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(U&G) theory

(Aydin, 2016; [28]
Nguyen-viet, [40]

2022; Rajesh et al.,
2019) [41]

Uses and Gratifications (U&G)
theory, SMS advertising,
advertising value, infotainment,
credibility of advert Attitudes
towards Advertisements,
Emerging Market, Facebook,

Facebook

2 | Congruity theory

(Sun & Bai, 2021) [8]

Congruity theory of attitude
change, Event endorsement, Social

media influencer

Theory of

reasoned action

(Abu-alsondos et al.,
2023 [13]; Al-debei et
al.,, 2015 [15]; Fulya,

Perceived benefits, Web site

(TRA) theory of uality, Trust
v 2017 [26]; Phuong & ey
planned Attitude, Social media review,
3 An, 2017 [42]; Popy &

behaviour (TPB) Restaurant, Behavioural
Bappy, 2022 [44];

Technology intention
Sohail & Al-jabri,

Acceptance Social media; SMEs; TAM; TOE
2017 [24]; (D. Liu et

Model TAM
al., 2021) [45];
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Perceived usefulness

(Ahmad & Khan, 2017 [11]; Al-debei et al., 2015 [27]; Angelica et
al., 2019 [41]; Lee, [45] 2011; Long & Nga, 2020 [49]; Mir, 2012
[53]; Neguri et al., 2020 [54]; Phuong & An, 2017 [55]; Popy &
Bappy, 2022 [56])

Informativeness

(Deveci et al., 2022 [1]; Gaber et al., 2019 [27]; Lee, 2011 [28]; C.E.
Liu etal., 2012 [36]; Mahmut et al., 2022 [41]; Mir, 2012 [46];
Nguyen-viet, 2022 [49]; Popy & Bappy, 2022 [50]; Rahimi et al,,
2019 [52]; Saxena, 2021 [54]; Wang & Sun, 2010 [57])

Perceived Credibility

(Angelica et al., 2019 [12]; Boateng & Okoe, 2015 [36]; Febriane et
al., 2023 [43]; Gaber et al., 2019 [45]; C. E. Liu et al., 2012 [12];
Mahmut et al., 2022 [52]; Nabila & Achyar, 2019 [57]; Rahimi et al,,
2019 [58]; Review & Raimundo, 2021 [59])

(Ahmad & Khan, 2017 [27]; Angelica et al., 2019 [45]; Javed &

Reliability
Amjad, 2015 [60]; Lewis &
Akman, 2017 [11]; Al-debei et al., 2015 [39]; Chetioui & Lebdaoui,
Trust 2020 [47]; Pouristama & T, 2018 [62])
Irritation (Gaberetal., 2019 [37]; Rajesh et al., 2019) [52]
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Trustworthiness Febriane etal., 2023 [49]; Popy & Bappy, 2022 [58])

Perceived ease of use (Popy & Bappy, 2022) [49]

Satisfaction and
(Akman, 2017 [39]; Long & Nga, 2020 [55])

awareness

Attitude Functions (Kamalul Ariffin etal., 2022) [44]

Entertainment

2019 [57])
Materialism (Boateng & Okoe, 2015 [12]; Rahimi et al., 2019 [57])
Q@ajﬂb cLLLi.wY'
z lw! 5.1
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Authors and

nu Title area Contribution Implication
year Methodology
In the recent year's
Social media has
Consumer Belief shown vast growth. | Todays’
And Attitude The advertisements | marketers
(Manivel,
1 Towards Social | Quantitative | published in these focused on social
2021)
Media locations have media is
Marketing attracted all the inevitable
users of social
media
revealed that
Future studies
advertising value
can explore how
had a positive
Factors companies,
impact on attitude
Influencing marketing
towards SMS
(Rajeshetal.,, | Customers’ agencies and
2 Mixed advertisement
2019) Attitude marketing
Future studies can
Towards SMS professionals use

Advertisement

explore how
companies,
marketing agencies

and marketing

SMS marketing to
reach their target

audience
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Results revealed
that
can generate new
informativeness,
insights into the
Determinants entertainment, and
attitude towards
Of Consumer credibility are
(Mahmut et advertising
Attitudes positively
3 al., Quantitative literature by
Towards associated with
2022) undertaking
Social Media advertising value,
cross-cultural and
Advertising thus affecting
longitudinal
attitude towards
approaches
social media
advertising
Ads’ Content and
Click Or Avoid Entertainment
Used Elements
) The Advertising: dimension has a
(Devecl et al., can
4 A Research On SEM/ mixed | positive effect on
2022) Also Effect
Consumers’ the attitude towards
Consumer
Online In video the online
Reactions
First, relative Studies should
Factors advantage, eWOM use a larger
(Chetioui & | influencing and trust random
Qualitative
5 Lebdaoui, consumer JpLS) significantly impact | sample from a
PLS
2020) attitudes toward consumer attitudes | more diverse
online shopping toward population to
online shopping; at | make the results
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the same time, trust
is
influenced by

relative advantage

more

reliable.

Trust was found to

encouraged to

focus on other

groups
have a slightly
(Al-debeiet | Consumer such as non-
stronger
6 al., attitudes Quantitative adopters to
effect on attitudes
2015) towards online understand
than Perceived
their online
benefits
shopping
attitudes
Result show that
attitude functions,
The influence of namely,
To avoid
attitude utilitarian, value-
controversies and
functions on expressive,
(Kamalul have a
Muslim ego-defensive and
7 Ariffin et Quantitative better
consumer religiosity have a
al., 2022) understanding of

attitude towards
social media

advertising

significant

positive influence
on attitude towards
social

media advertising,

their

consumer needs.
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Study could apply
avariant of
User intention is
Consumers’ research methods
significantly and
attitude to include other
positively
towards social techniques such
related to perceived
(Akman, media as interviews,
8 Quantitative | trust,
2017) advertising and which
enjoyment/easiness,
their allow for deeper
social pressure,
behavioural understanding of
satisfaction
response the

and awareness
problem and

issues
Significant
relationship
Attitude toward between
Convenience
(Boateng & | social consumers’
samplingand a
9 Okoe, media reviews Quantitative | attitude toward
cross-sectional
2015) and social media
survey design
restaurant advertising and

their behavioural

responses
Consumers’ Perceived Restaurant
(Popy &
attitude usefulness, marketers to
10 Bappy, Quantitative
towards social perceived ease of formulate
2022)
media use, improved

2024 5351 / S sauall Adgdailly 2 ui¥) polal) 46,all dlns




golaf Gl dealtt daglt

Libyan Authority For Scientific Research

=

dgdyalaify dpuul i pglall i sl dasly

G ol i slea¥l Lalgdl Bl e Gagudll oo il | g Ldas! sy

advertising and
their
behavioural

response

trustworthiness and
information quality
of

social media
reviews are
positively related to
attitude toward
using positive social
media

reviews

strategic
decisions by
tracking the
restaurant
customers’
attitudes,
behavioural
intentions,
sentiments and
share of voice on

social media

11

(Sohail & Al-
jabri,
2017)

platforms.
evolving factors Broaden and
influencing deepen our
ave usefu
h ful
consumers understanding of

attitudes toward
social

media
marketing and
their

impact on social
media

usage

Quantitative

the

factors affecting
consumer attitudes
towards

marketing with
social media and
use in Saudi

Arabia

implications to
marketers,

who are
increasingly using
social

mediaas a

business strategy
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Determinants of

Has been revealed

that the

interrelated with
the determinants
of

consumer's

attitudes towards

(Rahimietal, | Attitudes informativeness is a
12 Quantitative Honda
2019) Towards Web most important
web
Advertising predictor of the
advertisement
ATWA
and offered
managerial
implication
the research
setting by
incorporating
Credibility,
more private
informative,
The higher education
hedonic/ pleasure
Determinants of institutions and
and good for
(Lau, et al Consumers’ drawing more
13 Quantitative | economy
2015) Attitude respondents who
positively relates to
Towards are enrolled in
consumers’ attitude
Advertising various
towards
undergraduate
advertising
degree

programmes as

this may enhance
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the

validity

In the absence of

In addition to

this, future

Factors research
such assurance E-
Influencing efforts may
buying
Consumers’ withdraw special
(Saxena, technology may not
14 Attitude & Quantitative attention in
2021) thrive in this highly
Perception respect of
dynamic and
towards security issues
competitive
E-shopping E-buying
environment
behaviour of
consumers
Purchase
The findings reveal
intention related
Factors that product related
to other
Affecting videos
social media
Purchase on YouTube are
15 | (Fulya, 2017) Quantitative platforms. Also it
Intention In You important for
introduces new
Tube influencing
factors that are
Videos consumers’

purchase intentions

specific to

YouTube
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Appropriate to
examine
particular

cases, such as

Evidence on business-to-
respondents’ more business
Consumers’
(Fatima favourable brands, public
attitude toward
16 Ferreira Quantitative | attitude toward and private
Facebook
2017) brand posts than consumption
advertising
toward products, luxury
Facebook ads products, new
products and
brands, or
non-profit
institutions
Usefulness,
Various other
Factors Reliability and Word
occupational and
Influencing of Mouth
educational
(Ahmad & | Consumers’ Quality emerged to
groups need to be
17 Khan, Attitudes Quantitative | be the critical factors
worked
2017) toward Social determining the
upon in the
Media attitude of the SNSs
context of
Marketing users
advertising

towards the adverti
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research was
Factors Driving conducted for
Personalisation,
Consumers’ products
entertainment,
Attitudes and services
interactivity,
towards advertised on
(Nguyen-viet, informativeness,
18 Facebook Quantitative Facebook
2022) and credibility have
Advertisements in general and did
positive
inan not focus on a
effects on attitudes
Emerging specific category
towards advertising
Market of products or
services
Entertainment, YouTube and the
Analysis of
customization, and attitude toward
Factors
(Nabila & credibility is YouTube ads that
Affecting Users’ | Quantitative/
19 Achyar, positively affected lead to purchase
Attitude conceptual
2019) to advertising value | intention shows a
Toward The
on positive and
Youtube Ads
YouTube, significant effect
The Influences Trustworthiness and | using another
of attractiveness bring | variable besides
(Febriane et | Perceived a perceived
20 al., Credibility Quantitative | positive and credibility to
2023) and Consumer significant impact determine the
Attitude on Consumer influence of the
Towards Attitude UGC on purchase
243
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Purchase intention
Enhance the
uality of the Ad
Determined that qualy
to
Factors Of customers did not
improve the
Facebook tend to care
conversi on rate
(Long & Nga, | Advertising much about the
21 Quantitative of
2020) Affecting The risks that they might
customers from
Purchase perceive
seeing the
Intention when seeing the
advertising
advertising
posts in the
future.
Empirical Study The research
on article, there is a
Perceived Value detailed
Positive relationship
and discussion on
has been found out
22 | (Arora, 2019) | Attitude of Quantitative results,
between SMAV and
Millennials implications,
ATSMA
Towards Social limitations and
Media directions for
Advertising future work.
244
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Facebook ads were
used as a proxy for
social

media ads and

Larger samples
reflecting the

point of

Attitudes view of larger and
mobile
23 | (Aydin, 2016) | towards Digital Quantitative differing
advertisements
Advertisements customer
were
segments may
presented in the
offer superior
form of mobile
insights
application ads
The focus of the
Level of consumers’
theory of
perception of
Consumer consumers’
informativeness,
attitudes attitudes towards
entertainment,
(Gaberetal., | towards advertisements to
24 Quantitative | credibility and lack
2019) Instagram social media
of irritation in the
advertisements which has largely
Instagram
in Egypt replaced
strongly related to
traditional
their attitudes
advertising media
Consumer Attitudes toward study are useful
Attitudinal social media forthe
25 (Mir, 2012) | Insights about Quantitative | advertising multinational
Social significantly companies which
Media influence intend to
245
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Advertising: consumers’ advertise
their products
and services
through
social media
channels
With a large
Consumers’ Lenient source of
sample, that
(Royetal, attitude toward product information
26 Quantitative represents
2021) social media However, social
the population
advertisement media
well.
Credibility,
materialism, value
corruption
Determinants of Employed a
and corporate
Consumers’ cross-sectional
(Boateng & reputation are
Attitude survey
27 Okoe, Quantitative | found to have an
towards Social meanwhile this
2015) effect on
Media area of research is
consumers’
Advertising evolving
attitudes towards
social
media advertising
(Javed & Examining Purpose most of the | Web link
28 Amjad, Attitudes and Quantitative | individuals do not between ATOA
2015) Beliefs towards have the and other
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Online assistance of online, | public and
Advertising so l was not able to personal aspects
collect such as
details from these economic growth
large improving level
locations
Practitioners
Factors regarding
Influencing all factors assessing the
(Trawnih et | Social significantly affect factors that
29 al., Media Adoption | Quantitative | social media influence social
2021) Among adoption on the part | media
SMES During of SMEs implementation
Covid-19 on the part of
SMEs
Decision-making
Online
Consumers’ processes on social
consumers’
Decision- commerce
impulsive buying
Making Process platforms by
behaviour and
(Royetal, on Social investigating how
30 Quantitative decision-making,
2021) Commerce their perceptual
especially under
Platforms: attitudes,
the influence of
Online Trust, behavioural
online product
Perceived intentions, and
reviews.
immediate
247
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gratifications affect
the purchase of
products

and services online.

Antecedents of

Significant impact of
Information Quality

(Q

Studies should

social and Trustworthiness | consider utilizing
(Almajali & | media (TRU) on attitude a
31 Alsokkar, influencers on Quantitative | toward a mixed method so
2023) customer brand, and that the factors
purchase consequently on influencing
intention purchase intentions | consumers
of customers, was
affirmed.
Significant Online presence,
differences between | communicating
Investigating gender and
the Impact of considering using social
23 | (Burgin 2021) | Facebook on Quantitative | perception towards | networking sites

Consumer

Attitude

the brand pages
and no differences
regarding consumer

attitude

asa
platform to reach
the target

audience.
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Perceived ease of

use has been a

Studying
direct
Consumer consumers’
determinant of
Attitudes perceived risk
perceived
33 (Lee, 2011) | Toward Online Quantitative of mass
usefulness and its
Mass customization
indirect influence on
Customization Would be
attitudes toward
rewarding
online
mass customization
To measure the
degree to which
Perceived ubiquity, respondents were
Determinants of the researchers exposed to
consumer could not sponsorship at
(Koetal.,
34 attitude toward | Quantitative | find any significant | the time of
2017)
corporate relationship response
sponsors between and if consumers’
consumers’ attitude perceive non-
profit
sponsorship
Consumer Consumers with Consumers who
(Ghanbarpour
response to high perceived ad are more
35 et Quantitative
online complicity sensitive to
al,, 2022)
behavioural experience greater social norms
249
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advertising in a
social

media context

perceived ad

intrusiveness

experience
stronger
perceived ad

complicity

Confirmed that co-

Understanding

the characteristics

creation, cost- and
effectiveness, values of
Determinants of
website consumers
consumer
(Kimetal., attractiveness, beyond simple
36 attitudes and Quantitative
2021) brand uniqueness, demographic
repurchase
social information
intentions
media engagement, | would help
and innovativeness | the industry and
of DTC researchers better
target consumers
Respondents
from various
Facebook usage has
Factors communities and
astrong positive
influencing the different size of
Moghavvemi, impact on
37 use Quantitative organizations to
2015) financial

of social media

by SMEs

performance of

SMEs

enhance the
findings
on the impact of

Facebook usage

2024 (gc9: / ‘_:')Lﬂl auadl

Audglatlly 26Lud¥l pglall 48,all Asza




golaf Gl dealtt daglt

Libyan Authority For Scientific Research

dgdyalaify dpuul i pglall i sl dasly

G ol i slea¥l Lalgdl Bl e Gagudll oo il | g Ldas! sy

and
to improve the
possibility of

generalization

Social media

advertisements

Creative
characteristics,
attention-grabbing

details, emotional

The sample set

would be ideal if

39 | (Lewis, 2010)

and Strategic

Communication

Quantitative

public relations
view social media
more

positively

and their data
(Sriram et al., appeal, and
38 influence on Quantitative from other
2021) celebrity
consumer countries were
endorsement all had
purchase included as
an effect on how
intention well
social
media advertising
Incorporated into
College students strategic
majoring advertising communications
Social Media and curriculum to

better

prepare students
for the current
media

climate
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Instagram

advertising has a

significant
(Suprapto et | Social Media
influence on
40 al., Advertising Quantitative
purchase intention
2020) and Consumer

through
customer
perception
Consumer
acceptance and future market for

Factors
willingness to pay their potential to

Influencing
were analysed with | decrease the

(Perito etal., | Consumers’
41 Quantitative | respect to shelf life negative impact
2020) Attitude

and of

Towards

Biopreservatives

replacement of
synthetic

preservatives

foods on health

and environment

2024 (gc9: / ‘_:')Lﬂl auadl

Audglatlly 26Lud¥l pglall 48,all Asza




&

golall Saals dualtl disglt by dplesn F agplatl dipnsdl Sasle
Libyan Authorly For Sclentific Research G ol i slea¥l Lalgdl Bl e Gagudll oo il | g Ldas! sy

ezl

[1] Abu-alsondos, I. A., Alkhwaldi, A. F., Salhab, H. A, & Shehadeh, M. (2023). International
Journal of Data and Network Science Customer attitudes towards online shopping: A
systematic review of the influencing factors. 7, 513— 24.
https://doi.org/10.5267/j.ijdns.2022.12.013

[2] Ahmad, A, & Khan, M. N. (2017). Factors Influencing Consumers ’ Attitudes toward
Social Media Marketing. 22 (2016), 21—40.

[3] Akayleh, F. Al. (2021). The influence of social media advertising on consumer behaviour
Fayq Al Akayleh.
December. https://doi.org/10.1504/MEJM.2021.10037485

[4] Akman, I. (2017). Factors influencing consumer intention in social commerce adoption.
https://doi.org/10.1108/ITP-01-2016-0006

[5] Al-debei, M. M., Akroush, M. N., & Ashouri, M. . (2015). Consumer attitudes towards
online shopping perceived web quality. 25 (5), 707—733. https://doi.org/10.1108/IntR-05-

2014-0146
[6] Almajali, D., & Alsokkar, A. (2023). International Journal of Data and Network Science
Antecedents of social media influencers on customer purchase intention: Empirical study in

Jor-.7,125-130. https://doi.org/10.5267/}.ijdns.2022.11.010

[7] Angelica, A, N,N. E.]., & M, C. G. (2019). The major factor influencing consumers’
attitude towards social media

marketing as perceived by college of business administration students of pup manila. 7 (10),
118-132.

8] Arora, T. (2019). Empirical Study on Perceived Value & Attitude of Millennials Towards
Social Media Advertising: A

Structural Equation Modelling Approach. https://doi.org/10.1177/0972262918821248

2024 5351 / S sauall Adgdailly 2 ui¥) polal) 46,all dlns



https://doi.org/10.5267/j.ijdns.2022.12.013
https://doi.org/10.1504/MEJM.2021.10037485
https://doi.org/10.1108/ITP-01-2016-0006
https://doi.org/10.1108/IntR-05-2014-0146
https://doi.org/10.1108/IntR-05-2014-0146
https://doi.org/10.5267/j.ijdns.2022.11.010
https://doi.org/10.1177/0972262918821248

&

golall Saals dualtl disglt by dplesn F agplatl dipnsdl Sasle
Libyan Authorly For Sclentific Research G ol i slea¥l Lalgdl Bl e Gagudll oo il | g Ldas! sy

[9] Aydin, G. (2016). Attitudes towards Digital Advertisements: Testing Differences between
Social Media Ads and Mobile Ads. International Journal of Research in Business Studies and
Management, 3 (2), 1-11.

[10] Boateng, H. (2015). Consumers " attitude towards social media advertising and their
behavioural response The moderating role of corporate reputation. 9 (4), 299—-312.
https://doi.org/10.1108/JRIM-01-2015-0012

[11] Boateng, H., & Okoe, A. F. (2015). Determinants of Consumers attitude towards Social

Media Advertising, Journal of Creative Communications, 10 (3), 248—258.

https://doi.org/10.1177/0973258615614417

[12] Chang, H. H. (2013). The determinant of consumer behavior towards email
advertisement. 23 (3), 316—337.

https://doi.org/10.1108/10662241311331754

[13] Chetioui, Y., & Lebdaoui, H. (2020). Factors influencing consumer attitudes toward
online shopping: the mediating effect of trust. 2018. https://doi.org/10.1108/EM]B-05-
2020-0046

[14] Choi, M. H. (2008). The influence of sports sponsorship on sports ware brand equity

and purchase intention.

[15] Chu, S.-C. (2011). Viral advertising in social media: Participation in Facebook groups and
responses among college-aged users. Journal of Interactive Advertising. Journal of Interactive
Advertising, 12 (1), 30—43.

[16] Deveci, . G., Yildiz, T., zerine, D., & Arastirma, B. i. R. (2022). CLICK OR AVOID THE
ADVERTISING: A RESEARCH ON CONSUMERS " ONLINE IN- VIDEO ADVERTISING
WATCHING BEHAVIORS.

2024 5351 / S sauall Adgdailly 2 ui¥) polal) 46,all dlns



https://doi.org/10.1108/JRIM-01-2015-0012
https://doi.org/10.1177/0973258615614417
https://doi.org/10.1108/10662241311331754
https://doi.org/10.1108/EMJB-05-2020-0046
https://doi.org/10.1108/EMJB-05-2020-0046

&

oladl daall dualdt disgl sl aplallasasll dasls
Libyan Authority For Scientific Research G ol i slea¥l Lalgdl Bl e Gagudll oo il | g Ldas! sy

[17] Dhingra, M., & Mudgal, R. K. (2020). Review on Evolving Factors Influencing consumer
Attitude Toward Social Media Advertising. PONTE International Scientific Researchs Journal,
76 (1), 91-100. https://doi.org/10.21506/j.ponte.2020.1.10

[18] Ertemel, A. V., Ph, D., & Ammoura, A. (2016). Abstract: International Journal of

Commerce and Finance. 2 (1), 81—89.

[19] Evans, S., Vladimirova, D., Holgado, M., Van Fossen, K., Yang, M., Silva, E. A., & Barlow, C.
Y. (2017). Business Model Innovation for Sustainability: Towards a Unified Perspective for
Creation of Sustainable Business Models. Business Strategy and the Environment, 26 (5),
597—-608.

https://doi.org/10.1002/bse.1939

[20] Febriane, R., B, W. W., & Agrippina, Y. R. (2023). The Influences of Perceived Credibility

and Consumer Attitude Towards Purchase Intention of Some by Mi's YouTube User. Atlantis

Press International BV.

https://doi.org/10.2991/978-94-6463-076-3

[21] Fulya, H. (2017). Factors Affecting Purchases Intention in YouTube Videos. The Journal
of Knowledge Economy & Knowledge Management, December 2016.

[22] Gaber, H. R., Wright, L. T., & Kooli, K. (2019). Consumer attitudes towards Instagram
advertisements in Egypt: The role of the perceived advertising value and personalization.
Cogent Business and Management, 6 (1).

https://doi.org/10.1080/23311975.2019.1618431

[23] Ghanbarpour, T., Sahabeh, E., & Gustafsson, A. (2022). Consumer response to online
behavioral advertising in a social media context: The role of perceived ad complicity. May,
1853—1870. https://doi.org/10.1002/mar.21703

[24] Golan, G. J., & Ph, D. (2008). Creative Strategies in Viral Advertising: An Application of
Taylor’s Six-Segment Message Strategy Wheel. 13, 959—972.

255

2024 5351 / S sauall Adgdailly 2 ui¥) polal) 46,all dlns


https://doi.org/10.21506/j.ponte.2020.1.10
https://doi.org/10.1002/bse.1939
https://doi.org/10.2991/978-94-6463-076-3
https://doi.org/10.1080/23311975.2019.1618431

&

oladl daall dualdt disgl sl aplallasasll dasls
Libyan Authority For Scientific Research G ol i slea¥l Lalgdl Bl e Gagudll oo il | g Ldas! sy

https://doi.org/10.1111/j.1083-6101.2008.00426.x

[25] Hayes, ). L., & King, K. W., (2014). (2014). The social exchange of viral ads: Referral and
coreferral of ads among college students. Journal of Interactive Advertising, 14 (2), 98—109.
[26] Https://www.smartinsights.com/social-media2023. (n.d.). No Title.

[27] Investigating the Impact of Facebook on Consumer Attitude 1. (2021). 2021 (1), 53—70.
https://doi.org/10.17932/IAU.FCPE.2015.010/fcpe

[28] Javed, R., & Amjad, M. (2015). Examining Attitudes and Beliefs towards Online
Advertising in Pakistan. 6 (1), 463— 480.

[29] Kamalul Ariffin, S., Ihsannuddin, N. Q., & Abdul Mohsin, A. M. (2022). The influence of

attitude functions on Muslim consumer attitude towards social media advertising: a case of
bubble tea. Journal of Islamic Marketing, 13 (11), 2308—2330.
https://doi.org/10.1108/JIMA-01-2021-0015

[30] Kim, N. L., Shin, D. C.,, & Kim, G. (2021). Determinants of consumer attitudes and re -
purchase intentions toward direct — to- consumer (DTC) brands. Fashion and Textiles.
https://doi.org/10.1186/540691-020-00224-7

[31] Ko, Y., Chang, Y., Park, C., & Herbst, F. (2017). Determinants of consumer attitude

toward corporate

sponsorsed: A comparison between a profit and non-profit sport event sponsorship. 176—
186.

[32] Koay, K. Y., Ong, D. L, Khoo, K. L. and Yeoh, H. . (2020). Perceived social media
marketing activities and

consumer-based brand equity. Asia Pacific Journal OfMarketing and Logistics, 33 (1).

[33] Lambert, L., Le, A, Zuniga, R., Vnzeveren, E., Petit, C., Rosell, C., Collar, C., Curic, D., Colic,
I., Sikora, M., & Ziobro, R. (2008). INNOVATION IN BREAD; INTEREST OF THE CONSUMERS
TOWARD SELECTED QUALITY

256

2024 5351 / S sauall Adgdailly 2 ui¥) polal) 46,all dlns


https://doi.org/10.1111/j.1083-6101.2008.00426.x
https://doi.org/10.17932/IAU.FCPE.2015.010/fcpe
https://doi.org/10.1108/JIMA-01-2021-0015
https://doi.org/10.1186/s40691-020-00224-7

&

golall Saals dualtl disglt by dplesn F agplatl dipnsdl Sasle
Libyan Authorly For Sclentific Research G ol i slea¥l Lalgdl Bl e Gagudll oo il | g Ldas! sy

ATTRIBUTES. 27 (2009), 204—219.
https://doi.org/10.1111/}.1745-459X.2008.00203.x
[34] Lans, I. A. Van Der, Rankin, A,, Fischer, A. R. H., & Bunting, B. (2014). Psychological

Determinants of
Consumer Acceptance of Personalised Nutrition in 9 European Countries. 9 (10).

https://doi.org/10.1371/journal.pone.0110614

[35] Lau, T. (2015). The Determinants of Consumers ’ Attitude Towards Advertising. October.
https://doi.org/10.3968/1082 [36] Lee, H. (2011). Customization: An Application of
Extended Technology Acceptance Model. 16, 171—-200.
https://doi.org/10.1111/}.1083-6101.2010.01530.x

[37] Lewis, B. K.,. (2010). Social Media and Strategic Communication: Attitudes and
Perceptions Among College Students. Public Relations Journal. Vol. 4, No. 3, 2010.
/http://www.dl.edi-info.ir/Social

[38] Liu, C. E., Sinkovics, R. R., Pezderka, N., & Haghirian, P. (2012). Determinants of
Consumer Perceptions toward Mobile Advertising — A Comparison between Japan and
Austria. Journal of Interactive Marketing, 26 (1), 21-32.

https://doi.org/10.1016/j.intmar.2011.07.002

[39] Liu, D., Wang, K., Mao, T., & Yang, C. (2021). The Impact of Instagram Stories on Tourists
" Consumption Behavior in Smart City Night Markets. Mathematical Problems in

Engineering, 2021. https://doi.org/10.1155/2021/5509265

[40] Logan, K., Bright, L. F., & Gangadharbatla, H. 2012. (2012). Facebook versus television:
Advertising value perceptions among females. Journal of Research in Interactive Marketing, 6
(3), 164— 179.

[41] Long, P. D., & Nga, D. Q. (2020). FACTORS OF FACEBOOK ADVERTISING AFFECTING
THE PURCHASE

2024 5351 / S sauall Adgdailly 2 ui¥) polal) 46,all dlns



https://doi.org/10.1111/j.1745-459X.2008.00203.x
https://doi.org/10.1371/journal.pone.0110614
https://doi.org/10.3968/1082
https://doi.org/10.1111/j.1083-6101.2010.01530.x
https://doi.org/10.1016/j.intmar.2011.07.002
https://doi.org/10.1155/2021/5509265

&

golall Saals dualtl disglt by dplesn F agplatl dipnsdl Sasle
Libyan Authorly For Sclentific Research G ol i slea¥l Lalgdl Bl e Gagudll oo il | g Ldas! sy

INTENTION — A CASE OF PSYCHOLOGICAL. XXIX, 625— 637.
https://doi.org/10.24205/03276716.2020.1059

[42] Mahmut, B., Huseyin, K., Selin, S. F., & Ozlem, A. (2022). Determinants of Consumer
Attitudes Towards Social Media Advertising: Evidence from the Turkish Airline Industry.
Studies in Business and Economics, 17 (1), 5—23.

https://doi.org/10.2478/sbe-2022-0001

[43] Management, |, & Moghavvemi, S. (2015). Factors Influencing the Use of Social Media

By SMEs and Its Performance Outcomes Industrial Management & Data Systems Article
information: April. https://doi.org/10.1108/IMDS-07-2014-0205
[44] Manivel, R. (2021). http://aegaeum.com/ Page No: 37. March. [45] Marketing, E.

(2017). Consumers " attitude toward Facebook advertising F Jtima Ferreira Belem Barbosa *.
8(1).

[46] Mir, I. A. (2012). Consumer Attitudinal Insights about Social Media Advertising: A South
Asian Perspective. The Romanian Economic Journal, 15 (45), 265—288.

[47] Mogaji, E., Farinloye, T., & Aririguzoh, S. (2016). Factors shaping attitudes towards UK
bank brands: An exploratory analysis of social media data Factors shaping attitudes towards
UK bank brands: An exploratory analysis of social media data. Cogent Business &
Management, 13 (1).

https://doi.org/10.1080/23311975.2016.1223389

[48] Nabila, S., & Achyar, A. (2019). Analysis o f Factors Affecting Users * Attitude Toward The

Youtube Ads And Their Effects On Purchase Intention. 17 (2).
[49] Neguri, O., Grecu, I, Grecu, G., & George, L. (2020). Consumers’ Decision-Making
Process on Social Commerce Platforms: Online Trust, Perceived Risk, and Purchase

Intentions. 11 (May), 1—7. https://doi.org/10.3389/fpsyg.2020.00890

2024 5351 / S sauall Adgdailly 2 ui¥) polal) 46,all dlns



https://doi.org/10.24205/03276716.2020.1059
https://doi.org/10.2478/sbe-2022-0001
https://doi.org/10.1108/IMDS-07-2014-0205
https://doi.org/10.1080/23311975.2016.1223389
https://doi.org/10.3389/fpsyg.2020.00890

&

golall Saals dualtl disglt by dplesn F agplatl dipnsdl Sasle
Libyan Authorly For Sclentific Research G ol i slea¥l Lalgdl Bl e Gagudll oo il | g Ldas! sy

[50] Nguyen-viet, B. (2022). Factors Driving Consumers " Attitudes towards Facebook Factors
Driving Consumers ’ Attitudes towards Facebook Advertisements in an Emerging Market: A
Case Study of Vietnam. July.

https://doi.org/10.22452/ajba.vol15n01.8

[51] Perito, M. A, Chiodo, E., Serio, A., Paparella, A., & Fantini, A. (2020). Factors Influencing

Consumers " Attitude Towards Biopreservatives. 1—-12.
[52] Phuong, H. N., & An,N. T. (2017). Exploring drivers influencing consumers " attitude
towards mobile marketing. 7, 148—159. https://doi.org/10.22144/ctu.jen.2017.060

[53] Piper, A. R. . (2013). How to write a systematic literature review: a guide for medical
students How to write a systematic literature review: a guide for medical students.

[54] Popy, N. N., & Bappy, T. A. (2022). Attitude toward social media reviews and restaurant
visitintention: a Bangladeshi perspective. https://doi.org/10.1108/SA|BS-03-2020-0077

[55] Pouristama, B.E., & T, 1. 1. R. S. (2018). Factors Affecting Consumer Attitudes Towards
Online Shopping (Study Case of Lazada. co. id -). 5 (3), 3683—3690.

[56] Rahimi, N. S., Mohamad, B., Alhaiou, T.,Raza, S. H., Arabia, S., & Road, B. (2019).
Determinants of Attitudes Towards Web Advertising: An Evidence from Malaysia Penentu
Sikap Terhadap Web Advertising: Sebuah Bukti. 11 (1), 81-93.
https://doi.org/10.26623/themessenger.v11i1A.818

[57] Rajesh, S., Raj, G., Dhuvandranand, S., & Kiran, D. R. (2019). Factors Influencing

Customers’ Attitude towards SMS Advertisement: Evidence from Mauritius. Studies in
Business and Economics, 14 (2), 141—159.

https://doi.org/10.2478/sbe-2019-0031

[58] Ravi, D. B., Sujaya, M., & Research Scholar, K. S. (2021). Social Media Marketing: a

Conceptual Study.

2024 5351 / S sauall Adgdailly 2 ui¥) polal) 46,all dlns



https://doi.org/10.22452/ajba.vol15no1.8
https://doi.org/10.22144/ctu.jen.2017.060
https://doi.org/10.1108/SAJBS-03-2020-0077
https://doi.org/10.26623/themessenger.v11i1A.818
https://doi.org/10.2478/sbe-2019-0031

&

golall Saals dualtl disglt by dplesn F agplatl dipnsdl Sasle
Libyan Authorly For Sclentific Research G ol i slea¥l Lalgdl Bl e Gagudll oo il | g Ldas! sy

IJRARTBXP009 International Journal of Research and Analytical Reviews (IJRAR)

Www jrar.Org, 63 (1), 63—71.

www.ijrar.org

[59] Review, S., & Raimundo, R. (2021). Consumer Marketing Strategy and E-Commerce in
the Last Decade: A Literature Review. 3003—3024.

[60] Roy, D., Paul, H. S., Mou, M. Das, & Mia, S. (2021). Consumers’ attitude toward social
media advertisement- A

study in the context of Bangladesh. 12 (1).

[61] Saxena, G. (2021). Factors Influencing Consumers ’ Attitude & Perception towards E -
shopping in NCR. 12 (5), 741-747.

[62] Shareef, M. A. (2017). Social Media Marketing: Comparative Effect of Advertisement
Sources Emerging Markets Research Centre (EMaRC).

[63] Siddaway, A. P., Wood, A. M., & Hedges, L. V. (2019). How to Do a Systematic Review: A
Best Practice Guide for Conducting and Reporting Narrative Reviews, Meta-Analyses, and
Meta-Syntheses. In Annual Review of Psychology (Vol. 70, Issue January).
https://doi.org/10.1146/annurev-psych-010418-102803

[64] Sohail, M. S., & Al-jabri, I. M. (2017). Evolving Factors Influencing Consumers " Attitudes

toward Social Media
Marketing and Its Impact on Social Media Usage Evolving factors influencing consumers ’
attitudes toward social media marketing and their impact on social media usage. March

2018. https://doi.org/10.2139/55rn.3921988

[65] Soledad, C. (2018). Methodology for Systematic Literature Review applied to

Engineering and Education. April.

https://doi.org/10.1109/EDUCON.2018.8363388

2024 5351 / S sauall Adgdailly 2 ui¥) polal) 46,all dlns


http://www.ijrar.org/
https://doi.org/10.1146/annurev-psych-010418-102803
https://doi.org/10.2139/ssrn.3921988
https://doi.org/10.1109/EDUCON.2018.8363388

&

otalf dasll duath diaglt iy s pylal iyl Sl
o vy o s movarn a3 paanl 1 Loz ool iy e 3gradll (el p L s

[66] Sriram, K.V, Kp, N., Kamath, G. B, Sriram, K. V, Kp, N, & Kamath, G. B. (2021). Cogent
Business & Management Social media advertisements and their influence on consumer
purchase intention MARKETING | REVIEW ARTICLE Social media advertisements and their
influence on consumer purchase intention. Cogent Business & Management, 8 ).

https://doi.org/10.1080/23311975.2021.2000697

[67] Sun, )., & Bai, B. (2021). How social media in fl uencer’ s event endorsement changes
attitudes of followers: the

moderating e ff ect of followers " gender. 33 (7), 2337—-2351.
https://doi.org/10.1108/IJCHM-09-2020-0959

[68] Suprapto, W., Hartono, K., & Bendjeroua, H. (2020). Social Media Advertising and

Consumer Perception on Purchase Intention. 01055, 1-8.

[69] Trawnih, A., Yaseen, H., Al-adwan, A. S., & Alsoud, A. R. (2021). FACTORS

INFLUENCING SOCIAL MEDIA ADOPTION AMONG SMES DURING COVID-19 CRISIS. June.
[70] Tsafnat, G., Glasziou, P., Choong, M. K., Dunn, A,, Galgani, F., & Coiera, E. (2014).
Systematic review automation technologies. Systematic reviews, 3 (1), 1-15.

[71] Uri, D., Paquette, H., & Paquette, H. (2013). Social Media as a Marketing Tool: A

Literature Review.

[72] Vij, S., & Sharma, J. (2012). An Empirical Study on Social Media Behaviour of Consumers
and Social Media Marketing Practices of Marketers An Empirical Study on Social Media
Behaviour of Consumers and Social Media Marketing Practices of Marketers. April 2014.
[73] Wang, Y., & Sun, S. (2010). Examining the role of beliefs and attitudes in online
advertising: A comparison between the USA and Romania. International Marketing Review,

27 (1), 87—107. https://doi.org/10.1108/02651331011020410

261

2024 5351 / S sauall Adgdailly 2 ui¥) polal) 46,all dlns


https://doi.org/10.1080/23311975.2021.2000697
https://doi.org/10.1108/IJCHM-09-2020-0959
https://doi.org/10.1108/02651331011020410

olall Eaull dusatl Sagh aphpslnitly stuan 3 pylall Gapmal aste
Loy Aty o st mosersn oo nlpal s £ Latn ¥l Lialanll iy e Bagrutll (yo el | Llasl s ~

[74] Zeng, S., Lin, X., & Zhou, L. (2023). Factors affecting consumer's attitudes towards using
digital media platforms on health knowledge communication: Findings of cognition — ffect —
conation pattern. January.

https://doi.org/10.3389/fpsyg.2023.1008427

[75] Zhang, S., & Wakefield, R. (2020). Exploring determinants of consumers attitudes

toward real-time bidding (RTB)
advertising. https://doi.org/10.1108/ITP-09-2019-0480

2024 g5y / I ioutall Auagdatlly Aolus¥ pglall 43,all dlme


https://doi.org/10.3389/fpsyg.2023.1008427
https://doi.org/10.1108/ITP-09-2019-0480

