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ABSTRACT  

In today's advertisement environment it gets constantly harder to catch consumers attention, 

especially the one of millennials. One promising form of online advertising is native advertising on 

social media. Therefore, the aim of this study is to investigate native advertising on social media and 

provide insights on the antecedents of native media advertising value as well as attitude towards the 

advertising, and the effect of this attitude on online purchase intention for millennials. 

This study takes a quantitative research approach, testing a structural equation model. The proposed 

structural equation model draws upon the Web Advertisement Model developed by Ducoffe (1996) 

and its extensions by Brackett and Carr (2001), Xu (2006), and Lee et al. (2017), as well as the Theory 

of Reasoned Action by Ajzen and Fishbein (1980). Demographic factors, social media platforms, as 

well as product involvement are further added as possible moderating variables. 

An online survey (N=419) with an integrated experiment, containing six different stimuli to 

manipulate the variables product involvement and social media platforms, was used to collect data. 

The model was estimated using Partial Least Squares. 

Results show four factors having a positive significant influence on the native advertising value; 

entertainment, informativeness, personalization and credibility. Further, the factors entertainment, 

personalization, and value do positively influence the attitude towards the native advertising. 

Informativeness and credibility do not show a significant effect. In both cases entertainment has the 

highest positive influence. Additionally, the attitude towards native advertising shows a positive 

significant effect on purchase intention. With a path coefficient of 0.654 this is the strongest 

relationship in the model. 

The relationship of informativeness to advertising value was significantly higher for the social 

networking sites, showing a moderating effect for social media platforms. For consumers with low 

product involvement, the effect of credibility to advertising value and personalization to advertising 

attitude is stronger than for the high product involvement group, which in turn showed a greater 

relationship for attitude towards the native advertising to purchase intention. Nevertheless, 

demographics did not show a moderating effect on the proposed relationships. 

By taking a closer look at native advertising on social media this study provides important 

implications for managers to create successful native advertising on social media and overcome the 

challenges of traditional online advertising. Additionally, this study can be used by other researchers 

to further investigate the area of native advertising on social media. 
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1. INTRODUCTION 

To underline the relevance of the topic this chapter will first outline its background and problem 

statement of the thesis. Moreover, the research objective and question is shown. Finally, an overview 

over the research outline will be given. 

1.1 Background & Problem Statement 

“If you know how to talk to the audience you will sell more” – Maria Marteleur (Head of 

Native Advertising and Commercial Editor at Dagens Industri, 2016)  

 

The ever-increasing importance of the Internet and social media in everyday life has a major impact 

on the communication opportunities for marketers. Consumers behavior changes rapidly due to the 

fast online transformation (Pescher et al., 2014) and particularly the generation of “digital natives” or 

millennials has an exhaustive use of technology (Crawford, 2011; Joy, 2012). Because of this and the 

comparatively low efficiency of traditional channels companies need to adapt to market trends and 

wishes (Pescher et al., 2014). One communication opportunity for marketers is online advertising 

which has become one of the most important advertising formats in recent years. It can be beneficial 

to both consumers and advertisers by reaching the target audience and thereby providing consumers 

with fast and accurate information about services and products (Becker-Olsen, 2003). Social media 

advertising is one type of online marketing and generated $10.87 in advertising revenue in 2015 and 

$23.6 billion are expected for 2018 (Statista, 2016a). According to the Social Media Industry Report 

2013, 86% of marketers are convinced that social media channels are important elements of their 

marketing strategy (Stelzner, 2013). 

However, in this new field, traditional types of online advertising like text, banner, or affiliate ads 

start to become less effective (Enders et al., 2008; Nogueira-Cortimiglia et al., 2011). People avoid 

advertising due to perceived advertising clutter (Cho & Cheon, 2004). Especially, millennials use ad 

blocking softwares or turn away from websites to block out unwanted advertising, when having a 

poor ad experience (Gottfried, 2015, Stuart, 2016). Further, to catch consumers attention with 

advertising gets increasingly harder for advertisers because consumers get exposed to advertisement 

online and especially on social media all the time (Yeu et al., 2013). Marketers must find new 

channels or redesign their marketing strategies to avoid ad blocking and avoidance (Guadagno, 2015).  
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More subtle forms of online and especially social media advertisements have become crucial 

(Campbell & Marks, 2015; Wojdynski & Evans, 2016). Marketers already adapt to these changes in 

the online environment by using a modified and subtler form of online advertising. This is referred 

to as ‘native advertising’ which is practically indistinguishable from the content around it. (Gottfried, 

2015). Since the term was conceptualized in 2011 the marketing and advertising industry has paid 

great attention to this form of advertising (Wang & Huang, 2017) in an effort to capture consumers’ 

attention (Gottfried, 2015).  

Native advertising has several definitions. In the context of social media, native advertising refers to 

sponsored content that consists of advertising messages designed to look like content posted by other 

users of a person's friends network. They are very similar in format and style and are embedded in a 

person's newsfeed (Shrum, 2012). Through sponsored content it is easier to reach target groups in a 

less obtrusive way than with traditional online advertising (Minton et al. 2012). The extensive use of 

social media further shows its importance for advertisers (Jung, 2017). Smartphone usage level 

among millennials is very high and suggests a positive outlook for sponsored posts on mobile social 

media streams which have grown substantially in recent years (eMarketer, 2016). Especially, on their 

mobile phones, millennials want in-feed native ads which enhances their user experience (Stuart, 

2016). In addition, sponsored content is forecasted to be the fastest-growing native advertising format 

in the next five years and to remain dominant over all native advertising spending through 2021. 

Therefore, native advertising has become one of the primary revenue sources on social media 

(Boland, 2016). Instagram, which is one of the most used applications by millennials (Statista, 2018a) 

not only offers the possibility of sponsored posts, but since 2017 also sponsored stories and 

“partnerships posts”, as marketing tools. This means millennials are exposed to native advertising 

more than ever (Ha, 2017). 

Matteo and dal Zotto (2015) indicate that native advertising increases the quality of the advertising 

messages compared to traditional advertising, while reducing the risk of being perceived as 

manipulative. Sponsored advertising integrated into a user's streams can be customized based on a 

user’s web browsing and search history, and personal information. Therefore, it is more reliable in 

terms of consumer targeting compared to banner advertising (Margarida Barreto, 2013). Effective 

native advertising is not fundamentally based on secrecy or deception. The emergence of native 

advertising offers brands the opportunity to serve desired and relevant information to a broad, open-

minded audience (Campbell & Marks, 2015). Native advertising is an effective solution to capture 

users’ attention because native ads get twice of the visual focus of a banner ad. And when done well 
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it improves millennials perception of the site or advertiser (Stuart, 2016). To gain online attention 

and be successful, it is critical for any brand to formulate a coherent native advertising strategy on 

social media. Therefore, the value of native advertising on social media as well as the attitudes 

towards it are of great interest to organizations, academics and managers (Saxena & Khanna, 2013). 

 

Several studies have investigated the effect of advertising on social media. The antecedents of social 

media advertising value, and the influence of the value on online purchase intention have been studied 

comparing different social media platforms (Van-Tien Dao et al., 2014) or with a specific focus on 

YouTube (Dehghani et al., 2015). Murillo (2016) measured the perceived advertising value of Twitter 

ads on Mexican millennials. Others examined the attitude towards social media advertising on 

Facebook and Twitter for the hotel industry (Leung et al., 2015) or the influence of personalization 

on brand attitude and click intention (De Keyzer et al., 2015). However, the majority of these studies 

are limited to one social media platform and neither of them did make a difference among the distinct 

forms of social media advertising. Therefore, their results do for example also include banner ads or 

organic posts and cannot be generalized for native advertising. 

Previous studies on native advertising have examined the effects of placing native ads on news media 

and their impact on media and organization credibility (Wu et al., 2016), the impact of native ads on 

ad avoidance and ad blindness (Cramer, 2015) or the deception and recognition of consumers (Bortree 

et al. 2016; Hwang & Jeong 2016; Sahni & Nair 2016; Wojdynski & Evans 2016). Studies have tested 

the effect of sponsored ads in online editorial content in contrast to banner ads, comparing 

effectiveness (Sharethrough, 2016) information and irritation (Tutaj & van Reijmersdal, 2012). 

There are hardly any studies dealing with native advertising on social media in the research literature. 

Earlier studies compared the role of native advertising non-intrusiveness with that of native 

advertising manipulativeness in predicting consumers’ attitude toward native advertising (Lee et al., 

2016) or tested the impact of social media characteristics on native ad effectiveness (Wang & Huang, 

2017). Lin & Kim (2016) used the Technology Acceptance Model to test how intrusiveness and 

privacy concerns would affect the attitude and purchase intention. Although, these studies investigate 

the impact of native advertising on social media, native advertising has been approached as a static 

variable. No research examined the influence different attributes of native advertising could have. 

This is surprising in spite of the growing marketing spending of native advertising on social media.  
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Scientific research has so far mainly looked at native advertising in editorial context such as news or 

entertainment websites. It is not only important to extend research to social media due to the 

characteristics of native advertising, but also because of the different ways in which people approach 

social media compared to regular websites. There are big differences in underlying motives between 

social media and regular websites. While people's use of regular websites appears to be driven by 

information seeking purposes they seem to use social media for the fulfilling of their personal need 

for communication, entertainment and self-expression (Kalmus et al., 2011). Therefore, the influence 

of native advertising could be different for social media than for regular websites. 

Moreover, the topic of native advertising has so far been considered rather unstructured. In addition 

to the inconsistent use of definition and terms, this also means that organizations lack sufficient 

knowledge about the effective use of native advertising. So far, they rarely have strategies or tools 

for it, even though the presentation of the current challenges of online advertising illustrates the high 

relevance of social media and especially native advertising for companies.  

When developing an advertising strategy there can be various goals advertisers seek to achieve. One 

of the most important and ultimate ones is purchase intention (Cramphorn & Meyer 2009). With the 

use of native advertising on social media becoming increasingly popular with advertisers, the question 

arises which attributes of native advertising will directly or indirectly lead to a purchase intention and 

therefore, to a successful campaign. 

1.2 Research Objective & Question 

This study represents an attempt to address the research deficit. Besides contributing to the current 

literature of native advertising, this study will provide insights to optimize the process and outcomes 

of native advertising campaigns. By informing managers of whether and how they can employ native 

ads as a strategic tool, it will help them to be able to gain a competitive advantage. 

Therefore, the aim of this research is to identify the antecedents of native advertising value and 

attitude towards native advertising more carefully, thereby determining the factors that develop 

purchase intention and moderate the different relationships.  

There is a variety of possible influencing factors contributing to the advertising value and attitude 

towards advertising. Ducoffe (1996) proposed entertainment and informativeness to have a positive 

influence on advertising value as well as entertainment to have one on attitude towards advertising 

when developing the Web Advertising Model. Brackett and Carr (2001) later extended the model by 
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adding the relationship of credibility to advertising value and the relationship of informativeness and 

credibility on attitude towards advertising.  

Entertainment, informativeness and credibility are also mentioned to lead to a higher value and 

positive attitude for native advertising in editorial content and social media advertisement (Tutaj & 

van Reijmersdal, 2012; Van-Tien Dao et al., 2014). Regarding social media, personalized advertising 

could lead to a higher value and positive attitude because of the targeting options for companies (Tran, 

2017). This relationship was already shown for mobile advertisement (Lee et al., 2017). 

The Web Advertisement Model by Ducoffe (1996) and its extensions (Brackett & Carr, 2001; Xu, 

2006; Lee et al., 2017) seem suitable to investigate the issue. Combined with the Theory of Reasoned 

Action by Ajzen and Fishbein (1980) it is possible to propose a positive relationship of attitude 

towards native advertising and purchase intention.   

On one hand it is important to investigate which influencing factors can be used and which are 

important in the case of native advertising. On the other hand, it is of relevance to see if factors 

moderate the relationships. The concept of involvement is known to influence the ways in which 

advertising is processed by consumers (Cauberghe & De Pelsmacker, 2010). Moreover, research has 

shown that there can be different behaviors and reactions towards advertising among various 

demographic variables (Gilbert & Warren, 1995, Brackett and Carr, 2001, Kaasinen, 2003, Karjaluoto 

et al., 2008). Additionally, the type of social media as well as social media characteristics have been 

shown to influence consumers perception of advertisement on social media (Prendergast et al., 2009, 

Van-Tien Dao et al., 2014, Wang & Huang, 2017). Thus, product involvement, relevant 

demographics, as well as the type of social media will be added as moderating effect. All variables 

will be integrated into a comprehensive model that can provide a clear understanding of the impact 

of native advertising on social media. This leads to the following research question:  

 

“What are the different factors influencing the value, attitude and purchase intention towards 

native advertising and how are these relationships moderated by different types of social media, 

product involvement as well as relevant demographics in the case of social media?” 

 

This studies aim is to provide managers with advice on how to create a successful advertising 

campaign in knowing the right attributes, who to target and which platform to use, to ultimately 

increase the purchase intention of consumers. Factors such as privacy concerns, ad avoidance or 

manipulation will not be included since they evaluate the format in general. Additionally, those have 
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been studied in the context of native advertising on social media before (e.g. Lee et al., 2016; Wang 

& Huang, 2017) and it would extend the proposed research model. 

Whether the theoretically derived relationships of the developed model exist in reality, will be 

investigated on the basis of empirical research in order to make general statements. From the results, 

implications for marketing practice can be derived. 

1.3 Research Outline 

To answer the proposed research question. The study will be structured as followed (see Figure 1). 

The introduction already gave a first overview about the topic and underlined its relevance and 

research gap. Moreover, the objectives and research questions were introduced. Next to the 

introduction and conclusion the study is divided into five main parts roughly described below. 

First, the theoretical background will provide the reader with all relevant terms and definition that are 

important to understand the topic of native advertising. The topics of online advertising, social media, 

as well as native advertising will be introduced. These theoretical foundations further serves as 

foundation for the development of the conceptual framework  

Second, the conceptual framework is outlined and presented. To close the identified research gap and 

contribute to the literature of native advertising on social media, models and theories from various 

research disciplines are used to provide a framework for conceptualizing a native advertising impact 

model. In this section, all relevant factors and theories to understand the proposed research model are 

explained and justified. Hypotheses are developed and formulated, and the final research model is 

presented at the end of the chapter.  

Third, the methodology of this research is presented. Including the presentation of the research 

approach, strategy and method, as well as the operationalization and experiment.  

Fourth, this is followed by the empirical analysis and results. Consisting of data cleansing, 

manipulation check, as well as a descriptive evaluation. Further, the research model is assessed by 

using SmartPLS and all results concerning the hypothesis are presented.  

Fifth, to reflect upon and to interpret the obtained results a discussion is presented. This shows the 

results in terms of native advertising on social media. Moreover, limitations of the study are 

addressed.   

Finally, a conclusion is presented to sum up the research, as well as to give future research suggestions 

and managerial implications.  
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                FIGURE 1. Research Outline (own creation) 
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2. THEORETICAL BACKGROUND 

In the following, the theoretical fundamentals that are necessary for understanding and implementing 

the planned methodological procedure and answering the research question are considered. 

To understand the context of this research, this section will give a definition of online advertising, 

social media, and native advertising. This will lay the foundation for developing a conceptual 

framework. As stated in the introduction, the purpose of this thesis is for manages to understand 

which attributes of native advertising lead to positive attitudes and behaviors. Therefore, the 

framework includes the factors personalization, credibility, informativeness and entertainment which 

determine the advertising value, attitude towards advertising, and purchase intention for native 

advertising. To show if these relationships are moderated by other factors, level of product 

involvement, demographics, and types of social media platforms are included. 

This theoretical background touches upon three separate theoretical fields, with native advertising 

being the core of this thesis. In order to understand its importance and development, the other 

theoretical parts will come first and native advertising will be at the end of the chapter. The theoretical 

field of online advertising will be discussed first. This will provide a clarification of how online 

advertising differs from traditional advertising, its evolution and why it is central to most companies. 

Further social media, which is one of the most used online advertising tools, will be described. This 

study aims at investigating native advertising on social media. Thus, it is relevant to know the 

different types of social media, their users, and how companies can take advantage of social media 

especially with social media advertising. 

After the introduction of the relevant theoretical fields necessary to understand native advertising on 

social media, native advertising will be included as the last part of the theoretical backgrounds. 

Because there are different forms of native advertising it is important to define native advertising in 

the context of this thesis as well as to illustrate what advantages it has. This will be applied to 

understand why native advertising might be more successful right now than traditional advertising or 

other forms of online advertising. Collectively, the three theoretical fields enable to understand the 

development and importance of online- and especially native advertising on social media and set the 

base for the development of the conceptual framework and for being able to answer the research 

question. 
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2.1 Online Advertising 

In 1994, the use of online advertising started. At that time Hotwired.com showed the first banner 

advertising for AT&T (Hollis, 2005). Throughout the years the Internet became an important 

advertising medium for companies, and many new forms of online advertising have emerged (De 

Haan et al., 2015). To answer the research question in the best way possible it is necessary to 

understand online advertising and its attributes. Since native advertising is one form of it, it is legit 

to assume that some characteristics will apply to native advertising as well. However, it is important 

to be able to distinguish native advertising from other forms of online advertising. As a result of this, 

the following section describes the evolution of online advertising as well as its opportunities and 

challenges for companies. 

1.1.1 Evolution of Online Advertising 

Advertising is goal-oriented and helps to inform and influence people with certain advertising 

materials (Meffert, 2000; Nieschlag et al.,1997). In the perspective of communication theory, 

advertising is a special form of communication (Wamser, 2000). The main purpose of online 

advertising is to communicate information about the company itself (corporate advertising) or its 

products (product advertising) (Tiedtke, 2000). Special about Internet-based advertising is it’s mainly 

so-called advertising on demand. In contrast to traditional advertising the consumer can decide on 

demand on which advertising he or she is looking closer. The companies merely provide the 

information and the retrieval of advertisements takes place at the initiative of consumers, giving them 

the opportunity to determine the scope and depth of information themselves (Siegle, 2013). 

Since the appearance of banner ads in 1994 (DoubleClick, 2005), it took some time for industry and 

academic researchers to study the area of online advertising. The first research article on online 

advertising was published by Berthon et al. in 1996 on evaluating the WWW as an advertising 

medium published in the Journal of Advertising Research. Since then online advertising got a lot of 

attention (Ha, 2008) and various formats emerged trying to find more effective forms, moving from 

static banners to interactive audiovisual ads (Li & Lo, 2015). There are forms such as display ads, 

search engine ads, search engine marketing, E-Mail marketing, social media marketing or native 

advertising (Kim et al., 2010). 

This development and the many different forms, not only reflect user demands, but also the rapid 

evolution of interactive technologies that can effectively distribute commercial messages, e.g., social 
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media, high-speed Internet or mobile devices (Hussain & Lasage, 2013). Ads used to be served 

directly by the website’s owner following a one-size-fits-all approach. This has changed in recent 

years due to the gradual introduction of intermediary companies, which have extensive capabilities 

to track and profile users web-browsing activity and therefore enables more effective, tailor-made 

advertising services. Thus, online advertising has become increasingly widespread and personalized 

(Parra-Arnau et al., 2017). Because of the increasing personalization, web advertisement becomes 

more relevant to consumers (Ducoffe, 1996; Zhau & Bao, 2002). 

1.1.2 Online Advertising for Companies 

The purpose of online advertising is to increase the sales of a service or product. Therefore, marketing 

managers use different channels demonstrating their advertising. Online advertising is now a popular 

way to deliver the product information to consumers, increasing its informativeness, credibility and 

entertainment value for the viewers. When viewers have great experiences on watching 

advertisements, they may have greater intention to buy and positive attitudes towards the advertising 

(Yang et al., 2017). Due to this development online advertising challenges traditional advertising 

media and will represent more than 44% of total global advertising spending in 2020 (Statista, 2018b). 

Advertising has evolved from a mass-media marketplace to one driven by mobile and digital media. 

This is the result of changing consumer decision making, media habits, and purchasing power, but is 

also part of the rise of a transformative global society. Massive marketing, social, and media changes 

are surely reflected in advertising allocation and expenditure (Kerr et al., 2015). As already mentioned 

in Chapter 1.1 online advertising can also have disadvantages for companies such as negative attitude 

and ad avoidance or millennials being resistance towards traditional push marketing. 

2.2 Social Media 

Social media makes it possible to communicate in a digital way. It offers digital interaction and allows 

to share information and experiences (Onete et al., 2017).  

One description for social media is by Peters et al. (2013, p. 1): “…social media are fundamentally 

different from any traditional or other online media because of their social network structure and 

egalitarian nature.” This definition identifies that compared to traditional media, social media is a 

separate and different understanding and a more advanced way of communication. 

In order to understand the conditions in which companies use social media it is first of all necessary 

to define social media. In order to answer the research question, it is necessary to a describe the 
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different types of social media. Facebook, Instagram and LinkedIn will be included to comprehend 

why these could have a moderating effect on the impact of native advertising. Furthermore, the main 

users of social media; millennials, the importance and values of social media for companies and social 

media advertising will be elaborated on. 

2.2.1 Definition: Social Media 

Social media can be defined as content created by people using the Web 2.0 and tools for conversation 

and social interaction. This content can be audio, text or video and is mainly created to share 

experiences, opinions, perceptions and insights (Turban et al., 2016). Social media includes 

applications that allow users to share and create information (Alarcón-del-Amo et al., 2011; 

Constantinides & Fountain, 2008). Kaplan and Haenlein (2010, p. 61) define social media as “a group 

of Internet-based applications that build on the ideological and technological foundations of Web 2.0, 

and that allow the creation and exchange of user-generated content.” Social media is segmented into 

blogs, social networking sites, collaborative projects, virtual social worlds and content communities 

(Correa et al., 2010). 

2.2.2 Types of Social Media 

It is important to examine and compare the roles of predictive factors in different social media types. 

This will provide insights into the interaction effects between these factors and social media types 

(Van-Tien Dao et al., 2014). For every purpose a different type of social media can have benefits 

because all of them process its own messages, distinct messages characteristics, personalities, and 

distinct images (Clemons, 2009). According to Prendergast et al. (2009) the medium itself can 

influence the perception of consumers of the advertisement displayed. Moreover, characteristics like 

publicness, professionalism, network size and so on can influence the effectiveness of native 

advertising on social media (Wang & Huang, 2017). 

Bergh et al. (2011) developed a theoretical taxonomy to categorize different social media platforms. 

They categorize due to the social media types characteristics and features. They found three different 

types - social networking sites, content community sites and social media platform. 

Social networking sites can be used for personal or professional networking purpose. Meaning that 

individual can create a page and share information with his or her network. One of the reasons to join 

a social media community is to seek and share information. In addition, social networking site users 

also put a lot of value into the aspect of the connection with other people, social interaction, and to 
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maintain and build social relationships. Further, they look for a sense of belonging and social support 

(Chu & Kim, 2011). For social networking sites networking is central and information and 

entertainment are usually part of relationship building and social interaction (Van-Tien Dao et al., 

2014). 

Content community sites make it possible for users to share specific content such as photos or videos. 

The reason why people join this type of social media is to find content that is relevant for them as 

well as exciting and interesting. Since the content is relevant for them it usually boosts their 

knowledge and they find amusement and relaxation (Shao, 2009; Bergh et al., 2011). Van-Tien Dao 

et al. (2014) found that advertising displayed on a content community site will have a greater 

awareness and will be recognized better, since the content is more specific for the consumer. 

Moreover, it is noticed and viewed better compared to social networking sites, as it is content specific. 

Users may also feel that advertising for content community sites is linked to their specific interests, 

which results for them in being emotionally attached to advertising. Further, advertising on the 

content community pages is considered better in terms of accessibility and availability of certain 

content. This might lead to a higher perceived value (Van-Tien Dao et al., 2014). In addition, users 

notice the advertising information displayed on content community sites as more relevant and 

credible because it is easy to share experiences, opinions and knowledge about specific topics and 

content (Bickart & Schindler, 2001). 

Social media platforms allow to post and create for a wider audience and distribution. However, since 

the other two social media types are more frequently used worldwide (Schrammel et al., 2009) the 

current study pays attention to the examination on the difference between content community sites 

and social networking sites. 

For this study Facebook, LinkedIn and Instagram are chosen as the investigated social media 

platforms because they are one of the most used ones (Statista, 2018a). Facebook and LinkedIn 

represent social networking sites and Instagram a content community site. The relevant platforms will 

be explained in more detail below. 

2.2.2.1 Facebook 

Facebook is the social network of the eponymous company, which was founded in 2004. Consumers 

can sign up, share common interests, chat (“Facebook Messenger”), share what they do or think 

(Facebook status), where they are ("Facebook Places"), comment and discuss, engage in groups, 

upload and share photos or videos, and much more. Hence, Facebook is a social networking site that 
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lets people interact and communicate with one another enhancing human sociability and connectivity 

(Chen et al., 2014). 

Facebook claims to have around two billion active users per month worldwide (as of Q2 2017). In 

the 2016 fiscal year, Facebook generated revenues of approximately $27.64 billion and generated a 

profit of around $10.22 billion. The company received the largest share of sales from advertising 

revenues. Facebook's advertising revenue in 2018 will approximately be $42.2 billion in total 

(Statista, 2018c). This shows that Facebook is an optimal advertising platform. In 2014, 92% of social 

marketing companies chose Facebook as one of their marketing tools (Tran, 2017).  Using sponsored 

online ads is another common strategy for organization to take advantage of Facebook, since it does 

not cost as much as other media advertising. Since May 2015 Facebook has incorporated IBM’s 

targeting technology for marketers, which allows to target more specifically (Lohr, 2015). Facebook 

sponsored ads appeal to users based on the information, interests, and habits they have stored in their 

profiles. In addition to the interests and information, various filter functions are available for 

demographic and geographic data. The social context in Facebook ads is another unique attribute. If 

an ad appears for a page that a friend is already connected to, the text "xy like this" appears below 

the ad. This social context corresponds to a recommendation, as known from "normal" life (Facebook 

for Business, 2018). 

2.2.2.2 LinkedIn 

LinkedIn is the largest professional social network in the world. It is certainly the most formal of all 

networks due to that fact that users create profiles based on prior and current work experience. They 

can upload resumes, connect with colleagues, classmates and friends and build a network helping 

them to advance their career (Cornell, 2017). 

The network had 467 million members worldwide by the end of the third quarter of 2016. The largest 

proportion is the US population (130 million). This is followed by India with 37 million LinkedIn 

users, Brazil (26 million) and China (23 million) (Statista, 2018d). 

Similar as on Facebook it is possible for companies to advertise. LinkedIn for Business (2018) claims 

that in order to reach a highly engaged audience in a professional news feed across desktop and 

mobile, companies can run native ads. Moreover, the sponsored ad content can help to meet all 

marketing objectives and can be used to test ads for specific audiences, without having to publish on 

the own company’s page. LinkedIn also offers tools like engagement metrics and demographic 

reporting to measure the campaign performance and to get to know the targeted audience better. 
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2.2.2.3 Instagram 

Since September 2017 Instagram has over 800 million active users from which 500 million are daily 

users. In addition to private persons and celebrities, companies also use Instagram. The proportion of 

Fortune Top 500 companies using Instagram increased from nine percent in 2013 to 45 percent in 

2016. Additionally, over two million companies use Instagram as an advertising platform and 

advertise on Instagram (Statista, 2018e). The photo and video sharing community is important as a 

marketing channel because of the high and still increasing number of users (Reinartz, 2015a). 

Especially for the development of young target groups it is particularly suitable, because 41% of the 

world's active users are between 16 and 24 and 35% are between 25 and 35 years old. Together they 

make up 76% of all users (Mander, 2014). 

 In 2012 Instagram was bought by Facebook. Therefore, they share similar advertising mechanisms 

(Upon, 2016). This also means that advertisers can access the user data already analyzed by Facebook 

to start efficient and targeted advertising campaigns on Instagram (Eviom, 2017). Advertising on 

Instagram is only possible since September 2015 (Ha, 2017). The experience of the users should not 

be changed by the sponsored content. The look and feel of the ads should be ensured so that the usual 

emotional characteristic of the network is maintained and the ads are less supply and product-related 

(Reinartz 2015b). The paid contributions do not differ visually and content wise from the previous 

posts of the brand or company profiles, because "overly flat advertising" is punished by the 

community. Only the note sponsored in the upper left corner indicates the advertising (Reinartz, 

2015a). Since 2017 it is also possible to create sponsored stories and influencers can claim a paid post 

with “Paid partnership with (brand name)” (Ha, 2017).  

2.2.3 Social Media Users 

Millennials, also known as Generation Y, are the generation born from 1980 to 2000 (Lamm & 

Meeks, 2009). They are the age group with the highest usage of social media (Statista, 2016b). Thus, 

it is important for companies to know and understand this generation, when setting up native 

advertising campaigns on social media. 

Millennials have grown up in a time of relative prosperity and have been afforded with a comfortable 

lifestyle. They are goal-oriented, independent and self-confident, as well as success-oriented, 

community oriented and ambitious (Tews et al., 2014). In addition, they enjoy communication 
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because they are self-expressive and support the freedom of speech and accept change (Lingelbach 

et al., 2012; Moore, 2012; Bolton et al., 2013). 

They are the first generation to literally connect to smartphones, laptops and tablets, with access to 

the Internet and social media. The way they react to information, particularly targeted advertising, is 

very different and special from older generations. That's why they're called "digital natives" 

(Newman, 2015). They have daily access to digital media and can buy items from anywhere in the 

world. To some extend the Internet allows millennials to have control over the market by expressing 

their opinions through a variety of media that may affect a large number of consumers and suppliers 

(Smith, 2012). The duo of technical know-how and interconnectivity demonstrates millennials ability 

to easily and continuously connect to multiple social networking channels that are used to make 

purchasing decisions (Noble et al., 2009). 

2.2.4 Social Media for Companies 

The recent interest in social media also makes it an important tool for organization’s communication 

strategy. Further, it is of interest for the whole industry and academics (Holm, 2006; Khang et al., 

2012; Weinberg & Pehlivan, 2011). Because social media is involved in almost every facet of 

business and personal lives, it is an important and essential part of an organization's overall strategy 

(Qualman, 2010; Hanna et al., 2011). It can be used not only to spread out messages, but also to build 

relationships, sell products, to get feedback and open a dialogue as well (Turban et al., 2016). Rooney 

(2011) argues that social media sites help companies build relationships with their customers and 

grow their market share. Moreover, companies started integrating social media into their customer 

relationship management systems (Trainor et al., 2014).  Compared to traditional media, social media 

offers a better way for organizations to engage and connect directly with consumers because of all its 

different elements that can be integrated. This has changed the way that organizations retain and 

attract prospective consumers and has permanently altered the way that consumers interact with each 

other and organizations (Leung et al., 2015). Additionally, shared values are developed by individuals 

networking through social media which leads to a positive impact on trust (Wu et al. 2010). Enhanced 

brand popularity, facilitating word-of-mouth, increasing sales, generating social support for 

customers and sharing information can be several of the values that social media offers for 

organizations (De Vries et al. 2012, Agnihotri et al. 2012, Ali, 2011). 

If not used right social media can also backfire because of the high-power consumers have (Berthon 

et al., 2012). Nevertheless, it is relevant for large multinational firms, as well as for small and medium 
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sized companies. The use of social media may require new ways of thinking and is not easy, but the 

potential benefits are far from being negligible. The choice of the right medium for a given purpose 

depends on the target audience and the message to be communicated. Each social media application 

typically attracts a specific group of people, and companies should be active wherever their customers 

are present. In addition, it is crucial that the social media activities are aligned with each other (Kaplan 

& Haenlein, 2010). 

2.2.5 Social Media Advertising 

When it comes to marketing campaigns, social media can be used for all different parts and aspects 

of it (Turban et al., 2016). The term social media advertising includes and refers to several types of 

advertising that are delivered through types of social media. This can be explicit advertising such as 

commercial videos, marketplace ads, paid partnerships, sponsored posts, stories or banner ads but 

also implicit such as organic posts, firm related tweets or fan pages (Taylor et al. 2011; Ha, 2017; for 

examples see Appendix 1). Close to 90% of organizations that advertise use a wide range of free 

social media tools like for example Facebook fan pages to market their services, products and brands. 

Despite the free tools, 75% of advertisers also use paid advertising such as sponsored posts, stories 

or banner ads (Burst Media, 2013). One of the main objectives for organizations by using social media 

advertising is to grow sales by driving the attention of potential buyers towards their services and 

products (Kerr et al., 2015). 

Curran et al., (2011) argue that one of the main reasons for the rapid growth of social media 

advertising is organizations ability to use specific targeting leading to less waste in advertising. Social 

media can monitor actions taken by users in order to make the advertising even more customized. 

Facebook for example does this by tracking users “Like” clicks or what brand pages they are visiting. 

Further, most types of social media offer a mobile application which allows marketers to do location-

based promotions. Advertisers can target by prior customer activities on the Internet (such as 

consumers’ names, past buying history, demographics, psychographics, locations, browsing behavior 

and lifestyle interests) or personal information (such as age, gender, place of current residence, job, 

interests, language or friends). This information is mostly provided by the users when creating their 

profiles. If users don’t want to provide relevant information, the one from their friends is taken to 

target them. This happens because it is assumed that friends have similar interests (Curran et al., 

2011). 
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When well-integrated, social media platforms offer the potential for advertising messages to not being 

perceived as a commercial message but as a social source (Kilgour et al.,2015). Moreover, compared 

to traditional media, in most cases social media advertising is cheaper and it is easier to get a viral 

marketing success on platforms like Facebook or YouTube (Kirtiş & Karahan, 2011). Consumers 

time spent on social media is constantly increasing also when comparing it with tradition media (Jung 

et al., 2016). Advertising through social media can be considered more reliable as consumers involved 

in social media tend to believe in advice from friends and family (Nielsen, 2012). There is proof that 

exposure to social media advertising can extend ad recall, prominence and purchase intention (Gibs, 

2010). 

2.3 Native Advertising 

This study tries to get a better understanding of native advertising on social media, an important new 

form of online advertising attracting significant attention amongst practitioners. 

Given the growth and opportunities offered by native advertising for brand-consumer 

communication, one would expect a clear understanding of it. That is not the case. While the term 

"native advertising" is used to describe various types of online marketing communication, there is 

little consensus on the definition or meaning of the term (Campbell & Marks, 2015). Therefore, the 

following section strives to clarify this studies’ definition of native advertising as well as the 

characteristics of it on social media. Further, providing managerial insights and advice, without clear 

understanding of native advertising, is difficult. Hence, the advantages that managers derive from 

native advertising will follow. 

1.1.3 Definition: Native Advertising 

Because there are three forms of native advertising, it is difficult to agree on one definition. The first 

type refers to content that has been written by a publisher or a brand in collaboration with a publisher. 

The second form refers to content that is placed on a publisher’s website and looks like 

recommendations. The third type refers to content that is presented in-stream and looks exactly like 

the other content on the site such as sponsored Facebook posts (Seligman, 2015). 

The news or activity stream is the first thing a user sees after he or she logs in to Facebook, Instagram 

or LinkedIn: all status updates and activities from friends and pages liked, and all photos, videos or 

other content provided by them. Those platforms have come up with something that can be crucial as 

a tool for social media managers: "sponsored posts". If contents are supposed to be seen by as many 
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users who did and did not like the page as possible, in the news or activity stream, companies can pay 

for it. The content is no longer just seen by fans, but by a chosen target group. The user may not have 

liked this page, but the brand has paid to show up in the consumer’s news feed (Lumma et al., 2015).  

Because the concept of native advertising is rather new, there is no agreement on the terms of 

sponsored content and native advertising (IAB, 2013; Moore, 2014). Nonetheless, the two terms are 

used interchangeably in literature. Sponsored content is usually used more often when native 

advertising is placed in publications online (Moore, 2014; Wojdynski & Evans, 2016). Usually the 

term native advertising refers to all forms and types of advertising that occur as editorial content. This 

means it looks similar to editorial content and is hard to be distinguished from it (Wojdynski & Evans, 

2016). Because the study is based on native advertising on social media the definitions given by 

Forbes (DVorkin, 2013), the Native Advertising Institute (Vinderslev, 2016) and Couldry and Turow 

(2014) are combined to define native advertising for this study as: paid-for in-stream advertising on 

social media that promotes a brand’s textual, pictorial, and/or audiovisual content, that matches the 

form, feel and function of the content on which it appears. 
Further use of the term native advertising refers to this definition. 

1.1.4 Native Advertising for Companies 

Nowadays the Internet is providing a lot of new opportunities for advertisers, distributors and 

publishers to create content together. This is one of the reasons why native advertising is growing as 

fast as it is and gets more and more popular (Federal Trade Commission, 2013). Another reason are 

the new programmatic technologies which help advertisers and publishers to scale native advertising 

campaigns. Therefore, native advertising is a very commonly used form of advertising on different 

social media types and is gaining in popularity (Meola, 2016). 

The primary benefit of native advertising is the minimally interruption of consumers’ social media 

use (Lee et al., 2016). Moore (2014) argues because native advertising is such a subtle form of 

advertising, marketers and advertisers see it as a solution to the problem of consumers avoiding 

advertising since the build in-stream makes it difficult for consumers to distinguish it from other 

content and to avoid it. Lee et al. (2016) showed that native advertising non-intrusiveness was 

positively related to attitude toward and sharing intention of native advertising. It is assumed that the 

social media user will assign more importance and relevance to sponsored posts and content because 

it does not appear as advertising for the consumer right away (Campbell and Marks, 2015). 
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Moreover, different organizations report that using native advertising helps to offer relevant messages 

to consumers which in turn leads to greater consumer awareness, engagement and enthusiasm for 

their products (Federal Trade Commission, 2013). On social media native advertising is especially 

effective because of the ability of users to share the content including ads (Kim et al., 2017).  

Nevertheless, native advertising remains advertising and consumers negative attitudes towards it do 

not deviate totally from attitudes towards other forms of advertising (Lin & Kim, 2016). Therefore, 

consumers are not necessarily enthusiastic about native advertising (Cheng et al., 2009; Nelson-Field 

et al., 2013) and privacy concerns can negatively impact consumers' attitudes and purchase intentions 

toward products advertised on their social media sites (Lin & Kim, 2016). However, consumers who 

view sponsored posts as easy access to providing them with needed, useful product information are 

more likely to engage in making product purchases because of the ad (Sullivan, 2014). Native 

advertising on social media has provided an important pathway for marketing communication by 

establishing a direct connection among advertising, producers, consumers and brands. But managers 

need the right strategy to not have negative effects (Dehghani & Tumer, 2015). 
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3. CONCEPTUAL FRAMEWORK 

After the explanation of the relevant theoretical benchmarks this section deals will the development 

of a conceptual framework, based on existing models and theories, to determine the influence factors 

and effects of native advertising. 

So far only a few scientific studies and approaches to native advertising exist. Because native 

advertising can be considered as one form of web advertising the Web Advertising Model by Ducoffe 

(1996) seems suitable for this research. With its extensions, as well as theories from related research 

directions this model will serve as a basis for the framework. 

The following section will first describe the original Web Advertising Model factors followed by the 

factors that were added over time. Different theories will also be applied to understand the consumer 

behavior within the different relations of the model. Finally, factors that are assumed to moderate the 

relationships between the different constructs are introduced. 

3.1 Web Advertising Model 

The Web Advertising Model by Ducoffe (1996) derived from the Uses-and-Gratifications-Theory. 

An approach deriving from the media impact research developed by Katz, et al. (1974). The aim is in 

explaining media usage behavior and the focus lies on the motivational perspective, meaning needs 

and motives of the recipient (Schenk, 1987). This theory postulates that the initiative can start from 

the recipient and that media use can be explained by their needs and benefit motives. The recipients 

use the media accordingly to satisfy their interests, wishes and needs (Burkart, 1995). The needs can 

be differentiated into need classes - for example need for information or entertainment (McQuail, 

1983). 

Ducoffe (1995) used the advertising value construct to measure consumers perceptions regarding the 

utility or relative worth of advertising. According to Ducoffe (1995, p.1) advertising value is ‘‘a 

subjective evaluation of the relative worth or utility of advertising to consumers’’. The developed 

approach focuses on advertising value to study the effect of attitude towards advertising. In his studies 

Ducoffe (1995, 1996) identified three different factors that influence ad value and indirectly attitude 

towards advertising: entertainment, informativeness and irritation. Entertainment is further identified 

to influence attitude towards advertising directly. The factors are part of the consumer experience 

with advertising and can be seen as a beginning for how consumers evaluate advertising value. After 

Ducoffe developed the Web Advertising Model it has been applied in various studies and contexts 
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such as web (Choi & Rifon, 2002; Wang & Sun, 2010), mobile advertisement (Yang, 2007; Sinkovics 

et al., 2012), or social media (Hassan et al., 2013; Van-Tien Dao et al., 2014; Murillo et al., 2016; 

Dehghani et al., 2016). Brackett and Carr (2001) extended the model by including the relationship of 

credibility and native advertising value, as well as relationships between information, irritation, 

credibility and attitudes towards native advertising. Later Xu (2006) added purchase intention and 

Lee et al.(2017) tested personalization as a positive significant factor and further validated Ducoffe’s 

model. Figure 2 shows the model by Ducoffe  (1996) as well as its extensions. 

Findings of the Web Advertisement Model from earlier studies are assumed to be a fitting ground 

and are used as a theoretical foundation or basic model because native advertising is a form of online 

advertising. 

 

 
 

FIGURE 2. Extended Web Advertising Model  

(own creation; adapted from Ducoffe (1996), Brackett and Carr (2001), Xu (2006) and Lee et al. (2017) 
 

3.2 Determinant Factors 

Since neither an impact model nor a theory exists on the topic of native advertising so far, the 

conceptualization of the investigation model is based on the findings of classical advertising impact 
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models. With the help of the theories and models, a hypothesis system is developed that maps possible 

causal relationships. 

3.2.1 Informativeness & Entertainment 

Informativeness 

Informativeness is one of the factors proposed by Ducoffe (1996) and Brackett & Carr (2001) and 

has been tested significant in several studies throughout the years (e.g. Murillo et al., 2016). Thus, it 

is included in the model. When informativeness is seen in the context of native advertising it can be 

defined as “the ability of advertising to inform consumers of product alternatives so that purchases 

yielding the greatest possible satisfaction can be made.” (Ducoffe, 1996, p. 22). Further, it is the 

ability to successfully provide the consumer with related, useful, interesting, and up-to-date 

information as well as a good source and right amount of product information, which makes the 

consumer tolerate advertising better (Bauer & Greyser, 1968; Ducoffe, 1996, Bracket & Carr, 2001). 

It is important to provide comprehensive and complete information to the consumer, as well as one 

that is tailored and relevant to their needs (Pagani 2004; Robins 2003; Saeed et al., 2013). 

 

Entertainment 

Like informativeness entertainment is one of the proposed factors by Ducoffe (1996) as well as by 

Brackett and Carr (2001) and has been tested significant in other studies as well (e.g. Van-Tien Dao 

et al., 2014). It will therefore be part of the framework. According to Ducoffe (1996) entertainment 

is referring to the fulfillment of the audiences needs for aesthetic enjoyment or emotional pleasure. 

The perception of fun or entertainment in relation to advertisement is of essential importance for its 

evaluation and is one of the main factors when it comes to the assessment of the advertisement’s 

value (Shavitt et al.,1998). Hence, it is crucial that the advertisement captures the consumers’ 

attention immediately and that the message is funny and concise (Kalakota et al., 2002). Furthermore, 

entertainment in advertising is especially important in highly competitive markets to attract 

consumers attention and differentiate from competitors (Sinkovics et al., 2012). 

 

Relationship between informativeness, entertainment, advertising value and attitude towards 

advertising 

Ducoffe (1996) showed a significant influence of the factors informativeness and entertainment on 

the value of advertising. In addition, the value of advertising is considered an important indicator of 
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consumer satisfaction and interpreted as an index of satisfaction with a communication (Ducoffe, 

1995, 1996). Other studies proved a positive significant effect as well. The effects were tested for 

various advertising formats on social media including banner and video ads (Van-Tien Dao et al., 

2014; Dehghani et al., 2016; Murillo et al., 2016) and smartphone advertising (Martins et al., 2018). 

Tutaj and Reijmersdal (2012) tested the relationship for native advertising in a newspaper and argue 

that for a positive evaluation and higher value the advertisement must be perceived informative and 

amusing. 

A theoretical explanation for the influence of these two factors on the value is provided by the Uses-

and-Gratifications-Theory of media impact research. This approach attributes a benefit-satisfying 

function to entertainment and the informativeness of the media communication. For example, 

informative media can satisfy consumers' need for relevant and useful information, while entertaining 

media can meet the needs for escapism, distraction, relaxation, or stimulation (McQuail, 1983). 

Ducoffe (1996) further shows a positive significant influence of perceived entertainment on attitude 

towards advertising. Also, Bauer et al. (2003) show a significant effect of the perceived entertainment 

on the attitude towards the brand homepage. In addition, they show that perceived pleasure exerts a 

strong influence on the advertising effect (Bauer et al., 2003). According to their empirical findings 

it can be assumed that a higher perceived entertainment value leads to a more positive attitude towards 

advertising. Brackett and Carr (2001) as well as Huq et al. (2015) further identify a positive significant 

effect of both factors on attitude towards advertising in the context of web and mobile advertisement.  

According to the findings of the presented empirical studies, a positive correlation between 

informativeness and entertainment with native advertising value as well as attitude towards native 

advertising can generally be assumed. Therefore, the following hypotheses are formulated: 

 

H1a: Perceived informativeness of native advertising is positively associated with native advertising 

value. 

H1b: Perceived informativeness of native advertising is positively associated with attitude towards 

native advertising. 

 

H2a: Perceived entertainment of native advertising is positively associated with perceived native 

advertising value. 

H2b: Perceived entertainment of native advertising is positively associated with attitude towards 

native advertising. 
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3.2.2 Irritation 

Irritation also is one of the factors proposed by Ducoffe (1996). Irritation referrs to all effects that 

offend consumer values (Oh & Xu, 2003). In relation to advertising it concerns everything that 

provokes and is causing momentary impatience and displeasure (Aaker & Bruzzone, 1985). 

According to Kim and Han (2014) irritation can be defined as the extent to which the message in the 

advertising is irritating and messy to consumers. 

 

Relationship between irritation, advertising value and attitude towards advertising 

Ducoffe (1996) considered irritation as one of the primary negative effect of advertising value. And 

Brackett and Carr (2001) proposed a relationship from irritation on attitude toward advertising. 

However, irritation will be excluded from the study since Tutaj and van Reijmersdal (2012) argue 

that native advertising is a disguised and subtle form and therefore perceived as less irritating by the 

consumer. Thus, it is not for greater importance for native advertising. Furthermore, the relationship 

was not supported in various new studies on social media advertising (Logan et al., 2012) and mobile 

advertising (Haghirian et al., 2008; Kim & Han, 2014; Hameed et al., 2016). 

3.2.3 Credibility 

Credibility is one of the extensions that Brackett and Carr (2001) made to the model and thus, is 

included in the framework of this research. According to MacKenzie and Lutz (1989, p.51) credibility 

in terms of advertising refers to ‘‘consumers’ perception of the truthfulness and believability of 

advertising in general.’’ It is about if people trust the content of advertisement (Brackett & Carr, 

2001). Moreover, credibility illustrates the usefulness or trustworthiness of advertising. When an 

advertising is believable and true it is perceived as credible (MacKenzie et al., 1986).  

 

Relationship between credibility, advertising value and attitude towards advertising 

Brackett and Carr (2001) were the first ones to incorporate credibility into the Web Advertising Model 

and to test a positive significant effect of credibility on advertising value and attitude towards 

advertising on cyberspace advertising. If credibility is perceived as high by consumers, the 

advertising value is affected positively. Recent studies on social media advertising (Murillo et al., 

2016) and mobile advertising (Kim & Han, 2014; Hameed et al., 2016, Martins et al., 2018) could 

find a significant effect when testing the relationship.  
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Besides Brackett and Carr, other studies found a positive effect on attitude towards advertising. For 

example, Huq et al. (2015) confirmed the influence in a study on mobile advertising. Choi and Rifon 

(2002) found a significant effect when testing the relationship on web advertisement. 

According to the findings of the presented empirical studies, a positive correlation between credibility 

and native advertising value and attitude towards advertising is assumed. Therefore, the following 

hypotheses are formulated: 

 

H3a: Perceived credibility of native advertising is positively associated with native advertising value. 

H3b: Perceived credibility of native advertising is positively associated with attitude towards native 

advertising. 

3.2.4 Personalization 

Advertisers shifting their focus from traditional mass media to personalized advertising due to the 

advanced and fast development of information processing technology. This allows to deliver 

messages that are tailored to individual preferences (Baek & Morimoto, 2012).  

Personalization is normally related to targeting, profiling and segmentation. Other researchers use 

this term in the context of one-to-one marketing or mass customization (Petrison et al. , 1997). In 

practice, a wider scope of personalization has been used, including for example customizing the 

product, adjusting message content, or location diagnostics (Wind & Rangaswamy, 2001). Several 

studies have tried to define "personalization" in the context of advertising. Despite these efforts, 

agreeing on the definition does not seem like an easy task as personalization means something 

different for every marketer (Vesanen, 2007). 

In this study, personalized advertising is defined as the process of advertising in which an ad of a 

product or service is delivered to each individual consumer through paid media based on personal 

information and prior customer activities on the Internet. This is also called retargeting or behavioral 

targeting (Baek & Morimoto, 2012; Lambrecht & Tucker, 2013). Further use of the term 

personalization refers to this definition. 

Researchers have tried to investigate the impact of personalized ads in traditional online media (Baek 

& Morimoto, 2012), website (Bleier & Eisenbeiss, 2015), or mobile (Xu, 2006; Lee et al., 2017). 

However, no research examined the effect of behavioral targeting for native adverting on social 

media. Hence, it is included as a factor in the model.  
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Relationship between personalization, advertising value and attitude towards advertising 

Customers are open to personalized advertising that is relevant to their lifestyle (DeZoysa, 2002). 

Marketing techniques must follow consumer profiles, customer needs and consumer habits (Rao & 

Minakakis, 2003). Perceived personalization increases positive responses and reduces negative 

responses to advertising (Tran, 2017). For these reasons, a great deal of communication work has 

examined personalization. Tsang et al. (2004) found that customers perceive an authorized message 

in mobile advertising as positive and have a positive attitude towards it. Personalization, which has 

also been identified as a key antecedent of advertising attitude, is a leading factor needed to 

understand individual circumstances (Al Khasawneh & Shuhaiber, 2013; Lee, 2010; Xu, 2006). 

For young people the attitude towards the ad increases with personalized advertising (Rathgeber, 

2004). A research by Fittkau & Maß Consulting (2009) found that young consumers have a positive 

attitude towards personalized advertising. Moreover, customized ads have the potential to increase 

the value of online advertising because they are accessible, tailored to consumer needs, processed 

with sufficient participation and involvement for communicating the message (Ducoffe, 1996). 

Further, Dehghani and Tumer (2015) argue that to make advertising more valuable and important for 

consumers it should include features such as personalization. Lee et al. (2017) found that 

personalization has a positive impact on smartphone advertising value, when integrating it into the 

Web Advertising Model. 

According to these empirical findings one can assume a positive relationship between 

personalization, native advertising value and attitude towards native advertising. Thus, the following 

hypotheses are proposed: 

 

H4a: Perceived personalization of native advertising is positively associated with native advertising 

value. 

H4b: Perceived personalization of native advertising is positively associated with attitude towards 

native advertising. 
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3.2.5 Advertising Value 

The advertising value is one of the core constructs of the Web Advertising Model (Ducoffe, 1996). It 

is a measure of the effectiveness of advertising and serves as an "index of consumer satisfaction with 

the communication products of the company" (Ducoffe, 1995, p 1). It is also referred to as a subjective 

evaluation of the relative value or benefit of advertising to the end consumer (Ducoffe, 1995). A value 

reflects the effect the advertisement message exerts (Houston & Gassenheimer, 1987).  

 

Relationship between advertising value and attitude towards advertising 

The positive effect of advertising value on attitude towards advertisement has been proved positive 

in several different studies dealing with web, mobile or social media advertisement. The first one who 

proved a significant effect was Ducoffe in 1996. Brackett and Carr (2001) validated these findings. 

Several recent studies on social media (Murillo et al., 2016) and smartphone advertising (Lee et al., 

2017) came to the same conclusion.  

A theoretical explanation is provided by the Exchange Theory. Here, exchange refers to “a transfer 

of something tangible or intangible, actual or symbolic, between two or more social actors” (Bagozzi, 

1979, p. 434). This theory explains that any exchange between two or more actors is a give and take 

with the goal of generating value. The exchange is the result of a purposeful behavior (Houston & 

Gassenheimer, 1987). In the case of this study the initial action is done by the advertiser followed by 

an action of the consumer (Houston & Gassenheimer, 1987). “Exchange Theory also provides a 

useful context for understanding the consequences of how consumers assess the value of advertising” 

(Ducoffe, 1996, p. 24). According to the Exchange Theory, it can be assumed that the more 

consumers' expectations or needs are met, the greater the perceived benefit and consequently the 

perceived value and the more positive the resulting reactions are. In terms of advertising this means 

that the advertising messages can be seen as a communicative exchange between companies and 

consumers. The value or benefit of an advertising is evaluated on the basis of achieved goals by 

companies. For example, selling a product or generating positive settings. Consumers, on the other 

hand, focus on meeting expectations and needs (Ducoffe, 1996). 

Based on these empirical findings and theoretical explanation a positive correlation between native 

advertising value and attitude towards native advertising can be assumed. Thus, the following 

hypothesis is proposed: 

 

H5: The native advertising value is positively associated with attitude toward native advertising 
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3.2.6 Attitude Towards Advertising 

Attitude towards advertising is already found in Ducoffes (1996) model. In this research it builds the 

heart of the model because it is the only construct that has a direct relationship to every other one. 

According to Kotler and Armstrong (2010) the attitude of a person defines his or her positive or 

negative evaluations, expressive feelings and different actions towards an object or idea.  

The attitude towards advertising is an element of the Attitude Towards the Ad Model. It represents 

the learned predisposition to respond positively or negatively to advertising (MacKenzie and Lutz, 

1989). The model deals with the effects of advertising and was first introduced by Lutz et al. (1983). 

It was developed further and empirically reviewed by MacKenzie and Lutz (1989) to provide a 

systematic conceptual framework to be able to explain the attitude towards an ad campaign. 

Studies which earlier researched consumers response towards advertising advise that a hierarchical 

sequence is followed by consumers in their behavior (Lavidge & Steiner, 1961). This means that 

behavior can be divided into cognitive, affective, and behavioral responses. The consumers go 

through the cognitive phase, as a first response to a persuasion attempt. Hence, they develop 

knowledge and awareness. The second phase is the affective stage in which the development of 

preference, conviction and liking for the advertised service or product may take place. After the 

development of the cognitive and affective response consumers might make their purchase.  

 

Why attitude towards advertising can be positive or negative 

In the affective stage consumers start to develop positive or negative attitudes (Solomon, 2013). One 

explanation why the attitude towards advertising is positive is provided by a study of Bauer et al. 

(2003) on the analysis of the advertising impact of brand homepages. They combine the Attitude 

Towards the Ad Model with the Flow Theory demonstrating flow can be used to explain the effects 

of advertising. Flow Theory derives from Motivation Psychology and goes back to the research of 

Csikszentmihalyi (1988). He defines a flow as „so desirable that one wishes to replicate it as often as 

possible" as well as ‘‘the holistic experience that people feel when they act with total involvement” 

(Csikszentmihalyi, 1988, p. 29). 

Novak and Hoffman (1997) were the first researchers who applied the concept in the context of online 

marketing activities. They suggested that online flow is a cognitive state experienced when browsing 

the Internet. Joy becomes the actual reason for exercising an activity and represents an intrinsic 

motivation because it is an optimal experience. Online flow is characterized as loss of self-
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consciousness, enjoyment and as being self-reinforcing and everything involves machine interactivity 

(Csikszentmihalyi, 1997). 

A specific explanation for native advertising is provided by its lower interruption. Therefore, 

consumers tend have a rather positive attitude toward native advertising (Tutaj & van Reijmersdal, 

2012). 

 

Relationship between attitude towards advertising and purchase intention 

After the cognitive and affective stage consumers start to develop a purchase intention. MacKenzie 

and Lutz (1989) state that a consumer’s attitude towards an advertisement has a crucial control on 

brand attitude, advertising effectiveness and buying intentions. They were the first ones to test a 

positive effect from attitude towards advertising on purchase intention. Consistency between 

consumer attitude and behavior intention has been identified in consumer behavior literature 

(Hawkins & Mothersbaugh, 2010; Schiffman & Kanuk, 2010). Stevenson et al. (2000) found that in 

general consumers with a positive attitude towards web advertising have a higher purchase intention. 

Korzaan (2003) further validated the findings of MacKenzie and Lutz (1989) in an online context. 

Later, in 2006, Xu et al. incorporated the effect into the Web Advertising Model and found a 

significant effect when testing it on mobile advertising. Other studies on social media (Chu et al., 

2013) and smartphone advertising (Lee et al., 2017) validated these findings.  

Moreover, the Theory of Reasoned Action helps to explain why attitude towards advertising has a 

positive effect on purchase intention. The theory was developed by Ajzen and Fishbein in 1980 and 

is an extension of the Expectancy Value Theory. The essential objective of the theory is to explain 

and predict the motivational influences on behavior of individuals (Ajzen and Fishbein, 1980). It 

assumes that behavior is directly influenced by a behavioral intention. Fishbein and Ajzen (1975, p. 

288) define a behavioral intention as „a measure of the strength of one's intention to perform a 

specified behavior”. The theory states that the carrying out of an actual behavior is more likely when 

the behavioral intention is high. The latter can therefore be seen as an indicator for the actual behavior. 

The Theory of Reasoned Action states a positive relationship between attitude and behavioral 

intention. Based on the empirical findings and theoretical explanations a positive correlation can be 

assumed between attitude towards native advertising and purchase intention. Hence, the following 

hypothesis is proposed: 

 

H6: Attitude towards native advertising is positively associated with purchase intention. 
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3.2.7 Purchase Intention 

The primary goal of marketing strategies is branding and to increase profitability and sales (Laudon 

& Traver, 2013). Understanding the impact of native advertising is important not only to comprehend 

advertising, but also the customer's buying process (Kim & Han, 2014). In addition, advertising is 

often considered the most important marketing tool to influence consumer buying decisions (Kiang 

et al., 2000). Stuart (2016) conducted a study with 300 millennials and found that 38% are more likely 

to purchase the brand featured in the content of the in-feed native ad. 

Although Ducoffes Web Advertising Model (1996) addresses this issue in terms of advertising 

effectiveness, it does not take into account the Theory of Reasoned Action (Ajzen & Fishbein, 1980). 

Thus, the model cannot clearly explain the buying behavior of customers and the variable of purchase 

intention has to be included.  

The purchase intention is the target construct in the present model, which is influenced directly and 

indirectly by the previously and followed classified determinants. In general, a consumer intention 

can be defined as the consumer response to specific products or services. It indicates how likely the 

consumer will be to purchase the products. It may result out of consumer attitudes to specific products 

and services (Solomon, 2013). 

 

Why consumers develop a purchase intention 

Numerous studies have confirmed that purchase intention is the willingness to actually buy in online 

and offline settings (Chiu et al., 2014; Hong & Cha, 2013). When customers show a favorable attitude 

towards a service or product, purchase intention increases (MacKenzie et al., 1986). In the context of 

this thesis it is supposed that the purchase intention is influenced by the attitude towards native 

advertising. This can also be justified with the Theory of Reasoned Actions by Ajzen and Fishbein 

(1980). Purchase intention is a variable used to measure the future contributions of a consumer to a 

brand (Kim et al., 2010). 

The Flow Theory can help to explain why people will develop a purchase intention. As mentioned 

earlier, flow is a completely submerged state that people experience when they interact with the 

environment (Csikszentmihalyi, 1997). Hsu and Lu (2004) suggested that flow is a critical predictor 

of purchase intention within the Advertising Research Model. Empirical studies show that higher 

concentration leads to greater flow or pleasure (Novak Hoffman, Yung, 2000). Flow is a kind of 

mental concentration when surfing the Internet or navigating (Erkan & Evans, 2016). Flow therefore 

is an important factor to increase the purchase intention of customers (Gao & Koufaris, 2006). 
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3.3 Moderating Factors 

The developed model will add an examination of possible moderating effects. Moderating factors are 

product involvement, demographic variables and different social media platforms. These three factors 

are considered as influential in various empirical studies regarding advertising. In the present work it 

is assumed that the relationships (H1a - H6) are moderated by these three variables. 

3.3.1 Involvement 

The concept of involvement has been recognized for its great significance in implementing concepts 

used to explain consumer behavior, including behavioral formation, brand loyalty and customer 

satisfaction (Foxall et al., 1998). It is known that it affects how consumers process advertising 

(Cauberghe & De Pelsmacker, 2010; Suh & Youjae, 2006). Further, successful ad campaigns must 

normally attract two different target groups. First, viewers who previously were not interested and 

second those who already expressed interest in the product being careful to avoid alienating those 

consumers (O’Cass, 2000). Thus, it is important to know if product involvement moderates the 

different relationships postulated in the framework. 

Product involvement is the general level of interest in or concern about a specific product or product 

class and should be distinguished from a product evaluation that relates to a positive or negative 

reaction to a particular product (Hupfer & Gardner, 1971). Zaichkowsky (1985, p. 342) defines 

involvement as: “A person’s perceived relevance of the object based on inherent needs, values, and 

interests.” 

 

Moderating effect of involvement 

In line with other researchers, Zaichkowsky (1985) indicates that different levels of involvement may 

lead to various reactions of consumers. There is considerable agreement, within consumer and social 

psychology that high involvement messages generate more personal connections, have higher 

personal relevance and consequences than low involvement ones. Shim et al. (1989) noted that 

behavioral attitudes were strongly influenced by the level of involvement and recommended to 

include involvement as an external variable future studies using Ajzen and Fishbein’s (1980) Theory 

of Reasoned Action. Also, Trampe et al. (2010) found that people rather show a positive attitude 

towards advertising if it includes products that are personally relevant to the consumer. 
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It is known that product involvement influences the way consumers process advertising (Cauberghe 

& De Pelsmacker, 2010). Literature confirms a positive impact of product involvement on advertising 

effectiveness in terms of creating persistent attitudes toward the advertising and brand (Petty et al., 

1983). 

The theoretical reasoning, based on the central approach in the Elaboration Likelihood Model (Petty 

& Cacioppo 1986), suggests that involvement leads to an attentive state of mind that motivates the 

viewer in processing information (Gunter et al., 2002; Yoo et al., 2004). Hence, consumers who are 

more involved with the advertised product pay more attention to the ad and process the commercial 

information more intensively. 

The level of involvement also contributed to the processing of information as well as the 

extensiveness of the purchase intention process (Kapferer & Laurent, 1985). In addition, research on 

different types of advertising show that product involvement influences purchase intentions (Te’eni-

Harari et al., 2009). 

Based on these empirical findings a moderating effect of product involvement is assumed. Thus, the 

following hypotheses are suggested: 

 

H7a - H7j: The strength of the construct relationships of informativeness (a), entertainment (b), 

credibility (c), and personalization (d) on native ad value and between informativeness 

(e), entertainment (f), credibility (g), and personalization (h) on attitude towards native 

advertising as well as native ad value(i) on attitude towards native advertising and 

attitude towards native advertising(j) on purchase intention, differ significantly 

depending on consumers' product involvement. 

3.3.2 Demographics 

Advertising literature shows that demographics can be possible predictors (Gilbert & Warren, 1995) 

and methodological integrity demands the inclusion of only those demographic variables that are 

supposed to be relevant (Lord et al., 1995). 

 

Moderating effect of demographics 

Research has shown that there can be different behaviors and reactions towards advertising among 

various demographic variables. Brackett and Carr (2001) were the first to test relevant demographic 
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variables in the context of the Web Advertising Model by Ducoffe (1996). They found that relevant 

demographic variables have a statistically significant relationship with advertising attitude. 

It has been noted that young consumer are not a homogenous target group for mobile advertising, as 

social background or lifestyles can vary widely and therefore usage patterns and attitudes (Skog, 

2002) as well as intentions and behaviors (Ünal et al., 2011). Further, younger (born from 1992 

onwards) and older millennials differ when it comes to their internet and smartphone use. Younger 

millennials can hardly remember a life without the internet whereas most of the older ones can (Hosie, 

2017). Younger consumers like looking at ads and at the same time feel better and comfortable 

(Shavitt et al., 1998). Not surprisingly, they also show positive attitudes towards mobile ads, while 

older consumers are also positive about them, but more cautious (Kaasinen, 2003). 

Previous studies have argued that there are gender differences in cognition and behavior (Bakan, 

1966; Hofstede, 1984; Meyers-Levy, 1988). Gender has shown to be relevant in forming overall 

attitudes and gender-related aspects can affect attitudes toward advertising (Karjaluoto et al., 2008). 

Men and women develop different values that distinguish their ethical and moral values (Mason & 

Mudrack, 1998) and make them perceive things differently (Dedeoglu, 2004). In general, male 

consumers have a more positive attitude toward ads than female consumers (Shavitt et al., 1998). An 

earlier study by Brown et al. (2003) reported that gender influences online buying intention. 

A research by Akar and Topçu (2011) shows that demographic variables can affect perceived 

advertising value. Additionally, Dedeoglu (2004) states that as education levels increase, so does the 

negative attitude towards mobile phones. These results are in line with Sarker and Wells (2003), who 

consider economic conditions as a factor influencing the use and adoption of mobile phones. At the 

same time people with lower income and less education normally have a more positive attitude 

towards advertising (Shavitt et al., 1998).  

Age, gender and education are seen as relevant demographic variables because they have been tested 

positive in the context of advertising before. They will therefore be included in the model. Based on 

the mentioned findings a moderating role of demographic factors can be assumed and the following 

hypotheses are proposed: 

 

H8a - H8j: The strength of the construct relationships of informativeness (a), entertainment (b), 

credibility (c), and personalization (d) on native ad value and between informativeness 

(e), entertainment (f), credibility (g), and personalization (h) on attitude towards native 

advertising as well as native ad value(i) on attitude towards native advertising and 
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attitude towards native advertising(j) on purchase intention, differ significantly 

depending on consumers' gender. 

 

H9a - H9j: The strength of the construct relationships of informativeness (a), entertainment (b), 

credibility (c), and personalization (d) on native ad value and between informativeness 

(e), entertainment (f), credibility (g), and personalization (h) on attitude towards native 

advertising as well as native ad value(i) on attitude towards native advertising and 

attitude towards native advertising(j) on purchase intention, differ significantly 

depending on consumers' age. 

 

H10a - H10j: The strength of the construct relationships of informativeness (a), entertainment (b), 

credibility (c), and personalization (d) on native ad value and between informativeness 

(e), entertainment (f), credibility (g), and personalization (h) on attitude towards 

native advertising as well as native ad value(i) on attitude towards native advertising 

and attitude towards native advertising(j) on purchase intention, differ significantly 

depending on consumers' education. 

3.3.3 Social Media Types 

Based on the arguments introduced in Chapter 1.1 and 2.2.2, the current research predicts the 

moderating role of types of social media for native advertising. Therefore, the following hypothesis 

is suggested: 

 

H11a - H11j: The strength of the construct relationships of informativeness (a), entertainment (b), 

credibility (c), and personalization (d) on native ad value and between informativeness 

(e), entertainment (f), credibility (g), and personalization (h) on attitude towards 

native advertising as well as native ad value(i) on attitude towards native advertising 

and attitude towards native advertising(j) on purchase intention, differ significantly 

depending on which type of social media the ad is displayed. 
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3.4 Research Model 

After summarizing the determinants of the modified Web Advertising Model and the other 

determinants as well as the associated hypotheses, the resulting research model to answer, “What are 

the different factors influencing the value, attitude and purchase intention towards native advertising 

and how are these relationships moderated by different types of social media, product involvement 

as well as relevant demographics in the case of social media?”, is shown in Figure 3. The research 

model comprises a total of ten different variables. There are four independent, three dependent and 

three moderating variables. These are connected by 60 different hypotheses. H1a - H6 describe a 

positive connection. And the moderating ones (H7a - H9j) describe a difference in the strength of the 

constructs relationships.  

 

 
 

FIGURE 3. Conceptual Framework for Native Advertising on Social Media 

(own creation; adapted from Ducoffe (1996), Brackett and Carr (2001), Xu (2006), Van-Tien Dao et al. (2014) and Lee 
et al. (2017)) 
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4. METHODOLOGY 

The methodological approach is built around what is found as a gap in earlier research: a lack of 

identifying factors influencing the impact of native advertising and thus a strategy or tools for 

managers for this advertising format. Native advertising is driven by several factors and 

understanding these is essential for the successful creation of native advertising. 

Whether the established model for the impact of native advertising is an illustration of reality can be 

revealed through an empirical analysis. Therefore, this part deals with the methodology and 

conception as well as the procedure of the data collection which form the basis for the empirical 

analysis of the causal relationships postulated in the research model. 

To ensure that the data collected is able to illuminate the problem as clearly as possible, the 

combination of the methods of the study is in line with the research question. It is very valuable to 

grasp the basic assumptions and research methodology of the thesis to make sure that the developed 

hypotheses are tested in a satisfactory environment and on the basis of the most obvious assumptions. 

Further, this helps to ensure that the hypotheses are understood in the intended manner and the 

subsequent sections are interpreted as intended. The following section gives a specific and systematic 

guideline for the subsequent part of the thesis and in particular for the analysis ensuring a holistic and 

methodically founded study. 

In addition, the idea behind this section is to illustrate the connection between the fundamental 

worldview and the overall concept and structure of this study. 

The idea behind the research methodology is to bridge the research objectives of the study with the 

underlying assumptions on which the thesis is based. 

4.1 Research Method 

At the heart of this chapter is the methodology of the empirical analysis. First, the research 

philosophy, strategy, and methods, used to collect the data and then evaluate the results, are presented. 

In this context, the selection of appropriate methods for the context of this work are justified. The 

next section deals with the operationalization of the constructs for the empirical analysis. The last 

part presents the experiment. In this part the questionnaire structure, sample, pretest and experiment 

procedure will be described. 
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4.1.1 Choice of Research Philosophy 

Research philosophy refers to assumptions and beliefs about the way the world is looked at, and more 

importantly, development of knowledge (Saunders et al., 2015). Scientific approaches to research 

methodology can be addressed using the two basic concepts of ontology and epistemology (Bryman 

& Bell, 2015). It is important to know the standards of the philosophical paradigm, as this determines 

the understanding and approach to a particular problem. 

In this section, relevant aspects related to philosophy of science will be clarified. A brief presentation 

of the underlying ideologies of the two will be presented, along with a short overview of the major 

categories within each scientific approach, followed by the reasoning for the approach of this thesis. 

4.1.1.1 Epistemology 

Epistemological issues are concerned with the question of what is (or should be) considered as 

acceptable knowledge. The question of whether or not the social world can and should be studied 

according to the same procedures, principles, and ethos as the natural sciences, is a central issue. The 

two extremes of epistemological research are understood as positivism and interpretivism, whereby 

positivism is considered to be an approach related to that of the natural sciences (Bryman & Bell, 

2015). Interpretivism is a term that usually represents an alternative to the positivist orthodoxy that 

has prevailed for decades. It is based on the view that a strategy is needed that respects the differences 

between humans and the objects of science and therefore obliges the social scientist to grasp the 

subjective meaning of social action (Bryman, 2015). 

 

The approach of this research 

Positivism has been a crucial part of the philosophy of science discussion since the early 1800s and 

is deeply integrated in the scientific community (Bryman, 2015). For this approach, the role of 

research is to test theories and provide material for the development of laws (Bryman & Bell, 2015). 

In classical positivism this happens with a deductive approach; fostering knowledge takes place 

through systematic observations / experiments of the real world. According to positivism, reality and 

knowledge have an independent existence. Knowledge is value-free insofar as it shows that 

regularities are incidents of more general rules. This provides explanations for the relationships 

between the variables being studied. Values should be excluded from scientific research because 

testing their validity is not possible based on experience (Bryman, 2015). 
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It is important to acknowledge the importance of a critical and cautious test process determining 

scientifically whether to reject or confirm the hypotheses. According to positivism, knowledge is 

cumulative, therefore each time a new experiment is performed and the results are gathered, the 

information leads to broader knowledge. However, the truth can only be found once all the data has 

been collected (Bryman, 2015). 

This research is based on the positivistic approach, in the sense that the aim of the research is to 

statistically test hypotheses based on empirical research. Due to the nature of the thesis, it is 

appropriate to test hypotheses. Even though native advertising is a new phenomenon; both online 

advertising and social media are scientifically explored (see Chapter 2.1 and 2.2). Therefore, various 

theories as well as specific research to the studies topic exist and the conceptual framework is based 

on that. Taking this stance, allows collecting a larger amount of data, which can be tested statistically 

as such, explaining the relationships between the variables of the proposed framework. 

4.1.1.2 Ontology 

Questions of social ontology deal with the nature of social entities and whether these can and should 

be considered objective entities or social constructs (Bryman & Bell, 2015). 

These positions are referred to as objectivism or constructionism. In objectivism social phenomena, 

such as cultures or organizations, and their meanings have an objective reality independent of their 

social actors. Conversely, constructivism takes a position that sees social phenomena as constructs 

built on the perceptions and actions of social actors (Bryman & Bell, 2015). 

 

The approach of this research 

The aim of this thesis is to test a model that incorporates factors that impact the success of native 

advertising in order to understand the field as well as consumer behavior towards it. 

To do so this study takes on an objective approach because for data to be scientifically accepted and 

valid, it must be objective, since subjective data in accordance with positivism are non-scientific 

(Bryman, 2015). 

Through a critical examination of empirical research related to native advertising a conceptual 

framework is developed. In addition, data is collected through an online survey with an integrated 

experiment. This ensures objective data because it is collected in a controlled environment (Nygaard, 

2007). Further, it allows the data to be then analyzed by structural equation modeling (SEM), 

explaining how the variables influence each other as such. 
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Although the research takes on a positivistic and objective approach in explaining the impact of native 

advertising, the research acknowledges that bias is inevitable. 

Alick (2002) for example argues that the failure of deductive methods increases the use of inductive 

approaches, while Parahoo (2014) states that positivists studies examine humans as inanimate objects 

and disregard their uniqueness and complexity. Supporter of the post-positivist paradigm argue 

against rigid and hard rules for research methodology and a single approach to truth and include post-

structuralism that challenges and questions positivist assumptions (Travers, 2001). According to 

Crossan (2003), the post-positivist paradigm, in contrast to the positivist assumption that truth can 

only be established through generalization and laws, offers another dimension. Post-positivism, views 

results as relative, and its context as an important aspect to consider (Fox, 2008). 

Results found in this study are not absolute or definitely objective. This is due to several reasons. The 

hypotheses developed are based on an intersubjective assessment between prior empirical knowledge 

and an evaluation of relevance. Further, the study objects themselves are involved in an ongoing 

process of production of the social world. Therefore, the statistical methods are used to evaluate the 

significance of the developed hypotheses, but they cannot be considered as an absolute objective truth 

(Fox, 2008). It is acknowledged that consumers are social constructions and that social actors 

evidently have an impact on the results (Bryman, 2015). 

4.1.2 Choice of Research Strategy 

This section attempts to explain the nature of the relationship between theory and research applied in 

this thesis. 

Research strategies differ in their steps of logic starting points and the deductive and inductive 

approach are the two primary research strategies. For the deductive approach existing research and 

theories first generate a theory-based interpretation of the world and the object of study. This is then 

supported or refuted through the collection of data and empirical analysis. On the other hand, for the 

inductive approach, collection of data is made with as few assumptions as possible to avoid bias 

(Bryman, 2015). Therefore, the deductive approach primarily tests existing theory as opposed to the 

inductive approach, which primarily generates new theory (Bryman & Bell, 2015). 

This research takes on a deductive approach. Theory is constructed and hypotheses are stated with 

modification to the context. Finally, the developed hypotheses are tested using data in order to clarify 

the research questions and confirm or reject the hypotheses. 
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                FIGURE 4. Research Strategy (own creation) 

 

4.1.3 Choice of Method 

The purpose of this work is a causal analysis of the impact of native advertising. In order to test the 

established causal relationships, it requires the collection of data. To answer to the research question 

as good as possible, it is necessary to define how the data is collected, processed, and analyzed. 

Regarding data, several options must be considered. The options concern the types, sources as well 

as the collection of the data (Blaikie, 2010). 

4.1.3.1 Data Type 

There are two types of data collection in the relevant literature, secondary and primary research. 

While secondary research is the preparation and analysis of already existing information or data, 

primary data is gathered for the first time and can be completely generated by the researcher who is 

responsible for the data design. The benefit of primary data is that the researchers have control over 

the production and analysis and they are capable of assessing the quality (Blaikie, 2010). 

For this study primary research will be used, meaning the necessary data is explicitly collected for 

the research question. 

 

There are two dominant methods of empirical research that dictate the type of primary data collected, 

quantitative and qualitative. Qualitative data is all information expressed in words and is best suited 

to examine a phenomenon in its own context. It is any information that can be expressed in numbers 

and therefore suitable for studies that collect data through surveys or other standardized collection 

methods allowing a high degree of standardization (Bryman, 2015). This ensures good comparability 

of the results and the collected data can be used directly for the review of the research model 

compared to qualitative surveys (Homburg, 2016). Quantitative researchers look for general rules and 
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laws. Therefore, they seek to remain neutral to ensure validity, objectivity, and replicability (Nygaard, 

2007). 

A quantitative approach is chosen for this study. Using empirical data to critically test and evaluate 

the adjusted Web Advertising Model on native advertising, makes it possible to contribute to the 

research gap presented in the introduction and thus understand and respond appropriately to the 

subject. 

In addition, considering the time frame and available resources, it is more favorable for this study. 

Without taking a lot of time and no need for one to sit down face – face to collect data, this approach 

makes is possible to determine what factors impact the native advertising value, attitude towards 

native advertising and purchase intention. 

However, quantitative methods have some shortcomings when it comes to understanding complex 

situations such as human interaction behavior, politics and culture. Here, qualitative methods can be 

useful because they help understanding human social problems in complex environments and provide 

deeper insights. For this study qualitative data would help to get deeper insights of the consumers and 

understand the values, feelings, and perceptions that underlie and influence their behavior towards 

native advertising. For instance, the question of why entertainment leads to a positive advertising 

value could be answered while the quantitative approach answers the question if entertainment has a 

significant positive effect on the advertising value. 

Another approach that can be used for research are mixed methods its use can sometimes answer the 

research question even more sufficiently and fill potential gaps by incorporating both; the quantitative 

and qualitative approach. Therefore, answering if and why entertainment has an effect on the 

advertising value. This is not without disadvantages. Bryman (2004) argues mixed methods research 

is not feasible because qualitative and quantitative research has different epistemological assumptions 

and each methodology comes from a separate paradigm. When using mixed methods, in a single 

paradigm each is used only superficially (Lincoln & Guba, 1985). Furthermore, this approach could 

lead to inconsistent results (Bryman, 2004). 

4.1.3.2 Data Sources 

In addition, it is important to consider the setting that the data comes from. This can be referred to as 

the data sources. 

Researchers must choose between a non-experimental or experimental research approach. An 

experimental research design increases internal validity, while non-experimental enhances external 
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validity (Brewer, 2000). One aim of this study is to measure whether there is a relative effect between 

different groups; having high- or low product involvement, when seeing native advertising on 

different social media platforms. Hence, these variables have to be manipulated. This can be done 

with an experiment allowing a systematic manipulation of contexts and variables which would 

otherwise be difficult to investigate or manipulate in a real environment (Söderlund & Julander, 

2009). 

Researchers have to decide whether to perform the experiment in a laboratory or non-laboratory 

environment (field study), but also what kind of experiment to perform; judgement or impact 

experiments. Impact experiments show a high level of psychological realism, as opposed to 

judgement experiments where the participants are passive observers and are asked to identify, 

retrieve, classify or evaluate stimulus materials (Wilson et al., 2010). Due to the timeframe and 

resources a judgement experiment was chosen. They are usually easier to do since they require a less 

elaborate “setting of the stage” (Fiske et al., 2010). 

Laboratory and non-laboratory contexts differ in three general ways; the physical environment, the 

degree to which the setting for the research is natural and appropriate, and the behavior likely to be 

activated by the setting. Laboratory settings define spaces that are equipped to ensure the ability of 

the researcher to control as many facets of the participants’ experience as possible (Gosling & 

Johnson, 2010). A field study manipulates experimental conditions in real environments and observes 

socio-psychological phenomena in their natural context, thereby balancing external and internal 

validity (Weick, 1985). Control over the experimental conditions could suffer in comparison to a 

sterile laboratory environment but increases the universality of the findings (Dipboye & Flanagan, 

1979). In correspondence with the ambition to replicate a real-life situation as well as the timeframe 

and resources, a non-laboratory setting was beneficial for this study more particularly an online field 

experiment. 

4.1.3.3 Data Collection 

The above is a description of the characteristics of the data for this thesis. The subsequent is an outline 

of how the data is collected. 

To collect primary data the most used methods are observations, interviews or questionnaires 

(Nieschlag et al., 1997). Questionnaires are the frequently used ones for gathering information within 

marketing. Their aim and task is to let selected persons give information about facts (Meffert, 2000). 

For this study the collection of primary data through a quantitative approach by means of an online 
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survey with fixed response alternatives is chosen. In particular, a combination of a questionnaire and 

an experimental design. The questionnaire allows collecting data for quantitative analysis and the 

purpose of the experiment is to study causal relationships (Saunders et al., 2015). 

In the present case, the experiment tests whether altering the independent variables (the three different 

social media platforms and high- vs. low involvement) changes the strengths of the construct 

relationship of the established model for the impact of native advertising. Using online surveys for 

an experiment is of advantage because most survey tools let the researcher create different versions 

of the experiment and easily modify the survey to create experimental manipulations. 

Likewise, other standardized forms could have been considered. However, online surveys are 

associated with lower costs (Meffert, 2000) because there are no costs for printing, mail or stationery 

delivery. Hence, there are no cost when the questionnaires are sent to respondents nor when 

respondents return the replies (Malhotra & Birks, 2007). In addition, they eliminate the possibility of 

respondents getting influenced by the interviewer because all respondents are asked identical 

questions in the same way (Meffert, 2000). Moreover, online surveys can quickly reach people with 

more demographic diversity and achieve a high reach (Homburg, 2016). Apparently, this can be a 

disadvantage of online surveys as well, because there is no guarantee to actually reach a certain target 

group (Homburg, 2016), also referred to as self-selection or self-recruitment (Busch et al.,2008).  

Questionnaires come with some more drawbacks. Respondents may be unwilling or unable to answer 

the stated questions. In addition, the correct formulation of questions is important and there are 

several things to be aware of such as using the right words, biasing or leading questions, implicit 

alternatives and assumptions, or generalizations. Moreover, closed questions, where respondents 

must choose between predefined answers, can cause a loss of validity for data types such as beliefs 

and feelings (Malhotra & Birks, 2007). Last, electronic questionnaires may pose technical problems 

because the questionnaire may not work as intended. To minimize this risk, the questionnaire was 

tested several times before being sent to the initial group of respondents. All this must therefore be 

taken into account when interpreting the test results. 

4.1.3.4 Time Horizon 

As the experiment and questionnaire are performed at a single point in time, the temporal dimension 

of the present study is cross-sectional (Rindfleisch et al., 2008). 
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The choice against a longitudinal design is based on budget constraints and the limited time frame of 

the project itself, as well as the objective to take a snapshot of the impact of native advertising at a 

single time and to deliver results promptly. 

4.1.3.5 Data Analysis 

For the empirical analysis of the suspected causal relationship between the latent constructs in 

Chapter 3, the selection of a suitable mathematical method is necessary. The method should be able 

to map relations between the latent variables and simultaneously verify the established hypotheses 

(Henkel & Huber, 2005). 

The characteristics of latent variables elude direct measurement, meaning they are not directly 

observable. They are empirically related by selecting and assigning suitable indicators (Homburg, 

1992) which represent directly measurable circumstances that indicate the existence of intentional 

but not directly capturable phenomena (Kroeber-Riel & Weinberg, 2003). There is a distinction 

between reflective and formative indicators. Reflective indicators are determined by a construct. In 

this case a change in the construct expression leads to a change of the indicators (Diamantopoulos, 

1999). In contrast, formative indicators determine the construct themselves. Therefore, they are 

resistant to changes in the construct expression (Bagozzi, 1994; Christophersen & Grape, 2007). The 

indicators of this study are all reflective. 

In principle, causal relationships can be tested with mathematical methods based on regression 

analysis considerations. A classical regression analysis, however, does not meet the described 

requirements because multiple regressions can only handle correlations between a set of variables 

and only one dependent variable (Byrne, 2016, Homburg, 1992). 

Therefore, to examine complex causal relationships between hypothetical constructs under explicit 

consideration of measurement errors, so-called structural equation methods are used. The basis of 

these methods are the variances and covariances of the obtained data. Therefore, both covariance-

based methods such as Linear Structural Relationship (LISREL) as well as variance-based methods 

such as Partial Least Squares (PLS) can be used for the estimation of SEM. The difference between 

these two methods mainly lies in the estimation algorithms (Braunstein, 2013). A major disadvantage 

of the covariance-based methods is its relatively high required sample size in order to  get stable 

results (Sellin, 1995). Covariance-based methods work best for studies aiming to estimate a set of 

theoretically substantiated hypotheses, which should have as consistent estimators as possible for a 

population (Chin & Newsted, 1999). 
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Because of their better predictive power, variance-based methods are particularly suitable when the 

focus is on explaining the change or prediction of a target variable. Compared to covariance-based 

methods, it is quite possible to achieve useful results and estimate larger models even with small 

sample sizes (Reinartz et al., 2009). In addition, PLS uses so-called resampling methods such as 

bootstrapping and jackknifing, which are not subject to any parametric premises (Herrmann et al., 

2006). For these reasons, it does not require the date to be normally distributed (Chin & Newsted, 

1999) what can be expected from data derived from non-probability sampling (see Chapter 4.3.2). 

It is always the concrete objective of the investigation deciding on the choice of the appropriate 

method (Chin & Newsted, 1999; Scholderer & Balderjahn, 2006). Within the framework of the 

developed model, the focus is on the impact factors on native advertising and its outcome. Thus, the 

goal is to explain the variance of the target variables. Because PLS has the best prediction and 

forecasting capability of the target variable and places little demand on the data and sample size, this 

variance-based method is used to validate the established model. In addition, the model suspects 

moderating effects. The PLS approach is particularly well-suited for the validation of moderating 

effects because it does not require strong evidence of distribution and uncorrelation compared to 

covariance-based methods (Chin et al., 2003; Scholderer et al., 2006). Furthermore, in a paper by 

Hair et al. (2012), the authors assess the use of PLS-SEM in marketing research. For analysis of 

Partial-Least-Squares, various software applications such as LVPLS, PLS-Graph or SmartPLS 

(Weiber & Mühlhaus, 2014) can be considered. SmartPLS is used in this study because of its user-

friendly graphical user interface (Temme & Kreis, 2005). 

4.2 Operationalization 

The next step of the investigation is the validation of the developed model. To do so, the dependencies 

between the latent constructs are determined. A flawed conceptualization and operationalization of 

model constructs can lead to a misapplication of statistical methods (Jarvis et al., 2003). Thus, the 

appropriate operationalization of the constructs is the focus of the following chapter. It is necessary 

to operationalize the constructs contained in the research model, to make them measurable with 

appropriate items for the online survey. For this purpose, selection criteria, adjustments and scales 

used for the items are set out below. 

In general, it should be noted that all items have been adapted to the specifics of this topic from 

existing research literature to ensure a high validity of the questions (Straub et al., 2004). There are 

no specific questionnaires for native advertising in the relevant literature, yet. Thus, measure the 
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individual items only established scales from literature were used to minimize the risk of incorrect 

measurement. The specific selection of the items for the respective constructs was based on 

thematically related or related research literature. Thereby, it was taken care to ensure that they 

adequately reflect the characteristics of the determinants discussed in Chapter 3.2 and 3.3. Content 

changes were made to adapt to the context of this work, without the intention of falsifying the items. 

For each construct, at least three items were selected to balance the minimum requirements - the 

evaluation method on the one hand and the smallest possible extent of the online questionnaire on the 

other hand (Lohmöller, 1989). 

All constructs of the established model are using a 7-point Likert scale with the extremes "strongly 

agree" / "strongly disagree" or 3-item 7-point semantic differentials. The semantic differential scale 

method is suitable for assessing perceptions, attitudes and impressions and as such these scales are 

suitable for measuring attitude, purchase intentions and product involvement (Takahashi et al., 2016). 

Likert scales are similar to semantic differential scales and intent to measure attitudes by giving 

respondents statements they can agree with or disagree with. The interviewees have the opportunity 

to give their consent or rejection to each statement based on the individual numerically marked 

graduations (Allen & Seaman, 2007). 

However, a disadvantage of these ordinal scales is the ambiguity of the mean scale values, because 

they can mean that the claim is really mediocre, that the items were not understood correctly, or the 

claim was considered irrelevant (Norman, 2010). Hence, it has to be considered that not all 

respondents understand or use Likert and semantic differential scales the same way. The definition 

of the values on a scale from 1 to 7 may differ between respondents. Thus, it should be recognized 

that the answers are the subjective rating of the respondents. Nevertheless, this will always be the 

case for questionnaires such as this one. 

Table 1 shows which items were chosen for each construct, as well as the reference and the used 

scale. All items are adapted to native advertising, the topic of the study. The information and 

entertainment scale originally had more than three items. However, for both of them just three are 

used in the survey. This is due to the above mentioned reasons as well as that most newer studies only 

use the three chosen items (e.g. Brackett and Carr, 2001). The only item consisting out of more than 

three items is personalization. Personalization in the context of behavioral targeting has not been 

studied a lot yet. Thus, no earlier study was found using less than four items and the best fitting scale 

using four items was chosen. 
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For the informativeness one item had to be modified and was changed from “provides timely 

information” to provides timely information” (see Chapter 4.3.3).  A modification was further made 

for the credibility scale. For its operationalization the Likert scale developed by Brackett and Carr 

(2001) is used. Originally this is a 5-point Likert scale. Due to the overall usage of a 7-point Likert 

scale it is transformed to a 7-point Likert scale with the extremes "strongly agree" / "strongly 

disagree". 
 

TABLE 1. Operationalization 

Construct Measurement items Reference Scale  

Entertainment  is entertaining; is enjoyable; is pleasing Ducoffe, 1996 7-point Likert scale 

Informativeness  a good source of product information; supplies relevant 
product information; provides up to date information Ducoffe, 1996 7-point Likert scale 

Credibility  is credible; is trustworthy; is believable Brackett & 
Carr, 2001 7-point Likert scale 

Personalization fits my personal interests; meets my need; is tailored to me; 
fits me Yu et al., 2017 7-point Likert scale 

Advertising 
value  is useful; is valuable; is important 

Ducoffe,1995; 
Sinkovics et 
al., 2012 

7-point Likert scale 

Attitude Bad….Good; Unfavorable….Favorable; Dislike….Like Gao & 
Koufaris, 2006 

3-item 7-point 
semantic 
differentials 

Purchase 
intention 

Definitely do not intend to buy….definitely intend to buy; 
Definitely not buy it….definitely buy it; Probably 
not….probably buy it 

Spears & 
Singh, 2012 

3-item 7-point 
semantic 
differentials 

Product 
Involvement  

important….unimportant; irrelevant…..relevant;  McQuarrie & 
Munson, 1992 

3-item 7-point 
semantic 
differentials Means a lot to me…..means nothing to me 

4.3 Experiment 

The objective of the experiment is to investigate the impact factors of native advertising and its 

outcome. As well as moderating effects. The following sections give a detailed description of the 

different parts of the experiment and the thoughts behind it. First the structure of the questionnaire is 

presented. This means the stimulus is described followed by a presentation of the questions of the 

questionnaire, including manipulation check and variables. Second the used sample is described. Last 

the pretest and the experiment procedure are presented. 
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4.3.1 Questionnaire Structure 

According to Wärneryd (1993) the survey should catch the attention of the respondents and should 

be simple and easy to understand. Wärneryd (1993) claims that in order to achieve these criteria the 

survey needs to be understandable, systematic, appealing and functional. The survey is designed 

based on these criteria and includes short instructions before each question section. This will make it 

easier for the respondents to understand the questions. For the formulation of the questions in the 

questionnaire, attention is paid on the comprehensibility of the questions. Moreover, Kuß and Eisend 

(2010) recommend refraining from using technical terms and a precise wording of the question, so 

that a uniform understanding of the question by all respondents can be ensured. All technical terms 

(e.g. native advertising, behavioral targeting) used in the survey are explained to the responded before 

answering the survey. The questionnaire is designed by using previously stated questions within 

similar research studies. These are all in English. However, the questionnaire will mainly be 

distributed to respondents, who are not native English speakers. This could lead to comprehension 

problems. 

This questionnaire is constructed with fixed responses. This has the advantage that the survey can be 

answered in a relatively short amount of time. Further, it forces the respondent to take a stand and it 

ensures the comparability of the answers. This will eventually lead to more complete answers, which 

is the original idea of forcing respondents to answer all questions (Malhotra & Birks, 2007). 

Only positive statements are asked in the questionnaire. As Sauro and Lewis (2011) argue, the 

direction of the questions is streamlined to facilitate the process for respondents and to ensure right 

answers. It is not unlikely that respondents will grasp the idea of the Likert scale and its extremes 

after a few questions and then read only the questions, not the description of 1 and 7. Hence, if 

negative questions were part of the questionnaire, respondents may possibly answer opposite of their 

true opinion. 

However, the researchers are aware that respondents may be affected by the direction of the questions. 

Therefore, it may sometimes be beneficial to use dual statements. This means that some questions are 

positive and others negative. This avoids pushing respondents in a particular direction (Malhotra & 

Birks, 2007). Nevertheless, the questions for this research are taken from other studies, and the 

direction of these questions is retained in their original form. 

There are also ethical aspects that need to be taken into account when conducting a research, such as 

respect for the privacy of respondents (Wärneryd, 1993). Thus, respondents in this survey are 
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anonymous. This also facilitates data collection and will lead to more honest answers (Wärneryd, 

1993). 

The questionnaire was distributed via the researchers' social media profiles and emailed to friends, 

family and colleagues (see chapter 4.3.4). 

 

Structure 

The questionnaire is divided into several sub areas (see Appendix 2). The procedure is based on the 

formulated research hypotheses. It consists of structured questions that measure each variable of the 

study. The questionnaire starts with a cover letter and an introduction. The cover letter should give 

the respondents a short explanation, as well as information about the questionnaire and the topic. The 

introduction of the questionnaire includes a control question where respondents are asked whether 

they use social media or not. For people to be able to imagine the scenario, perceive it as realistic and 

answer the questions of the survey they need to use social media. Since Facebook, Instagram and 

LikendIn are among the most used social media platforms for millennials it is assumed that all 

respondents are familiar with the different platforms (Statista, 2018a). In Germany Xing is more used 

than LinkedIn but the surface is really similar, and the marketing mechanisms are the same. Both 

platforms Xing and LinkedIn are used a lot from students and expatriates, which are often in the age 

group of millennials (Holze, 2012). 

Respondents that do not use social media were automatically excluded in question 1, due to the 

constraints of the thesis’ research topic (see Chapter 5.1). Hence, they did not have to answer any 

further questions. 

In the first part of the questionnaire the respondents are given the necessary background to complete 

the questionnaire and are assigned to one out of six scenarios/ experimental groups (EG) (see Table 

2). Native advertising and behavioral targeting (personalization) are explained very brief as well as 

the relationship between the two. Afterwards the scenario is presented to the participants. In order to 

examine how different levels of product involvement and different social media platforms moderate 

influence factors of native advertising value, attitude towards it and purchase intention a 2 x 3 

between-subjects experimental design is used. Within the scenario low or high product involvement 

is presented to the reader. Further, one out of three different social media mobile feeds - Facebook, 

Instagram or LinkedIn is presented. All streams include the same native advertising. The word feed 

or stream will refer to a mobile stream/ feed for the rest of the thesis. 
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The scenario is followed by the manipulation check. To test the dependent and independent variables 

the participants are presented to the 7-point Likert scale questions followed by the 3-item 7-point 

semantic differentials questions presented in Chapter 4.2. Towards the end of the questionnaire 

control questions are asked to secure the survey result. These include in which of the two scenarios 

they found their self and on which platform they saw the ad. 

The last part of the questionnaire covers the demographics of the participants. Because, the hypothesis 

concerning the moderating role of demographics argue: ”The strength of the construct relationships 

of the established model for the effect of native advertising differ significantly depending on 

consumers' relevant demographics.”, these are from high importance (see Chapter 3.3.2). It also 

ensures that respondents can be divided into different demographic subgroups. Based on the 

hypotheses presented above, the demographic parameters are important for studying their validity. 

Respondents are asked to select their age group, as well as gender, income, employment status, and 

highest education. The final page of the survey is the “Thank you page”. This also provides the 

researcher’s email address for the case that the respondent wants further information or has questions 

concerning the survey. A more detailed description of most parts of the questionnaire is presented in 

the following chapters. 

4.3.1.1 Stimulus 

A lot of experiments involve a cover story or stimulus. In a judgement experiment, the story is usually 

simpler and is primarily aimed to increase the interest of the subjects. At the same time it provides a 

credible justification for the judgement task and the data collection process. Normally, it is necessary 

to provide a convincing reason for the experiment as the participants try to understand the situation. 

A good stimulus covers all the necessary aspects of the experiment in a plausible way and eliminates 

speculation about the true purpose of the experiment (Fiske et al., 2010). 

As part of the experiment, respondents are exposed to one out of six scenarios before answering the 

survey. Because SurveyXact, the program used to create the survey, does not allow the random 

assignment of the six ads to respondents, the ads are assigned according to the birth data of 

respondents. Birth dates are selected as the allocation factor since statistics show birthdays to be 

almost evenly distributed across one month (Statistikbanken, 2018). As such respondents born 

between the 1st and the 5th in a month are assigned to EG2. Respondents born between the 6th and 

the 10th are assigned to EG4. If born between the 11th and 15th they are assigned to EG6. 

Respondents born between 16th and 20th are assigned to EG1, the ones born between the 21st and 
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25th are assigned to EG3 and respondents born between the 26th and 31st are assigned to EG5. For 

an illustration of the experimental design and all six different experimental groups, see Table 2 below. 

One issue to consider is that respondents could recognize from the beginning that they are being 

manipulated because they are told that they must choose their date of birth. This can lead to the 

hawthorne effect, which causes the subjects to behave differently when they are aware of having 

participated in an experiment (Zikmund & Babin 2010). This is not considered a major issue for this 

research but should be acknowledged. 

 
TABLE 2. Experimental Groups 

  LinkedIn Facebook Instagram 

High Involvement 
Experimental Group 1  Experimental Group 3  Experimental Group 5 

(EG1) (EG3) (EG5) 

Low Involvement 
Experimental Group 2 Experimental Group 4 Experimental Group 6 

(EG2) (EG4) (EG6) 

 

The stimulus consist of a scenario description as well as one of three different social media mobile 

feeds. A mobile feed was chosen since data shows that in 2016 the mobile social media advertising 

revenue of the total social media advertising (mobile + desktop) made up for 77.5% and will make 

up for 88.4% in 2022 (Statista, 2018f). Also, Google just announced that for them it is mobile first 

because mobile searches overtake desktop searches (Rodriguez, 2018). Moreover, it is assumed that 

most people will enter the survey via their mobile phone and as the stimulus should be as realistic as 

possible for the respondent this made the most sense. This is also proven by numbers as 80% of social 

media users open social media via their mobile phone and browse through them (Sterling, 2016). 

Nevertheless, it should be noted that there are some differences between mobile and web versions of 

Facebook and Instagram in terms of features and consumers’ uses. Thus, results might be different 

when tested on a desktop stream. 

Respondents are asked to carefully read through the scenario and scroll through the social media feed. 

The kind of action that they were asked to perform, is one they normally do several times a day, 

therefore it can be defined as a part of their daily routine. 

All scenarios consist out of a stimulus which either explains the participant that he or she is interested 

in furniture (high involvement) or not (low involvement). Moreover, the participant is advised that 

he or she was searching for furniture on the Internet the other day to refer to the factor of 
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personalization (behavioral targeting). Further, one out of three social media streams/feeds is 

presented to the participant. For the detailed stimuli and streams, see Image 1. 

 
IMAGE 1. Social Media Streams - Experiment 
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All LinkedIn, Instagram and Facebook streams contain the same native advertising for a furniture 

brand, which is naturally embedded in the feed. 

A furniture brand was chosen for the ad due to two main reasons. The first reason is that furniture is 

a gender neutral product and thus, is probably appealing to both genders in the same way. Second, 

campaign effectiveness seems to vary significantly depending on the product being advertised (Bart 

et al., 2014). Based on two well-established generic dimensions for product classification, Bart el al. 

(2014) show that campaigns are most effective for products that are both utilitarian (vs. hedonic) and 

higher involvement (vs. lower involvement). By using the Elaboration Likelihood Model, they offer 

a theory-based explanation (Petty & Cacioppo, 1986). Consumers response to advertising and 

communication varies by the level of involvement, thus the marketing strategies vary for the levels 

(Vaughn, 1986). High involvement products primarily need the traditional hierarchy of effects as 

marketing strategy. This refers to think, feel do. Meaning, consumers “think” and “feel” over a longer 

period before they “do” due to economic considerations (Vaughn, 1986). However, low involvement 

products have a reverse hierarchy. Referring to do-think-feel. Here, the experience with the product 

experience is an important part of the buying process (Vaughn, 1986). 

This study aims to choose a high involvement product but still one that is in the lower end of high 

involvement and one that is more utilitarian than hedonic. Hence, a chair is chosen for the 

advertisement of this study. A furniture product that everyone needs in their home but still people put 

thoughts into it when buying it. 

To make the furniture ad and brand appealing to every participant in the same way it is created as 

neutral as possible. In this case, neutral is understood to mean that the participants have no prior 

thoughts and feelings about the brand to which they are exposed. A fictitious brand has also been 

chosen to avoid potential disruptions such as brand or response evaluation due to the knowledge, 

experience or reputation of the company. If there is no prior knowledge of the company in the 

consumer's mind, the evaluation of the native advertising and its response to it can be considered as 

subjective consumer statements. Therefore, the brand “Arkin Home” has been made up for the 

purpose of this research and does not exist anywhere in the world. The visual of the ad has been 

picked from an existing British furniture brand called MADE.COM. It is a small online retailer and 

the picture could only be found on their website. It is assumed that none of the respondents of the 

study could have any prior knowledge of it or attitudes toward it. The ad is designed to look like a 

professional ad. Facebook and Instagram both just allow 20% text on the ad picture. Thus, this 
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percentage is not exceeded in the created ad. The natural color green as the main color of the ad was 

chosen to have a neutral look. The ad further has a text on it saying, “I’ve got your back”, which can 

refer to everyone or everyone can refer to it. It also speaks in a direct tone with the respondents. By 

using a direct personal tone, the brand is perceived as more human and committed to its consumers 

(Kerkhof et al., 2011). The logo is completely fictitious and just visible as a profile picture, but not 

in the actual ad. The caption text, describing the ad on each platform, is put together from different 

furniture ads on social media and kept very general but still informative. 

Within the stream the ad is always placed as number three, meaning in every stream the participant 

sees two other posts (e.g. of friends, liked pages etc.) before he or she is exposed to the native 

advertising. All three streams try to look as natural as possible and could be one of the participants 

own feed. Following neo-positivism, an experiment should be carried out as realistically as possible, 

as this helps to find the most representative truth. However, this needs to be united with a controlled 

environment because in an un-controlled environment it becomes increasingly difficult to maintain 

an objective level and to not be influenced by external factors (Nygaard, 2007). 

The Facebook and Instagram stream almost have the same content, meaning the same images, 

captions and people. Because LinkedIn is used for business and has different content in general, the 

stream is adjusted and has some different posts than Facebook and Instagram (see Image 1). In 

general, from a control perspective it is better to conduct research using the same news feeds. This 

makes the variables more constant and stimuli can be compared easier. Because one of the aims of 

this study is to make it as realistic as possible the LinkedIn feed was created a little different. It has 

to be assured that the social media streams look close to real life in order to feel of a real corporate 

response in social media. 

The researchers are aware of the fact, that the setup of the experiment has a great influence on the 

outcome and that a different set-up, like using another brand, product or changing the order of the 

posts in stream, might lead to other results. 

4.3.1.2 Manipulation Check 

A manipulation check is included in the experiment in order to identify whether or not a manipulation 

is successful and has the desired effect (Perdue & Summers, 1986). 

Hypotheses 9a - 9j test whether the kind of social media platform has an effect on the strength of the 

relationships in the model. Here, the manipulation consists of social media feeds on Instagram, 
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LinkedIn or Facebook. Due to this very obvious and dominant manipulation, no manipulation check 

was obtained in the experiment. 

Hypotheses H7a - H7j test whether there is a change in the strength of the relationships in the model 

for high product involvement and low product involvement. Here, the manipulation is encouragement 

of high product involvement versus low product involvement when seeing the ad on the social media 

feed. To verify that the instructions produce the high or low product involvement that is wanted, a 

manipulation check is added. This check makes it possible to test whether the mean values of the two 

groups differ from each other. After having read the assigned scenario and looked at the social media 

stream, respondents are asked how important, relevant and how meaningful furniture is to them by 

keeping the just read scenario in mind. The three different items reach from “unimportant - 

important”, “irrelevant - relevant” and “means nothing to me - means a lot to me”. The scale is 

adopted from McQuarrie & Munson (1992) - also see Chapter 4.2. 

4.3.1.3 Variables 

After the respondents are exposed to the scenario and the manipulation check they are exposed to the 

questions concerning the independent and dependent variables. The items operationalized in Chapter 

4.2 are grouped and queried for the corresponding constructs of the research model. The items were 

all formulated as statements to which the participants should base their assessment on a 7-point Likert 

scale. All 7-point Likert scale questions are displayed on one page of the questionnaire. The constructs 

attitude towards advertising and purchase intention were measured with 3-item 7-point semantic 

differentials. These are identified by modified questions and positioned on two new pages of the 

questionnaire. Altogether, there are 22 questions. Since respondents tend to agree with a statement 

rather than oppose the proposed sentence, the positive options are placed to the right (or on the 

bottom) to ensure that respondents first consider the negative options before the positive, as 

respondents are expected to read options from left to right and top to bottom (Boynton, & Greenhalgh, 

2004). 

4.3.2 Sample 

One major benefit of using the Internet to conduct experimental research is the ability to have a 

diverse randomized sample of participants. The sample population that this research aims at 

investigating is defined as millennial social media users in Europe more particularly Germany, 

Switzerland and Scandinavia between the age of 21 - 35. This is appropriate for the research because 
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for example in Sweden 92% of the 16 - 25 year old and 89% of the 26 - 35 year old use social media 

(Statista, 2018a; see Chapter 2.2.3). The western world is chosen because with the given timeframe 

and resources it is hard to reach other parts of the world even with the possibility of social media. 

Due to the large target market, it makes it impossible for the researcher to survey the entire population. 

For the present study, respondents are selected via snowballing. Snowballing is a non-probability 

sampling technique “...in which an initial group of respondents is selected randomly.” (Malhotra & 

Birks, 2007, p. 414). The survey link is posted on the researchers' social media accounts and emailed 

to contacts. Therefore, it reaches their friends and followers. Those can then share the link with their 

friends. In addition, it is posted into several social media expat groups in order to reach older 

respondents and higher income groups, than solely the researchers network which mainly consists of 

students (see Chapter 4.3.4). 

Within snowballing respondents are asked to identify other potential respondents, who in turn are 

asked to identify other potential respondents, and so on. Therefore, this process can be carried out in 

waves, resulting in a snowball effect (Malhotra & Birks, 2007). Like any other sampling technique, 

snowballing has advantages and disadvantages. On a positive note, snowballing is a relatively cheap, 

timesaving, convenient, and efficient sampling method, as the recruitment work falls into the initial 

group of respondents, not just the researcher (Malhotra & Birks, 2007, Solomon, 2009). On the 

negative side, snowballing is accused of causing sampling bias. This is because referrals will 

frequently share similar traits and characteristics with the person referring them (Malhotra & Birks, 

2007). This leads to a non-representative sample for the true population and also limited 

generalizability (Solomon, 2009). This has to be acknowledged when interpreting the results but due 

to time, cost and feasibility concerns, the selection could not be more rigorous. 

When using probability sampling, the determination of the sample result precision is possible due to 

the fact that respondents are selected by chance, this precision is not allowed in non-probability 

sampling (Malhotra & Birks, 2007). For the reason that the actual distribution of the population and 

the sample is not known in advance, a statistical determination of the sample size and its 

representativeness is not possible. 

There are several guidelines on this topic. Following Hair et al. (1995), a number between 200 and 

400 respondents is normally accepted for a path analysis and multiple regression. However, larger 

sample sizes are preferred. It is further argued, a number of 30 respondents should be distributed to 

each of the groups when the purpose is to measure group differences (Van Voorhis & Morgan, 2007). 

Therefore, the researcher define the goal to reach at least 300 usable, complete questionnaire 
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responses, which would ensure 50 observations for each of the six groups of the experiment. The 

researchers assess that this sample size is sufficient to generate indicative results from the statistical 

analysis for this study. They are fully aware that no sophisticated statistical conclusions can be drawn. 

4.3.3 Pretest 

Before the final experiment, a pretest was carried out. The aim was to check the comprehensibility of 

the questions, the duration of the survey and whether the manipulation is suitable for the final 

experiment. Based on the results from the pretest the final experiment is designed to ensure that the 

it will lead to the best results. 

The pretest was carried out in Switzerland due to the researchers' residence. The sample was 

composed as close as possible to the final experiment; social media users between the age of 21 - 35. 

The sample consisted of respondents being between 19 - 41 years old from Germany, the Netherland, 

Switzerland, and the United States. In total the pretest had twelve respondents in order to make sure 

that each scenario was answered twice, and each respondent saw only one type of questionnaire. 

The pretest was designed as an online questionnaire like the final experiment. Nevertheless, the 

researchers were always present when the respondents completed it. Before answering the 

questionnaire, the respondents were asked to point out ambiguities and difficulties in completing the 

questionnaire or other abnormalities immediately. During the pretest, the researchers also paid 

attention to reactions and behavior of the respondents, such as questioning looks, hesitation or 

boredom in order to be able to conclude unclear phrasing, question construction or layout decisions. 

The researchers talked to all respondents after to get their feedback. 

The pretest questionnaire asked respondents if they know the brand “Arkin Home” and if they have 

seen the advertised product before. None of the respondents was familiar with the brand or the chair 

shown in the advertisement. The questionnaire also included a question about the possible 

associations with the name of the furniture brand: “What do you associate with the name “Arkin 

Home?”. Most of respondents thought about furniture. One respondent associated it with clothes 

when reading the name. Because it was only one respondent and none of the respondents was familiar 

with the brand, “Arkin Home” is assumed to be a suitable brand name to be used in the experiment.  

The results of the pretest have shown that the manipulation functioned very good between high- and 

low involvement, and the three different social media platforms.  

The results of the independent-samples t-test show that the difference in the means is statistically 

significant at, t(12) = 8.315, p < .005.  High involvement had a significant higher mean (M = 6.66, 
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SD = .086) than low involvement (M = 4.22 SD = .281) - see Appendix 3. In addition, all respondents 

stated they perceived the stimulus as realistic. The average time to complete the questionnaire was 

between four and five minutes. This is assumed to be acceptable by the researchers since Bodnar 

(2015) argues that the survey abandon rate increase when the survey takes more than seven to eight 

minutes to complete. 
After the pretest, the questionnaire was revised again. Especially the intelligibility of the statement: 

“Native advertising provides timely information.” presented a difficulty for some respondents. 

Therefore, it was changed to: “Native advertising provides up to date information”. In addition, some 

respondents complained that they had to read the scenario twice in order to fully understand it. Hence, 

the important information was marked more clearly by bold letters. Furthermore, respondents 

indicated that when reading the sentence: “You will now be shown a newsfeed from a social media 

website.” They think about the newsfeed on their computer but instead see a mobile feed. Therefore, 

the sentence was changed to: “You will now be shown a social media mobile feed.” Moreover, some 

respondents pointed out that they forgot to keep the scenario in mind when answering the question 

because they were not remembered again. Hence the researchers added the phrase: “Keep in mind the 

scenario when answering the questions” above each new question type. After revising the 

questionnaire, the final experiment could take place. 

4.3.4 Experiment Procedure 

As mentioned before data is collected via an electronic questionnaire from SurveyXact and is 

subsequently analyzed and interpreted with analytic software. After the pretest was completed and 

the corrections were made, the data collection started. This took place from the 23th of February until 

the 12th of March 2018. This period gave respondents sufficient time to complete the questionnaire 

and the potential to benefit from the Snowball Effect. In line with the purpose of the research to gain 

insights on the impact of native advertising on social media, the primary data collection exclusively 

took place on the Internet. The participants possessed no prior knowledge of the experiment before 

their participation; there was no obligatory participation, and no reward for completing it. Mainly 

questionnaires have been distributed via the researches social media profiles on Facebook and 

LinkedIn (see Appendix 4). In addition to the researchers profiles the survey was also posted into 

several groups. Namely: Expats in Hamburg, Expats in Copenhagen, NewInZurich and Expats World 

Stockholm. Respondents were kindly asked to share the questionnaire link with their networks, 

encouraging a Snowball Effect. The choice was not only due to the possibility of reaching a large 
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number of people in a short time but also because the respondents could already be categorized as 

social media users. In addition, the link to the survey was emailed to friends, family and colleagues. 

This was done to reach respondents over the age of the researchers as well as higher income groups. 

For the purpose of distributing the survey an invitation letter was formulated in advance, which 

explained the context and the purpose of the study and contained the link to the survey (see Appendix 

5). Respondents were told that the purpose of the research is to gather empirical material for a 

master’s thesis on the topic of native advertising. Via a link they got access to a website with the 

questionnaire. In that way respondents could answer it when convenient (within the duration of the 

experiment). Therefore, within- and between-group subject error was kept relatively low by allowing 

respondents to decide when to answer the survey. However, both the day of the week and the time of 

day may still have some influence on the performance of the subject. In addition, there is a high 

likelihood that the results will vary each time the study is reproduced because the results depend on 

the subjects' physiology, mood, and information processing abilities.
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5. EMPIRICAL ANALYSIS AND RESULTS 

The task of the empirical analysis consists of presenting the results from the experiment as well as 

reviewing and presenting the postulated hypotheses on the basis of the collected data in order to be 

able to derive insights for the research questions. To enable the analysis of the collected data the first 

part of this section deals with the data cleansing and manipulation. In addition, it is important to know 

if the manipulation in the experiment worked. Therefore, a manipulation check is presented. This is 

followed by the descriptive analysis which presents the characteristics of the respondents. The 

measurement model will further be evaluated in terms of its reliability and validity. After the quality 

check of the measurement model, the quality of the structural model is examined. Last, the group 

comparisons for the analysis of the moderating variables is carried out to determine moderating 

effects of product involvement, social media platforms and demographics. 

5.1 Data Cleansing and Manipulation 

The dataset was initially exported from SurveyXact to Excel. Before the collected data was evaluated, 

incomplete and unusable records were eliminated. In sum a total of 461 datasets was recorded. The 

distribution among the different experimental groups can be seen in Table 3. In order to increase the 

quality of the data set, a multi-level data cleansing was carried out. To make sure only respondents 

who use social media answer the questionnaire a filter was integrated in the first part. It was therefore 

necessary to eliminate the cases that did not answer the relevant survey subareas. For this reason, 34 

cases had to be eliminated, leaving 427 usable cases. Furthermore, another 8 records were eliminated 

because they were considered unreliable due to the monotone response. It might be that respondents 

felt that the questions and answers were to similar and thus they felt bored.  

In summary, a total of 419 cases can be used for the analysis. This would allow the use of covariance-

based methods that require a case number of at least 200 cases (Homburg & Klarmann, 2006). 

However, an advantage of PLS is the not required normal distribution of the collected data (Reinartz 

et al., 2009). Due to the aforementioned self-selection of the participants, a normal distribution of the 

data cannot be guaranteed. For this reason, the decision was made on PLS as evaluation method.  

Furthermore, the survey contained two control questions regarding the experiment. Respondents who 

answered at least one of the control question wrong had to be excluded for the group comparison (see 

Chapter 5.4.3). It stands out that especially the experimental group that saw the LinkedIn feed 

frequently answered the control question on what platform they had seen the ad with “Facebook” 
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instead of “LinkedIn”. This might be due to several reasons. The researchers assumed that 

respondents who are familiar with “Xing” (a social media platform extremely similar to LinkedIn 

used in Germany, Austria and Switzerland) would be able to respond to the LinkedIn feed because 

of the high similarity. However, the LinkedIn feed as well as the Facebook feed both use a blue color. 

Respondents who were not focused enough might have been confused by that. Moreover, it might be 

that a lot of people use and have LinkedIn but more from a networking point of view, meaning that 

they use it to keep in contact but don’t scroll through the feed that much. This would mean they are 

not as used to the LinkedIn mobile feed as to the Facebook and Instagram feed. In total 106 

respondents had to be excluded, 91 of them belonging to the LinkedIn sample.  

The control question concerning involvement was answered wrong by 17 respondents. This could be 

due to momentarily distraction or not being concentrated while reading the stimulus. 

 

TABLE 3. Experimental Group Distribution 

Scenario Attributes Frequencies 

    absolute in percentage % 
1 Low Involvement, LinkedIn (EG2) 53 12.6% 
2 Low Involvement, Facebook (EG4) 65 15.5% 
3 Low Involvement, Instagram (EG6) 83 19.8% 
4 High Involvement, LinkedIn (EG1) 73 17.4% 
5 High Involvement, Facebook (EG3) 76 18.1% 
6 High Involvement, Instagram (EG5) 69 16.5% 

 

Manipulation Check 

Possible relationships between a dependent variable and an independent variable can be detected by 

using experimental research. If manipulations are presented in an experiment it is necessary to test 

whether the manipulations worked as intended in order to test the hypothesis (Perdue & Summers, 

1986). As mentioned earlier, the experiment for this thesis consists of a 2 x 3 between-subjects 

experimental design with six experimental groups making it possible to test the hypotheses H8a – 

H11j. 

To identify whether the manipulation was successful an independent-samples t-test is used.  The 

results of the independent-samples t-test show that the difference in the means is statistically 

significant at, t (417) = 24.884, p < .005. On average, the high involvement group felt a stronger 

product involvement (M = 5.31, SD = 1.19) than the low involvement group (M = 2.67, SD = 0.96) 
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(see Appendix 6). This indicates that the manipulation was successful and the participants in the high 

involvement group felt significantly more product involvement than the participants in the low 

involvement group. 

5.2 Descriptive Evaluation 

Within this chapter, the sample is more accurately characterized and a descriptive analysis of the 

individual constructs from the research model takes place. All data was analyzed with IBM SPSS 

Statistics 24. 

5.2.1 Sample Description 

The study collected the socio-demographic characteristics of gender, age, education, employment 

status, income and nationality. To get an overview of the date, the demographic description of the 

419 respondents takes place first. The results of the descriptive statistics are presented in Table 4. 

 

218 women and 201 men participated in the survey. With 52% female and 48% male subjects, slightly 

more women participated. Furthermore, with 54.18%, just over half of the participants are students. 

The predominant age of the subjects is between 19 and 34 years (86.2%). 11.22% of the participants 

are between 14 and 18 years old and 8.6% of the participants are between 35 and 44. With regards to 

education, the sample is dominated by the higher level of education (80.43%) (Bachelor degree, 

Master degree). Additionally, over 50% of the respondents have a yearly income of under $40K. 

Regarding regional distribution of the participants most of the participants (51.3%) come from 

German speaking countries namely Germany and Switzerland. 34.1% come from Scandinavian 

countries including Denmark, Sweden and Norway. North Americans make up 9.8% of the sample. 

Due to the anonymous data collection, it was not possible to check the return rates of the individual 

channels. 
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TABLE 4. Sample Description 

Attribute  Attribute types  Frequencies 
    absolut in percentage % 
Gender    

female 218 52% 
male 201 48% 

Age    
14 - 18 47 11.2% 
19 - 24 161 38.4% 
25 - 34 175 41.80% 
35 - 44 36 8.60% 
45 - 54 0 0% 
55 - 64 0 0% 
over 65 years old 0 0% 

Employment     
Employed for wages Employed for wages 139 33.20% 
Self-employed 30 7.20% 
Out of work and looking for work 11 2.60% 
Out of working and not currently looking 
Homemaker 0 0% 

Student 9 2.10% 
Military 227 54.20% 
Retired 3 0.70% 
Unable to work  0 0% 
 0 0% 

Education    
No degree 26 6.20% 
High School graduate 38 9.10% 
Bachelor's degree 191 45.60% 
Master's degree 140 33.40% 
Professional degree 13 3.10% 
Doctorate degree 11 2.60% 

Income     
Less than $20K 159 37.90% 
$20K - $40K 97 23.20% 
$40K - $80K 80 19.10% 
$80K - $100K 58 13.80% 
$100K - $125K 18 4.30% 
$125K - $150K 3 0.70% 
More than $150K 4 1% 

Nationality     

Canada 23 5.50% 
Switzerland 70 16.70% 
Germany 145 34.60% 
Denmark 78 18.60% 
Italy 6 1.40% 
Norway 24 5.70% 
Sweden 41 9.80% 
United States 18 4.30% 
All other (less than 2) 14 3.30% 
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5.2.2 Comparison of Experimental Groups 

Before verifying the hypotheses, the six experimental groups were tested for structural equality. This 

is important because a possible difference may be due to measurable distinctions between the 

examined groups. A comparison was made between the six experimental groups and the demographic 

characteristics of age, gender, education, income, employment and nationality were taken into 

account. All variables are categorical, and thus comparison is conducted using a Chi-square test. For 

tables bigger than 2x2 the expected count is assumed to not be less than 5 or 20% or more of the cells 

have expected counts greater than 5 (Pallant, 2010). 

The ‘minimum expected cell frequency’ should be 5 or greater (Pallant, 2010). Table 5 shows that 

this assumption is violated by four of the variables (employment, education, income and nationality). 

Thus, the likelihood ratio instead of the Pearson Chi-square is considered. Only the variable of gender 

and age observes the assumption. The significance levels considered are .743, .736, .959, .959 .824, 

.969. Because all results are p > .0.5 none is significant. Meaning, the distribution of men and women 

and the dispersion of age, employment status education level, income and nationality are not 

significantly different across the groups. 

 
TABLE 5. Chi-Square Test 

  
  Value df 

Asymptotic 
Significance 

(2-sided) 

Gender 
Pearson Chi-Square 2,721a 5 0,743 
Likelihood Ratio 2,749 5 0,739 

Age 
Pearson Chi-Square 11,225b 15 0,736 
Likelihood Ratio 12,026 15 0,677 

Employment 
Pearson Chi-Square 12,055c 25 0,986 
Likelihood Ratio 14,154 25 0,959 

Education 
Pearson Chi-Square 14,187d 25 0,958 
Likelihood Ratio 14,14 25 0,959 

Income 
Pearson Chi-Square 21,163e 30 0,883 
Likelihood Ratio 22,792 30 0,824 

Nationality 
Pearson Chi-Square 45,866f 70 0,989 
Likelihood Ratio 49,634 70 0,969 

a. 0 cells (0,0%) have expected count less than 5. The minimum expected count is 25.42. 

b. 1 cell (4.2%) have expected count less than 5. The minimum expected count is 4.55.  

c. 21 cells (58.3%) have expected count less than 5. The minimum expected count is .38. 

d. 18 cells (50.0%) have expected count less than 5. The minimum expected count is 1.39.  

e. 18 cells (42.9%) have expected count less than 5. The minimum expected count is .38. 

d. 66 cells (73.3%) have expected count less than 5. The minimum expected count is .25. 
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All tests are all shown to be insignificant and it can be concluded that there are no significant 

differences between the six experimental groups. This finding may discard the concerns of other 

measurable differences influencing the possible difference in the perceived target image between the 

experimental groups studied. This provides a good ground for further analysis. Of course, other 

factors may influence the outcome, but as it is not possible to take into account all possible factors. 

Age, gender, employment status, education, income, and nationality are selected because they are 

common covariates in research studies (Frone et al., 1996). 

5.2.3 Descriptive Analysis of the Constructs 

Another consideration are the constructs. To describe the constructs, the respective mean values and 

the associated standard deviations are used. The mean of the construct can also be referred to as the 

construct value. The construct value specifies the absolute value of a construct, showing whether the 

subjects have ticked high or low values. A high construct value which is in the positive range indicates 

most of the respondents agree with the statement. Regardless of whether the items were measured 

using a 7-point Likert scale or a semantic differential, all scales consist of seven levels.  

As shown in Table 6, the mean values for the constructs range from 3.59 to 5.15 and the standard 

deviations range from 1.057 to 1.405. All constructs except for credibility have comparable high 

means (4.66 to 5.15) indicating most of the constructs are important and meaningful for the 

participants. However, the standard deviation various between constructs and shows that 

entertainment (SD = 1.354), informativeness (SD = 1.319) and purchase intention (SD = 1.396) and 

attitude towards the advertising (SD = 1.405) have rather high ones which indicates that consumers 

gave a wider dispersion of answers and the views of the subjects are wider. Advertising value (SD = 

1.167) on the other hand has a rather small standard deviation and therefore the views of the 

participants seem to be more aligned and similar.  

It is noticeable that the construct personalization (M = 5.15, SD = 1.211) seems to be of greatest 

importance for the respondents in the context of this study. The comparatively average standard 

deviation of the construct indicates an average dispersion of answers and the views of the subjects 

seem to be just a little wider. In terms of credibility, respondents are almost indifferent on average 

(M = 3.59, SD = 1.057). The comparatively low standard deviation of the construct indicates a 

narrower dispersion of answers and the views of the subjects seem to be a quite similar in this respect. 
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TABLE 6. Means and Std. Deviations 

  Entertainment Information Personalization Credibility Advertising 
Value 

Attitude 
towards 

Advertising 

Purchase 
Intention 

N  
Valid 419 419 419 419 419 419 419 

Missing 0 0 0 0 0 0 0 

Mean 4,75 4,96 5,15 3,59 4,84 4,66 4,82 

Std. Deviation 1,354 1,319 1,211 1,057 1,167 1,405 1,396 

 

5.3 Structural Equation Modeling Analysis 

The focus of this chapter is the statistical analysis of the hypothetically formulated research model 

developed in Chapter 3 using SEM analysis. To do so, the coded dataset from Excel had to be 

imported to SmartPLS as a .csv file. 

A SEM consists of two parts, the measurement model and the structural model (Jöreskog & Wold, 

1982). In the measurement model, the indicators are assigned to the construct they are supposed to 

measure.  

The measurement model specifies the contribution of each construct indicator to its respective latent 

variable. This allows for the evaluation of the validity of the latent variables and scale reliability. 

Hence, the measurement model takes measurement errors into account (Hair et al., 1995). Specifying 

and evaluating the measurement model is the most important first step in SEM analysis because it 

ensures that the subsequent hypothesis test is meaningful. 

The structural model illustrates the path diagram representing all causal relationships between the 

latent variables proposed in the conceptual framework, which are then translated into a series of 

structural equations. These allow the statistical hypothesis testing necessary to determine the 

significance of the hypothesized relationships. 

Creating the conceptual model in SmartPLS was done in two steps. First, the structural model was 

constructed assembling all the constructs and combining them according to the hypothetical 

relationships. Second, by attaching all of the indicators to their respective construct, the measurement 

model was constructed. As suggested by Hair et al. (2017) the settings of the PLS algorithm were set 

as default throughout the analysis (weighting scheme: path, maximum iterations: 300, stop criteria 

(10 ^ -X): 7). This was also done for the initial bootstrapping settings with 500 subsamples; Parallel 

processing; bias-corrected and accelerated bootstrap; two-sided 0.05 significance level). 
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5.3.1 Assessment of the Measurement Model 

The suitability of the measurement model is determined by reliability and validity criteria. Reliability 

describes the extent to which a measurement is free from random errors. Validity ensures that what 

is intended to be measured is actually measured (Homburg 2016). A measurement model is valid if 

the convergence and discriminant validity are met. Convergence validity requires that the indicators 

of a construct are strongly interrelated (Hair et al., 2017; Himme, 2007). The counterpart to this is the 

discriminant validity, which states to what extent the indicators of one construct differ from those of 

another (Panten & Boßow-Thies, 2007). The indicators for the various constructs collected in the 

context of this study are all reflective (see Chapter 4.1.3.5). Therefore, suitable quality measures for 

reflective indicators are considered below. The first three quality measures are used to determine 

convergence validity and the next two assess discriminant validity. 

The first measure for checking convergence validity is the indicator reliability, considering the factor 

loadings of the individual indicators. The indicators must have factor loadings greater than 0.707 to 

ensure that at least half of the variance of the indicators can be linked to the constructs (Johnson et 

al., 2006). 

In addition, the factor loadings of the indicators should be checked for their significance (Herrmann 

et al., 2006). This is done with the bootstrapping resampling process (Hair et al., 2017) The 

significance level should be 5%, leading to the requirement for a t-value of at least 1.96 (Homburg & 

Giering, 1998). In the present measurement model, all indicators exhibit loadings above 0.70 and 

range between 0.703 and 1.095. The t-values range between 43.079 and 225.045 (see Table 7). Thus, 

they fulfill the requirement for the factor loadings and the indicator reliability is given. 

 
TABLE 7. Factor Loadings and t-values of the Items 

  Factor loading t-value 
Requirement > 0,7 > 1,96 
Ad_Attitude_1 0,951 212,653 
Ad_Attitude_2 0,935 225,045 
Ad_Attitude_3 0,910 111,085 
Ad_Value_1 0,803 69.052 
Ad_Value_2 0,842 90,198 
Ad_Value_3 0,912 100,107 
Credibility_2 1,095 160,472 
Credibility_3 0,703 43,079 
Entertainment_1 0,857 85,256 
Entertainment_2 0,926 139,542 
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Entertainment_3 0,905 151,49 
Information_1 0,871 150,857 
Information_2 0,936 149,938 
Information_3 0,808 68,143 
Personalization_1 0,816 54,024 
Personalization_2 0,906 97,855 
Personalization_3 0,792 54,032 
Personalization_4 0,895 96,411 
Purchase_In_1 0,906 165,521 
Purchase_In_2 0,946 211,579 
Purchase_In_3 0,929 167,439 
   

 

Another and more important criterion in this context is the construct reliability. It measures the 

internal consistency of the indicators (Hair et al., 2017). The construct reliability can assume values 

between 0 and 1 (Ringle & Spreen, 2007) and should be above a minimum of 0.7 (Jahn, 2007). In the 

measurement model, all constructs have a construct reliability in the range of 0.889 and 0.952 (see 

Table 8), which indicates a high correlation between the indicators of the respective constructs. 

Finally, the average variance extracted values (AVE) are considered. It is checked which proportion 

of the variance of a construct is explained by the indicators assigned to it (Ringle & Spreen, 2007). It 

should be at least 0.5. The measurement model also fulfills this criterion because all the values of the 

average variance recorded are above at least 0.728 (see Table 8). All in all, indicator reliability, 

construct reliability, and AVE prove the convergence validity of the measurement model. 
 

TABLE 8. Reliability and Convergent Validity Analysis of Variables, and Discriminant Validity 

  Convergent Validity  Discriminant Validity 

Construct/ Indicator Composite Reliability AVE Fornell/Larcker 

Requirement ≥ 0,7 ≥ 0,5 AVE ≥ Corr2 

Ad_Attitude 0,952 0,869 fulfilled 

Ad_Value 0,889 0,728 fulfilled 

Credibility 0,896 0,750 fulfilled 

Entertainment 0,925 0,804 fulfilled 

Information 0,906 0,763 fulfilled 

Personalization 0,915 0,729 fulfilled 
Purchase Intention 0,948 0,859 fulfilled 
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Discriminant validity as the second central assessment criterion of measurement models is checked 

using the Fornell-Larcker criterion. It is fulfilled if each construct’s AVE is greater than its squared 

correlation with the remaining constructs (Fornell & Larcker, 1981). The underlying individual values 

are shown in Appendix 7. As a result, the measurement model shows that the mean variance of all 

constructs is higher than the squared correlations with any other construct. Therefore, discriminant 

validity is proven. In addition, consideration of the cross-loads can be used to further substantiate 

discriminatory validity. The indicators should in this case have a higher factor loading with the 

construct to which they are assigned to than to their cross-loads (Chin, 1998). This is the case for all 

constructs in the model (see Appendix 8). After a detailed examination of the convergence and 

discriminant validity including all related quality measures, these results provide clear support for the 

measures’ reliability and convergent validity. Thus, the measurement model is suitable for 

determining the structural model discussed below. 

5.3.2 Assessment of the Structural Model 

After examining the quality criteria of the measurement model, the theoretically postulated 

hypotheses in the context of the structural model have to be checked using suitable criteria.  

Estimates are provided for this measure, after running the PLS model. The individual path coefficients 

can be interpreted as standardized beta coefficients of ordinary least squares regressions (Henseler et 

al., 2009).  

 

t-values 

In a first step, the model relationships are examined regarding their significance. Significances 

provide information about the acceptance or rejection of the formulated hypotheses. In order to 

confirm or reject the hypotheses, the bootstrap procedure is undertaken. This procedure provides an 

estimate of the spread, shape, and bias of the sampling distribution (Henseler et al., 2009). The routine 

was run on a pre-specified number of 500 bootstrap samples (SmartPLS default).  

Since a two-sided t-test is used, the determined t-value for a significance level of 5% should exceed 

the critical value of 1.98 (Herrmann et al., 2006). If this is not the case, the established hypothesis 

must be rejected. The following Table 9 gives an overview of the t-values and path coefficients of 

the postulated hypotheses. 
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TABLE 9. Path Analysis Results of the Hypotheses 

Hypothesis Path Coefficient t-value Result 

Requirement  > 1,98  

H1a (Informativeness ➝ Advertising Value) 0,283 6,612*** supported 

H1b (Informativeness ➝ Attitude towards 
Advertising) 0,034 1,165 rejected 

H2a (Entertainment ➝ Advertising Value) 0,342 3,164*** supported 

H2b (Entertainment ➝ Attitude towards 
Advertising) 0,367 5,107*** supported 

H3a (Credibility ➝ Advertising Value) 0,085 2,676** supported 

H3b (Credibility ➝ Attitude towards 
Advertising) 0,071 1,846 rejected 

H4a (Personalization ➝ Advertising Value) 0,232 3,425** supported 

H4b (Personalization ➝ Attitude towards 
Advertising) 0,105 2,095* supported 

H5 (Advertising Value ➝ Advertising Attitude) 0,237 4,545** supported 

H6 (Attitude towards Advertising ➝ Purchase 
Intention) 0,654 11,934*** supported 

***p < 0.001; **p < 0.01; *p < 0.05    

 

As the table shows, hypotheses H1a, H2a, H2b, H3a, H4a, H4b, H5 and H6 can be accepted. The t-

values for the hypotheses exceed the required minimum value (> 1.98). The signs of the path 

coefficients also show that the hypotheses have positive values which corresponds to the formulated 

relationships. Thus, the formulated hypotheses can be considered plausible. The influence of 

informativeness (H1b) and credibility (H3b) on attitude towards native advertising could not be 

supported because the t-values do not have a minimum value of 1.98. 

All four attributes of an advertising, informativeness (H1a), entertainment (H2a), credibility (H3a) 

and personalization (H4a), have a positive significant effect on the advertising value. Thus, the higher 

the perceived informativeness, entertainment, personalization, and credibility, the higher the 

advertising value. A closer look at the path coefficients shows that entertainment has the strongest 

influence (ß = 0.342) on the advertising value, whereas credibility has the weakest influence (ß = 
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0,071). Although the relationship is small, it is nevertheless significant and therefore of importance 

to the perceived advertising value. 

Only entertainment (H2b), advertising value (H5) and personalization (H4b) show a significant 

positive influence on the attitude towards the advertising. Same as for the advertising value, 

entertainment has the strongest influence (ß = 0.367). Informativeness (H1b) and credibility (H3b) 

do not have a significant effect on the attitude towards the advertising. 

Furthermore, the significant positive influence of the attitude towards the advertising on purchase 

intention represents the overall strongest relationship (ß = 0.654) in the model and the hypothesis H4 

can be supported. 

 

R2 

After statements about the acceptance or rejection of the hypotheses, the best possible variance 

explanation of the target variables is in the focus of interest. The coefficient determination (R2) is a 

measure of the model’s predictive accuracy and describes the fraction of total variance that is 

explained by the model (Hair et al., 2014). Chin (1998) describes R2 values of 0.67, 0.33 and 0.19 as 

substantial, moderate and weak. Thus, the determined R2 should have a value greater than 0.33. Table 

10 gives an overview of the endogenous constructs of the established model and the associated R2 

values. 
 

TABLE 10. R2 - Values of the Constructs 

Construct R2 

Requirement > 0,33 

Ad_Attitude 0,528 

Ad_Value 0,673 

Purchase Intention 0,428 

 

All endogenous constructs have a R2 value greater than 0.3 and can therefore be well explained. 

Impressive is the R2 value of the construct advertising value. 67.3% of the variance of this construct 

can be explained by perceived informativeness, entertainment, personalization and credibility. 
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Stone-Geisser-Q2 

In addition, a verification of the predictive validity for the endogenous constructs is made, due to the 

fact that the present model consists of only reconstructive constructs. The redundancy-based Q2 

according to Stone-Geisser can be used as an indicator for the predictive validity of the model.313 

Predictive validity is given when Stone-Geisser’s Q2 assumes a value greater than zero (Herrmann et 

al., 2006). As shown in Table 11, the Q2  values for all endogenous constructs exceed the value of 

zero. Thus, the model can be certified predictive validity. 

 
TABLE 11. Q2 - Values of the Constructs 

Construct Q2 

Requirement > 0 

Ad_Attitude 0,416 

Ad_Value 0,449 

Purchase Intention 0,328 

 

In summary, it can be stated that, due to the predominant good results, a high estimation quality can 

be assumed for the structural model. Since all quality criteria are met, the model can be considered 

as very valid. Figure 5 gives an overview of the developed model with the R2 values, path coefficients 

and t-values (in brackets). 
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FIGURE 5. Structural Model (own creation) 
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5.3.3 Analysis of Moderating Effects 

Besides direct causal relationships, moderating effects are also suspected in the research model. 

Compared to covariance-based methods, the PLS approach is particularly well-suited for the 

validation of moderating effects (Chin et al., 2003; Scholderer et al., 2006). In general, there are two 

approaches to reviewing moderating effects. On the one hand, interaction effects can be calculated. 

The analysis of interaction effects with PLS is based on the Product-Indicator-Approach developed 

by Chin et al. (2003). 

Despite the quite easy to implement calculation of interaction effects with the PLS method, the 

method also has its disadvantages. Carte and Russell (2003) argue that the interpretation of path 

coefficients from the interaction term to the dependent variable in interval-scaled variables is 

inadmissible and influenced by multicollinearity. Huber et al. (2006) criticizes the possibility of 

biased parameter estimates. 

Another way to analyze moderating effects with the PLS method is to use a group comparison 

(Braunstein, 2013). The groups defined for the comparison are defined as the database for the 

calculation of the sub models. Subsequently, the path coefficients of the sub models are compared. If 

the path coefficients in both sub models differ in terms of their height, a significance test is carried 

out to determine a moderator effect (Huber et al., 2008). This approach is recommended if a 

moderator effect of a variable is suspected on multiple relationships, as it is the case in this study. 

Furthermore, due to the criticism of the procedure with interaction effects, the group comparison is 

used to determine moderating effects in this work. 

 

One approach for carrying out a significance test in the context of PLS-based group comparisons is 

suggested by Keil et al. (2000) and Chin (2000). But, this parametric approach does not fit with the 

basic idea of the PLS procedure, which is independent of assumptions about the distribution of the 

data (Henseler, 2012; Hair et al., 2017). For this reason, Henseler (2007) developed a novel non-

parametric approach for calculating the significance of differences in the PLS group comparison 

(Henseler, 2012). This approach does not build on any distributional assumptions but can only be 

used to test one-sided hypotheses (Hair et al., 2017). Therefore, it is not suitable for this research 

because it tests two-sided hypotheses. 

A widely used approach for carrying out a significance test in the context of PLS-based group 

comparisons is the permutation test that was originally developed by Chin (2003) and further 

substantiated by Chin and Dibbern (2010). The test randomly exchanges observations between the 
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groups and re-estimates the model for each permutation. The difference between the group-specific 

path coefficients does not fall into the 95% permutation-based confidence interval if the p value is 

smaller than 0.05 and, thus, is statistically significant (Hair et al., 2017). In general permutation tests 

have been shown to perform very good across a broad range of conditions (e.g., Ernst, 2004; Good, 

2000). Therefore, and because of the test’s nonparametric character it is generally recommended 

using this test (Hair et al., 2017). 

 

In the following, possible moderator effects of the structural model are examined. For this purpose, 

the overall data set is divided into differentiating groups according to the respective moderator 

variable. Subsequently, these groups are analyzed separately. For the verification of statistical 

significance, the procedure according to Chin and Dibbern (2010) is followed.  

The validation of the measurement model must be done again for the different group comparisons if 

cases have been removed, and therefore lead to a different dataset than the original one. The results 

of the measurement models for the different group comparisons provide clear support for the 

measures’ reliability as well as convergent validity and all criteria are fulfilled (see Appendix 9).  

The results of the group comparison using the permutation test are summarized in Table 12, 13, 14, 

15 and 16. With the first column showing the path coefficients for Group 1, the second column the 

path coefficients for Group 2. The third column contains the absolute difference of the path coefficient 

between the groups. The p-values of the permutation test are shown in the fourth column, values 

under 0.05 are significant. 

5.3.3.1 Involvement 

To examine the moderating influence of the variable involvement, the subjects were first divided into 

two groups by the experiment stimulus they were assigned to. One group is characterized by a high 

product involvement and the other by a low product involvement while looking at the native ad on a 

social media feed. 

There are 198 respondents in the group with the low product involvement and 204 are characterized 

by a high product involvement. 17 of the 419 respondents did not answer the control question right 

and therefore had to be excluded for the group comparison (see Chapter 5.1) 
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TABLE 12. Group Comparison Product Involvement 

  
Low 

Involvement 
High 

Involvement 
Difference 

Causal Relationship 
Path  

Coefficient ß1 
Path 

Coefficient ß2 ß1 - ß2 p 
H7a (Information ➝ Advertising Value) 0,256 0,266 -0,010 0,910 

H7b (Entertainment ➝ Advertising Value) 0,142 0,366 -0,224 0,145 

H7c (Credibility ➝ Advertising Value) 0,206 0,033 0,173 0,022* 

H7d (Personalization ➝ Advertising Value) 0,362 0,202 0,160 0,286 

H7e (Information ➝ Attitude towards 
Advertising) 0,040 0,044 -0,004 0,972 

H7f (Entertainment ➝ Attitude towards the 
Advertising) 0,295 0,394 -0,099 0,487 

H7g (Credibility ➝ Attitude towards Advertising) 0,054 0,151 -0,097 0,293 

H7h (Personalization ➝ Attitude towards 
Advertising) 0,246 -0,049 0,295 0,044* 

H7i (Advertising Value ➝ Advertising Attitude) 0,177 0,261 -0,084 0,593 

H7j (Attitude towards Advertising ➝ Purchase 
Intention) 0,445 0,711 -0,266 0,010* 

***p < 0.001; **p < 0.01; *p < 0.05     
 

Three of the p-values from Table 11 show a significant moderator effect for the analyzed relationship. 

These relationships differ significantly in their strength depending on consumers' product 

involvement. Consequently, the relationships credibility to advertising value (H7c) and 

personalization to advertising value (H7h) are significantly higher for the low product involvement 

group whereas the relationship attitude towards the advertising to purchase intention (H7j) is 

significantly higher for the high product involvement group. These hypotheses can therefore be 

supported. All the other hypothesis (H7a, H7b, H7d, H7e, H7f, H7g and H7i) have to be rejected. 

5.3.3.2 Platform 

Based on the theoretical considerations, different social media platforms are considered to have a 

moderating effect on the strength of the relationship in the model. As already mentioned in Chapter 

5.1 the questionnaire contained a control question regarding the platform. Respondents who actually 

saw a different platform than they said they did and answered the control question wrong have to be 

excluded for the group comparison. 91 respondents from the LinkedIn sample answered the control 
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question wrong, 10 from the Facebook sample and 7 from the Instagram sample. Leaving 131 

respondents in the Facebook group, 145 in the Instagram and 35 in the LinkedIn group. A group 

comparison requires the sample to not have to large differences in the group-specific sample size 

because that would have adverse consequences for the permutation test performance (Hair et al. 

2017). Therefore, this section will only use the Facebook and Instagram samples, were Facebook is 

representing a social networking sites and Instagram a content community site. 

 
TABLE 13. Group Comparison Social Media Types 

  

Social 
Networking 

Site 

Content 
Community 

Site 
Difference 

Causal Relationship 
Path  

Coefficient ß1 
Path 

Coefficient ß2 ß1 - ß2 p 

H11a (Informativeness ➝ Advertising Value) 0,390 0,199 0,190 0,048* 

H11b (Entertainment ➝ Advertising Value) 0,199 0,348 -0,148 0,412 

H11c (Credibility ➝ Advertising Value) 0,113 0,107 0,006 0,943 

H11d (Personalization ➝ Advertising Value) 0,237 0,231 0,006 0,963 

H11e (Informativeness ➝ Attitude towards 
Advertising) 0,012 0,073 -0,061 0,601 

H11f (Entertainment ➝ Attitude towards the 
Advertising) 0,454 0,319 0,135 0,407 

H11g (Credibility ➝ Attitude towards 
Advertising) 0,103 0,150 -0,047 0,609 

H11h (Personalization ➝ Attitude towards 
Advertising) 0,016 0,072 -0,055 0,714 

H11i (Advertising Value ➝ Advertising Attitude) 0,275 0,255 0,020 0,899 

H11j (Attitude towards Advertising ➝ Purchase 
Intention) 0,741 0,745 -0,004 0,960 

***p < 0.001; **p < 0.01; *p < 0.05     
 

Table 13 shows that the p-value for the relationship informativeness between advertising value fulfills 

the requirement of p > 0.05. Therefore, hypothesis H11a can be accepted. All other relationships 

(H11b - H11j) do not have a significant change in the path coefficient and have to be rejected. 
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5.3.3.3 Demographics 

Based on the theoretically considerations age, gender and education are seen as relevant demographic 

variables. They are assumed to have a moderating role in the model that changes the strength of the 

relationships. The questionnaire contained demographic questions to be able to divide the respondents 

into different groups. 

 

Gender 

To analyze the moderating effect of gender, the overall dataset is divided into two groups of which 

218 respondents are female and 201 respondents are men. 

 
TABLE 14. Group Comparison Gender 

  Female Male Difference 

Causal Relationship 
Path  

Coefficient ß1 
Path 

Coefficient ß2 ß1 - ß2 p 
H8a (Information ➝ Advertising Value) 0,266 0,253 0,013 0,880 

H8b (Entertainment ➝ Advertising Value) 0,269 0,358 -0,089 0,555 

H8c (Credibility ➝ Advertising Value) 0,107 0,087 0,020 0,795 

H8d (Personalization ➝ Advertising Value) 0,276 0,187 0,089 0,529 

H8e (Information ➝ Attitude towards 
Advertising) 0,130 -0,029 0,159 0,096 

H8f (Entertainment ➝ Attitude towards the 
Advertising) 0,309 0,330 -0,021 0,870 

H8g (Credibility ➝ Attitude towards Advertising) 0,063 0,113 -0,050 0,555 

H8h (Personalization ➝ Attitude towards 
Advertising) 0,184 0,107 0,077 0,608 

H8i (Advertising Value ➝ Advertising Attitude) 0,126 0,298 -0,173 0,318 

H8j (Attitude towards Advertising ➝ Purchase 
Intention) 0,623 0,623 0,000 0,998 

***p < 0.001; **p < 0.01; *p < 0.05     
 

The p-values from Table 14 do not show any significant moderator effect for the causal relationships. 

Therefore, hypothesis H8a - H8j have to be rejected. 
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Age 

To compare if there is a difference regarding the age, respondents are divided into two groups. 

Millennials born until 1992, are defined as the older section of this generation (Wylde, 2018). 

Therefore, respondents between the age from 14 - 24 represent the group of “young people” and 

respondent with an age between 25 - 45 “adults”. 208 of the respondents are younger than 25 and 211 

are older.  

 
TABLE 15. Group Comparison Age 

  Age (≤ 24) Age (> 24) Difference 

Causal Relationship 
Path  

Coefficient ß1 
Path Coefficient 

ß2 ß1 - ß2 p 

H9a (Informativeness ➝ Advertising Value) 0,230 0,273 -0,042 0,575 

H9b (Entertainment ➝ Advertising Value) 0,294 0,309 -0,015 0,927 

H9c (Credibility ➝ Advertising Value) 0,048 0,148 -0,100 0,159 

H9d (Personalization ➝ Advertising Value) 0,310 0,188 0,122 0,392 

H9e (Informativeness ➝ Attitude towards 
Advertising) 0,091 0,011 0,081 0,398 

H9f (Entertainment ➝ Attitude towards the 
Advertising) 0,296 0,366 -0,071 0,620 

H9g (Credibility ➝ Attitude towards Advertising) 0,112 0,038 0,074 0,410 

H9h (Personalization ➝ Attitude towards 
Advertising) 0,171 0,112 0,058 0,680 

H9i (Advertising Value ➝ Advertising Attitude) 0,152 0,272 -0,120 0,459 

H9j (Attitude towards Advertising ➝ Purchase 
Intention) 0,617 0,639 -0,022 0,820 

***p < 0.001; **p < 0.01; *p < 0.05     
 

The p-values from Table 15 do not show any significant moderator effect for the causal relationships. 

Therefore, hypothesis H9a - H9j have to be rejected. 

 

Education 

To investigate the moderating influence of the variable education, respondents are divided into two 

groups, one lower education (no degree, high school degree, professional degree, bachelor’s degree) 

and one high education group (master's degree, doctoral degree). 268 respondents have a lower 

education and 151 respondents have a higher education.  
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TABLE 16. Group Comparison Education 

  
Lower 

Education 
Higher 

Education Difference 

Causal Relationship 
Path  

Coefficient ß1 
Path 

Coefficient ß2 ß1 - ß2 p 

H10a (Informativeness ➝ Advertising Value) 0,312 0,153 0,159 0,055 

H10b (Entertainment ➝ Advertising Value) 0,258 0,393 -0,134 0,397 

H10c (Credibility ➝ Advertising Value) 0,139 0,050 0,089 0,258 

H10d (Personalization ➝ Advertising Value) 0,217 0,282 -0,065 0,684 

H10e (Informativeness ➝ Attitude towards 
Advertising) 0,072 0,031 0,041 0,686 

H10f (Entertainment ➝ Attitude towards the 
Advertising) 0,374 0,213 0,161 0,256 

H10g (Credibility ➝ Attitude towards 
Advertising) 0,059 0,134 -0,075 0,435 

H10h (Personalization ➝ Attitude towards 
Advertising) 0,162 0,073 0,089 0,536 

H10i (Advertising Value ➝ Advertising Attitude) 0,149 0,362 -0,213 0,209 

H10j (Attitude towards Advertising ➝ Purchase 
Intention) 0,621 0,645 -0,024 0,829 

***p < 0,001; **p < 0,01; *p < 0,05     
 

Table 16 shows that there is no significant difference in any of the path relationships. No p-value is 

under 0.05. Thus, hypothesis H10a - H10j must be rejected. 

 

An overview for the supported hypothesis of the moderating effects is presented in Table 17. 

 
Table 17. Supported Hypotheses Moderating Effects 

Moderator Causal Relationship p Result 

Involvement 

H7c (Credibility ➝ Advertising Value) 0,022* supported 

H7h (Personalization ➝ Attitude towards Advertising) 0,044* supported 

H7j (Attitude towards Advertising ➝ Purchase Intention) 0,010* supported 

Social Media 
Platform H11a (Informativeness ➝ Advertising Value) 0,048* supported 

***p < 0.001; **p < 0.01; *p < 0.05   
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6. DISCUSSION 

After the data has been analyzed, all results will be interpreted. It is advisable to discuss all factors 

particularly outstanding and contradictory ones. After the results will be summarized and limitations 

will be addressed. 

Throughout the study, a conceptual model based on the theoretical background of the Web 

Advertising Model by Ducoffe (1996) was developed and adapted to the context of native advertising 

on social media. In addition, data was collected by a self-completion questionnaire with an integrated 

experiment. The analysis tested the hypothesized relationships with SEM PLS. 

The aim of this study is to determine the factors influencing the native advertising value, attitude 

towards native advertising as well as purchase intention and the moderating effect of product 

involvement, different social media platforms and demographics. In the following discussion, all 

findings will be interpreted and discussed in this context. 

6.1 Interpretation of the Results 

In this chapter, a systematic interpretation of the results takes place in order to answer the raised 

research questions. To do so, a short discussion of the respondents will precede. This allows a more 

relevant elaboration and interpretation of the results, as the characteristics of the respondents have 

important implications and effects on the results. 

After, the influences on native advertising value and attitude towards native advertising as well as on 

purchase intention are considered in two different sections. The moderating factors will be discussed 

throughout the sections as well as in a single chapter. 

6.1.1 Characteristics of Respondents 

All 419 respondents are social media users, which was necessary in order to be able to answer the 

questionnaire. The proportion of female and male is relatively balanced with slightly more female 

respondents. Therefore, all results can be accepted and are valid for both genders. 

Most of the respondents are students, followed by being employed at a company or self-employed. 

This relatively high proportion of students in terms of the total number of participants can be 

explained by the distribution of the survey on the researchers’ social media profiles. The researchers 

are students themselves and therefore mostly have other students or job starters as friends and 

followers. The other great percentage of employed people can also be explained by the contacts of 
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the researchers as well as by the distribution of the survey in several different expat groups on 

Facebook. The age of the respondents is primarily between 19 and 34 years, which in turn is due to 

the high participation of students. Almost all participants fall into the generation of millennials. All 

results of the analysis are just valid for the just described age and employment group. 

Further, it can be stated that most of the participants have a university background like a master’s or 

bachelor’s degree. Moreover, the income margin is rather low. Again, these demographic factors can 

be traced back to the distribution of the survey. Since the researchers are students it makes sense that 

a lot of their contacts come from a similar background and mostly have a university degree as well. 

The income margin can also be explained by the fact that a large proportion of the participants are 

students or, according to the young age bracket, more likely to be job starters than experienced 

professionals with high salaries. 

Most respondents come from Canada, Denmark, Germany, Italy, Norway, Sweden or the United 

States. This distribution is due to the researchers’ residence and former residences, from which most 

of their social media contacts are from. 

6.1.2 Influencing Factors of Native Advertising Value and Attitude 
Towards Native Advertising 

In order to answer the research question all hypothesized relationships and moderating effects will be 

presented and discussed below. 

6.1.2.1 Attitude Towards Native Advertising 

Attitude towards native advertising is the key construct of the developed conceptual framework 

because as the only construct it has a relationship with every other one. It is hypothesized to be 

influenced directly by native advertising value, as well as direct and indirectly through ad value by 

perceived informativeness, entertainment, credibility and personalization. Moreover, it is the only 

construct assumed to have an influence on the target construct purchase intention. 

The attitude of a person defines his or her positive or negative evaluations, expressive feelings and 

different actions towards an object or idea (Kotler, 2010). The analysis showed a construct value of 

4.66 for attitude towards advertising. Thus, it can be argued that attitude towards native advertising 

is perceived as rather positive and important by the respondents. Bauer et al., (2003) combined the 

Attitude Towards the Ad Model with Flow Theory to demonstrate why attitude towards advertising 

is positive or negative. They further, state that for the effects of advertising the Flow Theory can be 
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used. When arguing with the Flow Theory it can be assumed that native advertising is intrinsically 

enjoyable for the respondents, since it is perceived as positive (Hoffman & Novak, 1996). 52.8% of 

the variance of this construct can be explained advertising value, perceived informativeness, 

entertainment, personalization and credibility. Despite the well-explained variance of the construct 

attitude towards native advertising, there might be other influential factors. 

The results of the analysis show positive significant effects for advertising value, entertainment and 

personalization. Credibility as well as informativeness show positive effects. However, both factors 

have not found to be significant. These relationships will be discussed further in the following 

chapters. 

6.1.2.2 Native Advertising Value 

As already mentioned native advertising value is one construct of the study hypothesized to have a 

positive influence on attitude towards native advertising. Native advertising value represents the 

benefits that consumers get by seeing the native ad. 

Based on the construct mean of 4.84 it can be stated that native advertising value is perceived as 

positive, meaningful and important by the respondents in general. Further evidence for the model’s 

explanatory can be found by looking at the R2. 67.5% of the variance of this construct can be 

explained by the constructs perceived informativeness, entertainment, personalization and credibility 

and has the highest variance explanation of the present model. As already mentioned for the attitude 

towards the advertising, despite the well-explained variance of the construct, there are possible other 

influence factors. 

Based on the results of the analysis, the findings confirmed the results of previous studies that users' 

opinions about social media advertising such as informativeness, entertainment, credibility, and 

personalization impact the ad value (Ducoffe 1996, Brackett & Carr, 2001, Xu, 2006). The positive 

significant effect is stronger for some relationships than for others. This will be taken into further 

consideration in the next chapters after the discussion of the relationship between native advertising 

value and attitude towards native advertising. 

A significant positive influence of the native advertising value on the attitude towards native 

advertising could be demonstrated (H3). This indicates, the higher the perceived value, the more 

positive the attitude towards the native ad. With a path coefficient of 0.237, the perceived value has 

the second largest impact on attitude towards the native advertising. Arguing with the Exchange 

Theory it can be stated that the respondents’ expectations or needs are met and they perceive a rather 
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great benefit from native advertising. This in turn leads to the greater perceived value and positive 

reactions like a positive attitude towards native advertising. In addition, this indicates native 

advertising used by a company can be seen as a communicative exchange between the company and 

the consumer. 

6.1.2.3 Informativeness & Entertainment 

Perceived informativeness and perceived entertainment are important aspects of advertising. A look 

at the construct values of entertainment (4.75) and informativeness (4.96) shows native advertising 

is considered entertaining and informative by most subjects. 

 

Relationship between informativeness, entertainment and  native advertising value 

The results of this study further indicate that both informativeness and entertainment have a 

significant impact on the value of native advertising (H1a, H2a). The higher the perceived 

informativeness and entertainment, the higher the native advertising value. A look at the path 

coefficients of the two factors proves informativeness has a value of 0.283 and entertainment has an 

almost equal but higher impact on the advertising value with a path coefficient of 0.342. Thus, the 

entertainment and informativeness aspect of native advertising make a significant contribution to the 

customers benefit. 

Arguing from the perspective of the Uses-and-Gratification-Theory the results indicate entertainment 

and informativeness used in native advertising have a benefit-satisfying function for the respondents. 

Meaning informativeness of native advertising can meet consumers' need for relevant and useful 

information, while entertainment can fulfil his or her desire for escapism, distraction, relaxation, or 

stimulation (McQuail, 1983). 

Davis et al. (1992) suggest that entertainment and usefulness together play an important role in 

explaining behavioral intentions to exploit and use technology. Enjoyment offered by mobile phones 

appears to be the most consistent gratification found in research applied to teenagers (Castells et al., 

2006). 

Following Yeu et al. (2013), who examined banner advertisements in online gaming, it can be argued 

that since respondents perceive native advertising as entertaining, it can attract the attention of 

consumers. This has become increasingly difficult due to the high daily exposure rate to online 

advertising. Because of the positive significant effect, entertainment is one of the reasons to catch 

consumers attention and makes the native ad valuable for consumers. Not surprisingly 
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informativeness has a positive significant effect as well, as suggested by earlier research (e.g. 

Ducoffe, 1996). In addition, Bauer and Greyser (1968) argue the primary reason why consumers 

tolerate advertising is information, which in general is one of the most important functions of 

advertising. Social media is a platform rich in information. Users are updated all the time about brands 

and products from marketers or friends. Therefore, it seems logical that information is adding to the 

value of a native ad. In order to show informative content to consumers, advertising must be tailored 

to their needs and relevant as well as comprehensive and complete (Pagani 2004; Robins 2003; Saeed 

et al., 2013). These results are in line with previous studies on social media (Logan et al., 2012; Van-

Tien Dao et al., 2014). 

 

However, the results of the study imply that the type of platform moderates the causal relationship 

between informativeness and the advertising value (H11a). The path coefficient for the social 

networking site, Facebook (0.390) is significantly higher than for the content community site, 

Instagram (0.199). Surprisingly, the effect in this study is higher for Facebook. A previous study 

conducted by Van-Tien Dao et al. (2014) showed that the effect is higher for content community 

sites. However, looking at the social media stream presented to the respondents during the experiment 

(see Image 1) one can see the caption in the Facebook stream shows all information provided to the 

consumer. Instagram on the other hand only shows the first two lines. The consumer would have to 

press “more” to get the entire information. This represents a realistic setting of both social media 

mobile streams. However, clicking “more” was not possible in the experiment. The additional 

information visible on Facebook might make the ad more valuable and useful for the consumer and 

thus, informativeness has a greater influence on native advertising value. 

Moreover, users have many opportunities to publish different content and get into conversation with 

people (Cécile, 2016). Facebook is increasingly trying to become the exclusive information medium 

on the Internet (Khunkham, 2015). A study by BLM (2013) found no other website or portal in the 

Internet is used more by young people to obtain information: Facebook has become the most 

important source of information for young people on the Internet in Germany. Almost two-third 

(64%) of the 14 to 29-year-olds use the social network to keep up to date with politics, business and 

culture. This is followed by various video portals (47%), websites of magazines (45%) and Internet 

portals (45%). Therefore, it is not surprising that users also value information higher on an advertising 

on Facebook than on Instagram. 
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Relationship between informativeness, entertainment and attitude towards native advertising 

Other hypothesized relations within the study were the influence of perceived informativeness and 

entertainment on attitude towards native advertising. Surprisingly, the causal relationship between 

informativeness and the attitude towards native advertising is not confirmed (H1b). Thus, a change 

in the perceived informativeness will not have a significant effect on the attitude towards native 

advertising. This result is interesting because the influence was proven in other studies (Brackett & 

Carr, 2001; Huq et al., 2015). One explanation might be the set-up of the experiment. Facebook and 

Instagram advertising only allows a total of  20% text on the picture used for the ad. This was also 

the case for the advertising in the experiment (see Image 1). Thus, the information provided to the 

respondents by the advertising was not a lot. Although it has a positive effect in general it might not 

contribute to a better attitude towards native advertising. 

In addition to advertising value, entertainment also has a significant contribution for clarifying the 

variance of the construct attitude towards native advertising with a path coefficient of 0.367 (H2b). 

Thus, the higher the perceived entertainment of native advertising, the more positive the attitude 

towards it. This proves to be congruent with the findings of Bauer et al. (2003) who showed that 

perceived pleasure exerts a strong influence on the advertising effect, when combining the Attitude 

Towards the Ad Model with Flow Theory.  

The importance of entertainment in advertising found in this study correspond with the findings of 

Sinkovics et al. (2012). They showed that it is becoming increasingly important, especially in highly 

competitive markets, for advertising to differentiate itself from other market participants by providing 

entertainment. Further they argue entertainment is attracting consumers attention. Findings by 

Sprouts Social (2018) that consumers respond best to entertaining social media ads and entertainment 

still being the best way to stop the scroll, also contribute to why entertainment has a positive effect. 

41% of users report that entertaining content lets them engage with and like a social media ad (Sprouts 

Social, 2018). Attracting the attention of millennials is very difficult because they turn away from an 

ad when having a bad experience (Gottfried & Barthel, 2015; Stuart, 2016). Thus, entertainment can 

contribute to the fact that millennials pay more attention to it. The result demonstrates that for the 

consumer, the entertaining aspect of the native ad is more important than the useful aspect of 

information. 

Another interesting aspect is that entertainment is the only factor having a higher path coefficient to 

attitude towards native advertising than on native advertising value. This can result from various 

reasons. Native ads are mainly seen during spare time, since that is the time when most people scroll 
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through their smartphones. The mobile nature of social media offers the possibility of using it 

independent from time- and location: Like for example on the train, when waiting for someone or 

when just being at home. It can be assumed that in these situations, people would rather satisfy their 

need for entertainment. Moreover, the subtle form of native advertising and the difficulty to 

differentiate it from content from friends might let consumers focus even more on the entertaining 

aspect, since that is what a lot of people look for on social media (Kalmus et al., 2011).  It remains to 

be noted, however, that informativeness indirectly influences attitude towards native advertising 

through ad value. 

The result shows that the entertainment of native advertising is more important to the respondents 

than the presented information, in terms of influencing the attitude towards native advertising. 

6.1.2.4 Credibility 

Another factor hypothesized to influence ad value and attitude is perceived credibility. Credibility is 

the believability of consumers about advertising that offers of a firm satisfy their needs, desires, and 

wants and at the same time have a direct positive impact on the respondent's attitude towards any 

brand or ad (Choi & Rifon, 2002). A look at the construct value of credibility (3.59) shows it is 

considered positive in terms of native advertising but in general should rather be classified as neutral, 

because it is just in the positive area. It can be assumed that not all respondents see credibility positive 

in native advertising on social media.  

 

Relationship between credibility and native advertising value 

The results of this study show that perceived credibility has a significant impact on native advertising 

value (H5a). A look at the path coefficients demonstrates that credibility has a value of 0.085. Thus, 

the credibility component of native advertising makes a significant contribution to the customers 

benefit and can be considered a decisive component of native advertising. Nonetheless, credibility 

has the lowest positive significant effect on the native advertising value. However, the study shows 

credibility has a positive influence on ad value and therefore it can be argued that, the higher the 

perceived credibility, the higher the perceived value.  

This positive effect of credibility might also be due to the set up of the ad. The ad used a direct 

personal tone which can favor the fact of the brand being perceived as more human and committed 

to its customers (see Chapter 4.3.1.1). Another reason could lie in the rather young participants of the 

survey. Earlier online research shows that, there might be potential differences in the way people 
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from different age groups recognize and perceive media. Young people find the Internet more 

credible compared to older respondents when it comes to information (Bucy, 2003). Johnson and 

Kaye’s (1998) earlier study on media credibility found that online sources were examined as more 

credible and that younger consumers rather view online information as credible. Since every native 

ad must clarify that the company paid for coming up in stream it has to state that it is “sponsored”. 

This might also be an explanation why credibility makes a native ad seem more valuable since 

editorial regulation prevent bias and manipulation and customers know that. 

Finally, it can be argued that respondents perceive credibility as important and useful, which is 

backing up the inclusion of credibility in Ducoff's model (1995, 1996) suggested by Bracket and Carr 

(2001). This means, as in traditional media, believability and trustworthiness of a social media ads 

help to prevent customers from dismissing their skepticism about the ad, finding advertising useful 

and valuable, and reducing advertising avoidance. 

This means that, as in traditional media, the believability and trustworthiness of a social media ad 

helps customers to erase their skepticism about the ad, finding advertising useful, and valuable, and 

thus reducing advertising avoidance. 

The results of the study indicate a significant difference for the effect of credibility on native 

advertising value for the high- (0.033) and the low product involvement group (0,206) (H7c). As the 

path coefficients show the effect for high product involvement is lower than for the low involvement 

group. Further, only the path relationship for the low involvement group is significant with a t-value 

of 3.367. Hence, there is no significant effect for the high involvement group and hypothesis H3a can 

only be supported for the low involvement group. This means that perceived credibility, just 

influences native advertising value for the low involvement group. This could result from the fact 

that consumers with high involvement already tend to like the product advertised and since they are 

already convinced about the product, credibility might not be a factor that contributes to the native 

advertising value.  

 

Relationship between credibility and attitude towards native advertising 

In addition, the results of this study support Bracket and Carr’s (2001) view that credibility has a 

positive effect on the advertising value rather than on the advertising attitude. 

The path coefficient to native advertising value is 0,085 and has a positive significant effect. The one 

to attitude towards native advertising is 0,071 but with a t-value of 1.456 this relationship is not 
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significant in the current model (H3b). This is surprising since other studies confirmed this 

relationship (Bracket & Carr, 2001; Huq et al., 2015; Choi & Rifon, 2002).  

Goldsmith et al. (2000) wrote that the credibility of an advertisement is influenced by various factors, 

particullary the credibility of the company. This means, when testing the advertisements credibility 

respondents will also look at the company's credibility while evaluating it. For this study the company 

was created by the researchers (see Chapter 4.3.1.1) and therefore the respondents could not have any 

previous knowledge or opinion about it. Thus, respondents were probably not able to integrate the 

company's credibility when forming an attitude towards the advertisement. Therefore, the 

significance of the relationship of credibility and attitude towards native advertising in this study 

might have been lowered and did not have such a high priority for the respondents. 

Köhnken (2003) argues if information is relevant to the decisions, actions and attitudes of the receiver, 

credibility is particularly important. This study shows that also information does not have a significant 

effect on the attitude towards the advertising and does not seem to be important to form the attitude 

towards native advertising. This could be reflected in the not significant effect of credibility on the 

attitude towards the advertising. 

It can be assumed that users classify posts from their network as credible. A construct value of 3.59 

indicates that the native ad was perceived as credible. Sponsored content consists of advertised 

messages that mostly appear like they have been posted by private contacts from a person’s network. 

They are very similar in format and style and are embedded in a person's news feed like all regular 

posts from contacts. Therefore, it becomes more difficult for consumers to distinguish non-

commercial content and commercial content (Shrum, 2012). Users may already have the desired 

attitude and increasing credibility does therefore not lead to a better attitude towards advertising. 

On the other hand, the native advertising posts are clearly marked with the claim “sponsored”. 

Especially within social media, it was a common practice for a long time to see advertisements 

without disclosure statements. This is no longer the case and advertising must be marked. Users can 

now easily see whether a post is advertising or not and editorial regulation prevent bias and 

manipulation. It is not up to the user anymore to figure out whether it’s an advertisement he or she is 

seeing or a post from the network. The user might already classify the advertisement as credible on 

basis of the note sponsored. Thus, although they perceive the ad as credible it does not affect their 

attitude towards the native advertising. Therefore, credibility enhances the ad value for the consumer, 

but it does not contribute to or affect the attitude. Building the attitude towards the advertisement 



 98 

therefore rather depends on factors like entertainment and personalization because that is something 

the consumer could not expect from the beginning.  

Nevertheless, an indirect effect of credibility to the attitude towards the advertising can be shown 

through advertising value. This effect has been shown in other studies (Hassan et al., 2013; Sinkovics 

et al., 2012). 

6.1.2.5 Personalization 

The Facebook-IBM partnership, which has taken advertising technology to a new level, allows brands 

to place a personalized ad on users' social media accounts based on their past interactions on the 

Internet. As already mentioned the advertising has to be tailored to the customers' needs which 

highlights the personalization factor. By looking at the construct personalization (5.15) it can be stated 

that the perceived personalization of native advertising is important and meaningful for the 

respondents. The high mean indicates that millennials like it if they get proposed a product that is 

tailored to their needs and wants.  

 

Relationship between personalization and native advertising value 

With a path coefficient of 0.232 personalization makes another significant contribution to the variance 

explanation of the construct native advertising value (H4a). As a result, the higher the personalization 

of the native advertising, the more positive the advertising value. The findings are in line with Lee et 

al. (2017) who found that personalization has a positive impact on smartphone advertising value. This 

study shows that the same applies for native advertising on social media. 

Social media advertising provides a whole new dimension to advertising, especially on Facebook and 

Instagram (Logan et al., 2012). The nature of such advertising dictates to make it more valuable and 

important for consumers it should include features such as personalization found in their study on 

Facebook advertisement (Dehghani &Tumer 2015). The personalization method used in this study 

was retargeting, also called behavioral targeting meaning consumers are targeted with personalized 

ads designed based on prior browsing history (Lambrecht & Tucker, 2013). The results indicate that 

millennials get a higher value from the advertising when they get exposed to advertising that is 

targeted to them. In the present study, based on the scenario, the respondents got exposed to a product 

that they were actually looking for and for which they needed more information and a product 

recommendation. Therefore, advertising that is personally attuned helps to find the right product and 
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gives the ad a higher value. Concluding, this could be one explanation for the positive effect on native 

advertising values. 

 

Relationship between personalization and attitude towards native advertising 

Even though the possibility of personalized advertising represents a big advantage for advertising 

companies, the effectiveness of these forms of marketing depends to a considerable extent on the 

attitude of the consumers. If the customer were disturbed by personalized advertising, it would 

certainly have an impact on the credibility and acceptance of these forms (Rathgeber, 2004). This 

study shows that personalization as a positive effect on the attitude towards the advertising (H4b). 

Meaning, the higher the perceived personalization the higher the attitude towards the ad. With a path 

coefficient of 0.105 the relationship is not as strong as the one to native advertising value (0.232). 

The results do not differ from previous research, which for example pointed out a positive effect for 

personalization on the attitude towards the advertising for SMS, location based and mobile 

advertising (Al Khasawneh & Shuhauber, 2013; Xu, 2006). Earlier empirical evidence also brought 

to light that personalized advertising on Facebook has changed the perception of consumer to 

advertising. In particular, perceived personalization increases positive responses and reduces negative 

responses to an ad (Tran, 2017). 

As mentioned earlier the sample of this study was relatively young. With regards to the handling of 

personal data, consumers have to acquire competences. The more presence the advertisement gets in 

the everyday life of humans, the more competencies the recipients have to have to deal with the new 

form of advertising. This is especially the case with young people and increases their attitude towards 

personalized advertising (Rathgeber, 2004). In addition, a research by Fittkau & Maaß Consulting 

(2009) found that young consumers have a positive attitude towards personalized advertising. 

Furthermore, they found that personalization of advertisement in the form of product 

recommendation, as it was used in this study, is more successful than using other forms of 

personalization. 

The results of the study imply that product involvement moderates the causal relationship between 

perceived personalization and attitudes towards the advertising (H7h). Looking at the path 

coefficients and p-values of the two groups, it is noticeable that the causal relationships do not 

correspond to those of the overall model. The path coefficient for the low involvement group (0.246) 

is higher than in the original model and the one for the high involvement group is lower (-0.049). For 

the low product involvement individuals, the effect of perceived personalization on attitudes toward 
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the advertising is greater than for those with high product involvement. More precisely for individuals 

with high product involvement the effect on the advertising attitude is even negative. That means, the 

higher the perceived personalization is, the lower the attitude towards the advertising. Hypothesis 

H4b, assuming personalization to have a significant positive effect on the attitude towards the 

advertising, can therefore only be supported for the low product involvement group. 

As mentioned earlier, personalization is a key advantage for advertisers, as it allows targeting 

consumers, thereby minimizing advertising wastage. However, for the consumer there are not just 

advantages. The collection of personal data can have a negative impact on the private life of the 

consumers because the consumer becomes increasingly transparent and thus more influenceable. 

Hence, while retargeting, as a special form of personalization, should make the ad more appealing 

and relevant (Ansari & Mela 2003; Chen et al., 2009), advertising personalization can also lead to 

not intended and not wanted respondents. For example, consumers often feel deprived or manipulated 

in their freedom of choice when they perceive personalized advertising that is inappropriately to their 

preferences (King & Jessen 2010). Customers might feel that they are being watched through this 

form of advertising. This could have been the case for the high involvement group. Since they have 

a preference for furniture it could be that the ad was inappropriately close to their preferences. The 

consumer perceives this form of advertising as intrusion in his or her privacy. For them the advertising 

might seem like it is not just relying on their browsing history but knowing something about their 

identity. The low involvement group on the other hand does not know a lot about furniture and 

therefore has a positive attitude towards the ad, because it helps them to find the product they are 

looking for. 

6.1.3 Influencing Factors of Purchase Intention 

To further answer the research question, the hypothesized relationship of attitude towards native 

advertising and purchase intention will be presented and discussed.  

The purchase intention represents the target variables of the established model. As shown in the 

analysis, the construct purchase intention has a mean of 4.82. Accordingly, most subjects rate their 

purchase intention as positive. The study could find a positive significant effect for attitude towards 

advertising influencing the purchase intention (H6). It can be stated that the positive attitude towards 

native advertising will lead to a higher purchase intention for millennials. They do not remember 

times without the Internet and are used to online advertising for a long time and grew up with it. That 

might also explain why they would purchase a product they “just” saw on online advertising. 
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Furthermore, respondents were told that they are looking for furniture, before answering the 

questionnaire. This might have contributed to the development of a purchase intention in addition to 

the advertising they saw.  

A look at the path coefficient (0.654) shows it is relatively high, indicating attitude towards 

advertising has a great influence on purchase intention. In addition, this represents the strongest path 

relationship in the model. The results are also consistent with previous studies on social media 

advertising and online advertising in general. Earlier studies have shown that consumer attitudes to 

advertising influence how they respond and react to advertising, especially their buying intentions 

(McKenzie & Lutz, 1989; Korzaan, 2003; Xu et al., 2006). Moreover, consumer attitudes to social 

media advertising are key factors for the effectiveness (Edwards et al., 2002, Chu et al., 2013). Some 

studies have also highlighted the relationship between consumer attitudes to advertising and their 

behavioral responses (Karson et al., 2006, Edwards et al., 2002). Positive responses were shown by 

the consumers with a favorable attitude towards advertising (Durvasula et al., 2001). Because the 

purchase intention is an attitudinal variable to measure customers' future contributions to a brand 

(Kim et al., 2010) based on the respondents' positive result for purchase intention triggered by native 

advertising it can be argued that brands that advertise through native advertising can expect further 

contributions. 

The findings are consistent with the Theory of Reasoned Action by Ajzen and Fishbein (1980). Their 

theory states a positive relationship between attitude and behavioral intention. The more positive the 

attitude towards a certain behavior is, the higher the behavioral intention of a person (Ajzen & 

Fishbein, 1980). Based on the results of this study this enables to assume that the more positive the 

attitude towards advertising is the greater the intention to purchase the advertised product.  

Just 42.8 % of the construct’s variance can be explained by the construct attitude towards native 

advertising. Due to the relatively low R2 value, it must be assumed that, in addition to the investigated 

determinant, there are other factors that are other contributing factors. This does not seem surprising 

given the consideration of only one acting variable. It seems plausible that the consumer's intention 

to buy the product is not solely dependent on the attitude towards advertising.  

However, one other potential influential factor of purchase intention, mentioned in Chapter 3.2.7, is 

flow. This was not specifically tested in this research due to the scope but is still worth discussing 

since it gives interesting insights. Hsu and Lu (2004) indicated that flow, meaning being in a 

concentrated and fully immersed state, is a critical predictor of purchase intention in the advertising 

research model. Also, for marketers, flow is an important factor to increase purchase intention (Gao 
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& Koufaris, 2006). Web customers may have a short attention span due to their limited time and 

information processing resources (Engel et al., 1990). Therefore, it is particularly important to get the 

attentions and a concentrated mind of the customer. Empirical studies show that higher concentration 

leads to greater flow or pleasure (Novak et al., 2000). Esch and Kiss (2006) show interaction with a 

brand on the Internet requires a certain Internet experience of users. Since all respondents were 

familiar with social media, it is assumed that they were able to fully interact with the advertising. 

When applying Flow Theory it can be argued that one of the reasons for the positive purchase 

intention could be that consumers get in a flow state when seeing native advertising. It further 

suggests that customers who are completely focused and intensely absorbed on native advertising, 

can better enjoy and understand an advertising message. Customers then have a greater purchase 

intention and buy goods or services. This would indicate that the findings of Flow Theory also apply 

to native advertising.  

 

An interesting finding of this study is that this relationship depends on the consumers product 

involvement. Meaning respondents with a high product involvement (0.711) have a stronger 

significant effect on purchase intention than respondents with a low product involvement (0.445).  

This is congruent with previous research, Shim et al. (1989) for example, noted that attitudes towards 

carrying out a behavior were strongly influenced by the level of involvement and even suggested 

including involvement as an external variable in future research using the Theory of Reasoned Action 

by Fishbein and Ajzen (1980). In addition, Te’eni-Harari et al., (2009) came to a similar result when 

they were testing product involvement on different types of advertising on young people. All these 

results indicate that product involvement plays an important role in predicting purchase intention of 

millennials.  

It makes sense that the effect is stronger for the high involvement respondents. Since they already 

like and know the product they don’t need as much persuasion to actually develop a purchase 

intention out of a positive attitude. One could argue if they are already interested in the product and 

additionally have a positive attitude towards the advertising the effect on the purchase intention 

should also be strong and positive. Since the path coefficient of 0.711 is very high this seems logical.   

Further, the target construct purchase intention was explained with different R2 by the attitude 

towards the low and high involvement sub groups (see Appendix 10). For the low involvement group 

only 21.8% of the variance was explained by this predictor; while 58.4% was explained for the high-

involvement group. For the high involvement group almost 60% of the influences on purchase 
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intention are explained by attitude towards native advertising, whereas it is only around 22% for the 

low involvement group. This shows that for the low involvement group a great part (78.2%) of the 

explanation of the influence on purchase intention results from factors that were not taken into 

consideration in this study.  

Consumers with a low product involvement rely on learned and observed knowledge to determine 

their product involvement, when they are influenced by information. This behavior might have an 

impact on their purchase intention and decision (Lord et al., 2001; Lueg et al. 2006). Compared to 

the low product involvement group, high involvement users tend to display a positive attitude toward 

the product from the beginning and buy it (Kim et al., 2009; Zaichkowsky 1985). Because more other 

factors might be considered by users with low involvement when deciding about their purchase 

intention, the one available antecedents explains a relatively low variance of purchase intention for 

low involvement.  

6.1.4 Moderating Effects 

As already discussed throughout the text the developed model is also depending on moderating 

effects. In this study variables, involvement, different social media platforms demographic variables 

were assumed to have a moderating effect. 

6.1.4.1 Involvement 

The moderating variable involvement was the one with the most significant differences in the path 

relationships. Involvement moderates the perceived credibility on the advertising value (H7c), the 

perceived personalization on the attitude towards advertising (H7h) as well as the effect of the attitude 

towards the ad on purchase intention (H7j). No moderating effect for involvement shows up in the 

other path relationships (H7a, H7b, H7d, H7e, H7f, H7g and H7i). 

The results show that every dependent variable has at least one change in a path relationship 

influencing it. However, there are path relationships that showed no significant difference. The 

Elaboration-Likelihood Model by Petty and Cacioppo (1986) recommends that involvement leads to 

an attentive state of mind which makes consumers more motivated and able to process information. 

In this situation, key indicators such as argument quality, initial setting and existing beliefs are 

important to determine persuasion effects (e.g. boomerang effects). (Gunter et al., 2002, Yoo et al., 

2004). Neither Informativeness nor entertainment have a significant difference on the advertising 

value or attitude towards the advertising for different product involvements.  In the current study 
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respondents saw a stimulus and were told to have a high product involvement. It might be that they 

were not able to refer to existing beliefs or argument quality. Therefore, having difficulties to come 

to this attentive state of mind.  

6.1.4.2 Demographics 

In Chapter 3.3.2, the assumption was made that relevant demographic variables; gender, age and 

education have a moderating influence on the relationships in the model (H8a - H10j). The results of 

the group comparison show that the strength of the construct relationships of the established model 

for analyzing the impact of native advertising between persons with different demographics do not 

differ significantly from each other (H8a - H10j). Looking at the path coefficients of the six groups, 

it is noticeable that the causal relationships tend to correspond to those of the overall model. 

Previous studies have argued that there are gender differences in cognition, behavior, biology and 

social orientation (Hofstede, 1984; Shavitt et al., 1998; Karjaluoto et al., 2008; Brown et al., 2003). 

These differences show that men and women tend to think and behave differently. This study shows 

that this is not the case for native advertising on social media. In this study, it is found that men and 

women think in same ways in the process of how they perceive native advertising and in forming an 

attitude as well as purchase intention towards native advertising. 

Age was one other factor assumed to moderate the path relationships but did not show any significant 

differences between older and younger millennials. Although older and younger millennials differ 

they are all still all relatively young. Around 92% of the sample belong to the group of millennials. 

The 35 - 44 year old just made up 8.6% of the sample. Thus, there was no big age gap between the 

respondents. Further, a better separation of the different ages was not possible since the questionnaire 

asked for age ranges and not the specific age. Therefore, it might have been easier to divide the age 

groups if the actual age of the respondents would have been known. 

The last demographic factor considered to have a moderating effect in the model was education. 

Looking at the path coefficients and p-values shows that there is no significant difference in any of 

the path relationships. A different level of education does not change the way in how people process 

native advertising. However, it has to be noted that due to the number of respondents for each 

education the respondents were split into higher education and lower education groups. Thereby, 

Bachelor and Master Students were assigned to two different groups. Thus, no explanation can be 

made, if there is a moderating effect when students are compared to a non-university sample. 
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In summary it can be said that the tested demographic variables do not have a moderating effect on 

the processing of native advertising. However, it must be noted that there are other additional 

demographic factors than used in this study. It might be that those would have a moderating effect.  

6.1.4.3 Types of Social Media 

Social media includes applications such as blogs, social networking sites or content communities, 

amongst other applications, which allow users to share and create information (Alarcón-del-Amo et 

al., 2011; Constantinides & Fountain, 2008). Every platform has its different purposes and 

characteristics, therefore this study tested if there is a difference in the processing of native advertising 

when seeing the ad on different social media platforms. Initially the three platforms Facebook, 

Instagram and LinkedIn were supposed to be tested. Due to the fact, that the LinkedIn sample had 

too little respondents the analysis of the moderating effect only consists of the two platforms 

Facebook (social community platform) and Instagram (content community platform). Thus, the 

conclusion can just be made for the two mentioned platforms and not for LinkedIn (see Chapter 5.1).  

The results of the group comparison show that the strength of the construct relationships of the 

established model between the two different social media platforms only partly differ significantly 

from each other. As explained earlier the social media platform moderates the impact of the perceived 

informativeness of the native advertising towards the advertising value (H11a). However, no 

moderating effects shows up for the other relationships (H11b - H11j). These findings are supported 

by Leung et al. (2015) who tested the effectiveness of social media advertising on the platforms twitter 

and Facebook. In contrary, when Van-Tien Dao et al. (2014) tested the moderating effect of different 

social media platforms they found significant differences. It should be noted, only since 2015 it is 

possible to put the same ads on Instagram as on Facebook. Although the way of messaging and the 

choice of content must be adapted from platform to platform, these are based on the same principles. 

The length or shortness of the message is crucial and a precise and short wording is more attractive 

than the stringing together of phrases (Upon, 2016). Therefore, even though Facebook is not just a 

photo platform like Instagram, creative and successful ideas can be copied from Facebook and used 

on Instagram since both platforms work with the same targeting. Therefore, the characteristics of the 

two platforms might not be as different as assumed.  

Currently, the number of possible ad types on Instagram is very limited compared to Facebook. 

Instagram is especially interesting for users who like to view pictures. Text only plays a minor role 

(Upon, 2016). To be able to compare the experimental groups, the same ads were used for the social 
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media platforms and mainly consisted of a photo and was therefore best suited for Instagram. The 

difference for informativeness between the groups shows users on Facebook like to have information 

and it enhances their attitude towards the advertising. 

6.2 Summary of Discussion 

Overall, the results of the study allow the conclusion that findings from traditional advertising impact 

research can be applied to native advertising on social media. Nevertheless, not all causal 

relationships of the conceptual framework, based on traditional online advertising models, could be 

confirmed.  

The results of the study confirm the findings of Ducoffe (1995, 1996) as well as the extension of the 

Web Advertising Model by personalization (Xu, 2006; Lee et al., 2017). Moreover, results show the 

Theory of Reasoned Actions to be applicable to native advertising. However, confirming the results 

of Brackett and Carr (2001) is only partially possible. 

In summary, it should be noted that the attitude towards native advertising is critical for the 

development of purchase intention. Consumers have a positive attitude towards native advertising, 

when considering it as entertaining, personalized and valuable. The influence factors informativeness 

and credibility are not of relevance when building the attitude. In turn informative, entertaining, 

credible and personalized advertisements are conductive for a positive advertising value. 

The study shows native advertising value to derive from the same factors as traditional online 

advertising, However, this does not prove true for attitude towards native advertising. It is therefore, 

reasonable to assume that the described peculiarities of social media and the specifics of native 

advertising may lead to these differences. Kalmus et al. (2011) argue the use of social media to mainly 

derive from the consumers fulfilling of their personal need for entertainment instead of information, 

how it is the case for websites. This can be acknowledged by this study showing entertainment to 

have the strongest positive influence on the ad value as well as attitude towards the ad, whereas 

informativeness did only show a positive significant effect on the ad value. 

Demographics of millennials do not affect behavior towards native advertising and the factors for 

developing purchase intention are almost the same for different social media platforms. Nevertheless, 

the influential factors and the success of native advertising vary among millennials with different 

levels of product involvement. 
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Overall, the study finds native advertising to be perceived rather positive and it might therefore, 

indicate a solution for the online advertising avoidance by millennials, already suggested by Moore 

(2014). 

6.3 Limitations 

The scientific findings of this study have to be evaluated in the light of the limitations that apply to 

them. 

First, there are limitations due to the research model. The conceptual framework developed focused 

on the substantial factors related to social media native advertising. The study is also limited to the 

use of advertising value, attitude towards the advertising and purchase intention as dependent 

variables. Due to limited scope of the thesis a more comprehensive model was not proposed. 

Furthermore, this research only focuses on personalized ads based on behavioral targeting, meaning 

the search and browsing behavior of people. Moreover, the study only focused on native advertising 

from a social media perspective. Thus, the findings are limited to this specific type of native 

advertising.  

Second, the experiment is limited by a number of factors related to the structure of the study and the 

data collected. The representativeness of the results obtained should be questioned in general, because 

this cannot be guaranteed in any case due to the self-selection of the participants in the online survey.  

Other factors related to the experiment, such as the manipulation test, the way the experiment is 

formed and handled, and the estimation technique limit the experiment in every respect and thus 

influence the results of the experiment. Therefore, it is important to take this into account. Due to 

simplicity and resource considerations, the research only focused on Facebook, LinkedIn and 

Instagram. Thus, only social networking sites and content community sites as a type of social media 

were considered. The third type social media platform was not taken into the study since the other 

two social media types are more frequently used worldwide. Facebook, Instagram and LinkedIn were 

also selected to simplify the design of the experiment and ensure enough respondents in each of the 

experimental group. It ensures a representativeness that is commensurate with the topic of the work, 

but not representativeness in relation to the entire platform of social media. This reduces the 

generalizability of the results since the conclusions can not necessarily be projected onto other types 

or platforms of social media. In the experiment only social media mobile streams were used and it 

should be noted that there are some differences between mobile and web versions of Facebook and 

Instagram in terms of features and consumers’ uses. Thus, there might be differences when testing it 
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for native advertising on a desktop stream. Moreover, the results might be biased based on the product 

category chosen for the experiment. The category “furniture” was taken as only category for this 

experiment. In addition, a fictitious brand was used in the experiment to increase internal validity. 

The cause-and-effect relationships presented in this study are based on the results using a fictitious 

brand in the experiment. One should therefore be careful when generalizing from the findings of this 

study to existing and well established brands, as the cause and effect relationship may not be the same 

if the brand has already established attitudes in the minds of consumers. Moreover, the study just took 

picture advertising into account. Therefore, it cannot be assumed that the results are the same for 

video advertising.  

Third, there are limitations due to the resources available. Above all, time and money play an 

important role in the choice of data design. The limited time available for completing the study has 

created a continuous focus on time as a limited resource in the process. In particular, these limited 

resources, combined with limited money, have limited methodological design in terms of the number 

of respondent units and the geographical distribution. In addition, the data were collected in a period 

between 23th of February until the 12th of March 2018, and responses and attitudes are therefore 

representative only for that time interval. The period is chosen randomly to match the timeline of the 

thesis. 

Fourth, limitation occur because of the sample used. For resource reasons, only a small number of 

participants were used for the research. Furthermore, respondents especially came from certain 

countries including Canada, Germany, Scandinavian countries, Switzerland and USA. This shows 

that all respondents come from western cultures and that the survey population is confined to these 

regions. It is believed that this affects the generalizability. Because the sample consisted of young 

people mainly aged 19-34 years, the generalizability of these results to other age groups is not given. 

Given the current state of development of native advertising and social media users, this target group 

may indeed be considered suitable, but with the increasing popularity of native advertising, it will 

become increasingly important to focus on other age groups as well. Although an attempt was made 

to increase the quality of the research by disseminating the study to a more diverse group of people, 

including different occupations and nationalities, the heterogeneity of the sample could be criticized 

when looking at the target population. Because the distribution took place over the researchers' social 

media profiles and email only people related to them in real life or on social media were able to 

answer the questionnaire as well as people that were in the expat groups in which the questionnaire 
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was posted. Moreover, the number of sample size cannot completely apply to the whole population 

of Facebook, Instagram and LinkedIn users. 

Last, the study only focused on native advertising from a social media perspective. Thus, the findings 

are limited to this specific type of native advertising. 
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7. CONCLUSION 

Companies more and more incorporate online marketing into their strategy and especially social 

media is getting increasingly important for advertisers. Particularly, to reach millennials who are 

digital natives, social media is a great tool to address this target group. The presentation of the  current 

challenges of online marketing in Chapter 1.1 illustrates the high relevance of social media and 

especially native advertising for brands. They show the importance of getting deeper insights and 

knowledge regarding native advertising in terms of social media and how consumers, especially 

millennials react to it. Based on these considerations, this study set out to examine factors in relation 

to consumer reaction and behavior towards  native advertising on social media and compare the 

impact of different social media types, different target groups; low and high product involvement and 

different demographics. From this, the following research question derived at the beginning of the 

thesis: 

 

“What are the different factors influencing the value, attitude and purchase intention towards 

native advertising and how are these relationships moderated by different types of social media, 

product involvement as well as relevant demographics in the case of social media?” 

 

In order to answer the research question, relevant terms were first introduced and defined in Chapter 

2. This allowed to develop a conceptual framework. Based on the Web Advertising Model by Ducoffe 

(1996) and the extended model by Brackett and Carr (2001), as well as some other research and 

theories, a conceptual framework was established. All relevant factors of the conceptual model were 

introduced and described, and a final model was proposed. A total of 60 hypotheses was presented, 

which showed the assumed relationships between a total of 7 constructs and suggested moderating 

effects. 

This research was based on a positivistic approach, in the sense that the aim of the research was to 

statistically test hypotheses based on empirical research. Moreover, a objective stance was taken since 

the data had to be scientifically accepted and valid. For this study primary research was used, thus, 

the necessary data was explicitly collected for the research question. 

Because the study wanted to measure if there is a relative effect between different groups; having 

high or low product involvement, when seeing native advertising on different social media platforms 
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a judgement experiment was chosen. An online questionnaire with six different scenarios was 

distributed. 

SEM was used to analyze the data, using the variance based approach, PLS. Further, a group 

comparison using the permutation test was undertaken in order to assess the potential moderating 

effects. The subsequent result analysis was able to identify the relevant factors influencing native 

advertising value, attitude towards native advertising and ultimately purchase intention on the basis 

of the questionnaire and thus, the research question could be answered. 

As the results of the present work show, informativeness, entertainment, credibility and 

personalization are identified as significant determinants of native advertising value on social media. 

Consequently, these factors can be identified as contributors to the value of native advertising. 

Moreover, entertainment and personalization are identified to have a positive significant effect on 

attitude towards native advertising. However, credibility and informativeness don’t show a significant 

effect. Thus, only entertainment and personalization can be classified as contributors to a positive 

attitude towards native advertising. 

Furthermore, the findings can shed some light on the key determinant of advertising value and attitude 

towards the advertising. With a comparatively high path coefficient, entertainment constitutes the 

main influencing factor of both and the relationship to attitude towards native advertising represents 

the strongest in the model. 

Further, the findings confirm the important relationship between attitude and behavioral intention. As 

proposed by the Theory of Reasoned Actions (Ajzen & Fishbein, 1980) there is a positive significant 

effect from attitude towards native advertising on purchase intention. 

The fact that informativeness and credibility do not have an effect on the attitude towards advertising, 

seems especially surprising. The results of the present work lead to the conclusion that in the context 

of native advertising, informativeness and credibility do not necessarily lead to a more positive 

attitude towards native advertising. Thus, the attitude towards native advertising, the core construct 

of the model, is mostly affected by entertainment, advertising value and personalization. This 

provokes the conclusion that a native ad that is perceived as valuable, useful as well as entertaining 

and personalized increases the purchase intention through a positive attitude. Nevertheless, 

informativeness and credibility have an indirect effect on the attitude towards the advertising through 

advertising value. These indicates that millennials want entertaining, personalized ads that are still 

informative and credible.  
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The relationships are not moderated by all investigated factors. Product involvement and the type of 

social media however were found to change at least some strengthens of relationships. A significant 

effect for product involvement could be found for the relationship between credibility and advertising 

value as well as the relationship of personalization and attitude towards advertising. Moreover, the 

type of social media has a significant moderating effect on the relationship between informativeness 

and native advertising value. Unlike as expected, relevant demographics could not be found to have 

any significant moderating effect in the current model.  

Overall, the results from the study can be beneficial in improving marketing strategies for native 

advertising on social media amongst millennials as well as to suggest future research. The study 

identified factors that can contribute to increased perceived native advertising value, attitude towards 

native advertising, as well as purchase intention, even though, the results cannot be generalized to 

represent the whole population. The study contributes to the literature by demonstrating that the four 

determinants informativeness, entertainment, credibility and personalization have a positive 

significant effect on native advertising value. Further, the two determinants entertainment and 

personalization have a positive significant effect on attitudes toward native advertising and 

subsequent impact purchase intention in the context of native advertising on social media.  

7.1 Future Research 

Based on the results, implications for future research can be given. On the one hand, future research 

should focus on validating and deepening these initial insights and on the other hand it should broaden 

the perspective of investigation.  

Researchers should try to validate these findings based on other respondents' characteristics. Future 

research should examine if the results also withstand an older sampler. Moreover, in terms of both 

relevance and sample, the study is geographically constrained. It is likely that consumers behavior 

and reactions towards the chosen stimulus vary between different parts of the world. Internet behavior 

and usage are different internationally; therefore, further research is needed to generalize the results 

and research model to other country- and cultural contexts with a larger and more diversified sample.  

The data was collected from online customers through questionnaires. Another research method like 

qualitative research can be used in the future to get deeper insights (see Chapter 4.1.3.1). Moreover, 

finding similar results would help to improve the generalizability. 

Furthermore, some of the factors proposed in the model have several forms or can be distinguished 

into different types. This study investigated product involvement. However, other types of 
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involvement should be considered as well as other forms of personalization, since this study only 

used retargeting. Furthermore, this study used advertisement credibility. Future research should test 

what components of credibility are decisive. Credibility can be influenced less by ad message as such, 

but by the credibility of advertisers (Goldsmith et al., 2000, p. 51). Earlier research has focused on 

the source's credibility as the likelihood of providing credible information (Armstrong & Nelson, 

2005). 

The current research considers the moderating role of social networking sites and content community 

sites. The focus was on Facebook, LinkedIn and Instagram. Further studies can integrate and test 

other social media types, such as collaborative projects and blogs or other platforms such as Twitter 

or YouTube. 

Additionally, the setup of the experiment offers possibilities for future research. The studies 

experiment used a photo for the ad. It would be interesting to see if the results are applicable for a 

video ad. Moreover, the product category “furniture” was taken for the experiment and a fictitious 

brand was used. Different product categories as well as another or real brand could lead to other 

responses and motivations among consumers. Therefore, future research could employ more potential 

or established brands as well as different product categories to improve external validity.  

Last, due to limited scope of the thesis a more comprehensive model was not proposed. The values 

of the R2 allow the conclusion that there are other influential factors. Further research can contribute 

to this matter. Especially, purchase intention is just explained by attitude towards native advertising 

in the current study. Other factors could be incorporated to clarify the model and deepen 

understanding of the impact of social media on the decision-making process. Previous studies suggest 

that purchase intention may also be influenced by factors such as previous buying experience or 

Internet dependency (Brown et al., 2003). Moreover, purchase intention is perceived positive and one 

can find a positive significant relationship between entertainment and attitude towards native 

advertising. Therefore, it is assumed that findings of Flow Theory also apply to native advertising. 

Flow was not included as a variable in the study but should be investigated in future research. 

7.2 Managerial Implications 

From a management perspective, the results of this study highlight the relevance of social media 

advertising and indicate significant implications for companies using social media, especially 

Facebook and Instagram advertising as part of their overall advertising strategy. 
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This study can provide benefits to managers by identifying the influential factors on customer’s 

purchase intention and points in the direction of native advertising as an important and integral part 

of the marketing communication strategy showing how this could be a valuable venue for advertisers. 

Managers must recognize that native advertising on social media is a viable marketing tool that, when 

properly applied, can have a positive economic impact on the advertising success. 

Based on the findings of this study managers should develop native advertising on social media that 

appears most likely to be regarded as highly entertaining, informative, credible and personalized. This 

ensures that customers consider native social media ads to be useful, valuable and important. It is 

noteworthy that the attribute of entertainment shows the strongest influence on consumers’ perceived 

value and attitude of native advertising. This result provides the evidence that millennial Instagram 

and Facebook users perceive entertainment as the most important function of native advertising. This 

further indicates that the advertising content can dominate the product-related information. Managers 

using native advertising campaigns should take advantage of the impact entertainment can have on 

attitude towards it, when trying to develop advertising. Advertisers should aim to design their 

advertisements featuring witty, funny or entertaining messages, which will positively influence users’ 

assessment of native ads. For example, marketers can embed an emotional tone into the features of 

native advertising. As a result, participants may feel pleasure while watching the advertising (Eckler 

& Bolls, 2011). 

At the same time the advertising should still be informative for the consumer. For example, marketers 

can enhance the perceived informativeness of native advertising by presenting up-to-date, essential, 

timely, and exclusive information about brand features and attributes, such as unique product features 

and what options are available. Access to this information facilitates decision making and purchase 

judgement (Van Herpen et al., 2000). Thus, consumers will consider native advertising as a valuable 

source of product information. 

Since another indicator of native advertising value is credibility, one more strategy that marketers 

should follow is to develop believability and trustworthiness of native advertising. To achieve this, 

advertising can provide credible sources of information that are used in the advertising content. 

Collectively, marketers should focus on developing entertaining native ads on social media that are 

both informative and believable. 

Furthermore, marketers should bear in mind the perceived usefulness native advertising delivers with 

the advertising content and brings to consumers through personalization. The ability for companies 

of integrating ads into user accounts on Instagram and Facebook has added a new dimension of 
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advertising which is based on consumers interactivity. Personalized ads are developed on the basis 

of new technology and Facebook and Instagram provide targeting options such as personal interests, 

keywords and behavioral targeting. The results show that currently used personalized advertising on 

social media with behavioral targeting works effectively. Ultimately ad value and the attitude towards 

the ad is significant enhanced through the direct or indirect effects of personalization. Leading to a 

higher behavioral intention. When choosing a platform to run a native advertising campaign, 

Facebook and Instagram should certainly be considered as brands can post personalized ads on the 

feed of the user. 

Product involvement findings are also noteworthy because the findings show that consumers differ 

in their processing of native advertising on social media, regarding their product involvement. 

Managers should acknowledge the existence of multiple groups of consumers to employ strategies 

that meet the needs of each of these target groups. This will potentially lead to enhanced customer 

attitude toward the ad and improves the effectiveness of the advertising budget. Based on the results 

concerning the role of product involvement, managers may be able to analyze online consumer 

profiles and log files to determine the extent of consumer product involvement. Assessing consumers’ 

involvement or shopping behavior with the tracking of customer information such as order history 

and keyword search terms, as well as clickstream log files and so forth could be alternatives (Kim et 

al., 2010). In addition, companies must find the right level of personalization for the high product 

involvement users to not generate a negative attitude towards the advertising. In the case advertisers 

have to use highly personalized messages, decreasing privacy concerns can be done by providing 

justifications explaining how consumer information is relevant to the personalized offer. In the case 

that’s what customers bothers about the personalization (White et al., 2008). On the other hand, in 

the case of consumers with low levels of product involvement brands must sell their products by 

adding credibility factors to native advertisements since credibility has a stronger impact on their 

advertising value. 

Finally, the finding implies that different social media sites basically share the same marketing 

mechanism. The important factors that drive customer’s purchase intention is not the social media 

site used for the advertising but how they perceive the ad and what attitude they have towards it. 

Nevertheless, managers should tailor their advertisement to some degree based on the type of social 

media platform. This study shows that informativeness is more important for Facebook users, when 

determining their advertising value than for Instagram users. But Facebook as well as Instagram only 

allow a maximum of 20% text on pictures used for advertising. Advertisers can therefore use the 
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same picture and only put more information in the caption used for the Facebook advertisement. This 

finding makes native advertising easier since managers can employ very similar strategies and tactics 

when using different social media sites.  
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APPENDICES 

APPENDIX 1 – Social Media Advertising Forms 
 
1.A – Facebook 

 
 
Sponsored Post (left) and Banner Advertising/ Marketplace Ads (right) 

 
1.B – Instagram 

                     
 
Sponsored Story       Paid Partnership Story      Sponsored Post               Paid Partnership Post 
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1.C – LinkedIn 

 
 
LinkedIn Sponsored Post 
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APPENDIX 2 – Questionnaire (Structure, Introduction, Cover Letter) 
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APPENDIX 3 - Pretest Manipulation Check  
 
 
3.A - Group Statistic 
 

  Scenario N Mean Std. Deviation Std. Error Mean 

Involvement 
high involvement 6 6,666666667 0,210818511 0,086066297 

low involvement 6 4,222222222 0,688530373 0,281091348 

 
 
3.B - Independent Samples Test 
 

  

Levene's Test for Equality of 
Variances t-test for Equality of Means 

F Sig. t df Sig. (2-tailed) 

Involvement 

Equal 
variances 
assumed 

8,889 0,014 8,315 10 0 

Equal 
variances not 
assumed 

    8,315 5,929 0 

 
 
3.C - Independent Samples Test 
 

  

t-test for Equality of Means 

Mean Difference Std. Error 
Difference 

95% Confidence Interval of the 
Difference 

Lower Upper 

Involvement 

Equal variances 
assumed 2,444444444 0,293972368 1,78943319 3,099455699 

Equal variances 
not assumed 2,444444444 0,293972368 1,723036694 3,165852195 
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APPENDIX 4 – Example for Post 
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APPENDIX 5: E-Mail Invitation Letter 
 
 
Hello, 
  
we need your support for our survey. It takes a maximum of 5-7 minutes! 
Here are the details: 
As part of our master's thesis at the Copenhagen Business School, we conduct a study on native 
advertising on social media. We need about 300 participants who use social media. Does that apply 
to you? Then be so kind and take part in our survey. 
  
Link to the survey: 
  
https://www.survey-
xact.dk/servlet/com.pls.morpheus.web.pages.CoreRespondentCollectLinkAnonymous 
  
Thank you already! 
Annchristin and Veronique Nienhaus 
  
Source: own development 
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APPENDIX 6: Manipulation Check 

 

6.A - Group Statistic 
 

  Szenario N Mean Std. Deviation Std. Error Mean 

Involvement 

high involvement 218 5,316513761 1,18845034 0,080492014 

low involvement 201 2,673300166 0,963189262 0,067938132 

     
 
6.B - Independent Samples Test 
 

  

Levene's Test for Equality of 
Variances t-test for Equality of Means 

F Sig. t df Sig. (2-tailed) 

Involvement 

Equal 
variances 
assumed 

6,435 0,012 24,884 417 0 

Equal 
variances not 
assumed 

    25,094 410,351 0 

 
 
6.C - Independent Samples Test 
 

  

t-test for Equality of Means 

Mean Difference Std. Error 
Difference 

95% Confidence Interval of the 
Difference 

Lower Upper 

Involvement 

Equal variances 
assumed 2,643213596 0,106221682 2,434416911 2,85201028 

Equal variances 
not assumed 2,643213596 0,105330689 2,436158544 2,850268647 
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Appendix 7: Fornell-Larcker Criterion 
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Appendix 8: Cross Loadings 
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Appendix 9 - Measurement Model Comparison  
 
 
9.A -  Involvement -  Reliability and Convergent Validity Analysis of 

Variables, and Discriminant Validity 
 

  Convergent 
Validity   Discriminant Validity 

Construct/ Indicator Composite 
Reliability AVE Fornell/Larcker 

Requirement ≥ 0,7 ≥ 0,5 AVE ≥ Corr2 

Ad_Attitude 0,954 0,873 fulfilled 

Ad_Value 0,890 0,731 fulfilled 

Credibility 0,899 0,754 fulfilled 

Entertainment 0,928 0,811 fulfilled 

Informativeness 0,908 0,768 fulfilled 

Personalization 0,918 0,737 fulfilled 

Purchase Intention 0,948 0,859 fulfilled 

 
9.B -  Involvement - Factor Loadings and t-values of the Items 
 
  Factor loading t-value 

Requirement > 0,7 > 1,96 
Ad_Attitude_1 0,952 76,113 

Ad_Attitude_2 0,937 76,120 

Ad_Attitude_3 0,914 48,344 

Ad_Value_1 0,809 26,521 

Ad_Value_2 0,844 35,576 

Ad_Value_3 0,909 38,295 

Credibility_1 0,755 16,040 

Credibility_2 1,072 22,000 

Credibility_3 0,738 11,792 

Entertainment_1 0,869 41,277 
Entertainment_2 0,924 54,867 

Entertainment_3 0,907 52,208 
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Information_1 0,880 33,751 

Information_2 0,929 38,961 

Information_3 0,816 24,382 

Personalization_1 0,816 25,488 

Personalization_2 0,909 35,469 

Personalization_3 0,803 20,495 

Personalization_4 0,900 42,968 

Purchase_In_1 0,908 49,492 
Purchase_In_2 0,945 53,592 

Purchase_In_3 0,927 48,672 

 
9.C – Platform - Reliability and Convergent Validity Analysis of Variables, 

and Discriminant Validity 
 

  Convergent Validity   Discriminant Validity 

Construct/ Indicator Composite Reliability AVE Fornell/Larcker 

Requirement ≥ 0,7 ≥ 0,5 AVE ≥ Corr2 

Ad_Attitude 0,946 0,854 fulfilled 

Ad_Value 0,879 0,707 fulfilled 

Credibility 0,900 0,754 fulfilled 

Entertainment 0,925 0,804 fulfilled 

Informativeness 0,902 0,754 fulfilled 

Personalization 0,914 0,727 fulfilled 

Purchase Intention 0,950 0,863 fulfilled 

 
9.D – Platform - Factor Loadings and t-values of the Items 
 

  Factor loading t-value 

Requirement > 0,7 > 1,96 
Ad_Attitude_1 0,936 66,009 

Ad_Attitude_2 0,929 64,866 

Ad_Attitude_3 0,908 45,940 
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Ad_Value_1 0,790 21,808 

Ad_Value_2 0,838 31,401 

Ad_Value_3 0,891 32,944 

Credibility_1 0,771 14,786 

Credibility_2 1,049 22,301 

Credibility_3 0,753 12,001 

Entertainment_1 0,843 32,448 

Entertainment_2 0,921 41,279 

Entertainment_3 0,923 43,883 

Information_1 0,877 26,672 

Information_2 0,894 31,128 

Information_3 0,833 21,698 

Personalization_1 0,843 21,555 

Personalization_2 0,897 27,238 

Personalization_3 0,773 14,192 

Personalization_4 0,892 35,626 

Purchase_In_1 0,912 43,606 

Purchase_In_2 0,957 49,071 

Purchase_In_3 0,916 47,494 
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Appendix 10 – R2 – Values For Constructs 
 

 

  
Low Involvement High Involvement 

Construct R2  R3 

Requirement > 0,33 > 0,33 

Attitude towards the Advertising 0,513 0,543 

Advertising Value 0,698 0,653 

Purchase Intention 0,218 0,584 
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