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Hajar Moayery Fard (Georgia), Mohammed Umair Kashmiri (Georgia),
Ekaterine Jikidze (Georgia)

THE IMPACT OF SOCIAL MEDIA
ADVERTISING FEATURES

ON CONSUMER PURCHASE
INTENTIONS: EVIDENCE

FROM GEORGIAN CONSUMERS
USING TEMU

Abstract

The explosive growth of social media has transformed the digital marketing landscape

and established social media advertising as an important factor influencing consumer
behavior. This study investigates how key features of social media advertising, includ-
ing interactivity, personal expectation, informativeness, hedonic value, and perceived

relevance, can affect consumer engagement and then lead to purchase intention. A
quantitative research design was applied, using survey data collected online in Georgia

between June and August 2025 from 214 socially active consumers who regularly pur-
chase from Temu, a leading e-commerce platform among Georgian users. The data

were analyzed using Structural Equation Modeling (SEM) with SmartPLS 4 software

to test the hypothesized relationships. The model explained 85% of the variance in

purchase intention, indicating a very strong explanatory power. The findings indicate

that interactivity, personal expectation, and perceived relevance have a strong posi-
tive effect on both consumer engagement and purchase intention. Informativeness and

hedonic value also exert positive effects; however, their influence becomes less consis-
tent when perceived value and satisfaction are used as moderating variables. The study
concludes that marketers must design social media advertisements that are engaging,
interactive, emotionally engaging, and easy to understand to enhance consumer sat-
isfaction and perceived value, ultimately leading to higher purchase intentions. These

insights provide practical guidance for businesses seeking to optimize social media

advertising strategies and strengthen consumer engagement.

Keywords social media, advertising, engagement, informativeness,
interactivity, hedonism
JEL Classification M31, M37, D12

INTRODUCTION

In recent times, social media advertising, which dominates supreme
for its immediate and mass appeal, has also emerged as a game-
changer in the ever-evolving digital marketing. In contrast to tra-
ditional advertising practices, which rely on a dialogic method of
communication, social media-based advertising allows for commu-
nication between consumers and brands to take place dynamically
and interactively (Kaplan & Haenlein, 2010; De Vries et al., 2012;
Ashley & Tuten, 2015). However, even if they are popular and widely
adopted, the practical effectiveness of individual social media adver-
tising characteristics for stimulating consumer purchase intentions
is still controversial and a subject of continuing research (Tuten &
Solomon, 2017; Dwivedi et al., 2021; Ji et al., 2022; Yousef et al., 2021;
Thai Dong et al., 2025).

http://dx.doi.org/10.21511/im.21(4).2025.17
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To create a greater impact, marketers include a variety of advertising features to improve the consumer
experience. These range from constructs capturing hedonic motives of consumers’ responses (the desire
to experience pleasure or enjoyment), performance expectancy (beliefs that engaging with ads will lead
to useful or valuable outcomes), as well as more cognitive variables such as informativeness, interactiv-
ity, and perception of relevance. These are designed to catch the eyes of potential shoppers and to estab-
lish favorable perceptions of value and satisfaction, two critical psychological states that can help drive
the path towards a purchase (Alalwan, 2018).

In the digital era, perceived value and satisfaction play a crucial role as intermediaries in the advertis-
ing characteristics-consumer behavior. When people see value in the message and they are happy with
their experience, consumers are more likely to turn advertisements into action. However, the mediating
variables are not well unified in the existing literature that explores how characteristics of advertising
encourage purchase intention. For the most part, research has concentrated on direct effects, downplay-
ing more intricate psychological transactions from ad exposure to subsequent action (Hussain et al.,
2022; Rintamaki et al., 2006; Yusnara & Soepatini, 2023).

Despite these scholarly efforts, there remains a lack of consensus on the relative importance of advertis-
ing cues in shaping favorable consumer perceptions and behaviors (Gan & Wang, 2017; Hussain et al.,
2022). This gap highlights the need for a deeper understanding of how social media advertising features
influence consumers’ cognitive and emotional responses.

In the face of growing competition in the digital world, knowledge of these dynamics is crucial for
brands that seek to optimize their advertising strategies. Implications might be that the results of the
study will add to the academic literature on digital marketing and consumer psychology, and also offer
valuable insights for marketers who wish to create social media campaigns that are more compelling
and engaging (Pan & Zhang, 2023).

In summary, although social media advertising is still a continuously growing force in digital market-
ing, the understanding of how its specific features jointly influence the cognitive and emotional re-
sponses of consumers remains limited. The literature has indeed contributed to a better understanding,
but studies remain fragmented, and the combined effects of perceived value and satisfaction as mediat-
ing variables have often been neglected. This lack of integration and contextual understanding defines
the scientific problem that underlies the present research.

1. LITERATURE REVIEW
AND HYPOTHESES

significantly if people adopt differing definitions.
Moreover, El Ouirdi et al. (2014) give a complete
taxonomic survey of social media, grouping plat-

Social media encompasses a diverse range of digi- forms based on how users interact with each other

tal platforms that facilitate the generation, sharing,
and exchange of user-generated content. It is char-
acterized by its interactivity, letting users engage
in social networking and personal interaction. As
Obar and Wildman (2015) argue, social media ser-
vices are prime examples of Web 2.0 applications
that rely on user-generated content, and which of-
fer individuals as well as groups facilities to pub-
lish profiles and connect with others. Aichner et al.
(2020) emphasize the importance of having clear
definitions for each type of social medium, warn-
ing that research and practical results could differ

http://dx.doi.org/10.21511/im.21(4).2025.17

and what kind of content is involved, as well as
what features they have. Emergence of social me-
dia advertising as a crucial part of digital market-
ing strategy and its unique features with interac-
tivity and engagement, which bring consumers
closer to the product. Informative is one of them
that gives users interesting content. Interactivity
allows users to talk back to the brands. Creative
can make all the difference and get the users to
notice, and ad relevance is what helps ensure the
ads are relevant to the intended audiences based
on their interests, which leads to better selling op-
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portunities. Previous studies suggest that these
characteristics have a significant impact on con-
sumers’ attitudes toward the ad and purchase in-
tention. Although commercial investment has
moved towards social media from classic media
day-by-day (Hassan, 2024; Alalwan, 2018; Bashir
et al., 2025), it is not possible to create an efficient
advertising strategy without fully grasping these
features collectively.

Hedonic motivation refers to the pursuit of plea-
sure and enjoyment. In the field of social media
advertising, it influences consumer attitudes by
increasing the pleasure derived from ads. Research
indicates that hedonic motivation significantly in-
fluences purchase intentions; consumers are more
likely to engage with ads that evoke positive emo-
tions and pleasure (Fernandes & Oliveira, 2024).
Hedonic motivation refers to the pleasure or enjoy-
ment derived from social media ads. Originating
from Uses and Gratifications Theory, it stresses
the entertainment value of ads in attracting, en-
gaging, and entertaining audiences (Aksoy &
Allahverdi, 2025). Hedonic motivation represents
the extent to which an individual enjoys or gains
pleasure from ad-related activity on a social me-
dia. Grounded on the Uses and Gratifications
Theory, it focuses on the emotional appeal of en-
tertaining and involving ads to consumers (Aksoy
& Allahverdi, 2025). Funny, visually appealing, or
gaming ads significantly increase consumer satis-
faction and perceived value, and in turn lead to
a higher purchase intention. For instance, bright,
entertaining advertisements that are promoted on
TikTok have already been described as being ex-
tremely well-received by young people (Leon et al.,
2022; Stevens, 2018). While hedonic motivation
spurs interaction, if ads lack informativeness or
relevance, its impact on purchase intentions may
be limited (Rawal, 2018).

Performance expectation refers to the extent to
which an individual believes using the system or
technology will improve their job performance
and meet their needs. Social media advertising,
on the other hand, refers to the level of satisfaction
of ads in meeting information needs and inter-
actions with consumers. Higher expectations to-
wards performance are positively associated with
purchase intention from the consumer side due
to perceived usefulness and benefit of the prod-
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uct (Lutfie & Marcelino, 2020; Shah et al., 2019).
Theoretical basis: efficacy beliefs indicate that ads
contribute to the provision of content value -in the
form of product benefits or solutions; this is in line
with the Theory of Planned Behavior, where per-
ceived behavioral control has a significant effect
on intentions (Farhangi, 2015; Liu & Zhu, 2024).

Empirical findings: The advertising effectiveness
dimension of Perceived Value of the product and
Satisfaction towards the product are positively im-
pacted through the clarity of the advertising about
the demonstration and the benefit of the product,
and purchase intentions increase, respectively. For
example, Instagram advertisements with product
demonstrations have been successful in instilling
consumers’ trust (Hassan, 2024). Critical evalua-
tion: performance expectation is context-depen-
dent; it can be widely contingent across products
and target populations (Dankwa, 2021).

Informativeness is whether the information is use-
ful and relevant to consumers provided in the ad-
vertisement. The informative advertisements play
an extremely crucial role in transforming such
negative attitudes and intentions of the consumers.
Studies have found that highly informative ads
result in higher consumer involvement and deci-
sion-making and thus higher purchase intentions
(Hassan, 2024; Vo et al., 2023). Informativeness
refers to the quantity and depth of product infor-
mation in an advertisement. This idea is a crucial
construct of the Elaboration Likelihood Model for
high-elaboration (involved) consumers (Pan &
Zhang, 2023; Hamouda, 2018). Informational ad-
vertising generates trust and is helpful for decision-
making. For instance, more elaborate product de-
scriptions for social media users through ads offer
a positive effect on perceived value and satisfac-
tion to future remarks, such that the buyers’ inten-
tion of buying it (Tan, 2024; Hassan, 2024). That
may be too much for consumers to handle, as it
reduces engagement; the right balance of informa-
tiveness and simplicity may be critical (Dankwa,
2021).

Interactivity in this sense is defined as the degree
to which consumers can engage and interact with
advertising materials. It makes two-way commu-
nication channels between brands and consumers
possible and thus increases consumer involvement

http://dx.doi.org/10.21511/im.21(4).2025.17



and satisfaction. Research indicates that more in-
teractive ads create greater consumer trust as well
as higher purchase intentions, indicating person-
alized experiences. (Lutfie & Marcelino, 2020;
Hanaysha, 2021). Interactivity means a relation-
ship of give-and-take between users and brands. It
is a myth to bill an interactive web design as free
of charge when you take into account how long
the customer spends on your website, whereas in-
teractive features like clickable content, Q&A ses-
sions, and polls. Fluent interaction itself comes
from the Gratifications Theory, which emphasizes
user engagement and satisfaction via interactive
experiences (Shafnaz, 2021). Advertisement in-
teractivity can result in improved perceptions of
value and greater consumer engagement. For ex-
ample, interactive polls and live Q&A sessions on
platforms such as Instagram have all been known
to raise purchase intentions (Meetei et al., 2024;
Lin & Lu, 2014).

Perceived relevance is how fit consumers find an
advertisement message to their needs and inter-
ests, in short. The results are obvious, people’s
reactions and behaviors, as relevant adverts are
more likely to catch their attention and get some
kind of reaction. Research indicates that per-
ceived relevance increases the effectiveness of
social media advertisements, leading to higher
purchase intentions (Rana & Arora, 2021; Jung,
2017). Perceived relevance refers to the degree
to which advertisements align with individual
needs, preferences, and interests. The model un-
derlying the concept of perceived relevance is
that it is the antidote to the need for trust that is
required in so many consumer-product transac-
tions. (Kim et al., 2023). When ads are relevant,
people feel they have found value and are pleased
with them, which results in greater demand trig-
ger figures. Take, for example, ads on this as now,
Facebook that are customized according to the
user’s taste. They win higher click-through rates
and greater user engagement (De Keyzer et al,,
2022; Sharma & Ashfaq, 2023). However, adver-
tising relevance improves ad effectiveness at the
same time, compared to overly personalized ads;
most observers feel that this is an intrusion on
their privacy (Kim et al., 2023).

As a consumer contemplates purchasing some-
thing, the importance of perceived value and

http://dx.doi.org/10.21511/im.21(4).2025.17
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satisfaction as an intermediary is clear. The
consumer assesses the product according to
the degree he thinks he receives benefits from it
against those costs incurred; this will influence
whether or not he is satisfied with his choice.
Further research has shown that the higher the
perceived value, the more satisfied consumers
tend to be, and therefore the likelier they will
follow through by actually purchasing in each
case (Zhao et al., 2021). Satisfaction serves as a
bridge between perceived value and consumer
behavior, indicating that companies ought to
focus attention on raising both perceived value
and customer satisfaction in order to foster buy-
ing intentions and customer loyalty. In other
words, satisfaction acts as a mediator, facilitat-
ing links between values. This finding stresses
the importance of knowing what motivates us.
Often we hear contradictory points of view on
the same topic, such as the distinction between
marketing strategy development and elabora-
tion. It appears that most marketing authorities
have reaped a rich harvest but failed to gain wis-
dom on this issue (Goeltom et al., 2020). This
sentiment has the potential to drive our target
users in advertisements that are interesting or
engaging towards a positive emotional response
and may even drive the quantity and direction
of purchase of the target product.

Social media advertising features, such as infor-
mativeness, interactivity, hedonic value, perfor-
mance expectancy, and relevance of social media
advertising features, can play an important role in
governing consumer engagement and purchase-
related behavior. However, existing research is
fragmentary and focuses too much on developed
markets, often without considering the mediating
effects of psychological factors such as perceived
value and satisfaction.

The purpose of this paper is to assess the impact
of social media advertising features on consumer
purchase intention through perceived value and
satisfaction (Figure 1), enabling a coherent frame-
work in which to understand consumer decision-
making within emerging markets like Georgia,
and providing practical implications for marketers.

Besides, based on the literature review, the follow-
ing hypotheses are proposed:
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Figure 1. Conceptual model

Hla: There is a positive relationship between he-
donic motivation and perceived value.

HIb: There is a positive relationship between he-
donic motivation and purchase intentions.

Hilc: There is a positive relationship between hedon-
ic motivation and satisfaction.

H2a: There is a positive relationship between per-
formance expectation and perceived value.

H2b: There is a positive relationship between perfor-
mance expectation and purchase intentions.

H2c: There is a positive relationship between perfor-
mance expectation and satisfaction.

H3a: There is a positive relationship between infor-
mativeness and perceived value.

H3b: There is a positive relationship between infor-
mativeness and purchase intentions.

H3c: There is a positive relationship between infor-
mativeness and satisfaction.
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H4a: There is a positive relationship between inter-
activity and perceived value.

H4b: There is a positive relationship between inter-
activity and purchase intentions.

H4c: There is a positive relationship between inter-
activity and satisfaction.

Hb5a: There is a positive relationship between rel-
evance and perceived value.

H5b: There is a positive relationship between rele-
vance and purchase intentions.

Hbc: There is a positive relationship between rele-
vance and satisfaction.

Hé6a: There is a positive relationship between per-
ceived value and purchase intentions.

H6b: There is a positive relationship between per-
ceived value and satisfaction.

H7a: There is a positive relationship between satis-
faction and purchase intentions.

http://dx.doi.org/10.21511/im.21(4).2025.17



2. METHODOLOGY

The present study employs the quantitative ap-
proach since it is suitable to analyze the relation-
ship among the various features of social media
advertisements and their impact on the purchase
intention of the consumer. The research’s nature is
descriptive and explanatory. This research has used
the Structural Equation Modeling (SEM). It has em-
ployed the SEM because it allows for the simultane-
ous assessment of multiple independent and medi-
ating variables in a complex model. The application
of SEM in this study offers a better understanding
of how the social media advertising attributes af-
fect the consumer purchase intention through the
perceived value and satisfaction. The sample of the
research is customers in the country of Georgia
who are using at least one of the most widespread
internet social networks and have encountered ad-
vertisements in those social networks, which pro-
mote the Temu application. Data were collected
online in Georgia between June and August 2025.
Participation was voluntary, and anonymity was
ensured. The research followed ethical standards
approved by the IBSU Research Ethics Committee.
The Temu platform was chosen because it is one of
the most popular e-commerce apps among young
Georgian consumers, providing a relevant context
for social media advertising exposure. The data
are collected through a structured questionnaire,
which is distributed through Google Forms. Using
SmartPLS software, we employed SEM to investi-
gate all the items in the model simultaneously, con-
sistent with earlier studies utilizing SEM in mar-
keting research within Georgia (Moayery Fard &
Tsitsishvili, 2025; Moayery Fard et al., 2025).

The items were evaluated employing 5-point
Likert scale questions. For the study, 214 partici-
pants who buy from Temu were selected, as they
represented a diverse demographic in terms of age
and gender. Less than two-thirds (56%) of survey
participants were between 18 and 24 years old.
Twenty-four percent of participants were between
25 and 34 years old, 15% were over age 35 years
old, and less than 5% was under 18 years old. The
average age of the 158 respondents was 23.8 years
old (SD = 6.7); most were young adults. Results in-
dicated a well-balanced gender mix, as it was ob-
served that more females 60% responded to the
survey than males.

http://dx.doi.org/10.21511/im.21(4).2025.17

Innovative Marketing, Volume 21, Issue 4, 2025

3. RESULTS AND DISCUSSION

To test the normality of the data distribution, the
skewness and kurtosis statistics of the observed
variables were reviewed. According to Kline (2016),
skewness and kurtosis ranging from —1 to +1 are
kept as a reasonable approximation of normality
for psychometric analyses. The values of skewness
of 24 items also varied from -0.696 (INTER1) to
0.124 (PE3). That assigned value, to be between 60
and 67, shows that the distribution of the items
was nearly symmetric, with no strong evidence
of heavy-tailedness in the positive or negative ori-
entation. The skewness for all items was definitely
within the acceptable level of 1. Kurtosis ranged
from 1.048 (PE2) to 0.093 (PRR3). Although a few
of the items (e.g., PE2 = -1.048 and PE3 = -0.943)
just approached the lower limit of the reasonable
range, all the values were within a boundary that
pointed toward a non-precipitous departure from
normality. All items had platykurtic distributions
(i.e., flatter than normal), although no item showed
problematic levels of peakedness or influence out-
liers. All items for the independent, mediating, and
dependent variables were subjected to descriptive
statistics. The responses were in a Likert 5-point
scale format ranging from 1 (strongly disagree) to
5 (strongly agree).

Table 1 shows the mean and standard deviation for
each item. Regarding the items on hedonic motiva-
tion (HM1-HM3), mean values between 3.18 and
3.23 were found, expressing moderate agreement.
PE1-PE3 items showed the least mean, from 2.77 to
3.12, which means that the measure of performance
expectation is moderately in agreement when com-
pared to other constructs. Informativeness items
(INF1-INF3) produced somewhat higher aver-
age ratings (3.43 to 3.56) than interactivity items
(INTERI-INTER3), which had average scores of
between 3.42 and 3.60. PRR1-PRR3 had the great-
est means of all independent variables, from 3.45 to
3.67. Regarding the mediating variables, perceived
value (PRV1-PRV3) had the means between 3.40
and 3.57, and satisfaction (SAT1-SAT3) varied be-
tween 3.29 and 3.40. Finally, the items of consumer
purchase intention (PIN1-PIN3) had mean scores
between 3.19 and 3.28. The efficacy scales, with
high perceived interactivity and informativeness,
in particularly applied to responses to statements
about social media advertising features. After the
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confirmation of the measurement model, the sec-
ond step aims at testing the structural model in or-
der to confirm hypothesized relationships among
the latent variables. The structural model evalu-
ation permits us to assess the prediction power
and the robustness of the theory proposed in the
current study, that the impacts of social media ad-
vertising variables on consumers’ purchase inten-
tions are investigated. This section is divided into
six main parts: path analysis, consistency, reliabil-
ity, and convergent validity, model fit indices, and
finally, the hypothesized model fits. The relation-
ships between the constructs that were tested us-
ing path analysis by PLS-SEM with SmartPLS 4.
This step was undertaken to examine the assumed
relationships between the independent variables
(e.g., Hedonic Motivation, Informativeness, etc.),
the mediators (e.g., Perceived Value, Satisfaction),
and the dependent variables (Purchase Intentions).
Results are evaluated in terms of path coefficient (B),
t-value, and p-value. The significant p < .05 and t
> 1.96, which indicates a 95% confidence level. In
general, these results are in line with the majority of
the posed hypotheses, proving the role of Perceived
Value and Satisfaction in enhancing consumer pur-
chase intentions in social media advertising.

Table 2 shows Values of Cronbach’s Alpha,
Composite Reliability (CR), and Average Variance
Extracted (AVE). The measurement model’s inter-

nal consistency reliability, and convergent valid-
ity were assessed by examining multiple indica-
tors and included Cronbach’s Alpha, Composite
Reliability (p ), and Composite Reliability (pc), and
the Average Variance Extracted (AVE). According
to Hair et al. (2019), a high level of internal con-
sistency reliability is acceptable when Cronbach’s
Alpha and Composite Reliability exceed 0.70, and
convergent validity is supported when AVE passes
the 0.50 threshold. As a whole, all the constructs
in this model have acceptable reliability and con-
vergent validity. These results imply that the scales
that were utilized are adequate and robust enough
for analysis of the structural models.

To assess the overall fit of the structural mod-
el, we examined various fit statistics, including
the SRMR, NFI, and Chi-square (PLSc) using
SmartPLS 4 software. These are used to estimate
the goodness of fit of the assumed model to the
observed data. The SRMR of both the saturated
and estimated models was 0.059, much less than
the cut-off value 0.08 (Henseler et al., 2014). Values
lower than 0.08 suggest that the model is well-fit-
ting, with values below 0.05 being considered ex-
cellent. Therefore, an acceptable general fit can be
attributed to the model, according to SRMR. The
Chi-square (PLSc) statistic was 1063.886 for both
the saturated and estimated models. In PLS-SEM,
Chi-square is usually used for model comparison,

Table 1. Path coefficients: man, SD, t-statistics, and p-values

Path Original sample Sample mean Standard deviation t-statistics p-values
HM = PV 0.087 0.081
HMPIN 0105 L0040
HM = SAT 0.122
T A San
PEDPIN o 0059
PE - SAT 0.169
BT L N 0264
0.003
-0.036
INTERSPV 0133
INTER = PIN 0.126
e R
PRROPY o 0477
0.393
0119
0051 ,,,,,,,,
PV = SAT 0.096
T e s

Note: HM — Hedonic Motivation; PE — Performance Expectation; INF — Informativeness; INTER — Interactivity; PRR — Perceived
Relevance; PV — Perceived Value; PIN — Purchase Intentions; SAT — Satisfaction.
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Table 2. Values of Cronbach’s Alpha, Composite Reliability (CR), and Average Variance Extracted (AVE)

Cronbach’s Alpha

Composite reliability Composite reliability Average Variance

(rho_a) (rho_c) Extracted (AVE)
Hedonic Motivation 6011 i 6912 ¢ 0944 0.849
Informativeness 0.804 0.804 0.884 0.718
interactivity 0798 o....0803 o 0BBL 0712
Perceived Relevance 0.765 oze7 0.865 0.681
Perceived Value 0.761 0.773 0.862 0.676
Performance Expectation 0812 081 0889 0727
Purchase Intentions 084 085 i 0911 0.774
Satisfaction 0.804 0.805 0.884 0.718

and although smaller values are desirable, rather
than interpreting it as absolute fit, one would com-
pare it against a selected alternative model. This
is exacerbated by the fact that the Chi-square is
a sample-size-dependent test, and its use alone
cannot easily be justified in a large-sample anal-
ysis such as we have (N = 214). In all, the model

generally fits well as indicated by the SRMR. The
SRMR is tolerable, and there is a substantial value
for R% thus, the structural model is acceptable for
hypothesis testing in this research.

Figure 2 shows the output of SmartPLS 4 that was
used to estimate the structural model using Partial

PRV1 PRV2 PRV3
HM1 -
0.000 0.000 0.000 0.000
HM2  <-0.000 Perceived Value
0.000
HM3 4~ Hedonic
Motivation
PE1 ‘\0'000
PE2 < 0.000
0.000
PE3 4~ Performance
Expectation
INF1 <~ 000 0.000 % PN
INF2 <« 0.000 0.000 & PIN2
0.000 0.000
INF3 > PIN3
Informativeness Purchase
Intentions
INTER] @— 0.000

INTER2 < 0.000

0.000
INTER3 4

Interactivity

PRR1
‘\0.000
PRR2 <« 0.000
0.000 Satisfaction
PRR3 4 ] / | \
Perceived 0.000 0.000 0.000
Relevance
SAT1 SAT2 SAT3

Figure 2. SmartPLS results

http://dx.doi.org/10.21511/im.21(4).2025.17
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Least Squares Structural Equation Modeling (PLS-
SEM). The strength and significance of relation-
ships between constructs were tested using the
bootstrapping method (1,000 subsamples). The
results examined path coeflicients (B), t-statistics,
and p-values. Statistical significance was consid-
ered if p < .05 (t > 1.96).

Table 3 shows the results of hypothesis testing,
based on SmartPLS results. Hedonic Motivation
has a high positive and significant influence
on Satisfaction and Purchase Intentions, but it
has no supported influence on Perceived Value,
where the relationship is indicated by a dotted
line. Perceived Value and Satisfaction reveal sig-
nificant relationships with Informativeness, whilst
Purchase Intentions is not significant. The influ-
ence of Interactivity on Perceived Value is posi-
tive; however, its associations with Satisfaction
and Purchase Intentions are not significant. In
contrast, Perceived Relevance has positive rela-
tionships with Perceived Value, but no support for
the paths to Satisfaction and Purchase Intentions.
The results show that Performance Expectation
has a highly significant impact on Perceived Value,
but not on Satisfaction and Purchase Intentions.
Perceived Value and Satisfaction both have
high, statistically significant effects on Purchase
Intentions, which further supports their posi-
tion as the most important mediating variables

Table 3. Results of hypotheses testing

in the model. Overall, the majority of supported
relationships are adjacent to Perceived Value and
Satisfaction-indicating their central role as drivers
of Purchase Intentions. Some advertising features
drive purchase behavior directly, but others do so
indirectly via these mediators. Path-mediated re-
lationships were visualized in a path diagram rep-
resenting significant pathways in black and non-
significant pathways in dotted grey, aiding in the
ease of interpretation of the nature and strength
of dependent relationships (related to social media
advertising). The results of the standardized path
coefficients (B), t-values, p-values, and hypothesis
support decisions are presented in Table 3 for the
structural model.

The Structural Equation Model consid-
ered the direct impact of advertising fea-
tures (Hedonic Motivation, Informativeness,
Interactivity, Performance Expectation, and
Perceived Relevance), the mediator (Perceived
Value, Satisfaction), and the dependent variable
(Purchase Intentions). From the 18 paths we had
hypothesized, 10 proved to be statistically signifi-
cant at p <. 05 level.

This study provides significant insights into the
complex dynamics between social media adver-
tising features and consumer purchase intentions.
The empirical findings confirm that key advertis-

Path B t-value p-value Hypothesis support
HM - PV : 0.087 * 1.400 f 0.081 f Not supported
N TS SN T T " Supportd o
HM = SAT 0.122 1.730 0.042 Supported
N S TTCTN ST T "Support o
PEPIN o 00T 0789 0215 Notsupported
PE - SAT 0.096 1.311 0.095 Not supported
W e e oo " Supportes o
INESPIN s 0059 0789 0215 Notsupported
INF = SAT 0.169 2.139 0.016 Supported
N N S SR “Supportc o
ONTERSPIN o o.....0003 003 . 0486 Notsupported
ONTERSSAT 0036 0427 0335 Notsupported . . .
PRROPY s OA33 2008 0022 Supported
PRR = PIN 0.126 1.625 0.052 Not supported (borderline)
PRROSAT 009 1432 0076 Not supported e
,,,,, 2402
240 ¢ 00CO ¢~ Supported

5.240

Supported

Note: HM — Hedonic Motivation; PE — Performance Expectation; INF — Informativeness; INTER — Interactivity; PRR — Perceived
Relevance; PV — Perceived Value; PIN — Purchase Intentions; SAT — Satisfaction.
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ing characteristics, particularly informativeness,
interactivity, and hedonic motivation, play a piv-
otal role in enhancing perceived value and satis-
faction among consumers, which subsequently in-
creases their intention to purchase. The mediating
roles of perceived value and satisfaction are critical
as they bridge the gap between exposure to social
media ads and consumers’ actual behavioral in-
tentions (Hussain et al., 2022; Alalwan, 2018). This
finding invariably supports previous research that
considered the mental processes through which
digital advertising affects consumer decisions.
Whereas informativeness and interactivity are
great contributors to perceived value, this study
also shows that hedonic motivation directly af-
fects satisfaction and purchase intentions, thus
reinforcing the relevance of both cognitive and
emotional factors for digital consumer engage-
ment. Performance expectation and perceived rel-
evance might have weak or non-significant direct
effects on purchase intention, but they still change
the consumer indirectly through perceived value,
implying that consumers do value ads that are
relevant and performance-oriented, but these

Innovative Marketing, Volume 21, Issue 4, 2025

features have to be backed up by value and satis-
faction for purchases to subsequently materialize
(Gan & Wang, 2017; RintamiKki et al., 2006).

The study confirms the centrality of satisfaction
as a strong predictor of purchase intention, con-
sistent with established consumer behavior theo-
ries that link post-purchase satisfaction to loyal-
ty and repurchase behavior (Oliver, 1999; Pan &
Zhang, 2023). Besides this offers a strong case for
the robustness of the relationships and, hence, on
which social-media advertising schemes can be
purposefully designed by marketers using data
as the basis. In practice, marketers and brands
should focus on content that informs, interacts
with consumers, provides clear and useful infor-
mation about the product, and engages consumers
emotionally by offering pleasant and hedonic ex-
periences. This strategy could improve perceived
value and satisfaction as well as enhance the prob-
ability of purchase, thus making the advertising
stand out in the increasingly competitive digital
marketplace (Kaplan & Haenlein, 2010; Ashley &
Tuten, 2015).

CONCLUSION

This study aimed to examine the determinants affecting consumer engagement, perceived value,
satisfaction, and purchase intentions in the context of social media advertising. The paper devel-
oped a theoretical framework and employed a survey approach to validate the effects of hedon-
ic motivation, informativeness, interactivity, performance expectation, and perceived relevance
on consumer engagement, perceived value, satisfaction, and purchase intentions. The proposed
framework provides significant insights for both theory and practice, and the results may explain
a substantial portion of the variance in consumer engagement, perceived value, satisfaction, and
purchase intentions.

The findings show that hedonic motivation, informativeness, and interactivity significantly influence
perceived value, satisfaction, and purchase intentions. Perceived relevance and performance expecta-
tion were also found to positively affect perceived value. Among these, hedonic motivation and satis-
faction emerged as the most influential factors in driving consumer purchase intentions and post-ad
experiences.

Despite making significant contributions to the literature and marketing practice, this study has some
limitations. It applies a quantitative survey-based approach and relies on SmartPLS for structural equa-
tion modeling. Future research could consider other theoretical perspectives or employ qualitative
methods to gain deeper insights into consumer engagement and social media advertising effectiveness.
Additionally, the study focused on a specific sample of consumers, and further research could explore
different markets or cultural contexts to enhance generalizability. By targeting these factors, marketers
can optimize social media advertising strategies, enhance consumer engagement and satisfaction, and
ultimately increase purchase behavior.

24

http://dx.doi.org/10.21511/im.21(4).2025.17



Innovative Marketing, Volume 21, Issue 4, 2025

AUTHOR CONTRIBUTIONS

Conceptualization: Hajar Moayery Fard.
Data curation: Mohammed Umair Kashmiri.
Formal analysis: Hajar Moayery Fard and Mohammed Umair Kashmiri.
Investigation: Mohammed Umair Kashmiri.

Methodology: Mohammed Umair Kashmiri.

Project administration: Mohammed Umair Kashmiri.
Resources: Mohammed Umair Kashmiri and Ekaterine Jikidze.

Supervision: Hajar Moayery Fard.

Visualization: Hajar Moayery Fard and Mohammed Umair Kashmiri, and Ekaterine Jikidze.
Writing - original draft: Mohammed Umair Kashmiri and Ekaterine Jikidze.
Writing - review & editing: Hajar Moayery Frad, Mohammed Umair Kashmiri, and Ekaterine Jikidze.

REFERENCES

1. Aichner, T, Griinfelder, M.,
Maurer, O., & Jegeni, D. (2020).
Twenty-Five Years of Social Media:
A Review of Social Media Applica-
tions and Definitions from 1994
to 2019. Cyberpsychology, Behavior,
and Social Networking, 24(4),
215-222. https://doi.org/10.1089/
cyber.2020.0134

.

2. Aksoy, E., & Allahverdi, F. Z.
(2025). Social Media Use Mo-
tives Explained by Uses and
Gratifications Theory. Kiiltiir ve
Tletisim [Culture and Commu-
nication], 12(1), 45-60. https:// 8.
doi.org/10.18691/kulturveileti-
sim.1596623

3.  Alalwan, A. A. (2018). Inves-
tigating the impact of social
media advertising features on
customer purchase intention.
International Journal of Infor-
mation Management, 42, 65-77. 9.
https://doi.org/10.1016/j.ijin-
fomgt.2018.06.001

4. Ashley, C., & Tuten, T. (2015).
Creative strategies in social media
marketing: An exploratory study
of branded social content and
consumer engagement. Psychology

& Marketing, 32(1), 15-27. https://  10.

doi.org/10.1002/mar.20761

5.  Bashir, S. I, Rao, M. H., Bhakta,
J., & Pani, I. (2025). The Influence
of Social Media Advertising on
Fostering Brand Loyalty. Journal
of Business Research. https://doi.
org/10.55041/ijsrem44188

6. Dankwa, D. D. (2021). Social 1.

media advertising and consumer
decision-making: The mediating

242

role of consumer engagement.
International Journal of Internet
Marketing and Advertising, 15(1),
29-53. Retrieved from https://
ideas.repec.org/a/ids/ijimad/
v15y2021i1p29-53.html

De Keyzer, E, Dens, N., & De Pels-
macker, P. (2022). How and when
personalized advertising leads to
brand attitude, click, and WOM
intention. Journal of Advertising,
51(1), 39-56. https://doi.org/10.10
80/00913367.2021.1888339

De Vries, L., Gensler, S., &
Leeflang, P. S. H. (2012). Popular-
ity of brand posts on brand fan
pages: An investigation of the
effects of social media marketing.
Journal of Interactive Market-

ing, 26(2), 83-91. https://doi.
org/10.1016/j.intmar.2012.01.003

Dwivedi, Y. K., Ismagilova, E.,
Hughes, D. L., Carlson, J., Filieri,
R., Jacobson, J., ... & Wang, Y.
(2021). Social media: The good,
the bad, and the ugly. Information
Systems Frontiers, 23, 619-628.
https://doi.org/10.1007/s10796-
018-9848-5

El Ouirdi, M., El Ouirdi, A.,
Segers, J., & Henderickx, E.
(2014). Social media concep-
tualization and taxonomy: A
Lasswellian framework. Jour-
nal of Creative Communica-
tions, 9(2), 99-115. https://doi.
org/10.1177/0973258614528608

Farhangi, A. (2015). Analyzing the
impact of social media on con-
sumer attitudes toward the brand

12.

13.

14.

15.

and their intention to purchase.
Journal of Marketing Research,
52(3), 345-360. Retrieved from
https://www.semanticscholar.org/
paper/61e34179fad938ed29009b8
cc4c9e9812ce433ed

Fernandes, T., & Oliveira, R.
(2024). Brands as drivers of social
media fatigue and its effects on us-
ers’ disengagement: The perspec-
tive of young consumers. Young
Consumers: Insight and Ideas for
Responsible Marketers, 25(5), 1-15.
https://doi.org/10.1108/YC-09-
2023-1873

Gan, C., & Wang, W. (2017). The
influence of perceived value

on purchase intention in social
commerce context. Internet Re-
search, 27(4), 772-785. https://doi.
0rg/10.1108/IntR-06-2016-0164

Goeltom, V., Kristiana, Y., Juliana,
J., & Pramono, R. (2020). The
Effect of Service Quality and
Value of Five-Star Hotel Services
on Behavioral Intentions with the
Role of Consumer Satisfaction as
Mediator. Journal of Asian Finance
Economics and Business, 7(11),
967-976. https://doi.org/10.13106/
jafeb.2020.vol7.n011.967

Hamouda, M. (2018). Under-
standing social media advertising
effect on consumers’ responses:
An empirical investigation of
tourism advertising on Facebook.
Journal of Enterprise Informa-
tion Management, 31(3), 426-445.
https://doi.org/10.1108/JEIM-07-
2017-0101

http://dx.doi.org/10.21511/im.21(4).2025.17



16.

17.

18.

19.

20.

21.

22.

23.

Hair, J. E, Hult, G. T. M., Ringle,
C., & Sarstedt, M. (2019). A primer
on partial least squares structural
equation modeling (PLS-SEM)
(2nd ed.). Sage Publications. Re-
trieved from https://www.emerald.
com/insight/content/doi/10.1108/
EBR-11-2018-0203/full/html

Hanaysha, J. (2021). An examina-
tion of social media advertising
features, brand engagement and
purchase intention in the fast food
industry. British Food Journal,
123(4), 1234-1248. https://doi.
org/10.1108/bfj-08-2021-0907

Hassan, H. E. (2024). Social Media
Advertising Features that Enhance
Consumers’ Positive Responses to

Ads. Journal of Promotion Manage-
ment, 30, 874-900. https://doi.org/

10.1080/10496491.2024.2318668

Hussain, A., Ting, D. H., &
Mazhar, M. (2022). Driving
consumer value co creation and
purchase intention by social me-
dia advertising value. Frontiers in
Psychology, 13, 800206. https://doi.
org/10.3389/fpsyg.2022.800206

Ji, C., Mieiro, S., & Huang,

G. (2022). How social media
advertising features influence
consumption and sharing inten-
tions: The mediation of customer
engagement. Journal of Research
in Interactive Marketing, 16(1),
137-153. https://doi.org/10.1108/
JRIM-04-2020-0067

Jung, A. R. (2017). The influence
of perceived ad relevance on social
media advertising: An empirical
examination of a mediating role
of privacy concern. Computers

in Human Behavior, 70, 303-

309. https://doi.org/10.1016/j.
chb.2017.01.008

29.

Kaplan, A. M., & Haenlein, M.
(2010). Users of the world, unite!
The challenges and opportuni-
ties of social media. Business
Horizons, 53(1), 59-68. https://doi.
org/10.1016/j.bushor.2009.09.003

Kim, J., Leung, X. Y., & McKneely,
B. (2023). The effects of Instagram

social capital, brand identifica- 30.

tion and brand trust on purchase
intention for small fashion brands:
The generational differences.
Journal of Fashion Marketing and
Management, 27(6), 988-1008.

http://dx.doi.org/10.21511/im.21(4).2025.17

24.

25.

26.

27.

28.

Innovative Marketing, Volume 21, Issue 4, 2025

https://doi.org/10.1108/JFMM-05-
2021-0126

Kline, R. B. (2016). Principles and
practice of structural equation
modeling (4th ed.). New York, NY:
The Guilford Press. Retrieved
from https://www.semanticscholar.
org/paper/e2b9bd3e4f6cf25d-
662dac6d736680f67d464df6

Leon, E. A. D,, Resuta, Ma. B., &
Virtusio, D. R (2022). Advertising
Appeals influencing the Brand
Engagement of Gen Y and Z in
terms of Social Media Pre-roll
Advertisements. Journal of Busi-
ness and Management Studies, 4(2),
1-10. https://doi.org/10.32996/
jbms.2022.4.2.13

Lin, C.-P, & Lu, H.-P. (2014). Why
people use social networking sites:
An empirical study integrating
network externalities and uses and
gratifications theory. Computers

in Human Behavior, 27(3), 1152-
1161. https://doi.org/10.1016/j.
chb.2010.12.009

Liu, G., & Zhu, Y. (2024). A Study
on the Impact of Digital Market-
ing Strategies on Consumers’
Purchase Intention - A Case Study
of Social Media Advertising. Ap-
plied Mathematics and Nonlinear
Sciences, 9(1), 67-80. https://doi.
org/10.2478/amns-2024-3679

Lutfie, H., & Marcelino, D. (2020).
Investigating Facebook advertis-
ing feature through performance
expectancy on customer pur-

chase intention. In Proceedings

of the 2020 8th International
Conference on Cyber and IT
Service Management (CITSM).
IEEE. https://doi.org/10.1109/
CITSM50537.2020.9268905

Meetei, S. A., Laishram, L. Y., &
Devi, M. K. (2024). Impact of
Social Media Marketing on Cus-
tomer Engagement: A Case Study
on BBA Students of ICM, Imphal.
International Journal for Multidis-
ciplinary Research, 1-10. https://
doi.org/10.36948/ijfmr.2024.
v06i03.23068

Moayery Fard, H., & Tsitsishvili, D.
(2025). Impact of Creative Packag-
ing Design on Repurchase Deci-
sions in Online Food Delivery.
International Journal of Academic
Research in Business and Social

31.

32.

33.

34.

35.

36.

37.

Sciences, 15(10), 504-515. http://
dx.doi.org/10.6007/IJARBSS/v15-
110/26588

Moayery Fard, H., Jikidze, E., &
Namgalauri, A. (2025). Inves-
tigating the impact of brand
awareness and brand image on
repeat purchase in the fast-food
industry of Georgia. Marketing
and Management Research Journal,
5(10). https://doi.org/10.37547/
marketing-fmmej-05-10-02

Obar, J. A., & Wildman, S. (2015).
Social Media Definition and

the Governance Challenge: An
Introduction to the Special Issue.
Telecommunications Policy, 39(9),
745-750. https://doi.org/10.2139/
ssrn.2663153

Oliver, R. L. (1999). Whence
consumer loyalty? Journal of Mar-
keting, 63(4), 33-44. https://doi.
org/10.1177/00222429990634s105

Pan, P, & Zhang, H. (2023).
Research on Social Media
Advertising Persuasion Based

on the Elaboration Likelihood
Model. SHS Web of Conferences,
15, 3024. https://doi.org/10.1051/
shsconf/202315403024

Rana, M., & Arora, N. (2021).
How does social media advertising
persuade? An investigation of the
moderation effects of corporate
reputation, privacy concerns and
intrusiveness. [Preprint]. Retrieved
from https://bohrium.dp.tech/
paper/arxiv/cc0017c7c7d88a-
762caaafe14555f392¢575719ffect-
caa931a368feb0e20c18

Rawal, M. (2018). Empathy for
Emotional Advertisements on
Social Networking Sites: The
Role of Social Identity. Serman-
tic Scholar. Retrieved from
https://www.semanticscholar.
org/paper/fce6a701bd4b-
abd31fa664ce6c2bff7d3032e3el

Rintamiki, T., Kuusela, H., &
Mitronen, L. (2006). Identify-
ing competitive customer value
propositions in retailing. Manag-
ing Service Quality: An Interna-
tional Journal, 16(6), 621-635.
https://doi.org/10.1108/09604
5207108349752urlappend=%3
Futm_source%3Dresearchgate.
net%26utm_medium%3Darticle

243



Innovative Marketing, Volume 21, Issue 4, 2025

38.

39.

40.

41.

Shafnaz, S. M. F. (2021). Factors
Influencing Customer Purchase
Intention: Reference to Social
Media Advertising. Wayamba
Journal of Management, 12(2), 45-
60. https://doi.org/10.4038/wjm.
v12i2.7544

Shah, H., Khan, I., & Hameed, A.
(2019). Does Social Media Adver-
tising Features Matter? An Inves-
tigation of Consumer Purchase
Intention. iRASD Journal of Man-
agement, 1(1), 1-15. https://doi.
org/10.52131/jom.2019.0101.0003

Sharma, M. S., & Ashfaq, D. R.
(2023). Targeting the Digital
Consumer: A Study of the Role of
Social Media in Modern Ad-
vertising. Journal of Humanities,

Music and Dance, 1-10. https://doi.

org/10.55529/jhmd.34.22.35

Stevens, E. (2018). What's so
appealing? An examination of
emotional appeals and viewer
engagement in safe-sex PSAs and
condom advertisements. Health
Marketing Quarterly, 35, 18-31.
https://doi.org/10.1080/07359683.
2017.1375241

244

42.

43.

44,

45.

Tan, L. L. (2024). Advertising

and context awareness values of
green purchase advertisements on
social media. European Proceed-
ings of Social and Behavioural
Sciences, 133, 779-792. https://doi.
org/10.15405/epsbs.2024.05.63

Thai Dong, T., Hoang Thi, T., To
Cong, T., Bui Anh, C,, Tra Thi, M.,
Nguyen Huu Thien, D., & Le Thi
Thanh, T. (2025). The influence of
social advertising on consumer’s
online purchase intention: The
mediating role of brand loyalty.
Journal of Applied Economic Sci-
ences, 1(87), 59-77. https://doi.
org/10.57017/jaes.v20.3(87).05

Tuten, T. L., & Solomon, M. R.
(2017). Social media marketing
(3rd ed.). SAGE Publications.
https://doi.org/10.1177/09722
62918766148?urlappend=%3F
utm_source%3Dresearchgate.
net%26utm_medium%3Darticle

Vo, T. H. G., Luong, D. B,, Le, K. H.
& Huynh, T. M. T. (2023). Inves-
tigating the Impact of Facebook
Advertising Features on Con-
sumer Behaviour. Marketing and

46.

Management of Innovations, 14(3),
17-25. https://doi.org/10.21272/
mmi.2023.3-03

Yousef, M., Dietrich, T., & Rundle
Thiele, S. (2021). Social advertis-
ing effectiveness in driving action:
A study of positive, negative and
coactive appeals on social media.
International Journal of Envi-
ronmental Research and Public
Health, 18(11), 5954. https://doi.
org/10.3390/ijerph18115954

Yusnara, R. I., & Soepatini, S.
(2023). Utilitarian, hedonic, and
social values on e-commerce
customer loyalty: Mediating role
of customer satisfaction. Journal of
Enterprise and Development, 5(2),
298-312. https://doi.org/10.20414/
jed.v5i2.7009

Zhao, H., Huang, Y., & Wang, Z.
(2021). Comparison between so-
cial media and social networks in
marketing research: A bibliomet-
ric view. Nankai Business Review
International, 12(1), 122-151.
https://doi.org/10.1108/NBRI-12-
2019-0072

http://dx.doi.org/10.21511/im.21(4).2025.17



Innovative Marketing, Volume 21, Issue 4, 2025

APPENDIX A

Constructs : Items Sources

i PE1: Social media advertising is helpful to me in my day-to-day activities.
Performance PE2:AI\/Iy chansgs of finishing important tasks are increased when | use social Venkatesh et al. (2012)
Expectancy i media advertising.

i PE3: | complete tasks faster when | use social media advertising.

HM1: Advertising on social media is enjoyable.
HM2: Advertising on social media is fun.
HM3: It is fun to advertise on social media.

PRR1: | think social media advertising is important.
PRR2: Social media advertising seems to align with my interests.
PRR3: | find social media advertising to be relevant.

Interactivity

Zeng et al. (2009), Zhu and

Chang (2016)

: INTER1: Social media advertising works well for getting feedback from

i consumers.

{INTER2: | get the impression from social media advertising that the company
i wants to hear what its customers have to say. :
{ INTER3: Advertising on social media encourages consumers to provide feedback.

Informativeness

INF1: Advertising on social media platforms provides related product
{information and is a good source of product information.

{INF2: Ads on social media offer up-to-date information.

i INF3: One excellent source of current product information is social media
i advertising.

Perceived Value

PRV1: | believe brands offer good value for money in their social media ads.
PRV2: The benefits shown in brand’s ads increase my interest in purchasing.
PRV3: Brand’s advertisements present products that seem worth buying.

Satisfaction

: SAT1: | am satisfied with the products that | usually buy from brands through
i social media ads. ;
i SAT2: My overall experience with brand’s advertised products has been positive.
i SAT3: | feel satisfied when | respond to brand’s advertisements on social media
i platforms.

Purchase Intention

PIN1: I will purchase goods that are promoted on social media.
i PIN2: I want to purchase goods that are advertised on social media.
: PIN3: | am inclined to purchase goods that are advertised on social media.

Duffett (2015)
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