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Abstract

The advertising sector’s evolution due to new media has led to a focus on social 
networking sites (SNSs) for reaching core audiences affordably. Video advertis-
ing on platforms like YouTube, Instagram, and Facebook is gaining momentum. 
A survey with 356 respondents across demographics revealed strong positive rela-
tionships between advertising value perception and attitudes, as well as insights 
into higher-order constructs like brand love, analyzed through structural equation 
modeling (SEM). The study underscores the importance of trustworthy, authentic 
ads in addressing consumer concerns for increased value perception. It provides a 
model for effective advertising strategies on SNSs in India, emphasizing entertain-
ment and information value while addressing authenticity and privacy issues.
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Introduction

In today’s marketing and communication landscape, digital technology has drasti-
cally changed how businesses engage with their customers (Pahari et al., 2024). 
To reach a broad audience, advertisers are now showing interest in unconven-
tional media, such as social networking sites (SNSs), to connect with their target 
audience. This audience is especially the “Generation Y,” also popularly known as 
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“millennials.” Due to their early exposure to digital interactive media, millennials 
find it impossible to picture their existence without the digital world. Since they 
received a sizable inheritance from their Baby Boomer parents, who were born 
between 1946 and 1964 (Kim & Kim, 2018). Given these circumstances, research-
ers are motivated to investigate how millennials perceive the value of advertising 
on SNSs like YouTube, Facebook, and Instagram (Saxena & Khanna, 2013). 
Understanding their attitudes and behaviors toward advertising on these platforms 
can provide valuable insights for marketers aiming to effectively target this influ-
ential demographic.

The internet, smartphone applications, social media, and other digital commu-
nication technologies have become deeply ingrained in the daily lives of billions 
of people across the globe. As of 2024, the estimated number of internet users 
worldwide was 5.5 billion, up from 5.3 billion in the previous year. This share 
represents 68% of the global population (Statista, 2024). Among the countries 
with significant internet usage, India stands out due to its massive population and 
high internet penetration rate. The internet serves a wide range of purposes for 
most individuals, such as conducting Google searches, accessing emails, online 
shopping, watching videos and movies, utilizing social media platforms, and 
engaging in instant messaging.

According to Kaplan and Haenlein (2010), SNSs are a variety of internet-
based applications that are built on the theoretical and technological underpin-
nings of Web 2.0 and that enable the creation and exchange of User Generated 
Content. The expected outcome is that SNSs will greatly influence buying choices 
as individuals’ actions and viewpoints get shared through these platforms. 
Capitalizing on this opportunity, marketers have begun utilizing SNSs as a means 
of advertising. Rizavi et al. (2011) state that SNSs serve as a powerful platform 
for advertising, attracting millions of users from diverse nations, speaking various 
languages, and belonging to different demographics.

SNSs have opened innovative avenues for businesses to interact with customers. 
These platforms are of immense importance, as they provide businesses with a large 
advertising platform, attracting millions of multilingual visitors from diverse nations 
and demographics (Rizavi et al., 2011). Given the significant impact of social media 
on people’s lives, businesses are now turning to more cost-effective online advertis-
ing channels, including blogs, SNSs, email marketing, website adverts, among oth-
ers (Saxena & Khanna, 2013). Consequently, many companies have shifted their 
advertising expenditures from traditional platforms to social media platforms (Lee 
& Hong, 2016). This shift enables businesses to engage with their clients directly, 
swiftly, and economically (Kaplan & Haenlein, 2010). Recognizing the effective-
ness of SNSs for marketing products, companies worldwide have increased their 
SNSs advertising budgets to promote their products and services, leading to a surge 
in revenue for social networking website companies (Saxena & Khanna, 2013).

As per research conducted by Sprout Social (2018), 91% of consumers are 
inclined to trust a brand that maintains a presence on social media, enabling them 
to engage with the brand. Considering the increasing trend of advertising on 
SNSs, particularly in emerging economies like India, it becomes crucial to inves-
tigate the key factors that contribute to the perception of advertising value. 
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Furthermore, understanding its impact on attitudes, purchase intentions, brand 
loyalty, and electronic word-of-mouth (eWOM) is of paramount importance.

Numerous studies have examined the factors influencing the success of web 
advertising (Berthon et al., 1996; Brown et al., 2007; Ducoffe, 1995). However, it 
is important to note that these studies primarily focused on conventional websites 
and not on SNSs (Saxena & Khanna, 2013). Advertising on SNSs differs in sev-
eral ways compared to traditional websites. First, the delivery of advertisements 
on SNSs can vary, with some messages being “pushed” to consumers, while oth-
ers are based on “pull” content (Taylor et al., 2011). Second, the user-to-user 
interface on SNSs has its unique characteristics (Brake & Safko, 2009). Lastly, 
the global number of SNS users is continuously increasing, making this platform 
highly appealing for advertising purposes. However, little is known about the true 
value of advertisements on SNSs. The present study aims to bridge this research 
gap and shed light on this topic.

Literature Review

Existing literature was studied in detail.

Advertising Value Perception

Ducoffe (1995) introduced the concept of the advertising-value construct to gauge 
consumers’ perceptions regarding the relative worth or usefulness of advertising. 
Through a series of research studies, Ducoffe (1995, 1996) developed a model 
that considered three factors influencing value perception: entertainment, infor-
mativeness, and irritation. According to this model, advertising value significantly 
influences attitudes toward advertising. Despite its importance in driving con-
sumer responses, researchers have paid little attention to the notion of advertising 
value (Ducoffe, 1995; Knopper, 1993). By studying advertising value, we can 
gain a deeper understanding of how advertising functions, with one of its crucial 
dimensions being the value it holds for consumers (Ducoffe, 1996).

Entertainment

According to McQuail (1987), research on Uses and Gratifications Theory (UGT) 
suggests that entertainment in advertising refers to its potential to fulfill consum-
ers’ needs for diversion, aesthetic enjoyment, escapism, or emotional release. This 
aspect can lead to a deeper level of engagement from customers and familiarize 
them with the promoted product or service (Lehmkuhl, 2003). The feeling of 
enjoyment that viewers experience while watching advertisements plays a crucial 
role in shaping their overall attitudes toward them (Liu et al., 2012; Shavitt et al., 
1998; Xu et al., 2009). Chowdhury et al. (2006) and Ducoffe (1995) also estab-
lished a significant relationship between the entertainment value of advertising 
and the perceived value of traditional advertising. It is likely that consumers 
respond positively to an entertaining advertisement (Liu et al., 2012). Thus, it is 
hypothesized:
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�H1: Entertainment positively affects the perceived advertising value of video 
advertisements on SNSs.

Informativeness

Ducoffe (1996) defines “informativeness” as the level of awareness consumers 
feel regarding the product or service being advertised. When assessing advertis-
ing, the significance of informativeness becomes evident through advertising-
attitude research. According to Brown and Stayman (1992), informativeness/
effectiveness is the most crucial factor in determining brand attitude. Positive 
responses from recipients to advertising indicate that information holds consider-
able value as an incentive in marketing (Aitken et al., 2008). When consumers 
receive details about new products, comparative product information, and specific 
product benefits, they perceive the information as a favorable aspect of advertis-
ing (Shavitt et al., 1998). Therefore, we hypothesize:

�H2: Informativeness positively affects the perceived advertising value of video 
advertisements on SNSs.

Credibility

The term “advertising credibility” pertains to how consumers perceive the truth-
fulness and believability of advertising in general (MacKenzie & Lutz, 1989). 
Pavlou and Stewart (2000) have defined credibility as the consumer’s belief in the 
advertising message, assessing the level of trust that customers place in a claim 
made in an advertisement. Advertising credibility encompasses the perceived 
believability, truthfulness, and honesty of the advertisement’s content (MacKenzie 
& Lutz, 1989). Additionally, it plays a significant role in determining the level of 
consumer trust in the claims made in an advertisement (Trivedi et al., 2020).

Research suggests that advertising credibility has a direct positive impact on 
customer evaluation (Choi & Rifon, 2002; Choi et al., 2008; Tsang et al., 2004). 
Based on the existing literature, it can be hypothesized that credibility is posi-
tively associated with the advertising value perception. Therefore, the hypothesis 
is as follows:

�H3: Credibility positively affects the perceived advertising value of video 
advertisements on SNSs.

Irritation

In Ducoffe’s (1995, 1996) advertising value model, informativeness and enter-
tainment variables are considered positive predictors, while irritation is viewed as 
a negative indicator. Brehm (1966) suggests that viewers are less likely to be 
influenced by advertisements that come across as manipulative, annoying, or 
offensive. Consumers’ annoyance with advertising can stem from the content of 
the ads or the overall volume of advertising clutter (Greyser, 1973). Advertisement 
irritability occurs when consumers feel uncomfortable or bothered by 



232	 MDIM Journal of Management Review and Practice 3(2)

commercials for various reasons. This irritation can manifest in different ways, 
such as feeling insulted, receiving bothersome messages, or being exposed to 
other irritating stimuli (Bracket & Carr, 2001).

According to Ducoffe’s model, there is no positive link between the level of 
irritation and advertising effectiveness. Irritation can arise from several factors, 
including perceptions of deception, clutter, offensiveness, and misleading infor-
mation, among others. Even with government and industry regulations in place to 
protect consumers, some advertising may still be seen as dishonest and deceitful, 
leading to a diminished perception of advertising’s value. Contrary to the belief 
that irritating advertising might be more effective, Ducoffe’s model suggests that 
there is a direct correlation between how irritating an advertisement is and its 
effectiveness. Thus, the below hypothesis:

�H4: Irritation is negatively associated with the perceived advertising value of 
video advertisements on SNSs.

Personalization

Customers show a greater inclination to reconsider commercials if those advertise-
ments are personalized and align with their lifestyle (DeZoysa, 2002). Consequently, 
according to Rao and Minakakis (2003), advertisements should take into account 
the customers’ needs, consumption trends, and preferences. Customers prefer per-
sonalized advertising messages that cater to their interests (Milne & Gordon, 1993; 
Robins, 2003). Furthermore, Xu (2006) discovered that personalized advertising, 
which targets specific customers based on their interests and purchasing behaviors, 
can lead to favorable responses and outcomes, particularly in reaching potential 
customers. Personalization is considered a crucial factor in understanding individ-
ual preferences (Al Khasawneh & Shuhaiber, 2013; Kim & Han, 2014; Lee, 2010; 
Xu, 2006). Based on these findings, the hypothesis is as follows:

�H5: Personalization positively affects the perceived advertising value of video 
advertisements on SNSs.

Interrelationship Between Variables

It is evident from the extant literature that the variables are interrelated with each 
other.

Advertising Value Perception with Attitude Toward Brand and 
Attitude Toward Advertising

The primary objectives of advertising are sales and product/service branding 
(Laudon & Traver, 2013). Branding involves creating a distinct identity for a 
product or service, and people form opinions about a brand based on the positive 
and negative messages conveyed through its trademarks (Lee et al., 2017). 
Advertisements aim to influence consumers’ thoughts, evoke emotions, and tem-
porarily alter their emotional states (MacKenzie & Lutz, 1989). Previous research 
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has shown that these cognitive changes are how advertising value influences atti-
tudes toward advertising (Haghirian & Inoue, 2007; Xu et al., 2009). Additionally, 
since branding is one of the primary objectives of advertising, these cognitive 
changes also impact brand attitudes, in addition to attitudes toward advertising. In 
other words, high advertising value positively influences consumers’ perceptions 
of the brand associated with the product or service.

According to Ducoffe (1995), advertising value perception is a measure of 
advertising effectiveness that “may indicate customer satisfaction with an organi-
zation’s communication efforts.” Attitude toward advertising refers to the inclina-
tion to react favorably or unfavorably toward advertising (MacKenzie & Lutz, 
1989). Exchange is a central concept in marketing, involving the exchange of 
value between parties (Houston & Gassenheimer, 1987). An advertising commu-
nication can serve as a potential channel of communication between a consumer 
and an advertiser (Ducoffe, 1995). For successful exchanges, the perspectives of 
both parties need to be considered. A successful exchange can be considered when 
the advertising value meets consumers’ expectations (Liu et al., 2012). Mayer 
(1991) observed that technological advancements in communications lead con-
sumers to pay for advertising they prefer and ignore the rest. Based on these con-
siderations, the following hypothesis is proposed:

�H6: Advertising value perception positively impacts brand attitudes toward 
video advertisements on SNSs.
�H7: Advertising value perception positively impacts advertising attitudes 
toward video advertisements on SNSs.

Advertising Attitude and Brand Attitude

The attitude toward advertising plays a crucial role in determining both pur-
chase intention and brand attitude (MacKenzie et al., 1986). Additionally, 
advertising attitude and brand attitude are interrelated factors, with one influ-
encing the other and jointly impacting purchase intention (MacKenzie & Lutz, 
1989). Mittal (1990) discovered a positive association between advertising 
attitude and brand attitude. Various studies examining the factors that influ-
ence brand attitude have consistently found advertising attitude to be a signifi-
cant contributing factor (Aaker & Jacobson, 2001; Han, 1989; Li et al., 2002; 
MacKenzie & Spreng, 1992).

H8: Attitude toward advertising positively impacts brand attitude on SNSs.

Attitudes and Brand Love

According to Simons (1976), attitude can be defined as a relatively stable inclina-
tion to respond positively or negatively toward something. Fishbein (1963) pro-
posed that attitude is the sum of the expected outcomes, weighted by an assessment 
of how desirable those outcomes are. The theory of planned behavior supports the 
idea that attitudes influence behavior. Ajzen (1980) found that thoughts that do 
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not readily come to mind during elicitation are less likely to impact behavior. 
Additionally, Batra et al. (2012) suggest that brand love is closely connected to 
the strength of an attitude. Based on these arguments, it can be inferred that atti-
tudes toward advertisements and attitudes toward the brand are precursors to 
brand love. Consequently, the following hypothesis is proposed:

H9: Advertising attitude positively impacts brand love on SNSs.
H10: Brand attitude positively impacts brand love on SNSs.

Brand Attitude and Purchase Intention

According to Miniard et al. (1983), “purchase intention acts as a mediating psy-
chological factor between attitude and actual behavior.” Research indicates that 
a consumer’s positive perception of a brand significantly influences their inten-
tion to purchase and their willingness to pay a premium price (Keller & 
Lehmann, 2006). Wu and Wang (2011) also consider brand attitude as a predic-
tor of behavioral intentions. Given that brand attitude is the most influential 
predictor of purchase intention, a customer’s attitude toward a brand has a sig-
nificant impact on their intention to make a purchase (Abzari et al., 2014). The 
Theory of Reasoned Action (TRA) supports these findings, as Summers et al. 
(2006) discovered that attitude toward engaging in a specific behavior is a key 
determinant of purchase intention. The study further revealed that if a respon-
dent holds a positive attitude about the behavior, they are more likely to make a 
purchase (Summers et al., 2006). Therefore, the following hypothesis is 
proposed:

H11: Brand attitude positively impacts purchase intention on SNSs.

Attitude and eWOM

Brand attitude has been a crucial area of marketing research for many years. 
Moreover, previous research shows that brand attitude is the most important 
driver of customer-based brand equity (Ansary & Nik Hashim, 2018; Lane & 
Jacobson, 1995; Morgan & Hunt, 1994; Park et al., 2010; Zarantonello & Schmitt, 
2013).

Augusto and Torres (2018) suggest that, when assessing advertising mes-
sages, their impact on brand attitude is a common consideration. The forma-
tion of customers’ brand attitudes is influenced by their interactions with the 
brand, either through direct engagement or exposure to marketing materials 
(Keller, 1993). Additionally, eWOM has been found to play a role in shaping 
brand attitudes. Research indicates that a favorable brand attitude often results 
in positive eWOM (Chang et al., 2013; Chu & Sung, 2015). Further, it is 
hypothesized:

H12: Brand attitude has a positive impact on eWOM on SNSs.
H13: Attitude toward advertising has a positive impact on eWOM on SNSs.
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Attitude Toward Advertising and Purchase Intention

Earlier research has indicated a positive connection between individuals’ attitudes 
toward advertising and their intention to make a purchase (Xu et al., 2009). 
According to Lee et al. (2017), it is believed that consumers’ attitudes toward 
advertising, particularly in the context of mobile adverts, can have a positive 
impact on their purchase intentions. This association is also likely to hold true for 
SNSs, although there is limited literature available on this particular relationship. 
Moreover, it is hypothesized:

H14: Attitude toward advertising positively affects purchase intention on SNSs.

Brand Love and Purchase Intention

Researchers have identified various outcomes associated with brand love, such as 
eWOM recommendations, brand loyalty, purchase intentions, and a willingness to 
pay a premium (Roberts, 2006; Roy et al., 2013). However, as brand love is a rela-
tively recent concept, further investigation is needed to fully understand its role in 
establishing a strong consumer-brand relationship (Roy et al., 2013). Additionally, 
more research is required to explore new factors that contribute to brand love and 
to verify existing ones in different contexts (Albert & Merunka, 2013; Fetscherin, 
2014; Kim & Kim, 2018). The following is hypothesized:

H15: Brand love positively impacts purchase intention on SNSs.

Brand Love and eWOM

According to Carroll and Ahuvia (2006), brand love is associated with desirable 
post-purchase behaviors such as loyalty and positive word-of-mouth, underscoring 
its importance in establishing an emotional connection with customers. Consequently, 
companies seek to foster emotional bonds with their customers to encourage them 
to speak favorably about the brands they admire (Rageh Ismail & Spinelli, 2012). 
This emotional connection, as suggested by Rageh Ismail and Spinelli (2012), leads 
to positive word-of-mouth, wherein customers emotionally express their relation-
ship with the brand. Sarkar (2011) further argues that when customers have strong 
emotional attachments to a brand, they are more likely to share their positive experi-
ences with others, thus enhancing the brand’s market reach.

Prior research has consistently found a positive correlation between brand loy-
alty and positive word-of-mouth. When customers have a genuine affection for a 
brand, they tend to speak highly of it and actively promote it to friends and family 
(Batra et al., 2012; Carroll & Ahuvia, 2006). In essence, consumers who have a 
deep connection with a brand become influential advocates for that brand (Dick 
& Basu, 1994; Harrison-Walker, 2001; İlter et al., 2016). They not only recom-
mend the brand to others but also encourage them to make purchases (Correia 
Loureiro & Kaufmann, 2012). Thus, the hypothesis is as follows:

H16: Brand love positively impacts eWOM on SNSs.
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Research Methodology

Participants and Procedure

In this research, a descriptive research design was used. The survey was con-
ducted using non-probability snowball sampling, targeting individuals born after 
1980 (Generation Y). According to Chapekar (2017), Generation Y, also known as 
millennials, constitutes the largest portion of viewer traffic on YouTube. They are 
also the generation most interested in following brands online for information and 
entertainment. Moreover, millennials are twice as likely as Generation X and 
Baby Boomers to engage with brands through social media rather than traditional 
methods like phone calls or emails.

To ensure the confidentiality of responses and overcome non-response bias, 
respondents were assured that their answers would be kept confidential and used 
only for study purposes. Data were collected through the survey method from 
major urban cities in India, considering the easy and affordable access to the inter-
net and smartphones for respondents in these areas. Online forms were circulated 
for the purpose of data collection. The total responses consisted of 356 responses. 
After undergoing scrutiny and checks for duplication, it was found that only 328 
responses were fit for the study. Out of 328 participants, 59% were female and 
41% were male. The average age of the respondents was 31 years.

Measures and Tools

For this study, data collection utilized a structured questionnaire with closed-
ended questions, following the approach described by Oppenheim (1992). 
Drawing insights from the literature, a questionnaire was developed to assess the 
theory under investigation. It served as a means to gather pertinent data and demo-
graphic information from the participants. To ensure clarity and comprehension, 
the questionnaire was designed in the English language. The study employed 
existing literature to derive the scales used in the research. These scales were 
measured using a seven-point Likert scale, ranging from 1 (indicating strongly 
disagree) to 7 (indicating strongly agree). The study measured informativeness 
and entertainment dimensions with three and four items, respectively, both of 
which were originally developed by Ducoffe (1995) and Pollay and Mittal (1993). 
Credibility was measured using a three-item scale adapted from MacKenzie and 
Lutz’s work (1989). Irritation was measured using the scale introduced by Ducoffe 
(1995). Personalization was assessed using a three-item scale adopted from Lane 
and Manner (2011) and Liao (2012). Advertising value perception was studied 
using a three-item scale taken from Ducoffe’s (1995) work. Although initially 
designed for traditional advertising media, this scale has been widely used in vari-
ous studies, including Web 1.0-based media, as seen in the research conducted by 
Ducoffe (1996) and Wang and Sun (2010). To measure purchase intention, a four-
item scale was adopted from Yoo and Donthu (2001). Attitude toward the brand 
was measured using adoption scales from Lee et al. (2017). Attitude toward 
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advertising was assessed using three items from Zhang and Yuan (2018) and 
Chowdhury et al. (2006). Furthermore, the scales to measure brand love were 
derived from the study conducted by Trivedi and Sama (2020). Finally, eWOM 
scales were adopted from the work of Trivedi and Sama (2020), as well.

Data analysis was done using structural equation modeling (SEM) on Statistical 
Package for the Social Sciences (SPSS) and Analysis of Moment Structures 
(AMOS) software.

Results

After the data were collected, it was checked for missing values. The data were 
cleaned and deemed fit for further analysis.

Reliability

Cronbach’s alpha values were calculated to determine the reliability of the scales 
that were employed. All of the variables that were examined had an acceptable 
value of over 0.7, according to Nunnally (1978). Kaiser–Meyer–Olkin (KMO) 
and Bartlett’s test for sphericity were used to determine the necessity of factor 
analysis. The significance of the study was demonstrated by the values of 0.946 
for the KMO measure and a p value of .000 obtained from Bartlett’s test. Adequacy 
of the data was indicated by a KMO value falling between 0.8 and 1. The signifi-
cant result from Bartlett’s test suggested that there were equal variances across the 
sample populations, and factor loadings above 0.6 were considered acceptable. To 
detect multicollinearity among variables, the researchers observed the variance 
inflation factor values. However, the maximum variance inflation factor value of 
5.21 indicated the absence of multicollinearity.

Common Method Bias (CMB)

In this study, data were exclusively gathered using a structured questionnaire. 
As a result, it was crucial to examine whether CMB existed in the data. To 
address this concern, CMB is checked using Harman’s single-factor test in 
SPSS. One common factor explained 45.207% of the variance, the value of 
which is less than 50%. This confirmed that the results were free from CMB 
(Podsakoff et al., 2003).

Measurement Model

The measurement model employs latent variables and their indicators to assess 
the accuracy of measuring the unobserved variables. Confirmatory factor analy-
sis (CFA) was utilized to evaluate the overall fit of the model and test the factor 
loadings. CFA can be applied to multiple constructs or factors simultaneously to 
ensure the reliability of the measurements concerning the researcher’s concep-
tualization of these constructs or factors. Additionally, CFA examines the data 
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fit of a hypothesized measurement model that is built on theoretical grounds and 
previous analytical research. Maximum likelihood estimation was used for 
CFA, and the model showed an acceptable fit. The recommended fit indices 
were chi-square (χ2) = 1,524.170, degrees of freedom (df) = 611, p value = .000, 
CMIN/df = 2.495, GFI = 0.849, AGFI = 0.817, NFI = 0.893, IFI = 0.933, CFI = 
0.933, RMSEA = 0.057, and P close = 0.01, were significant and within accept-
able limits (Hair et al., 2009). The model is recursive. Further, we have exam-
ined the convergent and discriminant validity. The average variance extracted 
(AVE) and composite reliability (CR) values obtained were both above 0.5 and 
0.7, respectively, and were therefore adequate.

Structural Model

Following the validity and reliability assessments as shown in Table 1, the 
study proceeded to examine the relationship between exogenous and endoge-
nous latent variables. These tests were conducted within the structural model 
framework (Hair et al., 2010). Unlike CFA, in SEM, it was important to distin-
guish between independent and dependent variables. In SEM, the causal rela-
tionship between an independent variable and a dependent variable is 
represented by a single arrow. Furthermore, SEM assumes covariances between 
independent variables, which are depicted by two-sided arrows. Consequently, 
upon transitioning from the measurement model to the structural model, the 
relationships between the constructs were established. The obtained values of 
the recommended fit indices were chi-square χ2 = 2,528.298, degrees of free-
dom (df ) = 683, CMIN/df = 3.702, CFI = 0.917, GFI = 0.855, AGFI = 0.834, 
TLI = 0.910, NFI = 0.890, RMSEA = 0.59, and P close = 0.00. The results 
confirmed a good fit between the data and the model.

It was found that entertainment (β = 0.168, p < .1), informativeness (β = 0.351, 
p < .1), and credibility (β = 0.466, p < .1) positively affect advertising value 
perception, while irritation (β = −0.122, p < .1) negatively impacts advertising 
value perception. Further, it was confirmed that personalization (β = 0.038, 
p = .077) does not affect advertising value perception. The results confirmed 
that advertising value perception positively affects brand attitude (β = 0.904, p 
< .1) and attitude toward advertising (β = 0.629, p < .1). It is clear from the 
results that attitude toward advertising does not impact brand attitude (β = −0.015, 
p = .617). Next, advertising attitude positively impacts brand love (β = 0.381, p 
< .1) and brand attitude positively impacts brand love (β = 0.299, p < .05). 
Further, it was found that brand attitude positively impacts purchase intention 
(β = 0.967, p < .1). Brand attitude has a positive impact on eWOM (β = 0.225, 
p < .1). Further, advertising attitude has a positive impact on eWOM (β = 0.690, 
p < .1). It was found that attitude toward advertising does not affect purchase 
intention (β = −0.011, p = .745). Also, brand love significantly does not affect 
purchase intention (β = 0.051, p = .063) and eWOM (β = 0.055, p = .110). 
Figure 1 establishes the relationship between variables, and Table 2 shows if the 
hypotheses were supported.
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Discussion and Implications

It is a known fact that brands strive for a positive attitude. Advertising value per-
ception is one of the key factors in creating a positive attitude toward brands as 
well as the advertising communications of brands. There are several variables that 
impact advertising value perception. Entertainment is among the strongest deter-
minants of value perception (Karamchandani et al., 2021). Audience experience 
and aesthetic enjoyment from watching entertaining advertisements (McQuail, 
2005). The results of this study are in accordance with several studies on value 
perception (Ducoffe, 1995, 1996; Karamchandani et al., 2021; Liu et al., 2012; Xu 
et al., 2009). Further, the inability of advertising to provide information does not 
woo the viewers. Various studies have supported this claim (Brackett & Carr, 
2001; Ducoffe, 1996; Logan et al., 2012; Wang & Sun, 2010). However, the 
results are in contradiction with the conclusions of Haghirian and Inoue (2007). It 
was evident from the results that informativeness is an important variable that 
affects advertising value perception. Also, this study suggests that credibility is 
the strongest antecedent affecting advertising value perception (β = 0.466). The 
believability aspect of advertising is considered as credibility, according to Pavlou 
and Stewart (2000). The claims by brands in advertising are perceived to be of 
utmost importance to the audience. False and misleading advertisements are not 
accepted by the viewers, and they tend to lose trust in the brand, which further 
leads to negative value perception. It is confirmed that irritation is a negative vari-
able that affects advertising value perception. If an advertisement is perceived as 
offensive, annoying, or manipulative, it is less likely to impact consumers (Brehm, 
1966). It is confirmed in this study that irritation negatively impacts advertising 
value perception. In the context of SNSs, consumers tend to skip ads in order to 
avoid unwanted promotions. There are instances where viewers pay for blocking 

Figure 1. Structural Equation Modeling (SEM) Result.
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ads on SNSs. Advertising clutter, as well as the content of advertisements, can 
cause irritation (Greyser, 1973). The results of this research are in consideration 
by several articles (Ducoffe, 1995, 1996; Logan et al., 2012; Saxena & Khanna, 
2013). The results of Liu et al. (2012) contradict the findings of this study. 
However, it is evident in the current study that personalization is not a very essen-
tial factor in shaping the advertising value perception. Other factors like entertain-
ment, informativeness, and credibility are more essential in forming a perception 
toward advertisement.

On further analysis, it was found that advertising, being a source of communi-
cation, can lead to positive or negative attitudes. As per MacKenzie and Lutz 
(1989), advertising messages are capable of inducing cognitive changes in con-
sumers’ minds. Further, Lee et al. (2017) concluded that brand attitude can be 
altered by cognitive changes. It is clear from the results derived from this study 
that advertising value perception plays a vital role in forming attitudes toward the 
brand. Advertising value is an important antecedent to advertising attitude. The 
intrinsic worth derived through emotional and cognitive assessments influences 
attitudes (Perloff, 1993). According to MacKenzie and Lutz (1989), the way of 
responding to ads in an unfavorable or favorable manner is referred to as attitude 
toward advertising. This research proves that advertising attitude does not impact 

Table 2. Structural Equation Modeling (SEM) Result.

Measure → Construct Estimate SE CR p Result

ENT → ADV 0.168 0.033 5.098 *** Supported

INF → ADV 0.351 0.041 8.585 *** Supported

IRR → ADV −0.122 0.033 −3.680 *** Supported

CRD → ADV 0.466 0.045 10.280 *** Supported

PER → ADV 0.038 0.022 1.767 .077 Not supported

ADV → ADA 0.629 0.041 15.268 *** Supported

ADV → BA 0.904 0.042 21.661 *** Supported

ADA → BA −0.015 0.031 −0.501 .617 Not supported

ADA → BL 0.381 0.047 8.040 *** Supported

BA → BL 0.299 0.048 6.272 *** Supported

BL → EWOM 0.055 0.035 1.598 .110 Not supported

BL → PI 0.051 0.027 1.863 .063 Not supported

ADA → PI −0.011 034 −0.325 .745 Not supported

ADA → EWOM 0.690 0.049 14.196 *** Supported

BA → PI 0.967 0.047 20.500 *** Supported

BA → EWOM 0.225 0.041 5.519 *** Supported

Notes: ***p < .1.

ADA: Attitude toward advertising; ADV: Advertising value perception; BA: Brand attitude; BL: 
Brand love; CR: Composite reliability; CRD: Credibility; ENT: Entertainment; EWOM: Electronic 
word-of-mouth; INF: Informativeness; IRR: Irritation; PER: Personalization; PI: Purchase intention.
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brand attitude significantly (β = −0.015). A plausible reason for the same is that 
both attitudes are independent of each other and depend on advertising value per-
ception. It would not be logical to say that one attitude will impact the other. 
Moreover, brand attitude and advertising attitude are cause and effect factors 
influencing purchase intention (MacKenzie & Lutz, 1989).

It is known from the literature that brand love is a holistic construct that is 
recently getting traction in research and that it has emerged as a useful construct 
(Bergkvist & Bech-Larsen, 2010; Junaid & Hussain, 2016; Rauschnabel & 
Ahuvia, 2014; Roy et al., 2013). It was therefore taken into consideration in this 
study. Carroll and Ahuvia (2006) conceptualized brand love. A positive attitude 
toward advertising leads to brand love. Not many studies have implied this rela-
tionship; however, it is evident that attitudes can lead to brand love. Advertising 
is meant to make viewers engaged, which is the ultimate goal of brand love (Batra 
et al., 2012). According to Trivedi and Sama (2020), numerous studies have sup-
ported the notion that brand attitude is an antecedent to brand love (Albert & 
Merunka, 2013; Batra et al., 2012; Sarkar & Sarkar, 2016; Trivedi, 2019). The 
present study is in line with the literature. The relationship between brand attitude 
and brand love is strongly established (β = 0.299).

Literature suggests that various studies have shown that the relationship between 
brand attitude and purchase intention exists (Ferreira & Barbosa, 2017; 
Karamchandani et al., 2021; Kim & Han, 2014; MacKenzie & Spreng, 1992). The 
results are in line with the literature. The result of this study implies that if the con-
sumer responds positively toward the brand, it is more likely that they will purchase 
the product from the brand. There are important implications behind studying this 
relationship. First, purchase intention is considered the end goal of advertising in 
various studies. The aim of a brand is to sell its products through advertising. 
Advertising on SNSs makes it even easier to sell a product being advertised. 
Consumers can buy a product in a single click. Second, negative brand attitude can 
have its own consequences. It was evident from the results that a negative brand 
attitude not only results in “no intention to buy” but also in negative word of mouth. 
Further, the relationship between brand attitude and eWOM is discussed. Positive or 
negative attitudes toward the brand can lead to word of mouth by consumers on 
SNSs. The current study statistically confirms the relationship between brand atti-
tude and eWOM. The result is in line with some studies (Chang et al., 2013; Chu & 
Sung, 2015). Furthermore, as per Mangold and Faulds (2009), social media is home 
to several WOM forums, ranging from blogs to rating websites and company-spon-
sored discussion boards. All this enables the consumers to comment on SNSs plat-
forms, like Instagram, YouTube, and Facebook. Advertising on these platforms 
influences consumers’ attitudes, which in turn encourages them to engage in elec-
tronic word-of-mouth (eWOM). Not many studies have considered this relationship 
in the literature. However, this study paves the path to explore this relationship in 
depth. Statistical test results have shown a strong relationship between advertising 
attitude and eWOM, which is even stronger than the widely accepted relationship 
between brand attitude and eWOM.

Attitude toward advertising is descended from advertising value perception. 
Several studies have found that advertising value perception does not impact 
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purchase intention (Karamchandani et al., 2021). This fact was contradictory to 
several studies (Martins et al., 2019; Van-Tien Dao et al., 2014). Therefore, the 
need arises to find out if attitude toward advertising affects purchase intention. 
However, the study strongly suggests that attitude toward advertising is not related 
to purchase intention. It can be said that even if a consumer has a positive attitude 
toward an advertisement, it does not ensure that they will purchase the product 
being advertised. Further, extant literature suggests that there is a favorable asso-
ciation between satisfaction and willingness to buy that brand (Eagly & Chaiken, 
1993), and the effect of brand loyalty on the intention to purchase (Jacoby & 
Chestnut, 1978; Srinivasan et al., 2002). But surprisingly, this study disagrees 
with the claim that brand love affects purchase intention (β = 0.051). A plausible 
explanation for the same could be the lack of buying capacity for the brand in 
spite of the desire to use that brand. Mittal (2006) concluded that consumers seek 
brands in accordance with their own personality, values, and lifestyle. A customer 
might love a brand and aspire to buy the brand; however, other factors might make 
the purchase intention unfavorable. One plausible explanation could be that a 
customer might love the brand; however, other factors, such as a high price, could 
lead to a negative purchase intention. Another reason could be the availability of 
the product. SNSs advertising can be viewed by consumers globally.

Brand love and eWOM are higher-order constructs (also known as hierarchical 
component models in the context of SEM, as per Lohmöller (1989). Higher-order 
constructs are based on more abstract dimensions. Bairrada et al. (2018) sug-
gested that brand love impacts WOM. The result of the present study contradicts 
with this. Various studies suggest that brand love results in positive consumer 
responses (Rodrigues & Rodrigues, 2019; Trivedi, 2020). Surprisingly, it is not 
the case for SNSs advertisements.

Limitations and Scope

Like any scientific investigation, this study is not exempt from limitations. First, 
it focuses solely on the geographical region, India, which, despite having a large 
number of SNS users, may not provide a complete understanding of the variables’ 
impact on advertising value perception due to the use of cross-sectional data. To 
overcome this limitation, a longitudinal study could be conducted to validate the 
obtained results. Additionally, the study’s scope is limited to millennials due to 
time and budget constraints. Expanding the investigation to include other age 
groups would offer a better grasp of purchase intention across different demo-
graphics. Moreover, the study does not account for the various formats of eWOM 
available on SNSs, such as videos, images, and text reviews. Future research 
could explore sentiment analysis through eWOM and investigate the effects of 
negative eWOM on purchase intention. Furthermore, with the continuous evolu-
tion of SNSs, video advertising now comes in various formats, including “reels” 
on Instagram. A comparative study between different video advertising formats 
could be pursued in future research. Despite these limitations, the study presents 
a comprehensive model of advertising value perception, which could be tested for 
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various advertising media and formats. This allows for the possibility of refining 
the model and gaining a deeper understanding of advertising perception across 
different platforms.

Conclusion

The study has successfully achieved its research objectives and effectively con-
firmed the hypothesized relationships. Furthermore, its contribution is not limited 
to academia alone; it also serves to bridge the gap between industry and academia. 
The research carries significant theoretical and practical implications, offering 
valuable insights for advertisers and brand managers. By implementing the find-
ings, they can enhance advertising value perception, ultimately leading to greater 
viewer engagement with their ads. Additionally, the model proposed in this 
research can be employed to measure purchase intention, aiding in sales improve-
ment. Moreover, the study delves into the emotional aspects of branding, shed-
ding light on brand love toward the brand.

The model used in this research establishes important relationships, thereby 
contributing substantially to the existing knowledge within the marketing field. 
The intriguing results and the disruptive nature of video advertising on SNSs have 
sparked curiosity and enthusiasm for further investigation. The researchers pre-
dict that new and captivating discoveries await in this area of research.
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