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Abstract 

With the increased use of social media, social media marketing has become a crucial tool for 

businesses to market their company, brand, product, or service. Social media makes it easier 

for businesses to engage directly with their consumers and advertise a product or a service. 

Furthermore, reaching consumers faster has become more effortless for companies using 

social media advertising. The current study examined the relationship between consumers' 

attitudes toward social media advertising and its effect on buying behavior. Additionally, the 

study attempted to gain knowledge of consumers' attitudes toward social media advertising 

by gender and age. A total of 385 individuals participated in the current study by answering 

an online survey, 188 (48.8%) males and 197 (51.2%) females, ranging from 18 to 77 years 

old. The findings revealed that attitudes toward social media advertising affected consumers 

buying behavior. Moreover, the findings showed no significant gender difference in attitudes 

toward social media advertising. The results indicated that the more positive attitude 

individuals had toward social media advertising, the more substantial impact it had on their 

buying behavior.  

 Keywords: advertising, social media advertising, attitudes, buying behavior 

 

Útdráttur 

Með aukinni notkun samfélagsmiðla, er markaðssetning á samfélagsmiðlum orðin mikilvæg 

fyrir fyrirtæki til að markaðssetja fyrirtæki sitt, vörumerki, vöru eða þjónustu. Það hefur 

reynst fyrirtækjum auðveldara að ná til neytenda sinna, með því að nota samfélagsmiðla til að 

auglýsa vöru eða þjónustu. Að auki hafa samfélagsmiðlar gert fyrirtækjum kleift að ná til 

neytanda sinna hraðar og á mun hagstæðari hátt en áður. Í þessari rannsókn var kannað hvort 

auglýsingar á samfélagsmiðlum hafi áhrif á kauphegðun neytenda. Rannsóknin reyndi einnig 

að afla þekkingar á viðhorfum neytenda til auglýsinga á samfélagsmiðlum eftir kyni og aldri. 

Rannsóknin var vefkönnun, og samanstóð núverandi úrtak af 385 þátttakendum, 188 (48.8%) 

körlum og 197 (51.2%) konum, á aldrinum 18 til 77 ára. Niðurstöður rannsóknarinnar sýndu 

að viðhorf til auglýsinga á samfélagsmiðlum hafa áhrif á kauphegðun neytenda. Að auki 

sýndu niðurstöðurnar engan marktækan kynjamun á viðhorfum til auglýsinga á 

samfélagsmiðlum. Niðurstöður rannsóknarinnar benda til þess að því jákvæðara viðhorf sem 

einstaklingar hafa til auglýsinga á samfélagsmiðlum, því sterkari áhrif hefur það á 

kauphegðun þeirra.  

 Lykilorð: auglýsingar, auglýsingar á samfélagsmiðlum, viðhorf, kauphegðun 
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Attitudes toward social media advertising and its effect on buying behavior 

Around 2004, social media started as we know it today, and since then, its exponential 

rates have grown. It resulted in companies around the globe adapting their marketing 

strategies, using social media marketing (Kaplan & Haenlein, 2010; Mangold & Faulds, 

2009). A form of social media marketing is social media advertising, and it has become a 

popular marketing strategy for companies to promote their service or a product (Clow & 

Baack, 2018). Advertising is the impersonal marketing of a purchased product, service, idea, 

or business (Belch & Belch, 2015; Key & Czaplewski, 2017). It can be a powerful strategy 

for growing either a company or a brand (Belch & Belch, 2015). 

Targeting messages based on demographic data acquired as part of the user profile 

building or contextual keywords is the most frequent technique for social media advertisers to 

offer relevant advertising (Taylor et al., 2011). Social media advertising is a profitable and 

practical approach to reaching out to consumers (Clow & Baack, 2018). In addition, social 

media advertising can raise awareness about new products or services, leading to consumers 

wanting or needing new items they have previously never wanted or seen before (Ertemel & 

Ammoura, 2016). Finally, social media advertising has the dialogic potential and capability 

to track users' behavioral responses to understand consumers' buying behavior (Abideen & 

Saleem, 2012; Rodgers & Thorson, 2000). 

 Social media advertising is an effective way for companies to influence consumers' 

buying behavior (Brierley, 2002). Buying behavior refers to the mental processes and 

physical activity involved in purchasing a product or a service (American Psychological 

Association, n.d.). When buying a product or a service, consumers' actions are influenced by 

various circumstances. These influencing factors can be classified into four factors: cultural, 

social, personal, and psychological (Kotler & Keller, 2016).  
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 Cultural factors can be divided into three subcategories: culture, subculture, and social 

class (Kotler & Keller, 2016). According to Kotler & Keller (2016), these categories 

significantly impact consumer buying behavior. Social factors influencing consumer buying 

behavior are reference groups, family, friends, consumers' roles, and status. Personal factors 

that can affect consumers buying behavior are age, lifestyle, personality, self-concept, and 

occupation. Finally, psychological factors can be divided into motivation, perception, 

learning, beliefs, and attitudes. Although companies cannot directly control these factors, 

they must be aware of them (Kotler & Keller, 2016).  

Attitudes toward social media advertising 

 Since 1981, attitudes toward advertising have been examined (Mitchell & Olson, 1981; 

Shimp, 1981). More recently, research has been conducted on attitudes toward social media 

advertising (Celebi, 2015; Eid et al., 2020; Kelly et al., 2013; Mir, 2012; Pikas & Sorrentino, 

2014; Powers et al., 2012; Seock & Bailey, 2008; Taylor et al., 2011). When creating social 

media advertising, it is crucial to know consumers' attitudes and motivations for going online 

(Eid et al., 2020; Rodgers & Thorson, 2000). Consumers' attitudes toward advertising can 

either be positive or negative (Eid et al., 2020). For example, Schlosser et al. (1999) 

examined attitudes toward digital advertising. Their results showed that one-third of the 

participants liked digital advertising, one-third disliked digital advertising, and one-third were 

neutral (Schlosser et al., 1999). 

 Numerous associated factors have been studied in association with attitudes. Examples of 

factors are information, social information, and entertainment (Brackett & Carr, 2001; 

Ducoffe, 1995; Eid et al., 2020; Lou & Yuan, 2019). For example, Taylor et al. (2011) found 

that individuals were more likely to have positive attitudes toward advertising when it is 

conveyed to them through social media, especially when it comes to social media advertising 

that provides entertainment, social value, or informational value. These findings are similar to 



 6 

those found by Eid et al. (2020). Their result indicated that social media advertising that 

provides entertainment and information could positively impact consumers' attitudes (Eid et 

al., 2020). In addition, Taylor et al. (2011) discovered that social media users aged 19-24 had 

a more positive attitude toward social media advertising and found it more informative than 

other age groups. 

 Attitudes toward advertising appear to vary between gender (Darley & Smith, 1995). 

Wolin & Korgaonkar (2003) studied gender differences and web advertising. Their result 

showed that males had more positive attitudes toward web advertising than females. They 

also looked at the difference between web advertising and other advertising, such as radio, 

newspaper, and television. Their result showed that males thought web advertising was more 

enjoyable, helpful, and informative than newspaper and radio advertising. Furthermore, males 

were likelier to purchase products or services after seeing web advertising (Wolin & 

Korgaonkar, 2003).  

 These findings are similar to those found in a study conducted by Seock & Bailey 

(2008). A total of 15.000 participants from two universities took part in their study, where a 

self-administered questionnaire was used. They found that females had a more negative 

attitude toward digital advertising (Seock & Bailey, 2008). However, Taylor et al. (2011) 

found that males who use social media to pass time might have a negative attitude toward 

social media advertising.  

 Furthermore, Bannister et al. (2013) conducted a study on 283 college students aged 18 

to 24. Their result demonstrated that females had a slightly more positive attitude toward 

social media advertising compared to males (Bannister et al., 2013). However, since the 

findings of these studies are somewhat contracting, the difference between males and females 

in attitudes toward social media advertising is worth studying further. 

Attitudes toward social media advertising and its effect on buying behavior 
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 Consumers' attitudes toward social media advertising can impact their buying behavior 

(Duffett, 2015; Hamouda, 2018; Mir, 2012; Powers et al., 2012). For example, a negative 

attitude toward advertising that perceives intrusiveness and irritation can negatively impact 

consumers' buying behavior (Celebi, 2015; Kelly et al., 2013; Pikas & Sorrentino, 2014; 

Taylor et al., 2011). Researchers Pikas & Sorrentino (2014) found no gender difference in 

attitude toward social media advertising; it irritated both females and males equally (Pikas & 

Sorrentino, 2014). 

 Advertising relevant to the consumers can positively impact their attitudes and buying 

behavior (Taylor et al., 2011). Mir (2012) discovered that the relationship between relevancy 

and efficacy of social media advertising and a positive attitude might influence consumers' 

buying behavior. Therefore, it might lead to increased sales and profit for businesses (Mir, 

2012). Duffett (2015) found that consumers who had positive attitudes toward social media 

advertising are more likely to purchase a product or a service advertised on social media 

(Duffett, 2015). However, the correlation between social media advertising and buying 

behavior appeared to vary between consumers' age groups and educational levels (Ertemel & 

Ammoura, 2016). 

 Powers et al. (2012) found out that social media had enhanced consumers buying 

behavior. Their study showed that 20% of consumers considered that social media influences 

their decision to buy a product or service. Furthermore, 20% thought that social media had 

influenced their decision to buy a product or service. Additionally, 20% thought that social 

media assisted them in making a buying decision. 

Current study  

 This study aims to examine the relationship between consumers' attitudes toward social 

media advertising and its effect on buying behavior. Specifically, this study attempts to gain 

knowledge of consumers' attitudes toward social media advertising and whether these 
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attitudes impact consumers buying behavior from the consumer perspective. Previous studies 

have shown contradicting results regarding gender and attitude toward advertising (Bannister 

et al., 2013; Seock & Bailey, 2008; Taylor et al., 2011; Wolin & Korgaonkar, 2003). 

However, most studies have shown that males have a more positive attitude toward social 

media advertising (Seock & Bailey, 2008; Wolin & Korgaonkar, 2003). Therefore, the first 

hypothesis of the current study is that males have a more positive attitude toward social 

media advertising than females.  

 A study conducted by Taylor et al. (2011) found that social media users aged 19-24 had a 

more positive attitude toward social media advertising than other age groups. Therefore, the 

second hypothesis of the current study is that individuals aged 18-25 have a more positive 

attitude toward social media advertising. Furthermore, previous studies have indicated that 

consumers' attitudes toward social media advertising can impact their buying behavior 

(Duffett, 2015; Hamouda, 2018; Mir, 2012; Powers et al., 2012). Therefore, the third 

hypothesis for the current study is that positive attitudes toward social media advertising 

impact consumers buying behavior positively.  

Method 

Participants 

 Participants were selected by convenience sampling and recruited from February 17, 

2022, to March 17, 2022. Students at the University of Reykjavík were recruited through the 

University of Reykjavík Research Participant Pool, where students received an offer through 

their university email address. Employees that work for one Icelandic company were 

recruited through their work email addresses. Subsequently, a link to an online survey was 

put in a closed family group on Facebook, where members were offered to participate in the 

study. 
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 Participants participated voluntarily by answering an online survey and did not receive 

payment in any form for their participation. The study was anonymous, and the inclusion 

criteria for participation were that participants had to be 18 years or older as and be able to 

read and understand Icelandic. The current sample was comprised of 385 participants, 

ranging from 18 – 77 years old (M=30.60). The mean age of males (N=188) was 29.81 years 

(SD=10.67), and for females (N=197) 31.36 years (SD=14.10). 

Design 

 Three independent variables were used in the current study. The first was gender, which 

included two levels (male/female). The second one was age, and the third one was 

advertising. Two dependent variables were used. The primary dependent variable was buying 

behavior. Attitude toward social media advertising was the second dependent variable, which 

included five levels (very positive/positive/neutral/negative/very negative) 

 The study was cross-sectional and quantitative in the form of an online survey developed 

by the researcher. The questionnaire consisted of 18 questions in six different sections. In the 

first section, participants were requested to answer two background questions regarding their 

age and gender. The second section of the questionnaire (questions 4 to 11) included nine 

questions concerning attitudes toward advertising regardless of media. All nine questions 

were on a five-point Likert scale ranging from 1=very likely, 2=likely, 3=neutral, 4=not 

likely, and 5=very unlikely.  

 The third section of the questionnaire contained a question (question 12) regarding how 

the participants thought different media affected their buying behavior. The question was 

asked using a ranking scale, where rating 1 stood for the most impact and 6 for the most 

negligible impact. Finally, the fourth section included one question (question 13) regarding 

what social media participants are most aware of advertising, using a nominal scale. 
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 The fifth section included statement questions (question 14) regarding social media 

advertising and buying behavior. A five-point Likert scale ranging from 1=strongly agree, 

2=agree, 3=neither agree nor disagree, 4=disagree, 5=strongly disagree was used. The final 

section had two questions (questions 15 and 16) concerning if and how often participants had 

purchased a product or a service advertised on social media. Question 15 had answers on a 

nominal scale, 1=yes, 2=no, and question 16 was on a five-point Likert scale, 1=never, 2=1-2, 

3=3-4,4=4-5,5=six times or more. 

Procedure 

 The researcher developed a questionnaire that was used in the current study, which 

consisted of questions concerning attitude and buying behavior. Before the questionnaire was 

made public, it was pretested by eight individuals who did not participate in the actual study 

to determine whether respondents understood the questions and estimate the response time. 

The online survey program QuestionPro was used to gather the data and then transferred to 

Statistical Package for the Social Sciences (SPSS). The survey was available for voluntary 

participants for one month. 

  Before participants answered the survey, they received an information letter. The 

information letter included information about the study and explained its purpose. In addition, 

participants were informed that participation was voluntary and anonymous, and participation 

in the study involved no risk. Participants were also informed that they could withdraw 

without explanation if they felt any discomfort during the study. Finally, before participating 

in the study, participants were informed that answering the questionnaire was equivalent to 

informed consent. 

Data analysis  

 SPSS, version 27.0, was used to obtain the statistical analysis of the attitude toward 

social media advertising and its effect on buying behavior. Descriptive statistics were 
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calculated to summarize the sample characteristics. Additionally, it provided information 

about attitudes toward advertising, attitudes toward social media advertising, and the effect of 

advertising placement on buying behavior by gender. Furthermore, to see the mean and 

standard deviation of three statement questions regarding attitude toward social media 

advertising and buying behavior. Moreover, the frequency distribution and cross-tabulation 

were analyzed.  

 Factorial ANOVA was used to determine the main effects and interaction effects of age 

and gender on attitudes toward advertising regardless of media and social media advertising. 

In addition, an independent sample t-test was used to see whether there was a significant 

difference between males and females in three statement questions concerning social media 

advertising and buying behavior. Furthermore, an independent sample t-test was used to 

examine gender differences in purchasing a product or a service on social media. 

 A Pearson correlation coefficient was conducted to further analyze the data gathered 

from the questionnaire. The Pearson correlation coefficient was used to examine whether 

there was a significant and positive relationship between the dependent variable, buying 

behavior, and independent variables, concerning social media advertising. Additionally, 

linear regression was performed to determine whether the independent variables relating to 

social media advertising could predict buying behavior. 

Results 

 Baseline characteristics of participants are shown in Table 1. A total of 385 individuals 

participated in the current study. The gender ratio was relatively even, with 188 males 

(48.8%) and 197 females (51.2%). Most of the participants (51.4%) in the study were 

between 18 to 25 years old (N=198), followed by participants (24.2%) from age 26 to 35 

(N=93). 
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Table 1 

Sample characteristics 

Baseline characteristic     Frequency (Percentage) 

Gender      

  Male     188 (48.8) 

  Female     197 (51.2) 

Age 

  18-25 

     

198 (51.4) 

  26-35     93 (24.2) 

  36-45     36 (9.4) 

  46-55     33 (8.6) 

  ≤ 56 years old     25 (6.5) 

 

Attitudes 

 Table 2 shows the mean and standard deviations of people's attitudes toward advertising 

by gender and age. A lower mean indicates a more positive attitude, whereas a higher mean 

indicates a more negative attitude toward advertising.  

 

Table 2 

Means and standard deviations of people's attitudes toward advertising by gender and age 

      Age Males Females Total 

 M SD M SD M SD 

18 - 25 2.73 0.97 2.77 0.76 2.75 0.86 

26 - 35 2.59 0.92 2.89 0.90 2.70 0.92 

36 - 45 2.84 1.34 2.65 0.79 2.75 1.12 

46 – 55 2.83 1.03    2.71 0.72 2.76 0.83 

56 and older 2.63 0.52 2.59 0.94 2.60 0.82 

Total 2.70             0.98     2.76   0.80 2.73 0.90 

Note. M = mean; SD = Standard Deviation 
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 As shown in table 2, the mean between males (2.70) and females (2.76) was similar. 

Factorial ANOVA was conducted to determine the main effects of age and gender on 

attitudes toward advertising regardless of media and interaction effects. The result showed a 

no-significant main effect for age F(4,375) = .133, p > .05 and gender F(1,375) = .000, p > 

.05. In addition, the interaction effects between age and gender on attitudes toward 

advertising regardless of media were not significant F(4,375) = .669, p > .05. 

 Table 3 provides information about attitudes toward advertising on social media among 

all participants. Using a five-point Likert scale, participants were requested to answer, "How 

positive or negative is your attitude toward social media advertising." 

 

Table 3 

How positive or negative is your attitude toward social media advertising? 

Responses Total 

 % 

Very positive 3.9 

Positive 52.6 

Neutral 26.6 

Negative 11.7 

Very negative 5.2 

 

 As shown in Table 3, most participants (56.5%) had a very positive or positive attitude 

toward social media advertising. However, a total of 26.6% of participants had neither a 

positive nor negative attitude toward social media advertising. Furthermore, 16.9% of 

participants had a very negative or negative attitude toward social media advertising. 
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 Table 4 shows the mean and standard deviations of people's attitudes toward social 

media advertising by gender and age. Again, a lower mean indicates a positive attitude, 

whereas a higher mean indicates a negative attitude toward advertising. 

 

Table 4 

Means and standard deviations of people's attitudes toward social media advertising by 

gender and age 

      Age Males Females Total 

 M SD M SD M SD 

18 - 25 2.45 0.96 2.67 0.76 2.57 0.86 

26 - 35 2.50 1.03 2.91 0.95 2.66 1.02 

36 - 45 2.89 1.37 2.53 0.87 2.72 1.16 

46 – 55 2.67 0.99    2.71 0.78 2.70 0.85 

56 and older 2.63 0.52 2.59 1.00 2.60 0.87 

Total 2.53             1.02     2.70   0.83 2.62 0.93 

Note. M = mean; SD = Standard Deviation 

 

 As shown in Table 4, the mean for males was lower than the females (2.53 < 2.70), 

which indicated that males were more likely to have a positive attitude toward social media 

advertising. Participants ranging from 18 to 25 years had the lowest mean score (M=2.57). 

Factorial ANOVA was conducted to determine the main effects of age and gender on 

attitudes toward social media advertising and interaction effects. The result showed a no-

significant main effect for age F(4,375) = .520, p > .05 and gender F(1,375) = .188, p > .05. 

Moreover, the interaction effects between age and gender on attitudes toward advertising 

regardless of media were not significant F(4,375) = 1.26, p > .05.  
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Buying behavior 

 Table 5 displays the means and standard deviations of the effect of advertising placement 

on buying behavior by gender. Participants rated how likely they were to purchase a product 

or a service advertised on different media. A lower mean indicates a higher probability of 

buying a product or a service, while a higher mean indicates a lower probability of 

purchasing a product or a service. 

 

Table 5 

Means and standard deviations of the effect of advertising placement on buying behavior by 

gender 

Advertising placement Males Females Total 

 M SD M SD M SD 

Television 2.74 1.11 3.27 1.09 3.01 1.13 

Billboards 3.41 1.11 3.69 0.95 3.55 1.04 

Newspaper 3.29 1.21 3.60 1.14 3.45 1.19 

Magazine 3.87 1.07    3.62 1.09 3.74 1.08 

Radio 3.09 1.19 3.72 1.06 3.41 1.17 

Social media 2.40 1.08 2.31 1.03 2.35 1.06 

Note. M = mean; SD = Standard Deviation 

 

 As table 5 shows, social media had the lowest mean score, with a total of 2.35, which 

indicated that participants were most likely to buy a product or a service advertised on social 

media. In addition, social media had the lowest mean score for both males and females. The 

data revealed that females had a lower mean (2.31 < 2.40) than males. An independent 

sample t-test was conducted to examine if there was a gender difference in purchasing a 
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product or a service on social media. The gender difference was no-significant t(383) = .83, p 

> .05. However, a significant effect for gender on advertising displayed in television (t(383) = 

.66, p < .05), billboards (t(393) = -2.61, p < .05), newspaper (t(383) = -2.60, p < .05), 

magazine (t(383) = 2.21, p < .05), and radio (t(383) = -5.50, p < 0.05) was found.  

 Table 6 shows the mean and standard deviations of agreements to three statements. 

Participants were requested to answer the statements concerning social media advertising 

using a five-point Likert scale. The first statement was "Social media advertising influences 

my buying behavior," The second statement was "I am more likely to buy a product/service 

advertised on social media than a product/service advertised on other media." The third 

statement was," I often buy a product/service that I see advertised on social media." A lower 

mean indicated that participants agreed with the following statements, whereas a higher mean 

indicated that participants did not agree with the following statements. 

 

Table 6 

Means and standard deviations of agreements to the following statements 

Statement Males Females Total 

 M        SD M SD M SD 

Social media advertising influences my buying 

behavior 

2.45 0.98 2.44 0.97 2.44 0.97 

I am more likely to buy a product/service 

advertised on social media than a product/service 

advertised on other media 

2.44 1.03 2.28 0.95 2.36 0.99 

I often buy a product/service that I see advertised 

on social media 

2.70 1.15 2.86 1.12 2.78 1.14 

Note. M = mean; SD = Standard Deviation 
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 As table 6 shows, the statement "I am more likely to buy a product/service advertised on 

social media than a product/service advertised on other media" had the lowest mean score, 

with a total of 2.36, which indicated that most of the participants agree with the statement. 

The mean between males and females was similar. However, males had a lower mean (2.44 > 

2.28), which suggests that males were more inclined to agree with the statements than 

females. The independent sample t-test demonstrated that there was no significant gender 

difference. 

 The statement "Social media advertising influences my buying behavior" had the second-

lowest mean score, with a total of 2.44. Females had a lower mean score than males (2.44 > 

2.45). However, the independent sample t-test indicated that the gender difference was no-

significant t(383)= 0.05, p > .05.  

 The statement  "I often buy a product/service that I see advertised on social media" had 

the highest mean score, with a total of 2.78, indicating that participants least agreed with that 

statement. The difference between males and females was no-significant t(383)= -1.39, p > 

.05. 

The linkage between attitude and buying behavior   

A Pearson correlation coefficient was conducted to further analyze the data gathered 

from the questionnaire. The Pearson correlation coefficient was used to examine whether 

there was a significant and positive relationship between the dependent variable, buying 

behavior, and independent variables, concerning social media advertising. Table 7 shows the 

correlation between the dependent and independent variables. 
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Table 7 

Pearson correlation between the dependent and independent variables 

Variable 1 2 3 4 5 6 

1. I believe that social media 

influences my buying behavior 

      

2. Attitude toward social media 

advertising 

.61**      

3. How likely are you to purchase a 

product/service advertised on social 

media 

.72** .70**     

4. I am more likely to buy a 

product/service advertised on social 

media than a product/service 

advertised on other media 

.74** .58** .67**    

5. I often buy a product/service that I 

see advertised on social media 

.69** .72** .75** .61**   

6. How often in the last month have 

you purchased a product/service that 

you saw advertised on social media 

-.41** -.38** -.45** -.31** -.51**  

Note. * Mean difference is significant at the .05 level 

 

As table 7 shows, a positive correlation was found between attitudes toward social 

media advertising and buying behavior, r(383) = .61, p<.001, indicating that attitudes toward 

social media advertising impact consumers' buying behavior. Furthermore, a positive 

correlation was found between how likely participants believed they were to purchase a 
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product/service advertised on social media and buying behavior r(383) = .72, p<.001. 

Additionally, a positive correlation was found between how participants responded to the 

question: I am more likely to buy a product/service advertised on social media than a 

product/service advertised on other media and buying behavior r(383) = .74, p<.001.  

Furthermore, a positive correlation was found between how often participants had 

purchased a product or a service advertised on social media and buying behavior r(383) = .69, 

p<.001. However, a negative correlation was found between how often participants had 

purchased a product or a service advertised on social media in the last month r(383) = -.41, 

p<.001. 

Linear regression was conducted to determine whether positive attitudes toward social 

media advertising, the likelihood of purchasing a product or a service advertised on social 

media, and how often individuals purchase a product or a service advertised on social media 

impacted consumers' buying behavior. The independent variables were five. The first one 

was the question regarding attitude toward social media advertising. The second one was, 

"How likely are you to purchase a product/service advertised on social media." Followed by 

"I am more likely to buy a product/service advertised on social media than a product/service 

advertised on other media" and "I often buy a product/service that I see advertised on social 

media." Finally, "How often have you purchased a product/service that you saw advertised on 

social media in the last month." 

Table 8 shows the correlation between the dependent variable concerning buying 

behavior and the independent variables concerning attitudes toward social media advertising. 
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Table 8 

Correlation summary between dependent and independent variables 

Variables  Model R R square 

  1 .81 .66 

Note. Predictors (constant), how likely are you to purchase a product/service advertised on 

social media? - I am more likely to buy a product/service advertised on social media than a 

product/service advertised on other media - I often buy a product/service that I see advertised 

on social media - how often in the last month have you purchased a product/service that you 

saw advertised on social media? - attitudes toward social media advertising 

 

 As displayed in table 8, the R-value for the correlation is R = 0.81, indicating that the 

five independent variables account for 81% of the variation in the values of buying behavior. 

ANOVA test was conducted to examine whether there was a significant difference between 

the five independent variables regarding social media and buying behavior. The results 

showed that the overall regression was statistically significant, R2= .66, F(5,376) = 147.40, p 

= <.001. 

 Furthermore, table 9 shows the results on whether all the independent variables 

significantly predicted distribution in the dependent variable. 
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Table 9 

Linear regression for variables predicting buying behavior 

Predictors B SE  ß t p 

Constant .52 .16  3.34 <.001 

Attitude toward social media advertising. .40 .04 .41 9.74 <.001 

How likely are you to purchase a 

product/service advertised on social 

media? 

.23 .05 .25 4.94 <.001 

I am more likely to buy a product/service 

advertised on social media than a 

product/service advertised on other 

media. 

.17 .05 .20 3.81 <.001 

I often buy a product/service that I see 

advertised on social media. 

.03 .05 .03 .70 .48 

How often in the last month have you 

purchased a product/service that you saw 

advertised on social media? 

-.074 .05 -.05 -1.56 .12 

Note. Dependent Variable: I believe that social media influences my buying behavior 

 

As displayed in table 9, two independent variables related to the frequency of 

purchasing a product or a service advertised on social media did not significantly predict 

participants buying behavior. The independent variables were "I often buy a product/service 

that I see advertised on social media" (p = .48) and "How often in the last month have you 

purchased a product/service that you saw advertised on social media" (p = .12).  
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Conversely, all the other variables significantly predicted participants buying 

behavior. Therefore, the results indicated that attitude toward social media advertising and the 

likelihood of purchasing a product or a service advertised on social media significantly 

increase buying behavior. The questions that related to the likelihood of buying a product or a 

service were: "How likely are you to purchase a product/service advertised on social media" 

and "I am more likely to buy a product/service advertised on social media than a 

product/service advertised on other media." 

Discussion 

 The current study elucidated attitudes toward social media advertising in terms of 

gender. The study aimed to examine both consumers' attitudes toward social media 

advertising and the impact of consumers' attitudes toward social media advertising on buying 

behavior from the consumer perspective in terms of gender.    

 Attitudes toward social media advertising have been well examined (Celebi, 2015; Eid et 

al., 2020; Kelly et al., 2013; Schlosser et al., 1999; Seock & Bailey, 2008; Taylor et al., 2011; 

Wolin & Korgaonkar, 2003). For example, Schlosser et al. (1999) examined attitudes toward 

digital advertising. Their results showed that one-third of the participants liked digital 

advertising, one-third disliked digital advertising, and one-third were neutral (Schlosser et al., 

1999). The results from the current study showed that 56.5% of the participants had either a 

very positive or a positive attitude toward social media advertising. On the other hand, 26.6% 

of the participants had neither a positive nor a negative attitude toward advertising on social 

media. Finally, 16.9% of the participants stated that they had a very negative or a negative 

attitude toward social media advertising. 

 Previous studies indicated that consumers' attitude toward advertising varies depending 

on advertising placement, consumers attitudes toward advertising seemed to be more positive 

when it appeared on social media (Taylor et al., 2011; Wolin & Korgaonkar, 2003). Similar 
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to previous findings, the current study results indicated that attitudes toward social media 

advertising were more positive than attitudes toward advertising regardless of media.  

 Additionally, previous studies have found that males had a more positive attitude toward 

advertising (Seock & Bailey, 2008; Wolin & Korgaonkar, 2003). However, the current 

study's findings were not consistent with previous studies. The current study found a no-

significant difference between males and females in attitudes toward advertising regardless of 

media. Similarly, the difference between males and females was not statistically significant 

between males and females, which is not consistent with previous studies that found a 

significant gender difference in attitudes toward social media advertising. Therefore, the first 

hypothesis was rejected. 

 Although age has not been extensively researched concerning attitudes toward social 

media advertising, the current study discovered results regarding age and attitude. The results 

displayed that participants aged 56 and older had a more positive attitude toward advertising, 

regardless of media, compared to other age groups. However, the results showed a no-

significant main effect for age concerning attitudes toward advertising irrespective of media.  

 In a previous study conducted by Taylor et al. (2011), it was revealed that social media 

users aged 19-24 had a more positive attitude toward social media advertising. The current 

study's findings were not consistent with previous studies. The present study found a no-

significant main effect for age concerning attitudes toward social media advertising. 

Subsequently, the second hypothesis of the current study was rejected. 

 The current study examined the effect of advertising placement on buying behavior by 

gender. The result indicated that participants were more likely to buy a product or a service 

advertised on social media compared to other media. Both males and females believed that 

advertising displayed on social media affected their buying behavior the most. However, the 

current study found a no-significant difference between males and females. The current 
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study's findings were inconsistent with a previous study conducted by Wolin & Korgaonkar 

(2003). Their findings suggested that males were more likely to purchase products or services 

after seeing web advertising (Wolin & Korgaonkar, 2003). 

 Previous studies have shown that social media advertising and consumers' attitudes 

toward them could impact buying behavior (Duffett, 2015; Hamouda, 2018; Mir, 2012; 

Powers et al., 2012). Consumers who had a positive attitude toward social media advertising 

were more likely to purchase a product or a service advertised on social media (Duffett, 

2015). In a previous study conducted by Powers et al. (2012), the results demonstrated that 

social media empowered consumers buying behavior. The current study findings were 

consistent with Powers et al. (2012). The current study indicated that both males and females 

believed social media advertising influenced their buying behavior. Additionally, the present 

study findings revealed no-significant gender difference. Therefore, it was apparent from the 

consumer perspective that social media advertising affects both males' and females' buying 

behavior. 

 Concerning whether participants were more likely to buy a product or a service 

advertised on social media than a product or a service advertised on other media, the current 

study results indicated that both males and females agreed with that statement. The current 

study results found no significant gender difference, which could be practical for companies 

worldwide to consider when deciding where to advertise a product or a service. Additionally, 

the current study results showed a no-significant gender difference concerning if they often 

purchased a product or a service advertised on social media. 

 A study conducted by Duffett (2015) discovered that consumers who had a positive 

attitude toward social media advertising were more likely to purchase a product or a service 

advertised on social media (Duffett, 2015). The main result from the current study was that a 

positive attitude toward social media advertising predicts consumers buying behavior. Thus, 
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the results from the current study supported the third hypothesis for the study. Additionally, 

the current study results demonstrated that the likelihood of purchasing a product or a service 

advertised on social media impacts consumers buying behavior. However, the frequency of 

purchasing a product or a service advertised on social media did not predict participants 

buying behavior. 

 The current study had several strengths. The study's main strength was that it was a 

cross-sectional study, with a high response rate (88%). Whereas the study was anonymous, 

participants were encouraged to answer the survey honestly. In addition, participants were 

gathered through participants' email addresses and a close family group on Facebook, having 

the effect that different individuals of all ages participated in the study. The gender 

distribution was relatively equal, with a total of 188 males (48.8%) and 197 females (51.2%). 

Furthermore, the age distribution of the participants was broad, which reflects the Icelandic 

population well. 

 The current study was not without limitations. Although recruiting participants through 

their email addresses and Facebook could strengthen the current study, it could also be 

considered a limitation. For instance, individuals who did not accept the offer to participate in 

the study, or those who did not answer the survey truthfully because they felt compelled to 

respond in a socially acceptable way, could have been a problem for the current study. It 

might have resulted in response bias on attitudes toward advertising regardless of media and 

social media advertising which could reduce the generalizability of the current study. In 

addition, the survey was self-reported; therefore, participants' answers may be subject to bias. 

Another limitation could be that the researcher developed a questionnaire used in the current 

study, so the results from the current study cannot entirely be compared with previous 

studies. 
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  Even though the current study had some limitations, it provided relevant information 

about Icelanders' attitudes toward social media advertising and its effect on buying behavior. 

The current study findings were significant for advertising development on social media. 

Inspecting the results from the current study as a whole, it is conspicuous that attitudes 

toward social media advertising affect buying behavior to a certain extent. The results 

indicated that the more positive attitude participants had toward social media advertising, the 

more significant impact it had on their buying behavior. 

 Therefore, companies need to consider how they pitch their advertisements and 

contribute to appealing to the right target group, influencing consumers' buying behavior. In 

addition, consumers' attitudes toward social media advertising must be important to 

companies, as consumers' attitudes influence their buying behavior. Thus, positive 

consumers' attitude toward social media advertising contributes to their buying behavior. 

 More research is necessary despite the increased knowledge of social media advertising, 

consumers' attitude toward it, and its effect on buying behavior. Although gender differences 

and age differences have been examined, it is worth investigating further. The findings from 

the current study indicate that there is no-significant difference between males and females in 

attitudes toward social media advertising. However, previous studies have found a difference 

between males and females. Therefore, further studies with a higher total of participants are 

needed to verify whether there is a difference between males and females concerning 

attitudes. Additionally, more research may be necessary to reconcile these differences.  

 Advertising effectiveness and differences in attitudes toward social media advertisements 

versus advertising on other media are also worth studying further. With the advent of social 

media, researchers and companies must know whether there is a significant difference 

between advertisements on different media to expect higher profits. Future research could 

utilize a more advanced measurement instrument with increased attitude variables, which 
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could then, to some extent, provide an even more precise and more detailed picture of the 

public attitude. In addition, future studies could aim to examine what causes individuals to 

have different attitudes. 
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