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Abstract 
With the increased technological advancement, business improvement 

and popularity of social media the role of digital advertising is very 

crucial. Advertising as known influence on consumer behavior and 

creating positive or negative impact towards goods and services. The 

aim of the study was to analyze the relationship of belief factors 

(entertainment, credibility, irritation, good for economy and flow 

experience) that influence the use of advertising option among the 

university students. This study is first and filled the gap by examining 

the flow experience along with other belief factors like entertainment, 

credibility, irritation and good for economy on attitude towards online 

advertising, which has not been previously investigated together. 

Furthermore, past studies only mentioned its importance but not 

investigated. Survey method was employed and respondents were 

students. A total of 400questionnaire were distributed online among 

five public universities of Malaysia and 260questionnaires were 

received. In order to examine the hypothesis, this study used the 

structural equation modelling (SEM, AMOS). Results of the study 

revealed that of belief factors i-e entertainment, credibility, good for 

economy and flow experience had positive and significant effect on 

attitude on online advertising while irritation on the contrary, was 

found to have negative but significant effect on attitude on online 

advertising. The study highlights the important findings and 

recommends vital considerations for marketing managers and 

academicians regarding online advertisement.  

Keywords: Entertainment, Credibility, Irritation, Flow experience, SEM, 

University students 

 

Introduction 

In recent time, there has been proliferation of research efforts in trying to 

unearth those factors that determines the mechanism and effects of on 

line advertisement among scholars. Springing from these efforts a 

number researches centered on understanding the roles of played by the 

customers‘ beliefs and attitude as it affect the online advertisement 
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(Wang, Sun, Lei and Toncar, 2009).According to PWC, total internet 

advertising revenue will expected increasing of an 11.1%CAGE to reach 

US$260.4 billion by 2020, Malaysia‘s internet advertising is forecasted 

to grow at a CAGR of 12.7% between 2014 and 2019. The more recent 

emergent improvement provides optimism for marketers.  

 The research revealed that digital advertising creates brand 

awareness, and enhances brand reputation in the mind of consumers 

about the product and make positive attitudes regarding it (McCoy, 

Everard, Galletta, & Polak, 2004). However, there are some other 

perspectives, like, consumers find the internet advertising as nonsensical, 

uninformative, unfocused, and ineffective and consumers turn to ad-

blocking to overcome their angry over ads‘ impacts on their loading 

times and time of ads exposure consumption.  Furthermore, according to 

campaign UK, the opinion of half of consumers are digital advertising is 

invasive45%, distracting44%, annoying 62%. Globally, consumers 

perceived online advertising as not effectively (32% global consumers, 

21% global marketers)and online banner ads don‘t work(49% global 

consumers, 36% global marketers). Thus, they not return to the site 

because the digital advertising (McCoy et al., 2004).  

 With technology development, business improvement and 

increasing overwhelming popularity of use social media. The efficiency 

of digital advertising is still suffering and did not achieve the wanted 

targets. Advertising as known influence on consumer behavior and 

creating positive or negative impact towards goods and services. 

Furthermore, it is building image in the mind of consumers. However, 

most of digital advertising messages are skipped by consumers and not 

reach to them due to not getting benefits, through most consumers belong 

to generation Y. This phenomenon is cleared by notable their consumers 

‗preference turn to ad-blocking to overcome their angry over ads‘ 

impacts on loading times and data consumption. Moreover, some studies 

have documented that consumers despise these intrusive and annoying 

advertisement and they feel as violated and molested by their presence 

(McCoy et al., 2004).  

 However, both traditional media and social media help 

advertisers to evaluate the effectiveness of advertisements through some 

evidences such as numbers of click ads, writing comments, click ―like‖ 

and numbers of the E-purchasing or querying. Furthermore, there are 

many studies which searching in this fields like technology acceptance, 

participation, user evaluation through search engines, and these studies 

are attract both advertisers and academicians. 
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According to many studies that Asian are more responses to 

advertisings‘ social media compare to others like white American, 

Africa. Deposit all of them have similar trends in public acceptance 

/responses towards advertising social media. However, Asian have 

positive approach as well as understanding towards sharing, liking, 

buying through social media (Natarajan, Balakrishnan, Balasubramanian, 

& Manickavasagam, 2015). However, there is no much available 

empirical evidence research about Malaysia about beliefs, attitudes, and 

behaviors of Malaysia towards advertising through social media. 

In order to understand the Malaysian response towards 

advertisements‘ social media, this research has focused on 

advertisements considering both theoretical and practical perspectives. 

This study explore the relationships between believes, attitudes and 

behavior and social media advertisement within Malaysia students. 

 

Literature Review 

Entertainment 

Entertainment related how much interest consumers which indeed related 

the issue of pleasures which consumer sought (Cheng, Blankson, Wang, 

& Chen, 2009). While, Entertainment is defined by(Aqsa & Kartini, 

2015), is the ability of advertising to give amuse, pleasure or 

entertainment to consumers while inserting advertising information. 

Furthermore, defined perceived enjoyment by (Angela Hausman, Maria 

Soares, & Carlos Pinho, 2014) as the extent to which the use of a specific 

technology, in particular OSNs, is perceived to be enjoyable in its own 

right, regardless of any performance consequences that may be 

anticipated. (Angela Hausman et al., 2014) reveal that perceived 

enjoyment has positive impact on users' technology acceptance, thus, it 

seems to be as intrinsic motivation (Verhagen, Feldberg, Hooff, & 

Meents, 2008), which impact on intention to use Online Social Network 

Advertisement (OSN) (Angela Hausman et al., 2014).  

Furthermore, (Mahmoud, 2013) indicates that enjoyment as 

entertainment, fun, and interactive has significant influence on 

individuals‘ attitudes toward advertising social media with 0.35, P- value 

< 0.01, r = 0.382) thus, lead  consumers‘ responses towards  click on  

internet ads  . In addition, (Jamalzadeh, Behravan, & Masoudi, 2012) 

found out  that The path coefficient between perceived enjoyment and 

attitude toward using email- based advertising is positive effecting. This 

is in consistent with the findings of (Y. Wang & Sun, 2010b)regarding 

the impact of entertainment on attitudes toward online advertising and 

stated that advertisement  need to be interesting , enjoyable in a creative 
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way so it effects on  attitude toward advertisement and hold consumers‘ 

attention.  

Credibility 

Credibility in online advertising is defined as how the level of consumer 

confidence in online advertising (Aqsa & Kartini, 2015). Furthermore, 

(Ling, Piew, & Chai, 2010) identify advertising credibility as consumers‘ 

general perception towards the truthfulness, reliability, trustworthiness 

and believability of an advertisement. While it defend by  (Zabadi, 

Shura, & Elsayed, 2012) as the extent to which the consumer perceives 

claims made about the brand in the ad (advertisement) to be trustful and 

believable. In addition, credibility of advertising can affected by many 

items, such as message medium, knowledge and credible of source such 

as the company‘s credibility and the person who brings a message 

(influencers)(Mir & Rehman, 2013).  

By creating and showing branded content with social media 

influencers, brands can amplify their message while seducing their target 

audience (social time, 2015). However, the issue matter that consumers 

is driven by credibility and expertise, thus brands are looking for 

influencers who have a lot of knowledge about a topic and message 

sources (Wong.2014). Furthermore, the results of  (Mir & Rehman, 

2013) , (Zabadi et al., 2012) and (Islam, Kang, & Yang, 2013)support 

and concluded that positive correlation between consumers‘ perceived 

credibility of advertisement and consumers‘ overall attitude toward 

advertisement. 

 

Irritation 

Irritation means how easily consumer are irritated from digital 

advertising(Cheng et al., 2009). while defend by(Sinkovics, Pezderka, 

Haghirian, & others, 2012) as  the extent to which the web is messy and 

irritating to consumes. Furthermore, it is defined as one that is provoke, 

causing displeasure, and momentary impatience. Thus, it greats negative 

and shown to be caused by feeling irritation and ad avoidance more than 

ad dislike (Aaker & Bruzzone, 1985).  

Internet users‘ viewpoint that digital ads consider ads as 

unwelcome interruption when carried namely ―annoying, deceptive, and 

confusing‖. Furthermore, intrusive tactics advertisement utilize when 

grabbing of consumers‘ attention can be as ―annoying‖ to the 

audiences(C. Wang, Zhang, Choi, & D‘Eredita, 2002).  Moreover, when 

internet users see advertising as interfering with their goal oriented tasks 

for which they are present on Online advertisement, the ads are perceived 

as being annoying(Edwards, Li, & Lee, 2002). However, (Mahmoud, 

(2013) found out that irritation has negative significant with attitudes 
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towards online advertisement  in the Syrian society (estimate= –0.286, P-

value=0.000) and works to exert a direct effect on consumers‘ behavioral 

responses to leave the website that presents advertising. Moreover, 

(Dehghani, Niaki, Ramezani, & Sali, 2016) found that consumers ‗ 

perceived irritation negatively affects advertisement value.  

 

Good for Economy  

Pollay& Mittal (1993) suggest that the concept of good for economy 

―reflects the point of view that advertising speeds up the acceptance of 

new goods and technologies by consumers‘, fosters full employment, 

lowers the average productions‘ costs, encourages producers about 

healthy competition, and increases the standard of living on average. In 

addition, an essential view of advertising supporters is that advertising is 

the lifeblood of business(Y. Wang, Sun, Lei, & Toncar, 2009). Thus it 

gives consumers‘ information about products and services and supports 

them to improve customer‘s standard of living by providing individual‘s 

benefits (James & others, 2011). 

The economics of information theory as cited in (Eze & Lee, 

2012) suggests that advertising can provide information which leads to  

reduce cost and increasing the elastic the demand of products. This 

argument is also supported by a few prominent researchers(Y. Wang et 

al., 2009)(Pollay & Mittal, 1993) and (Y. Wang & Sun, 2010a). 

Therefore, it may be said that ‗good for economy‘ addresses the concrete 

economic effects of advertising for consumers‘ (James & others, 

2011),(Eze & Lee, 2012). 

Wang (2009) summarized that ‗good for economy‘ has 

positively related with consumers‘ attitude towards advertising. In other 

words, the more positive the credence in ‗good for economy‘, the more 

positive are customers‘ attitude towards advertising. And most of 

articles‘ conclusions(Eze & Lee, 2012), (Pollay & Mittal, 1993) and (Y. 

Wang & Sun, 2010a) are consistent with this statement ― people who 

believe online advertisement has a positive impact on the economy tend 

to have a positive attitude toward online advertisement.  

 

Attitude  

To get knowledge about this concept, first need to understand more about 

predisposition of human beings which means that human will respond to 

object or an idea or to number of things (Tsang, Ho, & Liang, 2004), so 

based on the human‘s predisposition, attitude can defined as ―an 

individual‘s favorable or unfavorable feelings and evaluations about 

performing a particular behavior(Mir & Rehman, 2013). Attitude is 

degree to which one has positive versus a negative evaluation of the 
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behavior and completely measured by setting differential scales such as 

pleasant, unpleasant, comfortable, uncomfortable, bad, good, wise, 

unwise etc(Albarracin, Johnson, Fishbein, & Muellerleile, 2001). In 

addition, the previous research, attitude is viewed as a function of affect, 

cognition, and behavior. 

Research shows that attitude is important factor for advertisers 

for many reasons (Järnefelt & others, 2013), First, attitudes toward 

advertising serves as a significant predictor of attitudes towards product. 

Second, attitude toward advertising is important indicators of advertising 

effectiveness. 

Many studies highlighted that positive attitude is more likely  to 

make online users to have positive behaviors (both online ads clicking 

and online shopping frequency) and vice versa (Y. Wang et al., 2009). 

For example, (Mahmoud, 2013) used reasonable action model, found  

that Syrian consumers ‗attitude as moderator is effected positively by 

beliefs (informative entertainment, good for economic, credibility ) thus 

effect on behavior to response toward internet advertising and the same 

time negatively relationship attitude with belief‘s Irritation and value 

corruption  which lead to leave the website 

 

Flow Experience 

The flow experience theory has been in the reality since four decades and 

during this period time, there have been a number of attempts to develop 

tools for measure flow experience‘s users. However, flow experience 

was put forward by (Csikszentmihalyi, 1990,p.4) as ―the state in which 

people are so involved in an activity that nothing else seems to matter; 

the experience itself is so enjoyable that people will do it even at great 

cost, for the sheer sake of doing it‖. And in 1975, Csikszentmihalyi 

defined flow as ‗‗the holistic experience that people feel when they act 

with total involvement‘‘(Y. P. Chang & Zhu, 2012). Another definition 

as an inherent condition in which an individual is completely engrossed 

―fully immersed‖ in what she or he is doing just for the sake of doing the 

activity itself‖ (Shin & Shin, 2011). By these definitions, it can be 

described as joining an action and awareness, high concentration, sense 

of control, loss of self-consciousness and time transformation. However, 

the existing flow experience suffers from two main limitations. First 

limitation is incomplete flow theory conceptualization. Second is Lack of 

clarity in term of dimensionality of considered flow experience 

conceptualization(Kaur, Dhir, & Rajala, 2016). 

Such scholars have pointed out flow experience as 

multidimensional, mentioned that it can be influenced by users‘ decisions 

associated with voluntary behavior such as continuation and loyalty 
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intentions among users. Hence, it can be considered as key factors 

affecting enhanced user participation or user retention. Chang& Zhu 

(2012), found in his paper which test the role of perceived social capital 

and flow experience in driving users to continue using SNS that flow 

experience has influence positively on users‘ satisfaction with SNS use 

(B=0.687, P<0.01). 

Chang, (2013) found on his title ―Examining users‘ intention to 

continue using social network game: A flow experience perspective‖ that 

flow experience plays a mediation role and produces indirect effect in 

continence intention to use social network games(C.-C. Chang, 2013). In 

this study, it focused how the relation between flows experience and 

attitude toward online advertisement.  

 

Conceptual framework 

Figure 1 shows the relationships between independent variables 

Entertainment, Credibility, Irritation, Good for Economy, Flow for 

Economy and dependent variable Attitude towards online advertisement.  

 

 
Figure 1: Conceptual framework 

 

Hypothesis of the study 

H1:There is positive significant relationship between entertainment and 

attitude towards on line advertisement among University students in 

Malaysia. 

H2: There is positive significant relationship between credibility and 

attitude towards on line advertisement among University students in 

Malaysia. 

H3: There is negative significant relationship between irritation and 

attitude towards on line advertisement among University students in 

Malaysia. 
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H4: There is positive relationship between Good for economy and 

attitude towards on line advertisement among University students in 

Malaysia. 

H5: There is positive significant relationship between flow experience 

and attitude towards on line advertisement among University students in 

Malaysia. 

 

Methodology 

Population applies to the whole group of interest that the researcher 

eventually intends to deduce about (Fielding et al., 2008). Population of 

this study consists of postgraduate students who are studying in public 

universities of Malaysia. 

The sample of this study includes students who study in five 

public universities of Malaysia including University Malaya (UM), 

University Technology Malaysia (UTM), , and University Putra 

Malaysia(UPM)  

According to Hair et al. (2006) sample size should follow the 

ratio of cases per study 5:1 at the minimum level which means that each 

single item should multiply 5 in order to obtain the minimum sample 

size. As such, the minimum sample of this study would be calculated as 

the number of items which are 28 multiple 5 equal to 140. 

 

Data Types and Source of Information 

Data can be acquired from two main sources including primary or 

secondary sources. Therefore, data is of two types: primary and 

secondary data. Primary data refers to those type of information that the 

researcher acquire firsthand while secondary data refers to information 

that is obtained from sources that are already existing such as company 

records, websites, the Internet and so on. In this study, the type of data is 

primary data and the source of data is individuals responding to self- 

administrative survey questionnaire.  

 

Data Collection Procedures and Measurement of Variables  

In this study, questionnaire is used for data collection. A questionnaire 

can be defined as a pre-formulated written set of questions to which 

respondents record their answer, often in rather nearly defined 

alternatives. It can be administered personally, electronically distributed 

or can be mailed to the respondents. In this study, questionnaire 

administered personally because all the completed responses collected 

within a short period of time. Further, respondent‘s possible doubts 

regarding the questions answered immediately. Moreover, questionnaires 
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distributed to the large number of the employees at the same time which 

is less expensive and more time efficient. 

Items for measuring Attitudes toward online Advertising are 

adopted from (Izquierdo-Yusta, Olarte-Pascual, & Reinares-Lara, 2015) 

and modified in order to be fit for this study. The scale consists of three 

items. While, items for measuring entertainment are adopted from (Y. 

Wang & Sun, 2010b) and the scale consists of four items. Credibility 

items are also adopted from(Y. Wang & Sun, 2010a) and the scale 

consists of three items. While items for measuring Irritation are adopted 

from  (Cho, Luong, & Vo, 2015)and(Sinkovics et al., 2012). Further, 

items for measuring Good for Economy are adopted from(Y. Wang & 

Sun, 2010a)(Y. Wang et al., 2009) the scale consists of three items. 

Moreover, items for measuring Flow Experience are adopted from (C.-C. 

Chang, 2013)and the scale consists of three items. Five-point Likert scale 

ranging from ―strongly disagree‖ (1) to ―strongly agree‖ (5) utilized to 

measure the respondent level of agreement with the posed items. 

Data Analysis Techniques 

After data acquired through questionnaire, data needs to be analyzed and 

screened properly. In this study, SPSS version 21.0 used for descriptive 

analysis and structural equation modelling was employed to test the 

hypothesis and Multiple regression analysis of relationships among the 

said variables. 

Data Analysis 

Descriptive statistics 

In order to test hypothesis structural equation modelling is applied. But 

before that it is important to ensure the reliability and validity of the 

constructs through Cronbach‘s alpha, factor loading, average variance 

extracted, convergent validity and discriminant validity.  Fornel and 

Larker 1981 showed that to ascertain the reliability of constructs AVE 

and constructs CR scores are important and table 1 confirms the validity 

of the constructs. The values of AVE should be greater than 0.50 as 

suggested by Bagozzi et al., (1998) to confirm the reliability of 

constructs, furthermore Cronbach alpha values are also greater than 0.70 

which further strengthen the validity of the constructs. 

Table 1: Construct Validity 

Construct Number of dimension Factor Loading AVE CR 
CB 
alpha 

Entertainment ENT1 0.84 0.70 0.90 0.82 

 
ENT2 0.90 

  
 

 
ENT3 0.85 

  
 

 ENT4 0.77    

Credibility CR1 0.58 0.55 0.78 0.72 

 CR2 0.85    

 CR3 0.78    
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Irritation IRR1 0.74 0.69 0.86 0.76 

 IRR2 0.80    

 IRR3 0.78    

Good for Economy GFE1 0.62 0.53 0.71 0.73 

 
GFE2 0.70 

  
 

 
GFE3 0.71 

  
 

Flow Economy FE1 0.66 0.52 0.72 0.79 

 
FE2 0.69 

  
 

Auto ATO1 0.81 0.63 0.84 0.81 

 
ATO2 0.73 

  
 

 
ATO3 0.85 

  
 

 

Table 2: Convergent and Discriminant Validity 
Constructs CR AVE MSV ASV 

FE 0.721 0.523 0.417 0.182 

ENT 0.906 0.707 0.551 0.231 

CR 0.785 0.555 0.277 0.150 

IRR 0.868 0.691 0.143 0.064 

GFE 0.717 0.539 0.375 0.160 

ATO 0.841 0.639 0.551 0.352 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 2: CFA  

The figure 2 depicts the confirmatory factor analysis that model fitness, 

which was suitable to processed for further analysis. 
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Table 3: Goodness of Fit CFA 

 

Table 4: Results of Hypothesis Testing 

No Hypothesis 
Unstandardized 

Estimates 
S.E C.R 

Standardized 

Estimates 

P-

Value 
Decision 

H1 ENTATO .411 .065 6.298 .401 0.001 Accepted 

H2 CR ATO .147 .072 2.045 .119 0.003 Accepted 

H3 IRRATO -.207 .057 
-

3.627 
-.178 0.005 Accepted 

H4 GFEATO .358 .085 4.211 .278 0.007 Accepted 

H5 FEATO .445 .120 3.717 .295 0.004 Accepted 

 

 

 
Figure 3:Structural Model 

 

Table 5: Goodness of Fit Structural Model 

 

Results of Structural Model 

Results of this study confirms the acceptance of H1, H2, H3, H4 and H5 

which can be seen in the figure 3. The results [GFI=.901; CFI.934; 

RMSEA=0.070; χ2/df =2.285] showed model appropriateness. The 

CFA GFI CFI RMSEA χ2/df 

All Variables 0.901 0.934 0.070 2.285 

Path GFI CFI RMSEA χ2/df 

All Variables 0.901 0.934 0.070 2.285 
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coefficient value of entertainment is .401 with t-value (4.211) and p-

value 0.001, which is stronger relation on advertisement among all other 

variables followed by flow experience .295 with t-value 3.717 and p-

value 0.004 and good for economy .278 with t-value 4.211 and p-value 

0.007 while the weakest relation is the credibility on advertisement 

which is .12 with t-value 2.045 and p-value 0.003.However, the relation 

of irritation on advertisement found to be negative with coefficient value 

-.178 with t-value -3.627 with p-value 0.005. some empirical evidences 

which also support our findings are;(Mahmoud, 2013)) found that 

enjoyment as entertainment, fun, and interactive has significant influence 

on individuals‘ attitudes toward advertising social media. In addition, 

also advocated the same and found out. (Aqsa & Kartini, 2015) 

advocated that majority of internet users have a high valuation for 

credibility in order to establish a good perception into the mind of 

consumers about online advertising. Moreover, (Mahmoud, (2013) found 

out that irritation has negative significant with attitudes in the Syrian 

society  and the substantial reason for consumers criticize digital 

advertising that it is related to  annoyance and irritation concepts which 

lead to general reduction of advertising successful (Ducoffe, 1996).  

Likewise, finding of this study is consistent with Wang (2009) who 

summarized that ‗good for economy‘ has positively related with 

consumers‘ attitude towards advertising. In other words, the more 

positive the credence in ‗good for economy‘, the more positive are 

customers‘ attitude towards advertising. Research shows that attitude is 

important factor for advertisers for many reasons (Järnefelt & others, 

2013), First, attitudes toward advertising serves as a significant predictor 

of attitudes towards product. Second, attitude toward advertising is 

important indicators of advertising effectiveness. Many studies 

highlighted that positive attitude is more likely to make online users to 

have positive behaviors (both online ads clicking and online shopping 

frequency) and vice versa (Y. Wang et al., 2009). 

Discussion and Conclusion 

This study contribution is that it has combined all the factors which has 

previously ignored by researchers and academia. This study filled the 

gap by adding up all the factors mentioned in literature which influence 

the attitude of online advertisement. More particularly the role of flow 

experience which has never been explored with the combination of such 

variables, and that is the contribution of this study. Moreover, Results 

portrays that except irritation all the variable (Entertainment, Credibility, 

Flow experience, Good for economy) have positive impact on attitude on 

online advertisement. While, irritation has negative effect on attitude on 

online advertisement. Irritation has negative relation with attitude on 
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online advertisement (Aaker & Bruzzone, 1985). Irritation means how 

easily consumer are irritated from digital advertising(Cheng et al., 2009). 

while defend by(Sinkovics et al., 2012) as  the extent to which the web is 

messy and irritating to consumes. Interesting finding of this study is that 

flow experience has positive relationship with attitude on online 

advertisement, previously it was not mentioned in literature but not 

explored. In this study the effect of flow experience is strong and 

statistically significant. Overall, the finding of this study is also 

consistent with various previous studies. 

Limitation and Future Recommendations  

This study focused on three public sector universities, nevertheless, the 

results can be improved by including other universities. Moreover, the 

sample size can be increased to see the different results. Furthermore, 

this is cross sectional study, it means data has been collected at single 

point of time. Therefore, longitudinal studies can be carried out to 

improve the results in future. Moreover, same study can be repeated with 

same framework in other service sectors like, hospitality sector etc.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Economics, Business and Management (EBM 2017) 

Journal of Managerial Sciences  140 Volume XI Number 03  

References 
Aaker, D. A., & Bruzzone, D. E. (1985). Causes of irritation in advertising. 

The Journal of Marketing, 47–57. 

Albarracin, D., Johnson, B. T., Fishbein, M., & Muellerleile, P. A. (2001). 

Theories of reasoned action and planned behavior as models of 

condom use: a meta-analysis. Psychological Bulletin, 127(1), 142. 

Angela Hausman, D., Maria Soares, A., & Carlos Pinho, J. (2014). 

Advertising in online social networks: the role of perceived 

enjoyment and social influence. Journal of Research in Interactive 

Marketing, 8(3), 245–263. 

Aqsa, M., & Kartini, D. (2015). Impact Of Online Advertising On Consumer 

Attitudes And Interests Buy Online (Survey On Students Of Internet 

Users In Makassar). International Journal Of Scientific & 

Technology Research,4(04), 230–236. 

Bagozzi, R. P., Yi, Y., & Nassen, K. D. (1998). Representation of 

measurement error in marketing variables: Review of approaches 

and extension to three-facet designs. Journal of 
Econometrics, 89(1), 393-421.  

Burns, K. S., & Lutz, R. J. (2006). The function of format: Consumer 

responses to six on-line advertising formats. Journal of Advertising, 

35(1), 53–63. 

Chang, C.-C. (2013). Examining users′ intention to continue using social 

network games: A flow experience perspective. Telematics and 

Informatics, 30(4), 311–321. 

Chang, Y. P., & Zhu, D. H. (2012). The role of perceived social capital and 

flow experience in building users‘ continuance intention to social 

networking sites in China. Computers in Human Behavior, 28(3), 

995–1001. 

Cheng, J. M.-S., Blankson, C., Wang, E. S.-T., & Chen, L. S.-L. (2009). 

Consumer attitudes and interactive digital advertising. International 
Journal of Advertising, 28(3), 501–525. 

Cho, J., Luong, B. D., & Vo, T. H. G. (2015). The impact of mobile 

advertising on Vietnamese consumer buying decision. International 
Journal of Research Studies in Management, 5(1). 

Csikszentmihalyi, M. (1990). Flow: The psychology of optimal 

performance. NY: Cambridge UniversityPress. 

Dehghani, M., Niaki, M. K., Ramezani, I., & Sali, R. (2016). Evaluating the 

influence of YouTube advertising for attraction of young customers. 

Computers in Human Behavior, 59, 165–172. 

Ducoffe, R. H. (1996). Advertising value and advertising on the web. 

Journal of Advertising Research, 36(5), 21. 

Edwards, S. M., Li, H., & Lee, J.-H. (2002). Forced exposure and 

psychological reactance: Antecedents and consequences of the 



Economics, Business and Management (EBM 2017) 

Journal of Managerial Sciences  141 Volume XI Number 03  

perceived intrusiveness of pop-up ads. Journal of Advertising, 

31(3), 83–95. 

Eze, U. C., & Lee, C. H. (2012). Consumers‘ attitude towards advertising. 

International Journal of Business and Management, 7(13), 94. 

Fornell, C., & Larcker, D. F. (1981). Evaluating structural equation models 

with unobservable variables and measurement error. Journal of 

marketing research, 39-50. 

 

Hair, J. F., Black, W. C., Babin, B. J., Anderson, R. E., & Tatham, R. L. 

(2006). Multivariate Data Analysis (6th ed.). Upper Saddle River, 

NJ: Pearson Prentice Hall.  

Islam, M., Kang, M., & Yang, S.-B. (2013). A Research to Identify the 

Relationship between Consumers‘ Attitude and Mobile Advertising. 

In PACIS (p. 39). 

Izquierdo-Yusta, A., Olarte-Pascual, C., & Reinares-Lara, E. (2015). 

Attitudes toward mobile advertising among users versus non-users 

of the mobile Internet. Telematics and Informatics, 32(2), 355–366. 

Jamalzadeh, M., Behravan, N., & Masoudi, R. (2012). An Empirical Study 

of Email-Based Advertisement and its Influence on Consumers‘ 

Attitude. International Review of Management and Marketing, 2(3), 

130. 

James, J. D., & others. (2011). Attitude toward advertising through sport: A 

theoretical framework. Sport Management Review, 14(1), 33–41. 

Järnefelt, P., & others. (2013). An empirical study on the adoption of mobile 

location-based advertising. 

Kaur, P., Dhir, A., & Rajala, R. (2016). Assessing flow experience in social 

networking site based brand communities. Computers in Human 

Behavior, 64, 217–225. 

Ling, K. C., Piew, T. H., & Chai, L. T. (2010). The determinants of 

consumers‘ attitude towards advertising. Canadian Social Science, 

6(4), 114–126. 

Mahmoud, A. B. (2013). Syrian consumers: beliefs, attitudes, and behavioral 

responses to internet advertising. Business: Theory and 
Practice/Verslas: Teorija Ir Praktika, 14(4), 297–307. 

McCoy, S., Everard, A., Galletta, D., & Polak, P. (2004). A study of the 

effects of online advertising: A focus on pop-up and in-line ads. 

SIGHCI 2004 Proceedings, 11. 

Mir, I. A., & Rehman, K. U. (2013). Factors affecting consumer attitudes 

and intentions toward user-generated product content on YouTube. 

Management & Marketing, 8(4), 637. 

Natarajan, T., Balakrishnan, J., Balasubramanian, S. A., & 

Manickavasagam, J. (2015). Examining beliefs, values and attitudes 

towards social media advertisements: results from India. 



Economics, Business and Management (EBM 2017) 

Journal of Managerial Sciences  142 Volume XI Number 03  

International Journal of Business Information Systems, 20(4), 427–

454. 

Pollay, R. W., & Mittal, B. (1993). Here‘s the beef: factors, determinants, 

and segments in consumer criticism of advertising. The Journal of 
Marketing, 99–114. 

Shin, D.-H., & Shin, Y.-J. (2011). Why do people play social network 

games? Computers in Human Behavior, 27(2), 852–861. 

Sinkovics, R. R., Pezderka, N., Haghirian, P., & others. (2012). 

Determinants of consumer perceptions toward mobile advertising—

a comparison between Japan and Austria. Journal of Interactive 
Marketing, 26(1), 21–32. 

Tsang, M. M., Ho, S.-C., & Liang, T.-P. (2004). Consumer attitudes toward 

mobile advertising: An empirical study. International Journal of 

Electronic Commerce, 8(3), 65–78. 

Verhagen, T., Feldberg, F., Hooff,  van den B., & Meents, S. (2008). 

Explaining user adoption of virtual worlds: towards a multipurpose 

motivational model. Serie Research Memoranda VU, 6, 37. 

Wang, C., Zhang, P., Choi, R., & D‘Eredita, M. (2002). Understanding 

consumers attitude toward advertising. AMCIS 2002 Proceedings, 

158. 

Wang, Y., & Sun, S. (2010a). Assessing beliefs, attitudes, and behavioral 

responses toward online advertising in three countries. International 

Business Review, 19(4), 333–344. 

Wang, Y., & Sun, S. (2010b). Examining the role of beliefs and attitudes in 

online advertising: A comparison between the USA and Romania. 

International Marketing Review, 27(1), 87–107. 

Wang, Y., Sun, S., Lei, W., & Toncar, M. (2009). Examining beliefs and 

attitudes toward online advertising among Chinese consumers. 

Direct Marketing: An International Journal, 3(1), 52–66. 

Zabadi, A. M. A., Shura, M., & Elsayed, E. A. (2012). Consumer attitudes 

toward SMS advertising among Jordanian users. International 

Journal of Marketing Studies, 4(1), 77. 

(social time, 2015) http://www.adweek.com/socialtimes/10-reasons-why-

influencer-marketing-is-the-next-big-thing/623407 

http://www.pwc.com/gx/en/industries/entertainment-

media/outlook/segment-insights/internet-advertising.html 

https://www.pwc.com/my/en/assets/publications/entertainment-media-

outlook-2015.pdf 
 

 

 

 

http://www.adweek.com/socialtimes/10-reasons-why-influencer-marketing-is-the-next-big-thing/623407
http://www.adweek.com/socialtimes/10-reasons-why-influencer-marketing-is-the-next-big-thing/623407
http://www.pwc.com/gx/en/industries/entertainment-media/outlook/segment-insights/internet-advertising.html
http://www.pwc.com/gx/en/industries/entertainment-media/outlook/segment-insights/internet-advertising.html
https://www.pwc.com/my/en/assets/publications/entertainment-media-outlook-2015.pdf
https://www.pwc.com/my/en/assets/publications/entertainment-media-outlook-2015.pdf

