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Our group found relevant articles to our research topic:

“The Advertising Industry Has a Problem, People Hate Ads” by New
York Times

“SWOT analysis to help with Branding and Marketing”

“Top Digital Ad Industry Opportunities and Threats in 2019”

“The Effects of Poor Communication in Business” by Anne Kinsey

“The Effect of Social Media on Firm Performance.” by Tajvidi, Rana and
Azhdar Karami.



The purpose of our group’s study is to identify core features of
social media ads that can affect the purchase intention of a product
in a social media ad.



H1: RELEVANCY OF A SOCIAL MEDIA AD WILL AFFECT PURCHASE INTENTION

H2: POSITIVE EMOTIONAL REACTIONS FROM A SOCIAL MEDIA AD WILL
AFFECT PURCHASE INTENTION

H3: FREQUENCY OF A SOCIAL MEDIA AD WILL AFFECT PURCHASE
INTENTION

H4: CHANNELS OF A SOCIAL MEDIA AD WILL AFFECT PURCHASE INTENTION






Data Collection: Relevancy




Data Collection: Positive Associations




Data Collection: Frequency




Data Collection: Channel Distribution




Data Collection: Purchase Intention




RELIABILITY

COMPOSITE RELIABILITY




Validity

Factor Loadings




e Convergent Validity:

AVE Relevancy =.73

AVE Emotion =.78

AVE Frequency = .73

AVE Channel Distribution = .68
AVE Purchase Intention = .81
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Threshold: > .5



Discriminant Validity




Relevancy

o Beta=.267

o P-Value =.000
Positive Associations

o Beta=.509

o P-Value =.000
Frequency

o Beta=.221

o  P-Value =.000
Channel Distribution

o Beta=.089

o P-Value =.062
All factors aside from channel distribution are supported because their p-values are less than
.05



Discussion




Business practitioners should highly consider emotional appeals when
developing ad messages on social media.

Business practitioners should invest time and resources into consumer
behavior research.

Rather than focusing on the channel, spend more time planning and

creating the message.



