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Abstract 
Social media is now a serious factor as a platform for conducting advertising 
activities. Organizations have recently been spending considerable time, money 
as well as other resources on advertisements on social media platforms. Besides 
these efforts, the organizations also face challenges in designing promotions on 
social media in such a way that they can be successful in attracting customers as 
well as motivating them to purchase their brands. On the other hand, these huge 
amounts of resources also are meant to create connections with customers even 
though the understanding of the manner in which consumers engage with brands 
on different platforms of social media and how this engagement has an effect on 
the purchase process is limited. This study will draw on the social identity theory 
to suggest its hypothesis. It aims to postulate and forecast the situations sur-
rounding individuals' thinking concerning themselves as individuals or as mem-
bers of a particular group. It also goes further to consider the consequences that 
personal and social identities have on the perceptions of an individual and on the 
behavior of the group. Thus, this study proposes that when consumers identify 
with particular brands, it is evident in both the in-role behavior that is related to 
consumption of the product as well as in extra-role behavior that is beneficial to 
the entire group, consisting of among others, word of mouth. Consequently, the 
study's main aim will be identifying as well as testing the critical aspects that are 
linked to advertising on social media platforms that can help in predicting the 
intentions of potential customers to purchase. 
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1. Literature Review 

In a study that Johnston et al. (2018) carried out, they argue that there is rapid progress in social media usage as well 
as enthusiasm pertaining to social media advertising. However, they also posit that there still exists limited theoretical 
and experimental facts regarding the cross-border success of social media advertising and the influence it has on the 
behavior of consumers in the environment of the social media. The study results that Johnston et al. (2018) conducted 
were able to affirm that value and attitude have mediating effects. Further, they were also able to reveal that when those 
who use social media assume a positive attitude towards social media, advertising helps to increase behaviors of cus-
tomers that are specific to social media, comprising messages as well as social interaction behaviors. On the other hand, 
they also noted that the moderating effect culture results confirmed that there is a more significant impact related to 
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infotainment on the value of social media advertising and of the credibility of the social media advertising value and 
that of attitude associated with the culture of higher uncertainty avoidance. Johnston et al. (2018) also found that info-
tainment plays a significant role in the value of social media marketing and the attitude in the community sites of global 
content compared to the role it plays in global social networking sites. However, they realized that there exists a reverse 
moderating effect on the credibility impact. Thus, through this research, Johnston et al. (2018) were able to provide a 
better theoretical underpinning of behavioral responses of consumers to social media advertising in international mar-
ketplaces.  

In another study, Lee and Hong (2016) put forward that social media advertising continues to be an attractive means 
of augmenting the effectiveness of advertising as social network services become more pervasive. Thus, they suggest 
that leveraging this novel marketing means requires one to have an understanding of what engages users of social net-
work services in desirable online behavior such as supporting and showing personal interest, thus leading to an adver-
tising campaign that is effective. In this research, they conceptualized the effectiveness of the social network services ad 
as a concept that entails emotional appeal, creativity, and informativeness. The three factors can all make a significant 
contribution to ensuring positive behavior while on online platforms. Lee and Hong (2016) were able to carry out an 
empirical investigation of the backgrounds of positive behavior of the user of social media for social network ads that 
are reliant on the theories of social influence, reasoned action, and persuasion. Thus, to effectively carry out this objec-
tive, the study proposed and tested a conceptual model of the formation of the behavioral responses of the users of so-
cial media platforms with respect to advertising on social network services. Lee and Hong (2016) were able to discover 
that informativeness and the purposes to involve in responses of the users that were favorable and had positive associa-
tion with the plan to purchase. Thus, following the findings of their study, they suggested that there was a need to carry 
out further research that would help to offer implications relating to harnessing the maximum potential of the new plat-
forms of advertising on social network services. 

Further, in another study, Lee, Kim, and Ham (2016) make an assertion that there has been increasing popularity as 
well as advantages of native concern by making a comparison between the "extrapolative role of the native ad 
non-intrusiveness and that of the native ad manipulativeness in the attitude of consumers toward as well as the willing-
ness of sharing native advertising," while on the other hand manipulativeness of the advertising on platforms of social 
media. However, the advertisers' primary concern remains to be the likelihood of the native ads confusing potential 
consumers, hence leading to boomerang effects. The knowledge persuasion and ad skepticism of consumers had a nega-
tive relationship with the attitude of consumers regarding the sharing of the native advertising intention. However, they 
found out that persuasion knowledge was not significant in the case where non-intrusiveness and manipulativeness of 
the native ad were part of the regression model. Further, they also noted that customers who possessed strong motiva-
tion to seek information had more positive behavioral and attitudinal responses. Hence, the study was imperative in ad-
vancing the native advertising knowledge by evaluating its possibility of being a double-edged sword.  

On the other hand, Alalwan et al. (2017) also carried out a study where they argued that people from across the globe 
have a significant engagement as well as an attachment with web 2.0 technology and platforms of social media. Conse-
quently, businesses tend to start considering such technologies to be effective mechanisms of interacting with potential 
customers. In the same manner, social media marketing-related issues have been the focal point of attention for both 
researchers and academics to expand the existing understanding regarding marketing area phenomena. Consequently, I 
carried out this study with the primary objective of examining and reviewing the current studies in related areas to so-
cial media and marketing. Thus, Alalwan et al. (2017) made a review of about 144 articles, after which they provided an 
overview of the core themes as well as trends that relevant literature covers. Such themes comprised the management of 
customer relationships, the role that social media plays in advertising, the brands of firms and their performance, and 
the electronic word of mouth.   

2. The Relevance of the Research 
It is general knowledge that advertisers tend to follow consumers wherever they go. This is also true in the world of 

social media. The rise in social media has had an impact in every area of business, especially advertising. The recent 
years have seen an evolution of social media from a place of gathering and connecting to an ideal landscape for adver-
tising. It has helped advertisers to reach a broader audience. Initially, advertising on social media was only serving ad-
vertisers to connect with their audience. Over time, there has been a change in traditional ad approaches that have 
helped keep up with trends in technology and consumer behavior. Thus, given that social media is here to stay, it be-
hooves the advertisers to adapt to these platforms for purposes of engaging their customers.  

The statistics reveal that most people spend most of their time online and mostly on social media platforms. For in-
stance, Americans spend averagely 23.6 hours every week on social media accounts. It has also been revealed that more 
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than one-third of people who spend most of their time online are consumers that are mostly on social media platforms. 
Besides, such platforms as streaming of music and/or video as well as online outlets of news also still receive a steady 
flow of visitors. Following these revelations, it is evident that consumers dominate social media platforms today. Con-
sequently, it is wise for brands and consumers to flood the social media platforms. However, they ought to do away 
with hard sales pitches. The advertisers ought to find ways of their ad resonating with the social media users, including 
ensuring that their brand voice is friendly and conversational. The advertisers should also ensure that their brands are 
accessible, especially in cases where the customers are facing problems related to customer service. The growth in pop-
ularity of social platforms has also led to an increase in spending on social media ads by many brands.  

3. Deductive Research 
This research study will take the deductive approach. The study seeks to test the theory of social identity instead of 

generating a new theory as it is the case of the inductive approach. Thus, this study will move from a general concept of 
social identity theory and narrow down to specific factors of these theories and how they affect how consumers behave 
while interacting with social media advertising. It also sets out a hypothesis regarding the topic under study, as illu-
strated above. Further, the chief focus of the study is on the causality (factors) of the customer behaviors in relation to 
advertising on social media platforms. Hence, it is not meant to explore new phenomena. Instead, it will seek to borrow 
from the studies that other people did earlier, reference various theories of social psychology, and further study to test 
the hypothesis of the study using collected data. Thus, the study will tend to lean more toward using a quantitative re-
search approach.  

4. Proposed Project Design 
For this research project, we propose to lay emphasis on eight social media platforms comprising "Facebook, Twitter, 

LinkedIn, YouTube, Google+, Instagram, Snapchat, and Pinterest." The study will endeavor to examine every platform 
of social media using a single-source approach, which permits a comparison of these platforms based on experiences 
comprising engagement. This study design borrows from the previous series of experience studies with conventional 
media such as newspapers, magazines, and TV that were carried out in the late 1990s and early 2000s and received 
sponsorship from such central players as the Dutch media field. The core of this approach is the absence of forced ex-
posure as well as measuring engagement with social media. Rather, the main focus will be on the consumers' engage-
ment experiences at a particular moment of consuming social media that is in agreement with the definition that lays 
emphasis on the experience of social media. This is because consumers tend to avoid reporting their experiences on 
social media in general since the usage of social media happens within a short period. Further, there is also the probabil-
ity of the usage of social media being trivial and easy to forget. 

Firstly, there will be verification of whether the respondents had recently used any of the described social media 
platforms. Upon confirming that they had used, they will be asked questions that touch on place, time, date, and device 
concerning the most recent moment that they used the said platform to make its consumption more salient. Further, they 
will be asked a question regarding their experiences of engagement on the platform of social media during that moment. 
They will also answer the question of whether they saw advertising during the moment on the platforms. If there were 
interaction with advertising, they would also answer the question, touching on the items measuring experiences of ad-
vertising engagement and items measuring advertising evaluation. All respondents will be asked all these questions on 
all described social media platforms. 

5. Method of Data Collection 
Data will be collected from university students aged at least 18 years old that indicate social media usage on a regular 

basis. This process will be carried out using a survey where the participants will be awarded a certain amount of credits. 
The questionnaire's length will be subject to the number of social media platforms that each participant had interacted 
with recently. Averagely, each participant will have 15 minutes of completing a questionnaire. The study will employ 
2310 participants.  

6. Method of Data Analysis 
We will measure the engagement with different social media platforms using 42 items of experience on the basis of 

previous studies on conventional media. Some of these items were included for purposes of describing appropriate 
and/or unique experiences for social media. We will also use a predetermined list of experiences as opposed to carrying 
out qualitative research for developing a list of probable experiences. We will also conduct a "principal components 
analysis (PCA)" using varimax rotation on the whole set of data. In so doing, our unit of analysis will be the moments 



Jianglan Fan 
 

 

 98  
 

of social media consumption. 

7. Exposure to Social Media Advertising 
In order to establish whether the participants were able to engage ad during their immediate past engagement on so-

cial media platforms, we will require them to answer whether they came across a message from an organization, brand, 
or product. We also know that advertising on social media is likely to take various forms, hence an increased likelihood 
of being more subtle. Consequently, we will avoid asking about the exposure of participants to advertising. 

8. Social Media Advertising Engagement 
For the participants that will confirm that they had come into contact with a message from the organization, brand, or 

product throughout their immediate past moment of social media consumption, we will further ask them concerning the 
experience they had with and for the evaluation of that particular ad. To avoid making the questionnaire too unwieldy, 
we will avoid measuring the experiences of engagement and evaluating the advertising at a specific ad level. Instead, 
we will find the middle ground by rating advertising on social media in its wholeness at particular moments. We will 
use a subset of items used for measuring engagement on social media for purposes of measuring engagements on adver-
tising on social media. We will use a subgroup of 16 items as opposed to the entire 42 items of measuring the engage-
ments on social media for maintaining the acceptable burden of respondents. The 16 items that we will use are more 
than those used in any of the previous studies. This will be intentional to ensure that "the rich experiences with the digi-
tal advertising in social media are captured sufficiently in the measure" (Alalwan et al., 2017). We will avoid addressing 
three engagement dimensions that were addressed in previous studies: empowerment, innovation, and undesirable emo-
tions that are linked to the content. This decision is informed by the fact that previous studies' factor structure was dif-
ferent from the one that we intend to use for this study. 

9. Ethical Considerations 
The study will ensure that it upholds the utmost ethics in trying to establish its aim. Some of the ethical considera-

tions that will be at the core of this study include: ensuring voluntary participation, informed consent to participation, 
proper acknowledgment of the works borrowed from other authors, and upholding objectivity. Regarding voluntary 
participation, the respondents will not be forced to be part of this study. However, they will be politely requested to par-
ticipate out of their own will. Further, the participants will also have the freedom to withdraw from the study if they 
deem fit. On the other hand, the participants will be provided with sufficient information regarding the study prior to 
allowing them to have a full understanding of what they are about to engage in and its implications. Thus, their partici-
pation will be out of an informed position as opposed to coercion. The study will also ensure that every work borrowed 
from another author is correctly acknowledged using the APA referencing system. Lastly, the discussions and analyses 
of the study will be strictly objective to ensure that the study's aim is achieved. 

10. An Alternative Way of Carrying Out this Research 
This research can also be carried out using an inductive approach. Instead of trying to justify a certain theory in its 

effect on customer behavior related to social media advertising, the researcher may opt to develop a new theory as re-
vealed by the collected data. Thus, the researcher may begin by collecting a substantial amount of data from which he 
takes a breather and works to develop a theory explaining the patterns that the data reveal. Thus, the researcher, in this 
case, will be moving from the specific to general as opposed to the proposed approach. 
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