert Data What to Use Parametric or Non-
Parametric/links/5727ff1408aef9c00b8b52dd/Likert-Data-What-to-Use-Parametric-or-Non-
Parametric.pdf [Accessed 15 July 2022].

Nasir, V.A., Keserel, A.C., Surgit, O.E. and Nalbant, M. (2021) ‘Segmenting consumers
based on social media advertising perceptions: How does purchase intention differ across

segments?’, Telematics and Informatics, 64, pp. 1-13, Science Direct.
doi:10.1016/j.tele.2021.101687.

Naumovska, L. (2017) ‘Marketing communication strategies for generation Y—
millennials’, Business Management and Strategy, 8(1), pp.123-133, Research Gate.
doi:10.5296/bms.v8i1.10260.

Nusair, K. ’K., Bilgihan, A. and Okumus, F. (2013) ‘The Role of Online Social Network
Travel Websites in Creating Social Interaction for Gen Y Travelers’, International Journal of
Tourism Research, 15(5), pp. 458-472, Business Source Ultimate. doi:10.1002/jtr.1889.

Odoom, P.T. (2022) ‘Personalised Display Advertising and Online Purchase Intentions: The
Moderating Effect of Internet Use Motivation’, International Journal of E-Services and
Mobile Applications (IJESMA), 14(1), pp.1-16, IGI Global. doi:10.4018/IJESMA.296575.

Pallant, J. (2020) SPSS survival manual: A step by step guide to data analysis using IBM
SPSS, 7" edn. Routledge. Available at:
https://www.academia.edu/download/29566150/0335208908.pdf [Accessed 15 July 2022].

Patino, C.M. and Ferreira, J.C. (2018) ‘Inclusion and exclusion criteria in research studies:
definitions and why they matter’, Jornal Brasileiro de Pneumologia, 44, pp. 84-84, SciELO
Brasil. doi:10.1590/S1806-37562018000000088.

Pauliene, R. and Sedneva, K. (2019) ‘The Influence of Recommendations in Social Media on
Purchase Intentions of Generations Y and Z’°, Organizations & Markets in Emerging
Economies, 10(2), pp. 227-256. Available at:
https://epublications.vu.lt/object/elaba:47811504/47811504.pdf [ Accessed 15 July 2022].

Prasad, S., Garg, A. and Prasad, S. (2019) ‘Purchase decision of generation Y in an online
environment’, Marketing Intelligence & Planning, 37(4), pp. 372385, Emerald Insight.
doi:10.1108/MIP-02-2018-0070

Prentice, C., Chen, J. and Wang, X. (2019) ‘The influence of product and personal attributes
on organic food marketing’, Journal of Retailing and Consumer Services, 46, pp. 70-78,
Science Direct. doi:10.1016/j.jretconser.2017.10.020.

75



PWC (2022) Irish digital advertising spend grew by 27% in 2021 — IAB Ireland-PwC Online
Ad spend Study. Available at: https://www.pwc.ie/media-centre/press-releases/2022/iab-ad-
spend-study.html [Accessed 15 July 2022].

Rana, R.K., Singhal, R. and Dua, P. (2016) ‘Deciphering the dilemma of parametric and
nonparametric tests’, Journal of the Practice of Cardiovascular Sciences, 2(2), p.95.
Available at: https://www.j-pcs.org/article.asp?issn=2395-
5414;year=2016;volume=2;issue=2;spage=95;epage=98;aulast=Rana [Accessed 20 July
2022].

Rathore, A.K., Ilavarasan, P.V. and Dwivedi, Y.K. (2016) ‘Social media content and product
co-creation: an emerging paradigm’, Journal of Enterprise Information Management, 29(1),
pp. 718, Emerald Insight. doi:10.1108/JEIM-06-2015-0047.

Razali, N.M. and Wah, Y.B. (2011) ‘Power comparisons of shapiro-wilk, kolmogorov-
smirnov, lilliefors and anderson-darling tests’, Journal of statistical modeling and
analytics, 2(1), pp.21-33. ResearchGate. Available at:
https://www.nbi.dk/~petersen/Teaching/Stat2017/Power Comparisons of Shapiro-
Wilk Kolmogorov-Smirn.pdf [Accessed 19 July 2022].

Reena, M., and Udita, K. (2020) ‘Impact of Personalized Social Media Advertisements on
Consumer Purchase Intention’, Annals of Dunarea de Jos University. Fascicle I : Economics
and Applied Informatics, 26(2), pp. 15-24, Directory of Open Access Journals.
doi:10.35219/eai15840409101.

Richard, J. and Meuli, P. (2013) ‘Exploring and modelling digital natives’ intention to use
permission-based location-aware mobile advertising’, Journal of Marketing Management,
29(5-6), pp. 698—719, Business Source Ultimate. doi:10.1080/0267257X.2013.770051.

Roberts, P. and Priest, H. (2006) ‘Reliability and validity in research’, Nursing

standard, 20(44), pp.41-46. Available at:
https://link.gale.com/apps/doc/A149022548/HRCA?u=anon~592ca8d5&sid=googleScholar&
xid=8b493bd4 [Accessed 15 July 2022].

Ruzycki, S.M., Desy, J.R., Lachman, N. and Wolanskyj-Spinner, A.P. (2019) ‘Medical
education for millennials: How anatomists are doing it right’, Clinical Anatomy, 32(1), pp.20-
25, Wiley Online Library. doi:10.1002/ca.23259.

Sarraf, A.R.A. and Teshnizi, M.H. (2020) *The Effect of Social Media Advertising Properties
on Customer Buying Intention (Case Study: Consumers of Cosmetic Products)’, Internal
Journal of Research in Business and Management’, 7(5), pp. 10-17. Available at:
https://www.ijrbsm.org/papers/v7-i5/2.pdf [Accessed 15 July 2022].

Sawyer, A.G. and Ball, A.D. (1981) Statistical power and effect size in marketing
research’, Journal of Marketing Research, 18(3), pp.275-290, Business Source Ultimate.
doi:10.1177/002224378101800302.

76


https://www.nbi.dk/%7Epetersen/Teaching/Stat2017/Power_Comparisons_of_Shapiro-Wilk_Kolmogorov-Smirn.pdf
https://www.nbi.dk/%7Epetersen/Teaching/Stat2017/Power_Comparisons_of_Shapiro-Wilk_Kolmogorov-Smirn.pdf

Scotland, J. (2012) ‘Exploring the philosophical underpinnings of research: Relating ontology
and epistemology to the methodology and methods of the scientific, interpretive, and critical
research paradigms’, English language teaching, 5(9), pp.9-16, ERIC. doi:10.5539/elt.v5n9p.

Serdar, C.C., Cihan, M., Yiicel, D. and Serdar, M.A. (2021) ‘Sample size, power and effect
size revisited: simplified and practical approaches in pre-clinical, clinical and laboratory
studies’, Biochemia medica, 31(1), pp.27-53. Available at: https://hrcak.srce.hr/252075
[Accessed 20 July 2022].

Setia, M.S. (2016) ‘Methodology series module 3: Cross-sectional studies’, Indian journal of
dermatology, 61(3), pp. 261. Available at:
https://www.ncbi.nlm.nih.gov/pmc/articles/PMC4885177/ [ Accessed 15 July 2022].

Shareef, M.A., Mukerji, B., Dwivedi, Y.K., Rana, N.P. and Islam, R. (2019) ‘Social media
marketing: Comparative effect of advertisement sources’, Journal of Retailing and Consumer
Services, 46, pp. 58—69, Science Direct. doi:10.1016/j.jretconser.2017.11.001.

Sigurdsson, V., Menon, R.V., Hallgrimsson, A.G., Larsen, N.M. and Fagerstrom, A. (2018)
‘Factors affecting attitudes and behavioral intentions toward in-app mobile
advertisements’, Journal of Promotion Management, 24(5), pp.694-714, Taylor & Francis.
doi: 10.1080/10496491.2018.1405523.

Skowronek, D. and Duerr, L. (2009) ‘The convenience of nonprobability: Survey strategies
for small academic libraries’, College & Research Libraries News, 70(7), pp. 412-415.
Available at: https://crln.acrl.org/index.php/crlnews/article/download/8221/8229 [ Accessed
15 July 2021].

Sohaib, M., Hui, P. and Akram, U. (2018) ‘Impact of eWOM and risk-taking in gender on
purchase intentions: evidence from Chinese social media’, International Journal of
Information Systems and Change Management, 10(2), pp.101-122, Research Gate.
doi:10.1504/1JISCM.2018.094602.

Sreejesh, S., Paul, J., Strong, C. and Pius, J. (2020) ‘Consumer response towards social media
advertising: Effect of media interactivity, its conditions and the underlying

mechanism’, International Journal of Information Management, 54, pp. 1-11, Science Direct.
do0i:10.1016/j.ijinfomgt.2020.102155.

Statista (2022a) Social Media Advertising — Ireland. Available at:
https://www.statista.com/outlook/dmo/digital-advertising/social-media-
advertising/ireland?currency=EUR [Accessed 23 June 2022].

Statista. (2022b) Digital advertising spending on selected formats in Ireland in 2021 (in
million euros). Available at: Accessed: https://www.statista.com/statistics/428587/digital-ad-
spending-in-ireland/ [Accessed 23 June 2022].

Steinskog, D.J., Tjestheim, D.B. and Kvamste, N.G. (2007) ‘A cautionary note on the use of
the Kolmogorov—Smirnov test for normality’, Monthly Weather Review, 135(3), pp.1151-
1157, Academic Search Complete. doi:10.1175/MWR3326.1.

77



Sullivan, G.M. and Artino Jr, A.R. (2013) ‘Analyzing and interpreting data from Likert-type
scales’, Journal of graduate medical education, 5(4), pp.541-542, PubMed.
do0i:10.4300/JGME-5-4-18.

Taber, K.S. (2018) ‘The use of Cronbach’s alpha when developing and reporting research
instruments in science education’, Research in science education, 48(6), pp.1273-1296,
Springer Link. doi:10.1007/s11165-016-9602-2.

Tavakol, M. and Dennick, R. (2011) ‘Making sense of Cronbach's alpha’, International
Jjournal of medical education, 2, p.53, PubMed. doi:10.5116/ijme.4dfb.8dfd.

Thiese, M.S.(2014) ‘Observational and interventional study design types; an
overview’, Biochemia medica, 24(2), pp.199-210. Available at:
https://hrcak.srce.hr/file/185180 [Accessed 20 July 2022].

Ting, D.H., Abbasi, A.Z. and Ahmed, S.(2020) ‘Examining the mediating role of social
interactivity between customer engagement and brand loyalty’, Asia Pacific Journal of
Marketing and Logistics, 33(5), pp. 1138-1159, Emerald insight. doi:10.1108/APJML-10-
2019-0576.

Tuten, T. L., and Solomon, M. R. (2018) Social media marketing. 3 edn. WSUV. Available
at: https://dtc-wsuv.org/dmyers19/DTC%20338-%20Social%20Media/DTC%20338-
Social%20Media%?20Marketing%20-%20Tracy%20L.%20Tuten.pdf [Accessed 10 July
2022].

Van-Tien Dao, W., Nhat Hanh Le, A., Ming-Sung Cheng, J. and Chao Chen, D. (2014)
‘Social media advertising value: The case of transitional economies in Southeast

Asia’, International Journal of Advertising: The Quarterly Review of Marketing
Communications, 33(2), pp. 271-294, APA PsycInfo. doi:10.2501/1JA-33-2-271-294.

Wang, Y. and Chen, H. (2020) ‘Self-presentation and interactivity: luxury branding on social
media’, Journal of Product & Brand Management, 30(5), pp. 656—670, Emerald Insight.
doi:10.1108/JPBM-05-2019-2368.

Westen, D. and Rosenthal, R. (2003) ‘Quantifying construct validity: two simple measures’,
Journal of personality and social psychology, 84(3), pp.608-618, APA PsycArticles.
doi:10.1037//0022-3514.84.3.608.

Wiese, M. and Akareem, H. S. (2020) ‘Determining perceptions, attitudes and behaviour
towards social network site advertising in a three-country context’, Journal of Marketing
Management, 36(5/6), pp. 420—455, Business Source Ultimate.
doi:10.1080/0267257X.2020.1751242.

Wilcox, R.R. and Keselman, H.J. (2003) ‘Modern robust data analysis methods: measures of
central tendency’, Psychological methods, 8(3), p.254. doi:10.1037/1082-989X.8.3.254.

78



Wirani, Y., Diniputri, L. and Romadhon, M.S. (2020) ‘Investigating the Influence of
Information Quality, Information Seeking, and Familiarity with Purchase Intentions: A
Perspective of Instagram Users in Indonesia’, In 2020 8th International Conference on
Information and Communication Technology (ICoICT), pp. 1-6, IEEE Xplore Digital Library.
doi:10.1109/1CoICT49345.2020.9166163.

Yeo, S.F.,, Tan, C.L., Lim, K.B., Leong, J.Y. and Leong, Y.C.I. (2020) ‘Effects of Social
Media Advertising on Consumers’ Online Purchase Intentions’, Global Business &
Management Research, 12(1), pp. 89—106. Available
at:https://search.ebscohost.com/login.aspx?direct=true& AuthType=ip,cookie,shib&db=bsu&
AN=145163963 &site=eds-live&scope=site [ Accessed 22 July 2022].

Zeng, F., Huang, L. and Dou, W. (2009) ‘Social Factors in User Perceptions and Responses
to Advertising in Online Social Networking Communities’, Journal of Interactive
Advertising, 10(1), pp. 1-13, Business Source Ultimate.
doi:10.1080/15252019.2009.10722159.

Zhu, W. (2000) ‘Which should it be called: Convergent validity or discriminant
validity?. Research quarterly for exercise and sport’, 71(2), pp.190-194, Taylor & Francis.
doi:10.1080/02701367.2000.10608897.

Zhu, Y.-Q. and Chang, J.-H. (2016) ‘The key role of relevance in personalized advertisement:
Examining its impact on perceptions of privacy invasion, self-awareness, and continuous use
intentions’, Computers in Human Behavior, 65, pp. 442—447, Science Direct.
doi:10.1016/j.chb.2016.08.048.

79



Appendices

Appendix A: Validity teSTING ......cocuiiiiiiiiiiieeiee ettt s 81
Appendix B: Confirmatory factor analysis settings used SPSS...........coccoiiiiiniininicnnene. 86
Appendix C: Reliability testing Chronbach’s alpha .........ccccoceviiniiiiniiniieceee, 88
Appendix D: Normality teSTING ......c.cevviiiiiierieeiiieiie ettt ettt sae e &9

Appendix E: Descriptive statistics for all Likert scale items and summated constructs

Appendix F: Spearman Rho calculations...........cocoveeriiienieniniienieeeeeeee e 104

Appendix G: Participant information sheet, informed consent form and survey

QUESTIOTINAITE «..euieniieeniieieeeteeeite et e e stte e bt e saeeesbeesseeeabeeseeeabeeseeenbeenseeenseenseeenseenseesnseenseannnes 105

Appendix H: Irish millennial population calculation from 2016 census...........cccccuvennueen. 113

80



Appendix A: Validity testing

Table A1 Rotated component matrix pre factor removal generated from confirmatory factor

analysis
Rotated Component Matrix*
Component
2 (Perceived

1 (INF) relevance) 3 (PIN) 4 (Inter)
INF3 .854 134 .105
INF2 750 274 219 .268
INF4 739 159 297
INF1 .700 151 .145 .393
INTERI .530 .303 150 424
PRR2 776 294 .286
PRR1 181 771 224
PRR3 719 .309 326
PRR5 324 .684 332 177
PRR4 423 .677 .308 122
PIN4 136 273 .876 .102
PIN1 278 258 .810
PIN2 280 793 321
PIN3 125 469 .786 .190
INTER4 246 .161 161 .879
INTER3 262 258 786
INTER5S 335 .107 203 762
INTER2 270 287 422 .585
INF5 .430 272 261 .443

Extraction Method: Principal Component Analysis.
Rotation Method: Varimax with Kaiser Normalization.

a. Rotation converged in 5 iterations.

Table A2 KMO and Barlett’s test pre question removal

KMO and Bartlett's Test
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .889
Bartlett's Test of Sphericity Approx. Chi-Square 1701.169
df 153
Sig. .000
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Table A3 Convergent validity and composite reliability measures pre factor removal

Factors € N (number of factors) AVE

PIN4 0.876  0.768 0.232 4 0.668 0.889
PIN1 0.810  0.656 0.344

PIN2 0.793  0.629 0.371

PIN3 0.786  0.618 0.382

Sum 3.265  2.670 1.330

PRR2 0.776 ~ 0.602 0.398 5 0.528 0.848
PRRI1 0.771 0.594 0.406

PRR3 0.719  0.516 0.484

PRRS5 0.684  0.468 0.532

PRR4 0.677  0.458 0.542

Sum 3.626  2.638 2.362

INTERI 0.424  0.180 0.820 5 0.499 0.825
INTER4 0.879  0.772 0.228

INTER3 0.786  0.618 0.382

INTERS 0.762  0.581 0.419

INTER2 0.585  0.342 0.658

Sum 3436  2.493 2.507

INF3 0.854  0.729 0.271 5 0.503 0.829
INF2 0.750  0.563 0.437

INF4 0.739  0.546 0.454

INF1 0.700  0.490 0.510

INF5 0.430 0.185 0.815

Sum 3474 2514 2.486

[AVE] Average variance extracted formula = (Sum of A%/ N (number of

factors)

[CR] Composite reliability formula = (Sum of A *2 / ( Sum of A*2 + sum of €)

Note. Item loading figures were taken from Table A1. CR and Ave were calculated in Excel.
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Table A4 Bivariate correlations between item constructs pre factor

removal
PRR INTER INF PIN
PRR Pearson Correlation 1 .608"" .580" 704"
Sig. (2-tailed) .000 .000 .000
N 116 116 116 116
INTER  Pearson Correlation .608™* 1 709 .530™
Sig. (2-tailed) 000 000 000
N 116 116 116 116
INF Pearson Correlation .580™ .709™ 1 480"
Sig. (2-tailed) .000 .000 .000
N 116 116 116 116
PIN Pearson Correlation 704 .530™ 480" 1
Sig. (2-tailed) 000 000 000
N 116 116 116 116

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

Table AS Construct’s validity, convergent and discriminate validity pre factor removal

Construct CR AVE PRR INTER INF PIN
PRR 0.848 0.528  0.726

INTER 0.825 0.499  0.608 0.706

INF 0.829 0.503 0.580 0.709 0.709

PIN 0.889 0.668  0.704 0.530 0.480 0.817

Note. CR and Ave were taken from Table A3 above. The bold diagonal numbers are the
constructs' AVE square root values. The off diagonals are the constructs' correlations between
each other and are taken from Table A4 above. Alpha level: P <0.001 = **
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Table A6 Rotated component matrix post factor removal generated from confirmatory factor

analysis
Rotated Component Matrix®
Component
1 2 3 4

INF3 .854 134 .105
INF2 750 274 219 268
INF4 .739 .159 297
INF1 .700 151 .145 .393
INTER1 .530 .303 .150 424
PRR2 776 294 .286
PRR1 181 771 224

PRR3 719 .309 326
PRRS 324 .684 332 177
PRR4 423 .677 .308 122
PIN4 136 273 .876 .102
PIN1 278 258 .810

PIN2 280 793 321
PIN3 125 469 786 .190
INTER4 246 .161 .161 .879
INTER3 262 258 .786
INTERS 335 .107 .203 762
INTER2 270 287 422 585
INFS5 430 272 261 443

Extraction Method: Principal Component Analysis.
Rotation Method: Varimax with Kaiser Normalization.?

a. Rotation converged in 5 iterations.

Table A7 KMO and Barlett’s test post question removal

KMO and Bartlett's Test
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .896
Bartlett's Test of Sphericity Approx. Chi-Square 1786.758
df 171
Sig. .000
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Table A8 Bivariate correlations between item constructs post factor removal

Correlations
PRR INTER INF PIN

PRR Pearson Correlation 1 .608"™* 580 .580™

Sig. (2-tailed) 000 000 000

N 116 116 116 116
INTER  Pearson Correlation .608"" 1 709" .530™

Sig. (2-tailed) .000 .000 .000

N 116 116 116 116
INF Pearson Correlation .580™ 709" 1 480"

Sig. (2-tailed) 000 000 000

N 116 116 116 116
PIN Pearson Correlation .704"* .530™ 480" 1

Sig. (2-tailed) .000 .000 .000

N 116 116 116 116

**_Correlation is significant at the 0.01 level (2-tailed).
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Appendix B: Confirmatory factor analysis settings used SPSS

ﬁ Factor Analysis

&5 Facebook [SMFE]
&5 Instagram [SMIN...
&b Twitter [SMTWIT]
&5 Linkedin [SMLIN]
&5 Snapchat [SMSN...
&5 TikTok [SMTIK]
&5 User uses Youtu...
& PRR

& INTER

& INF

& PIN

.

-

[
> @ Factor Analysis: Descriptives >
Variables: [ r Statistics
Jll Perceived relevan. |~ I | [7] Univariate descriptives
ﬂ"erce“‘edfelmn--- | [ Initial solution
Perceived relevan... :
{I Perceived relevan... E
il Perceived relevan... ;ﬁ_ | r Correlation Matrix
ﬂ Interactivity scale ... m | Coefficients [ Inverse
- - 1
i i | Significance levels [_] Reproduced
. . 1
Selection Variable: | Determinant [] Anti-image
]
| | i | [ KMO and Bartlett's test of sphericity
]
value. .. |
|

(o (st et (coma | (o) comn ) i

Figure B1 Factor analysis Step 1 — Inputting Variables and inputting descriptive options

| @ Factor Analysis
Variables:
&b Facebook [SMFB]  [= ol Perceived relevan...
& Instagram [SMIN... ol Perceived relevan..
&) Twitter [SMTWIT] {I Perceived relevan...
& Linkedin [SMLIN] ol Perceived relevan ..
& Snapchat [SMSN... JHl Perceived relevan...
&b TikTok [SMTIK] ol Interactivity scale ...
&5 User uses Youtu... ol Interactivity scale ...

& PRR Selection Variable:
& INTER
& INF
& PIN - Value...
OK Paste Reset || Cancel H.e-l.g
5 6] B T
5 6 5 5
1 1 1 1

= @ Factor Analysis: Extraction >
M Method: |Pn'm:ipaJ components > |
r Analyze ———————— [ Display
@ Correlation matrix [ Unrotated factor solution
@ Covariance matrix [ Scree plot
(_@stions.._ ] | r Extact

@ Based on Eigenvalue

Eigenvalues greater than:

@ Fixed number of factors
Factors to extract:

Maximum lterations for Convergence:

|Conl|'nue| Cancel HE_I.E

o~

Figure B2 Factor analysis Step 2 — Selecting principal components in method to undertake a

confirmatory factor analysis
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ﬁ Factor Analysis: Rotation >

r Method
@ Mone © Quartimax
@ Varimax © Equamax
Direct Oblimin © Promax
Delta: o Kappa (4
r Display
[/l Rotated solution [ ] Loading plot(s)

Maximum [terations for Convergence:
|Conﬁ.lme| Cancel H.e_i.B

Figure B3 Factor analysis Step 3- For factor rotation input, Varimax has been choosen which

is widely used for Confirmatory factor analysis

- - _ _ - - . . .
| @ Factor Analysis > @ Factor Analysis: Options b
. Variables: { - Missing Values
&5 Facebook [SMFB]  |£ ol Perceived relevan...| || @ Exclude cases listwise
% Instagram [SMIN... ﬂ::erce!\red r:evan Fle L q Exclude cases painwise
Twitter [SMTWIT] erceived relevan... e .
: | ©) Replace with mean
&5 Linkedin [SMLIN] ol Perceived relevan... ! ReP
&> Snapchat [SMSN... il Perceived relevan... E o
& TikTok [SUTIK] d:llnteradivilyscale... | Coefficient Display Format
&5 Useruses Youtu... ol Interactivity scale . [~ Sorted by size
§ PRR Selection Variable: F Suppress small coefficients
INTER 'Y i .
| Absolute value below:
& INF | | E A 10|
& PIN - /alue. |

Figure B4 Factor Analysis Step 4 — Options setting sorted by size and supress small

coefficients are checked before clicking ok and performing factor analysis

oo
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Appendix C: Reliability testing Chronbach’s alpha

Reliability Statistics
Cronbach's Alpha N of Items
.894 5

Figure C1 Cronbach’s alpha for Perceived relevance (PRR)

Reliability Statistics
Cronbach's Alpha N of Items
.890 4

Figure C2 Cronbach’s alpha for Interactivity (INTER)

Reliability Statistics
Cronbach's Alpha N of Items
.871 5

Figure C3 Cronbach’s alpha for Informativeness (INF)

Reliability Statistics

Cronbach's Alpha N of Items

.933 4
Figure C4 Cronbach’s alpha for Purchase intentions (PIN)
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Appendix D: Normality testing

Tests of Normality

Kolmogorov-Smirnov? Shapiro-Wilk
Statistic df Sig. Statistic df Sig.
PRR .104 116 .004 971 116 .012
a. Lilliefors Significance Correction
Figure D1- Normality tests for perceived relevance (PRR)
Tests of Normality
Kolmogorov-Smirnov? Shapiro-Wilk
Statistic df Sig. Statistic df Sig.
INTER 114 116 .001 957 116 .001
a. Lilliefors Significance Correction
Figure D2- Normality tests for Interactivity (INTER)
Tests of Normality
Kolmogorov-Smirnov? Shapiro-Wilk
Statistic df Sig. Statistic df Sig.
INF 117 116 .000 933 116 .000
a. Lilliefors Significance Correction
Figure D3- Normality tests for Informativeness
Tests of Normality
Kolmogorov-Smirnov? Shapiro-Wilk
Statistic df Sig. Statistic df Sig.
PIN 119 116 .000 .954 116 .001

a. Lilliefors Significance Correction

Figure D4- Normality tests for Purchase intentions
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Histogram — Mormal

Mean = 16.54
Std. Dev. =6.173
N=116

Frequency

5.00 10.00 15.00 20.00 25.00

PIN

Figure DS Histogram chart measuring normality for purchase intentions

Normal Q-Q Plot of PIN

Expected Normal

o ) 10 15 20 25 30

Observed Value

Figure D6 Normal Q-Q plot measuring normality for purchase intentions
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Histogram

20

Frequency

5.00 10.00 15.00 20.00 25.00 30.00 35.00

INF

Figure D7 Histogram chart measuring normality for informativeness

Normal Q-Q Plot of INF

—— Normal

Mean = 24 66
Std. Dev. = 5.837
N=116

Expected Normal

o 10 20 30

Observed Value

Figure D8 Normal Q-Q plot measuring normality for informativeness
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Histogram — Mormal

Mean =17 .33
Std. Dev. = 6.234
N=116

Frequency

5.00 10.00 15.00 20.00 25.00

INTER

Figure D9 Histogram chart measuring normality for interactivity

Normal Q-Q Plot of INTER

Expected Normal

/

o g 10 13 20 25

Observed Value

Figure D10 Normal Q-Q plot measuring normality for interactivity
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Histogram — Mormal

20

Mean = 2215
Std. Dev. = 6.846
N=116

Frequency

5.00 10.00 15.00 20.00 25.00 30.00 35.00

PRR

Figure D11 Histogram chart measuring normality for perceived relevance

Normal Q-Q Plot of PRR

Expected Normal

o 10 20 30 40

Observed Value

Figure D12 Normal Q-Q plot measuring normality for purchase intentions
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Appendix E: Descriptive statistics for all Likert scale items and

summated constructs

Table E1 Scale items descriptive statistics — Perceived relevance

Descriptives
Statistic Std. Error

PRR1 Mean 5.09 .143

95% Confidence Interval for Lower Bound 4.81

Mean Upper Bound 5.38

5% Trimmed Mean 5.21

Median 5.00

Variance 2.382

Std. Deviation 1.543

Minimum 1

Maximum 7

Range 6

Interquartile Range 1

Skewness -1.013 225

Kurtosis .639 446
PRR2 Mean 4.27 .160

95% Confidence Interval for Lower Bound 3.95

Mean Upper Bound 4.58

5% Trimmed Mean 4.30

Median 5.00

Variance 2.963

Std. Deviation 1.721

Minimum 1

Maximum 7

Range 6

Interquartile Range 3

Skewness -.445 225

Kurtosis -.854 446
PRR3 Mean 3.58 .168

95% Confidence Interval for Lower Bound 3.25

Mean Upper Bound 3.91

5% Trimmed Mean 3.53

Median 4.00

Variance 3.255
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PRR4

PRR5

Std. Deviation

Minimum

Maximum

Range

Interquartile Range

Skewness

Kurtosis

Mean

95% Confidence Interval for Lower Bound
Mean Upper Bound
5% Trimmed Mean

Median

Variance

Std. Deviation

Minimum

Maximum

Range

Interquartile Range

Skewness

Kurtosis

Mean

95% Confidence Interval for Lower Bound
Mean Upper Bound

5% Trimmed Mean
Median

Variance

Std. Deviation
Minimum
Maximum

Range

Interquartile Range
Skewness

Kurtosis

1.804

w N2

.084
-1.003
4.59
4.30
4.87
4.65
5.00
2.401
1.550

-.721
.084
4.62
4.34
4.90
4.68
5.00

2.342

1.530

-.625
-.208

225
446
.144

225
446
.142

225
446
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Table E2 Scale items descriptive statistics — Interactivity

Descriptives
Statistic Std. Error

INTER2 Mean 4.28 159

95% Confidence Interval for Lower Bound 3.97

Mean Upper Bound 4.60

5% Trimmed Mean 4.32

Median 5.00

Variance 2.918

Std. Deviation 1.708

Minimum 1

Maximum 7

Range 6

Interquartile Range 2

Skewness -316 225

Kurtosis -.795 446
INTER3 Mean 438 .165

95% Confidence Interval for Lower Bound 4.05

Mean Upper Bound 4.71

5% Trimmed Mean 4.42

Median 5.00

Variance 3.142

Std. Deviation 1.773

Minimum 1

Maximum 7

Range 6

Interquartile Range 3

Skewness -.336 225

Kurtosis -1.064 446
INTER4  Mean 4.36 177

95% Confidence Interval for Lower Bound 4.01

Mean Upper Bound 4.71

5% Trimmed Mean 4.40

Median 5.00

Variance 3.624

Std. Deviation 1.904

Minimum 1

Maximum 7

Range 6

Interquartile Range 3
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INTERS

Skewness
Kurtosis

Mean

95% Confidence Interval for

Mean

5% Trimmed Mean
Median

Variance

Std. Deviation
Minimum
Maximum

Range

Interquartile Range
Skewness

Kurtosis

-.288

-1.209

4.30

Lower Bound 3.97
Upper Bound 4.63
4.34

5.00

3.239

1.800

-.263
-1.106

225
446
167

225
446
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Table E3 Scale items descriptive statistics — Informativeness

Descriptives
Statistic Std. Error

INF1 Mean 5.01 136

95% Confidence Interval for Lower Bound 4.74

Mean Upper Bound 5.28

5% Trimmed Mean 5.11

Median 5.00

Variance 2.148

Std. Deviation 1.466

Minimum 1

Maximum 7

Range 6

Interquartile Range 1

Skewness -1.145 225

Kurtosis .989 446
INF2 Mean 4.91 .134

95% Confidence Interval for Lower Bound 4.65

Mean Upper Bound 5.18

5% Trimmed Mean 5.00

Median 5.00

Variance 2.097

Std. Deviation 1.448

Minimum 1

Maximum 7

Range 6

Interquartile Range 2

Skewness -.879 225

Kurtosis 411 446
INF3 Mean 5.17 132

95% Confidence Interval for Lower Bound 4.91

Mean Upper Bound 5.43

5% Trimmed Mean 5.29

Median 5.50

Variance 2.022

Std. Deviation 1.422

Minimum 1

Maximum 7

Range 6

Interquartile Range
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INF4

INF5

Skewness

Kurtosis

Mean

95% Confidence Interval for Lower Bound
Mean Upper Bound

5% Trimmed Mean
Median

Variance

Std. Deviation
Minimum
Maximum

Range

Interquartile Range

Skewness

Kurtosis

Mean

95% Confidence Interval for Lower Bound
Mean Upper Bound

5% Trimmed Mean
Median

Variance

Std. Deviation
Minimum
Maximum

Range

Interquartile Range
Skewness

Kurtosis

-1.123
1.146
5.43
5.20
5.66
5.56
6.00
1.534
1.239

N

-1.515
3.343
4.14
3.85
443
4.16
4.00
2.520
1.587

-.284
-.838

225
446
115

225
446
.147

225
446
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Table E4 Scale items descriptive statistics — Purchase intentions

Descriptives
Statistic Std. Error

PIN1 Mean 4.42 .154

95% Confidence Interval for Lower Bound 4.12

Mean Upper Bound 4.73

5% Trimmed Mean 4.47

Median 5.00

Variance 2.750

Std. Deviation 1.658

Minimum 1

Maximum 7

Range 6

Interquartile Range 3

Skewness -.513 225

Kurtosis -.656 446
PIN2 Mean 4.00 .160

95% Confidence Interval for Lower Bound 3.68

Mean Upper Bound 4.32

5% Trimmed Mean 4.00

Median 4.00

Variance 2.974

Std. Deviation 1.725

Minimum 1

Maximum 7

Range 6

Interquartile Range 3

Skewness -.166 225

Kurtosis -911 446
PIN3 Mean 4.17 159

95% Confidence Interval for Lower Bound 3.86

Mean Upper Bound 4.49

5% Trimmed Mean 4.19

Median 4.50

Variance 2.944

Std. Deviation 1.716

Minimum 1

Maximum 7

Range 6

Interquartile Range 3
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PIN4

Skewness
Kurtosis

Mean

95% Confidence Interval for

Mean

5% Trimmed Mean
Median

Variance

Std. Deviation
Minimum
Maximum

Range

Interquartile Range
Skewness

Kurtosis

Lower Bound

Upper Bound

-.378
-.900
3.95
3.64
4.25
3.94
4.00
2.780
1.667

-226
-.844

225
446
.155

225
446
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Table ES Descriptive statistics for summated constructs

Descriptives
Statistic Std. Error

PIN Mean 16.5431 57319

95% Confidence Interval for Lower Bound 15.4077

Mean Upper Bound 17.6785

5% Trimmed Mean 16.6188

Median 18.0000

Variance 38.111

Std. Deviation 6.17342

Minimum 4.00

Maximum 28.00

Range 24.00

Interquartile Range 9.00

Skewness -.391 225

Kurtosis -.615 446
PRR Mean 22.1466 .63568

95% Confidence Interval for Lower Bound 20.8874

Mean Upper Bound 23.4057

5% Trimmed Mean 22.3506

Median 23.0000

Variance 46.874

Std. Deviation 6.84646

Minimum 5.00

Maximum 35.00

Range 30.00

Interquartile Range 8.75

Skewness -.498 225

Kurtosis -.094 446
INTER  Mean 17.3276 .57883

95% Confidence Interval for Lower Bound 16.1810

Mean Upper Bound 18.4741

5% Trimmed Mean 17.4962

Median 18.0000

Variance 38.866

Std. Deviation 6.23423

Minimum 4.00

Maximum 28.00

Range 24.00

Interquartile Range 9.00
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INF

Skewness
Kurtosis

Mean

95% Confidence Interval for

Mean

5% Trimmed Mean
Median

Variance

Std. Deviation
Minimum
Maximum

Range

Interquartile Range
Skewness

Kurtosis

-.404

-.762

24.6638

Lower Bound 23.5903
Upper Bound 25.7373
25.0632

25.0000

34.069

5.83683

5.00

35.00

30.00

7.00

-1.059

1.691

225
.446

.54194

225
.446
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Appendix F: Spearman Rho calculations

Table F1 Spearman Rho calculations between constructs Purchase intentions (PIN),

Perceived relevance (PRR), Interactivity (INTER) and Informativeness (INF)

Correlations
PIN PRR INTER INF
Spearman's tho PIN Correlation Coefficient 1.000 .679™ .480™ 424"
Sig. (2-tailed) 000 000 000
N 116 116 116 116
PRR Correlation Coefficient 679" 1.000 561" 5317
Sig. (2-tailed) 000 000 000
N 116 116 116 116
INTER  Correlation Coefficient 480 561" 1.000 661"
Sig. (2-tailed) 000 000 000
N 116 116 116 116
INF Correlation Coefficient 424 5317 661" 1.000
Sig. (2-tailed) 000 000 000
N 116 116 116 116

**_ Correlation is significant at the 0.01 level (2-tailed).
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Appendix G: Participant information sheet, informed consent form

and survey questionnaire

The influence of social media advertising factors on purchase intentions:

Participant Information sheet

Dear Participant, you are invited to participate in the research assignment titled "The influence of social
media advertising factors on purchase intentions amongst millennials in Ireland: A quantitative study".
Before deciding on whether you will participate in this assignment, it is firstly essential that you
understand the reason for this project's undertaken and what it will involve. Please take your time to
read the following information carefully, and if you have any questions or concerns, feel free to contact
me or discuss them with anyone else if you wish. My Name Is Luke wall, and | am currently undertaking
an MSC in Management at The National College of Ireland. As part of my master’s thesis, | must
conduct a primary field research survey to assess how social media advertising can influence purchase
intentions amongst millennial consumers in Ireland.

Participation in this study will involve an online questionnaire using Surveymonkey.com. The study aims
to assess how the social media advertising factors of interactivity, perceived relevance, and
informativeness may influence your intention to purchase products. The questionnaire will first consist
of 19 questions with seven responses, ranging from 1 Strongly Disagree ta 7 Strongly Agree. Please
select the option that best reflects how you feel about the question. Afterwards, you will be then asked
demographic and social media-related questions. This study should take 5 - 10 minutes to complete
but feel free to take as long as you like. Furthermore, if you are unsure about anything concerning the
survey, please feel free to email me at the researcher's email address below in the consent form, and |
will be happy to answer all your questions.
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The influence of social media advertising factors on purchase intentions

INFORMED PARTICIPANT CONSENT FORM

Consent to take part in research-
I 'voluntarily agree to participate in this research study.
I understand that | have ta be 18 or over to give consent to this survey.

I understand that even if | agree to participate now, | can withdraw at any time ar refuse to answer any
question without any consequences or penalties of any kind.

| understand that | can withdraw permission to use data from my survey within two weeks after the
survey, in which case the material will be deleted.

I have had the purpose and nature of the study explained to me in writing and | have had the
opportunity to ask questions about the study.

| understand that participation involves participating in a 5-10-minute online survey.

I understand that | will not benefit directly from participating in this research.

| understand that all information | provide for this study will be treated confidentially.

| understand that in any report on the results of this research my identity will remain anonymous.

| understand that if | inform the researcher that | or someone else is at risk of harm they may have to
report this to the relevant authorities - they will discuss this with me first but may be required to report
with or without my permission.

I understand that signed consent forms and online surveys gathered will be retained in a secure
encrypted password-protected hard drive and only the researcher and research committee will have
access to this data up until the period from when the exam board confirms the results of the student’s
dissertation.

| understand that data gathered from this survey will be destroyed 5 years after the study’s completion
in line with National college of Ireland guidelines.

I understand that under freedom of information legalisation | am entitled to access the information |
have provided at any time while it is in storage as specified above.

| understand that | am free to contact any of the people involved in the research to seek further
clarification and information.

Please note: By acknowledging the above text and continuing with the survey you are providing your
informed consent to participate in this study.

Researcher name: Luke wall

Researcher Email address: X18110673@student.ncirl.ie
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Survey specific questions ( All questions must be answered)

For each of the following questions below, tick the response that best identifies your feelings on the statement.

*1. Social media advertising is relevanttome © 0

() 7 Strongly agree () 3 Somewhat disagree
() 6 Agree (0) 2 Disagree
() 5 Somewhat agree (O 1Strongly disagree

(O) 4 Neither agree nor disagree

* 2. Social media advertising is important to me © ©

(O) 7 Strongly agree (O) 3 somewhat disagree
() 6 Agree () 2 Disagree
(O 5 Somewhat agree (O 1strongly disagree

(O 4 Neither agree nor disagree

* 3. Social media advertising means alottome © 0

(O 7 Strongly agree (O 3 Somewhat disagree
() 6 Agree (O) 2 Disagree
(O 5 Somewhat agree (O 1strongly disagree

(O) 4 Neither agree nor disagree

* 4.1 think social media advertising fits my interests © 0

() 7 Strongly agree (O) 3 somewhat disagree
() 6 Agree () 2 Disagree
(O) 5 Somewhat agree (O 1strongly disagree

(O 4 Neither agree nor disagree

* 5.1 think social media advertising fits with my preferences © o

(O 7 Strongly agree (O 3 Somewhat disagree
() 6 Agree () 2 Disagree
(O 5 Somewhat agree (O 1strongly disagree

() 4 Neither agree nor disagree
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* 6. Social media advertising is effective in gathering customers feedback © o

() 7 strongly agree (O) 3 Somewhat disagree
() 6 Agree (O 2 Disagree
() 5 Somewhat agree (O 1strongly disagree

(O 4 Neither agree nor disagree

* 7. Social media advertising makes me feel like it wants to listen to its customers © 0

(O 7 Strongly agree (O) 3 Somewhat disagree
() B Agree (O 2 Disagree
() 5 Somewhat agree (O 1strongly disagree

(O 4 Neither agree nor disagree

* 8. Social media advertising encourages customers to offer feedback @ o

(O) 7 Strongly agree (O) 3 Somewhat disagres
() B Agree (O 2 Disagree
(O) 5 Somewhat agree (O 1strongly disagree

() 4 Neither agree nor disagree

* 9. Social media advertising gives customers the opportunity to talk back © o

() 7 Strongly agree (O 3 somewhat disagree
() 6 Agree () 2 Disagree
(O 5 Somewhat agree (O 18trongly disagree

(O 4 Neither agree nor disagree

*10. Social media advertising facilitates two-way communication between the customers and the firms © 0

(O 7 Strongly agree (O 3 somewhat disagree
() 6 Agree (0) 2 Disagree
(O 5 Somewhat agree (O 1strongly disagree

(O) 4 Neither agree nor disagree

*11. Soclal media advertising is a good source of product information and supplies relevant product information
Qo

() 7 strongly agree () 3 somewhat disagree
() 6 Agree (O) 2 Disagree
(O 5 Somewhat agree (O 1strongly disagree

(O 4 Neither agree nor disagree
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*12. Social media advertising provides timely information © 0

() 7 Strongly agree (O 3 somewhat disagree
() 6 Agree () 2 Disagree
(O 5 Somewhat agree (O 1strongly disagree

(O) 4 Neither agree nor disagree

*13. Social media advertising is a good source of up-to-date product information @ 0

(O 7 strongly agree (O 3 somewhat disagree
() 6 Agree (O) 2 Disagree
(O 5 Somewhat agree (O 1strongly disagree

() 4 Neither agree nor disagree

*14. Social media advertising is a convenient source of product information © 0

() 7 strongly agree () 3 somewhat disagree
() 6 Agree (O) 2 Disagree
(O 5 Somewhat agree (O 1strongly disagree

(O 4 Neither agree nor disagree

*15. Social media advertising supplies complete product information © 0

() 7 strongly agree (O 3 somewhat disagree
() 6 Agree (O) 2 Disagree
(O 5 somewhat agree (O 1strongly disagree

(O 4 Neither agree nor disagree

*16. | will buy products that are advertised on social media @ 0

() 7 strongly agree () 3 somewhat disagree
() 6 Agree (0) 2 Disagree
(O 5 somewhat agree (O 1strongly disagree

(O 4 Neither agree nor disagree

*17. | desire to buy products that are promoted on advertisements on social media © 0

() 7 strongly agree () 3 Somewhat disagree
() 6 Agree (O 2 Disagree
() 5 Somewhat agree (O 1strongly disagree

(O 4 Neither agree nor disagree
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*18. 1 am likely to buy products that are promoted on social media @ ©

(O 7 Strongly agree (O 3 Somewhat disagree
() 6 Agree (O 2 Disagree
(O 5 Somewhat agree (O 18trongly disagree

(O 4 Neither agree nor disagree

*19. | plan to purchase products that are promoted on social media © 0

(O 7 Strongly agree (O 3 Somewhat disagree
() 6 Agree (O 2 Disagree
(O 5 Somewhat agree (O 18trongly disagree

(O 4 Neither agree nor disagree
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Demographic and descriptive questions ( All questions must be answered)

*20. What gender group do you belongto? @ 0

(O Male

() Female

() Other (please specify)

*21. What age are you? Q0

* 22, What country are you currently living in? © o

* 23. Do you have a good understanding of the English language? @ o

() Yes
() No

* 924 What is your current level of education? © o

(O Undergraduate student or less
() Bachelor’s Degree
() Masters

(O) PhD student or graduate

* 25. What social media platforms do you use? @ o

[] Facebook [] Tiktok
[] Instagram [] Snapchat
[] Twitter [] Youtube
[] Linkedin

[] Other (please specify)

111



*26. What is your social media usage per day (Daily Hours)? © o

(O 1Hour () & Hours
(O 2Hours (O 7 Hours
() 3Hours (O 8 Hours
() 4 Hours (O 9 Hours
() 5Hours (O 10 Hours

*27. How long have you been using social media? @ o

(O 1 Years () 7 Years

() 2 Years () 8 Years

() 3 Years () 9 Years

() 4 Years ()10 Years

() 5 Years (O More than 10 Years
() 6 Years
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Appendix H: Irish millennial population calculation from 2016 census

Table H1 Ireland’s Population demographic 1997-1981 from 2016 census

Year born Females Males % Females % Males
1999 29911 31383 2% 3%
1998 28253 29319 2% 204
1997 27829 28508 2% 2%
1996 26990 27407 29 204
1995 27026 27326 29 20,
1994 26663 27272 2% 2%
1993 27544 27071 2% 2%
1992 28484 28794 2% 2%
1991 28574 27683 2% 2%
1990 31413 30239 3% 2%
1989 31004 28452 3% 2%
1988 32738 30054 3% 204
1987 35595 32752 3% 3%
1986 35533 32801 3% 3%
1985 37562 34210 3% 3%
1984 39714 35990 3% 3%
1983 40392 37426 3% 3%
1982 41705 39840 3% 3%
1981 42304 40892 3% 3%

Total per

gender 619234 597419 51% 49%

Total overall 1216653

Note. Figures taken from CSO (n.d.) and calculated using Microsoft excel
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