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Abstract
Social media advertising has become an important marketing tool for reaching young consumers, yet uncertainty remains regarding which advertising characteristics most strongly influence purchase decisions. This study investigated how social media advertising influences purchase decisions among young consumers aged 18–34 in the United Kingdom, focusing specifically on advertising credibility, informativeness, entertainment and personalisation. The study involved a positivist philosophy, deductive approach and quantitative cross sectional research design. Primary data were collected through a structured questionnaire and analysed using descriptive statistics, reliability analysis, Pearson correlation and multiple regression. The regression model accounted for 74.3% of the variance in consumer purchase decisions and was statistically significant. The results showed that informativeness and personalisation had significant positive independent relationships with purchase decisions, supporting H2 and H4. The greatest single predictor was personalisation. However, credibility was not significantly associated with purchase intentions, and entertainment, although showing a strong bivariate relationship, was not significant in the presence of the other advertising variables and thus H1 and H3 were not supported. Results partially validated the study model concept and showed that there are not equal contribution of favourable advertising traits to behaviour. The study concludes that marketers targeting young UK consumers should prioritise relevant, informative and responsibly personalised advertising while recognising the importance of consumer privacy and trust.
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[bookmark: _Toc240978173]Chapter One: Introduction and Rationale
[bookmark: _Toc240978174]Research Background
Social media advertising has become an increasingly important component of the UK marketing environment as firms compete for consumer attention across highly fragmented digital platforms. The scale of this shift is substantial: in 2025, UK digital advertising expenditure reached £40.5 billion, representing annual growth of 10%; social media advertising spending grew by 21% to £11.5 billion and accounted for 28% of all digital advertising investment (IAB, 2025). Young consumers are particularly important in this context because social media is embedded in their everyday media consumption. 97% of the UK's internet users aged 16 to 34 use at least one social media platform (Ofcom 2026), presenting ample opportunities for businesses to target younger demographics via paid digital communications. However, high audience reach and advertising expenditure do not establish which advertising attributes actually influence consumers’ purchase decisions (Hanaysha, 2022).
The effectiveness of social media advertising depends partly on how consumers evaluate the advertisements they encounter. Previous studies reveal that credible, informative, entertaining and personally relevant/personalised are significant attributes in the formation of responses to ads (Ho Nguyen et al., 2022; Nuseir et al., 2025). Indeed, Arora and Agarwal (2020), after examining 472 social media users, discovered that informativeness, entertainment, and credibility had significant impacts on social media ad attitudes, which in turn influenced the intention to purchase the product. In the same way, Dabbous and Barakat (2020) identified that there were positive correlations between informativeness, entertainment and perceived relevance with consumer brand engagement, which in turn affected purchase intention. More recent evidence, however, suggests that these characteristics do not necessarily operate through the same mechanisms. For example, Ul Haq et al. (2025) discovered that algorithmic personalisation led to greater perceived creativity and authenticity among generation Z users of Instagram, thereby affecting purchase intention. Consequently, treating social media advertising as uniformly effective may obscure important differences between individual advertising characteristics.
This issue has become more strategically significant as advertising technology increasingly enables algorithmic targeting and personalised content. Personalisation can make information more relevant and less effortful for consumers to search for, but at the same time, the collection and processing of consumer data pose regulatory and trust challenges (Hardcastle, Vorster and Brown, 2025). The UK’s Information Commissioner's Office (ICO) has stated that consent is necessary if any storage or access technology is being used to profile and track individuals for online advertising and the ICO has highlighted meaningful consumer control over personal information (ICO, 2026b). The Data (Use and Access) Act 2025 has also made changes to the UK data-protection framework, and the ICO is still maturing in its stance on privacy-preserving advertising models (ICO, 2026a). As a result, marketers are caught in a strategic dilemma between the greater opportunities for targeting with more sophisticated technologies, and consumer trust, privacy and the efficiency of advertising.
Despite the commercial importance of this issue, the empirical evidence does not provide a straightforward basis for managerial decision-making. Recent studies have found that the impact of various AD dimensions still differs, and there have been inconsistencies about the value of informativeness, entertainment and credibility in predicting AD effectiveness (Tiwari et al., 2025). Moreover, much of the existing evidence is based on purchase intentions and not actual purchase decisions, and is from contexts outside the UK, such as emerging market contexts like India, Thailand, Pakistan and others (Arora and Agarwal, 2020; Ul Haq et al., 2025). This reduces clarity on whether the same dynamics are at play with young consumers in the UK in a mature digital advertising and comparatively developed privacy-regulation setting. Accordingly, the present study examines the relative influence of advertising credibility, informativeness, entertainment and personalisation on consumer purchase decisions among young consumers in the UK, establishing the foundation for the more precise theoretical and practical research gap developed in Section 1.2.
[bookmark: _Toc240978175]Research Rationale
[bookmark: _Toc240978176]Theoretical Justification
Existing research provides a substantial theoretical basis for explaining how social media advertising may shape consumer responses. The Stimulus–Organism–Response (S–O–R) approach assumes that environmental cues trigger internal thinking and feeling, which in turn lead to behaviour; in digital marketing research, advertising cues can thus be regarded as stimuli that can impact the consumers' decision-making process (Mehrabian and Russell, 1974; Riegger et al., 2021; Bryant and Basu, 2023). At the same time, Ducoffe (1995) Advertising Value Model claims informativeness and entertainment are also key factors that add value to the ad and source-credibility studies show that perceived trustworthiness and expertise have an impact on consumers' acceptance of promotional claims (Hovland and Weiss, 1951; Wallace, Simon and Wegener, 2020). These dimensions, credibility, informativeness and entertainment, as well as personalisation, have been shown to be relevant to advertising value, attitudes and purchase intention in the context of various empirical studies (Hamouda, 2018; Martins et al., 2019; Zanker, Rook and Jannach, 2019). Recent research also suggests that personalised advertising can be effective in driving purchasing decisions by leveraging perceptions of creativity, authenticity, and relevance, alongside credibility and information quality, which helps alleviate purchase uncertainty related to digital promotional content (Hanaysha and Alhyasat, 2025; Haq et al., 2025; Kothari et al., 2025). Established theory therefore supports the general proposition that different advertising stimuli can influence consumer responses, but it does not imply that each of these characteristics possesses the same independent influence on purchasing. 
Despite this established knowledge, the evidence remains fragmented regarding the relative effects of credibility, informativeness, entertainment and personalisation. Different outcomes have been studied: Alalwan (2018) finds informativeness to be a predictor of purchase intention, while Hanaysha (2021) finds that brand engagement is a mediator between advertising characteristics and purchase intention, when the seemingly similar advertising stimuli work through different processes. Likewise, entertainment generates positive reactions, yet in this case, it is typically through advertising value, engagement, emotion or flow, instead of a direct purchase effect (Dehghani et al., 2016; Hussain et al., 2022). Personalisation also raises another theoretical paradox as whilst more relevance could make it easier to make decisions, intensive targeting can at the same time lead to privacy concerns and resistance (McKee, Dahl and Peltier, 2023; Balaskas et al., 2025; Roshith et al., 2026). These inconsistencies are exacerbated by methodological and contextual constraints: many studies use cross-sectional self-report methodologies, are based on a single platform, and are based on purchase intentions instead of actual purchase decisions (Weismueller et al., 2020; Haq et al., 2025; Deventer and Saraiva, 2025). Moreover, there can be conceptual overlaps between credibility, informativeness and personalisation, and conclusions based on isolated predictor models may be misleading, as they cannot isolate the effects of one particular advertising attribute while other competing attributes are also taken into account (Tahat et al., 2024; Murillo-Zegarra, Ruiz-Mafe and Sanz-Blas, 2020). 
Accordingly, the specific theoretical gap is not whether social media advertising influences consumers generally, but whether credibility, informativeness, entertainment and personalisation have distinct and simultaneous effects on reported purchase decision amongst young consumers in the UK. The literature does not offer as much evidence for completed/actual purchases, with most evidence regarding advertising value, engagement and purchase intent, limiting the generalisation of existing relationships to behavioural outcomes (Hamouda, 2018; Weismueller et al., 2020; Deventer and Saraiva, 2025). Geographic concentration also means that it is not clear whether relationships found in German, Pakistani, Malaysian and other non-UK samples hold true in the unique digital advertising environment within the UK (Weismueller et al., 2020; Hussain et al., 2022; Haq et al., 2025). The present study aims at filling this gap, by looking at all four advertising characteristics in the same model, so as to examine their relative independent relationship with consumer purchase decisions. Theoretically, assuming uniform effects across advertising stimuli may oversimplify consumer responses: some stimuli may have stronger direct relationships with behaviour, whereas others may operate through unmeasured organism states such as trust, involvement or emotional engagement (Hussain et al., 2022; Gan et al., 2025). The study consequently provides a focused test of the stimulus–response associations rather than claiming to test the complete mediated S–O–R process, since organism variables are not directly measured.
[bookmark: _Toc240978177]Practical Justification
The research problem has direct managerial significance because UK organisations are committing substantial resources to social media advertising without equally clear evidence about which advertising characteristics independently influence purchase decisions. In 2025, UK digital advertising expenditure totalled £40.5 billion, with social media advertising seeing a 21% increase, accounting for 28% of the digital market (IAB, 2025). Investment like this makes it a strategic, rather than a creative, choice to allocate expenditure between credible, informative, entertaining and personalised advertising. However, the literature examined reveals that these attributes often yield varying results across platforms and populations and much of the research focuses on purchase intentions, not reported buying behaviour. Consequently, managers risk allocating resources to advertising attributes that attract attention and/or create positive attitudes but not a uniquely important influence on purchase.
The challenge is becoming more important as advertising becomes increasingly automated and personalised. Industry respondents anticipate that AI and automation will play a pivotal role in the industry over the next ten years (48%) and 58% of IAB UK industry members are using or testing agentic AI in advertising (IAB UK, 2026). However, increased targeting creates a managerial tension between relevance and privacy academic studies have demonstrated that personalisation can increase relevance but may also generate resistance when consumers perceive targeting as intrusive. This is significant commercially and regulatory, as in the UK ICO action has led to over 95% of the top 1,000 websites compliant with the cookie-compliance tests, giving consumers greater control over their tracking for personalising advertising (ICO UK, 2025). 
Thus, the relative impact of these four advertising factors may be determined and help managers find better evidence in designing an ad campaign, targeting and allocating resources. In the absence of such evidence, organisations can be at risk of investing in attributes that can have a positive impact on engagement but have relatively little influence on buying behaviour. For policymakers and practitioners, the study can also inform the pursuit of advertising effectiveness without overlooking consumer trust, transparency and privacy.
[bookmark: _Toc240978178]Research Contribution and Motivation
This study makes a theoretical contribution by refining the application of the Stimulus–Organism–Response (S–O–R) framework to social media advertising among young UK consumers. The study does not presume that the advertising stimuli have similar effects but investigates the simultaneous effects of credibility, informativeness and entertainment and personalisation on consumer purchase decisions. This is significant as previous studies have explored these traits in the context of advertising value (Hamouda, 2018), engagement and purchase intention (Hussain et al., 2022; Haq et al., 2025), and have reached different conclusions depending on the context. The contribution is thus of a comparative and contextual nature and not the development of a new theory. Furthermore, as organism variables are not directly measured, it is not possible to claim that the study fully tested the entire S–O–R mechanism; rather, the relative stimulus–response relationships were examined and a foundation for future studies that include trust, involvement and emotional engagement as organism states was provided. 
Empirically, the research provides evidence from the under-represented context of young consumers in the UK. Using primary quantitative survey data from consumers aged 18–34 and multiple regression analysis, the four advertising characteristics are evaluated in the same predictive model and not independently. This addresses evidence base characterised by limited UK-specific research and a strong focus on purchase-intention outcomes (Weismueller et al., 2020; Deventer and Saraiva, 2025; Haq et al., 2025). The simultaneous analysis also permits potential overlap in the advertising characteristics to be identified, and the relative predictive importance (of the advertising characteristics) compared. 
In practice, the study is driven by the desire to increase the evidence behind advertising spending decisions. It offers insights to marketers into which of these resources is more important when targeting younger consumers in the UK: credibility, useful information, entertaining content or personalisation. This can help in campaign design, resource allocation and acknowledge the privacy and trust concerns in the era of increasingly personalised advertising. The study’s originality therefore lies in combining four established advertising characteristics within one model, focusing on reported purchase decisions rather than purchase intention, and testing their relative relationships specifically among young UK consumers.
[bookmark: _Toc240978179]Research Aim, Objectives, and Questions
[bookmark: _Toc240978180]Research Aim
To examine the role of social media advertising in shaping consumer purchase decisions among young consumers in the United Kingdom.
[bookmark: _Toc240978181]Research Objectives
1. To examine the influence of social media advertising credibility on consumer purchase decisions among young consumers in the United Kingdom. 
2. To investigate the effect of advertisement informativeness on consumer purchase decisions among young consumers in the United Kingdom. 
3. To evaluate the influence of advertisement entertainment on consumer purchase decisions among young consumers in the United Kingdom. 
4. To examine the effect of advertisement personalisation on consumer purchase decisions among young consumers in the United Kingdom. 
[bookmark: _Toc240978182]Primary Research Question
How does social media advertising influence consumer purchase decisions among young consumers in the United Kingdom?
[bookmark: _Toc240978183]Research Sub-Questions
1. How does advertising credibility influence consumer purchase decisions among young consumers in the UK? 
2. How does advertisement informativeness influence consumer purchase decisions among young consumers in the UK? 
3. How does advertisement entertainment influence consumer purchase decisions among young consumers in the UK? 
4. How does advertisement personalisation influence consumer purchase decisions among young consumers in the UK?
[bookmark: _Toc240978184]Dissertation Structure
This dissertation is organised into six chapters. Chapter One introduces the research background, rationale, contribution, aim, objectives and research questions. Chapter Two critically reviews literature on advertising credibility, informativeness, entertainment and personalisation, establishes the S–O–R theoretical foundation and develops the conceptual framework and hypotheses. Chapter Three explains the quantitative methodology, including research philosophy, design, sampling, questionnaire development, data analysis and ethical considerations. Chapter Four presents the statistical findings from the questionnaire data, including descriptive statistics, reliability, correlation and multiple regression analyses. Chapter Five critically discusses the findings in relation to previous literature and the S–O–R framework. Finally, Chapter Six presents the conclusions, theoretical and managerial implications, research limitations and directions for future research.
[bookmark: _Toc240978185]Chapter Two: Literature Review
[bookmark: _Toc240978186]Introduction
This chapter critically evaluates theoretical and empirical literature concerning the relationship between social media advertising and purchase decisions among young consumers in the United Kingdom. It focuses on four advertising characteristics—credibility, informativeness, entertainment and personalisation and compares their proposed influence across different platforms, consumer groups and national contexts. Attention is given to the methodological strength, consistency and transferability of the available evidence. The chapter concludes by integrating the evidence into a conceptual framework in which credibility, informativeness, entertainment and personalisation are treated as simultaneous predictors of consumer purchase decisions. This framework provides the basis for the research hypotheses, questionnaire measures and subsequent statistical analysis.
[bookmark: _Toc240978187]Thematic Overview of the Literature
The thematic review is organised around the four social media advertising characteristics identified in the research objectives: advertising credibility; informativeness; entertainment and personalisation. The four characteristics are treated as advertising stimuli that may influence purchasing decisions. Although S–O–R suggests that such effects may operate through cognitive and emotional responses, these internal responses are not directly measured in the present study. 
[bookmark: _Toc240978188]Social Media Advertising Credibility and Consumer Purchase Decisions
Advertising credibility refers to the extent to which consumers perceive an advertisement and its source as believable, trustworthy, accurate and reliable. It is crucial in the context of social media, where users are constantly exposed to information from various sources, including commercial messages, brands, influencers, algorithms, and other users, making it challenging to determine the credibility and commercial intent behind the information encountered (Kothari et al., 2025). Credibility can reduce perceived uncertainty and strengthen confidence in advertising claims, although trust alone may not produce a purchase when information, relevance or product need is insufficient (Poulis, Theodoridis and Zacharatos, 2026).
The roots of credibility research lie in the work of Hovland and Weiss (1951) who showed that the acceptance of a message is related to perceptions of the source's trustworthiness. Their findings revealed that consumers do not judge messages in isolation from the communicator, but rather that the credibility they give the communicator has an impact on whether they accept or reject claims. Later source-credibility research distinguishes between trustworthiness, expertise and attractiveness, which may operate differently: trustworthiness reduces suspicion, expertise supports product claims, and attractiveness captures attention without necessarily strengthening purchase decisions (Shahi and Koirala, 2025). Expertise concerns whether a source appears knowledgeable, whereas trustworthiness concerns whether the source appears honest and free from manipulative intent (Wallace, Simon and Wegener, 2020).
Source credibility is particularly important in social media advertising because paid promotional content can resemble ordinary social media posts. Weismueller et al. (2020), examining 306 German Instagram users aged 18–34, found that influencer trustworthiness, expertise and attractiveness positively affected purchase intention, while advertising disclosure influenced responses indirectly through perceived credibility. This evidence is relevant because the sample is comparable in age to the present study; however, its influencer-focused context limits direct application to brand-generated or algorithmically delivered advertising. Shahid and Ikram (2024) similarly showed that consumers evaluate product information differently depending on whether it comes from celebrities, influencers or personally known contacts. Together, these findings indicate that credibility is partly source-dependent rather than an inherent feature of advertising content, although neither study directly establishes its effect on actual purchase decisions among young UK consumers. 
Credibility is frequently identified as an antecedent of advertising value, but advertising value represents a favourable evaluation rather than evidence that consumers have completed a purchase. In a Facebook-based study, Hamouda (2018) found, credibility, informativeness and entertainment had a significant positive effect on perceived advertising value, which in turn significantly influenced attitudes and behavioural responses of the 352 individuals involved in the study from Tunisia. Similarly, a study of 303 Portuguese consumers found that Credibility was the most significant driver for the value of a Smartphone advertisement, above Informativeness and Entertainment (Martins et al., 2019). Credibility emerged as a positive predictor of social media advertising value for 430 Generation Y consumers in South Africa, as well (Deventer and Saraiva, 2025). Although Hamouda (2018), Martins et al. (2019) and Deventer and Saraiva (2025) consistently identify credibility as beneficial, their findings relate primarily to advertising value and attitudinal responses rather than completed purchasing behaviour. Their agreement therefore supports the importance of credibility but provides weaker evidence for a direct effect on purchase decisions.
However, the evidence provides limited support for a direct relationship between credibility and completed purchases because most studies measure advertising value, attitude or purchase intention rather than observed buying behaviour. A major limitation is the mismatch between the outcomes commonly measured in previous studies and the outcome examined in the present research. Hamouda (2018), Weissmuller et al. (2020) and Deventer and Saraiva (2025), for example, focus largely on advertising value, attitudes or purchase intention. These measures indicate favourable consumer responses, but they should not automatically be interpreted as evidence of actual purchase decisions. They are also mostly conducted through cross-sectional self-report surveys and structural equation modelling, which has the disadvantage of being used to measure credibility and behavioural intention at the same time and results in common-method bias, limiting the possibility of making strong causal inferences (Deventer and Saraiva, 2025; Hamouda, 2018). Moreover, the results may not apply directly to young consumers in the UK as their advertising literacy, regulatory expectations and platform practices may differ from those of the countries studied.
Credibility may also overlap with informativeness and personalisation because consumers can interpret detailed or personally relevant advertising as more believable, making its independent contribution difficult to establish. Consumers may think an ad is credible because it has a lot of information on the product, or because the content is very relevant to the consumer (Tahat et al., 2024). On the other hand, if an ad is too targeted or sponsored without being clearly identified, trust may be undermined despite information. Thus, the question is not so much whether credibility is important, but whether credibility is an independent predictor of purchasing when informativeness, as well as entertainment and personalisation, are accounted for. The present study addresses this gap by testing whether credibility remains a significant predictor of reported purchase decisions when informativeness, entertainment and personalisation are considered simultaneously among young UK consumers.
[bookmark: _Toc240978189]Advertisement Informativeness and Consumer Purchase Decisions
Advertisement informativeness refers to the extent to which an advertisement provides useful, timely and relevant information that supports consumer evaluation and decision-making (Ho Nguyen et al., 2022). Social media advertisements can reduce search costs because they can integrate product information, pricing, demonstrations and reviews and purchase links in the same social media platform. Informativeness primarily operates as a cognitive stimulus, but its effectiveness depends on whether consumers perceive the information as accurate, relevant, sufficiently detailed and easy to process rather than merely extensive (He and Zhang, 2025).
Informativeness is explained by Ducoffe (1995) Advertising Value Model. The model suggests that advertising can be helpful if it provides useful information or entertainment, but irritation can reduce the value. The results of the original mall-intercept survey and experimental study conducted by Ducoffe (1995) provided strong support for the informativeness and perceived advertising value relationship. Although developed before social media, the model remains relevant because it emphasises consumers’ evaluation of advertising usefulness; however, it does not fully account for interactive, personalised and algorithmically delivered content. Informativeness can also diminish perceived risk in social media settings, as it enables consumers to examine the options and determine if the product will satisfy their needs (Hanaysha and Alhyasat, 2025).
Evidence concerning informativeness is generally positive but not directly comparable because studies use different industries, platforms, populations and outcomes, including advertising value, engagement and purchase intention. Alalwan (2018) identified informativeness as a significant predictor of purchase intention, whereas Hanaysha (2021) linked informativeness first to brand engagement and subsequently to purchase intention. The distinction matters because the former tests a more direct relationship, while the latter indicates that the effect may operate through an intermediate consumer response. However, the industry-specific sample may primarily reflect low-cost food purchases and may not generalise to more considered purchasing decisions (Hanaysha, 2021). 
There also is evidence that informativeness does not have the same impact on all consumers. A study that segmented consumers based on their perceptions toward social media advertising revealed that informativeness was more significant to purchase intention for one relatively disengaged segment while hedonic motivation was more significant for another segment (Fard, Kashmiri and Jikidze, 2025). These findings challenge the assumption of a uniform effect because the influence of informativeness may depend on consumers’ information needs, product involvement and willingness to process advertising content. Fard, Kashmiri and Jikidze (2025) found differences between consumer segments, while Thuy et al. (2024) showed that information quality operates alongside broader information needs and attitudes. Consequently, the effectiveness of informative advertising appears to depend partly on how consumers evaluate and use the information rather than simply on how much information an advertisement contains.
The connection between informativeness and credibility is particularly salient. A comparison of marketer-generated and user-generated advertisements on WeChat showed that user-generated advertisements led to higher informativeness, credibility and entertainment perceptions, while marketer-generated advertisements had a higher irritation perception (Teng, Li and Zhang, 2020). This indicates that consumers evaluate not only the amount of information provided but also its source, perceived accuracy and commercial purpose, creating a close relationship between informativeness and credibility. Thus, a high-quality informative advertisement with commercial motives may not be effective. On the other hand, credible but not informative messages can build trust but provide limited information on which to base a decision (Lanero, Vázquez and Sahelices-Pinto, 2020).
In terms of methods, many works adopt single-country, cross-sectional survey designs, and they measure consumers' perceptions following the general social media exposure. These designs will not necessarily be able to tell the difference between information quality leading to purchasing and consumers who already prefer a brand, later rating ads as more informative. Purchase intention, brand engagement or information adoption is often also the subject of studies, instead of the consumers' actual choices. Consequently, limited evidence establishes whether informativeness explains purchase decisions independently when credibility, entertainment and personalisation are included within the same predictive model. The present study addresses this issue by using multiple regression to compare the relative contribution of informativeness to purchase decisions among young consumers in the UK as compared to considering the informativeness as a stand-alone advertising factor.
[bookmark: _Toc240978190]Advertisement Entertainment and Consumer Purchase Decisions
Advertisement entertainment is the degree to which advertisements are seen as fun, funny, emotional, creative or pleasurable. Entertainment is particularly relevant to social media because advertisements frequently incorporate video, humour, music and interactive content (Tiwari et al., 2025). Commercial content must compete not only with other advertisements but also with entertainment selected voluntarily by users, making attention difficult to secure and even more difficult to convert into purchasing. Entertaining advertising can attract attention, stimulate engagement and generate positive emotions, but these responses may remain focused on the content rather than transferring to the brand or producing sales (Cluley and Nixon, 2019).
Another aspect of Ducoffe (1995) Advertising Value Model is the entertainment and the contentment of consumer derived from an ad. Considering the S–O–R approach, entertainment can be seen as an environmental stimulus that can lead to affective involvement, which further can contribute to approach behaviour (Gan et al., 2025). This interpretation is more theoretically accurate than positing a direct link between humorous material and purchasing, as emotional reactions serve as a link between the two (Liao, Li and Filieri, 2022).
Recent evidence generally associates entertainment with favourable advertising responses, although its effects frequently operate through advertising value, attitude, involvement or flow rather than directly through purchasing. Evidence from Facebook users in Tunisia showed that entertainment, credibility and informativeness added value to the advertising and resulted in favourable behaviour (Ahmed, Sardar and Khan, 2021). Likewise, a study about the effect of YouTube advertising had the same finding that entertainment and informativeness were the factors which influenced attitudes and flow influenced shopping intention and purchase behavior (Dehghani et al., 2016). The research on Instagram also revealed that entertainment played a positive role in fostering advertising value that led to cognitive involvement, affective involvement and flow, and consequently, purchase intention, in a sponsored Instagram study involving 337 Malaysian users (Hussain et al., 2022). Taken together, these studies associate entertainment with favourable advertising responses, but they do not establish a uniform direct effect on purchasing. Hussain et al. (2022), for example, position cognitive involvement, affective involvement and flow between advertising value and purchase intention. This suggests that entertainment may influence purchasing indirectly, which makes a direct entertainment–purchase relationship worth testing separately.
The relative importance of entertainment varies across consumer segments, product categories and advertising contexts, suggesting that its effectiveness depends on both the audience and the nature of the purchase. Naem and Okafor (2019) position entertainment below credibility but above informativeness, whereas Huseynov and Yıldırım (2019) indicate that hedonic influences differ between consumer segments. This inconsistency suggests that entertainment may not have a uniform effect and that its influence can depend on consumer characteristics and the nature of the purchase. However, for high-involvement purchases, it's possible for the consumer to enjoy the entertaining content while still seeking credibility and product information for their purchase decision (Bevan-Dye, 2024).
Entertainment may also produce unintended effects because highly creative execution can distract attention from the brand, while repeated exposure can generate irritation and advertising fatigue. Highly creative content may capture attention while simultaneously distracting consumers from the advertised brand or product attributes. This can get annoying if users are repeatedly entertained by the ads, particularly if they are interrupting their social media experience (Bellman et al., 2019). Credibility, entertainment, informativeness and relevance are also found to play a part in advertising value, while irritation changes the nature of the relationship between advertising value and attitudes to purchase intention (Tuck, Nor Fauzi and Chun, 2026). Entertainment should therefore not be assumed to produce uniformly positive responses. Its effectiveness may vary according to exposure frequency, perceived relevance and the fit between the creative execution and the advertised product; repeated or poorly matched entertainment may instead contribute to irritation.
The evidence is also restricted to self-reported enjoyment and purchase intention. Cross-sectional questionnaires cannot determine if entertaining ads are leading to purchasing behaviour over time and studies on any single platform might capture platform-specific conventions instead of the general effect of advertising (Ye et al., 2026). Much of the existing research also takes place in Asian, Middle Eastern and emerging-market settings, and there is limited evidence that explores if young UK consumers behave in a similar manner across TikTok, Instagram, Facebook and YouTube.
The relatively under-researched issue is whether entertainment has a direct effect on purchase decision after controlling for the more cognitively oriented attributes like credibility and informativeness. The present study examines this issue by testing whether entertainment explains purchase decisions independently after credibility, informativeness and personalisation are statistically controlled.
[bookmark: _Toc240978191]Advertisement Personalisation and Consumer Purchase Decisions
Advertisement personalisation involves customizing the content, recommendations or delivery of ads based on the user's interests, demographics, location, behavior or prior actions (Yeo, Chu and Li, 2025). Personalisation aims to increase relevance and reduce search effort by presenting products likely to match consumers’ interests, although inaccurate or excessive targeting may instead create irritation (Chandra et al., 2022). However, the very practices that enhance relevance can raise privacy issues, which in turn can give a sense of intrusive surveillance and advertising.
Initial personalization studies found that personalized digital content has an impact on information processing by consumers. The results in Zanker, Rook and Jannach (2019) laboratory experiment and field study showed that the effects of web personalisation on attention, cognition and decision outcomes were mediated by content relevance and self-reference. Personalised content was generally perceived as useful for decision-making, with effectiveness also being dependent on the level of goal specificity and competing content. This evidence demonstrates that personalisation is not merely technical targeting; its influence depends on whether consumers perceive the advertised content as meaningfully relevant to their interests and current needs (McKee, Dahl and Peltier, 2023).
Evidence suggests that personalisation may influence purchasing through several interconnected advertising perceptions rather than through a single direct pathway. Murillo-Zegarra, Ruiz-Mafe and Sanz-Blas (2020) link personalisation with informativeness, credibility and entertainment, while Ciocodeică et al. (2025) connect personalised advertising characteristics with browsing responses and impulse-buying intentions. This creates an important issue because personalised advertisements may also be perceived as more informative, credible or entertaining, producing conceptual overlap and possible multicollinearity among the predictors.
Recent evidence from Generation Z consumers provides further support for this mechanism. A study of 458 Pakistani Instagram users revealed that the algorithmic personalisation positively affected perceived creativity and authenticity, which in turn directly influenced purchase intention, with the effect being more pronounced among consumers who had a higher need for cognition (Haq et al., 2025). However, the use of a Pakistani sample and purchase intention as the outcome limits the direct transferability of these findings to purchase decisions among young UK consumers. The findings suggest that personalisation does not automatically persuade consumers; its influence appears to depend on whether recipients process the content and perceive the targeting as relevant, creative and authentic (Haq et al., 2025).
Conversely, intensive personalisation can generate psychological reactance when consumers believe advertisers possess excessive personal information or have used it without sufficient transparency. This tension reflects the personalisation–privacy paradox: greater relevance can increase advertising value, while awareness of extensive personal-data use can simultaneously create privacy concerns and resistance (Balaskas et al., 2025). Consequently, a positive coefficient for personalisation should not be assumed in every context, particularly where consumers perceive targeting as intrusive. Although highly relevant advertisements may facilitate purchasing, hyper-personalised content that reveals sensitive or unexpected information may undermine consumer trust (Roshith et al., 2026). This tension is especially significant in the UK where consumers are living in a relatively advanced digital advertising and data-protection landscape.
There are also methodological limitations. Most studies employ hypothetical scenarios, platform-specific samples or self-reported purchase intentions, which may overestimate effectiveness because expressing an intention requires less commitment than completing a purchase. Reverse causation is also a possibility with cross-sectional data: consumers who already like a product may perceive its personalised ads as more relevant, as reported by Haq et al. (2025) and Roshith et al. (2026). In addition, studies often include personalisation and perceived relevance, recommendation accuracy, or customised content, thus creating a lack of consistency in the definition of constructs.
The central question is therefore whether personalisation predicts reported purchase decisions independently after credibility, informativeness and entertainment are controlled, particularly given its close conceptual relationship with these attributes. Because personalised advertisements can create all three perceptions, a test of the variables together can demonstrate overlap or multicollinearity that isolated models would not show. This is the topic of the present study in the context of UK consumers aged 18 – 34. The proposed direct effect model is however only a limited part of the S–O–R process: Consumer perceptions, consumer trust, consumer involvement and privacy concerns are not measured as organism variables. The results should therefore be read as evidence of ‘predictive associations' and not as a full test of the psychological processes of personalisation leading to purchasing behaviour.
[bookmark: _Toc240978192]Integrative Synthesis of the Themes
The literature does not support an equally strong effect for all four advertising characteristics. Credibility is repeatedly associated with advertising value and trust-related responses, informativeness is more closely linked to cognitive evaluation, entertainment often operates through engagement or affective responses, and personalisation can increase relevance while simultaneously creating privacy concerns. Comparing the four variables within one model is therefore important because separate studies cannot establish their relative predictive importance.
The evidence base is largely comprised of cross-sectional questionnaires, self-reported variables, single platforms and non-UK populations. These restrictions mean there is doubt regarding which of these four attributes is the most important to young UK consumers. The contribution of this study therefore lies not in claiming that these advertising characteristics are unexplored, but in examining their simultaneous and relative relationships with purchase decisions within an under-researched UK young-consumer context. The resulting research gap is therefore specific rather than general: existing evidence shows inconsistent findings across advertising attributes, substantial geographic concentration outside the UK, and a stronger emphasis on purchase intention, influencer marketing and social commerce than on consumers' reported purchase decisions.
[bookmark: _Toc240978193]Theoretical Foundation and Contribution
[bookmark: _Toc240978194]Stimulus–Organism–Response (S–O–R) Theory
The Stimulus–Organism–Response (S–O–R) theory is used as the main theoretical basis of this study. The S–O–R framework, developed by Mehrabian and Russell (1974), is an explanation of how the external stimuli in the environment affect the internal cognitive and emotional processes which in turn affects the behavioural response of the individual. It is constructed based on three concepts: Stimulus (S), which refers to the external stimuli in the environment; Organism (O), which is the cognitive and affective response of the consumer to the stimuli; and Response (R), which is the behavioural response of the consumer to the stimuli (Mehrabian and Russell, 1974). The theory has been borrowed from environmental psychology and has been widely applied in consumer behaviour, e-commerce and digital marketing for its ability to explain the influence that online marketing stimuli have on consumer decision making (Bryant and Basu, 2023; Riegger et al., 2021). S–O–R is used as an organising theoretical lens rather than tested in its complete mediated form. Credibility, informativeness, entertainment and personalisation represent advertising stimuli, while consumer purchase decision represents the behavioural response. Because cognitive and affective organism states are not directly measured, the study tests associations between the stimulus and response components rather than the complete S–O–R process.
[bookmark: _Toc240978195]Justification for the Selection of S–O–R Theory
S–O–R is preferred to the Technology Acceptance Model (TAM) because TAM primarily explains technology acceptance through perceived usefulness and ease of use rather than responses to advertising characteristics (Davis, 1989). TPB, by contrast, explains behavioural intention through attitudes, subjective norms and perceived behavioural control (Ajzen, 1991). Neither framework maps as directly onto the study's treatment of advertising characteristics as external stimuli. S–O–R therefore provides the closer conceptual fit, although its use in this study is limited because the organism component is not directly measured.
[bookmark: _Toc240978196]Theoretical Contribution
This study extends the application of the S–O–R perspective to young consumers in the UK, a context that appears less represented in the literature reviewed than Asian and emerging-market settings. Its contribution is primarily contextual and comparative, as the four advertising characteristics are examined simultaneously to assess their relative relationships with consumer purchase decisions (Martins et al., 2019; McKee, Dahl and Peltier, 2023). The study offers evidence from a more developed digital ad context with a higher level of ad literacy and privacy legislation, revealing contextual factors that might affect the predictive value of the S–O–R framework. While the organism construct is not directly measured, the results will contribute to the understanding of the impact of multiple social media advertising stimuli on consumers' purchase decision and support the development of subsequent studies on the mediating role of 'trust', 'perceived value' and 'emotional engagement'.
[bookmark: _Toc240978197]Conceptual Framework
The conceptual framework is developed to synthesize the major concepts and the interrelationships of the concepts identified in the literature and to transform the theory underlying the study into a research model that can be tested. The framework includes credibility, informativeness, entertainment and personalisation because the reviewed literature repeatedly identifies these characteristics as relevant to consumer responses to social media advertising, while also showing uncertainty about their relative effects. Examining them simultaneously allows the study to determine whether each characteristic contributes independently to purchase decisions after the other advertising characteristics are controlled. 
The dimensions of credibility include advertising trustworthiness, informativeness relates to usefulness of product information, personalisation refers to relevance of ad to the individual and entertainment is about enjoyment and emotional appeal. Cognitive and affective evaluations are considered as part of the organism stage, but they are not directly measured in this study. Thus, the direct predictive links between the four stimuli and purchase decisions are tested in the framework. It will help to organize the SPSS analysis in Chapter 4 and direct the discussion of the results in Chapter 5.
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[bookmark: _Toc240978254]Figure 1: Conceptual Framework for Social Media Advertising and Consumer Purchase Decisions
[bookmark: _Toc240978198]Research Hypotheses
The hypotheses are derived from the predominantly positive relationships identified in prior research, while recognising that much of this evidence concerns purchase intention rather than purchase decisions and originates outside the UK. Accordingly, the hypotheses test whether these relationships remain significant when the four advertising characteristics are examined simultaneously among young UK consumers.
· H1: Social media advertising credibility has a positive and significant influence on consumer purchase decisions among young consumers in the United Kingdom. 
· H2: Advertisement informativeness has a positive and significant influence on consumer purchase decisions among young consumers in the United Kingdom. 
· H3: Advertisement entertainment has a positive and significant influence on consumer purchase decisions among young consumers in the United Kingdom. 
· H4: Advertisement personalisation has a positive and significant influence on consumer purchase decisions among young consumers in the United Kingdom.
[bookmark: _Toc240978199]Conclusion
This chapter discussed four key characteristics of social media advertising: credibility, informativeness, entertainment and personalisation. Overall, there is some evidence of positive consumer responses, with varying results identified between countries, platforms, and behavioural outcomes. There is a preponderance of cross-sectional research, non-UK samples and measures of purchase intention in existing research. The S–O–R theory is used as a theoretical lens to explain how the stimuli in advertising messages could affect consumers' evaluations and behaviour. This leads to the development of the conceptual framework that includes the four predictors and purchase decisions as a testable model. Chapter 3 describes the main quantitative method, the design of the questionnaire, sampling and SPSS techniques, which were used to find out these relationships.

















[bookmark: _Toc240978200]Chapter Three: Methodology 
[bookmark: _Toc240978201]Introduction 
This chapter explains the methodology adopted to examine how social media advertising credibility, informativeness, entertainment and personalisation relate to purchase decisions among young consumers in the UK. It outlines and justifies the research philosophy, approach, strategy, design, methodological choice and time horizon. The chapter then explains the research population, sampling and questionnaire procedures, followed by the methods used to establish reliability and validity, analyse the quantitative data in SPSS and address research ethics.
[bookmark: _Toc240978202]Research Philosophy 
Research philosophy concerns the assumptions that influence how knowledge is developed, interpreted and evaluated within a study. The study adopts positivism, which emphasises observable and measurable evidence and is commonly associated with quantitative hypothesis testing (Park, Konge and Artino, 2020). Positivism was appropriate because advertising credibility, informativeness, entertainment and personalisation will be operationalised as measurable variables and statistical relationships between these variables and consumer purchase decisions were analysed. Interpretivism was not selected because it is better suited to exploring subjective meanings and individual experiences through qualitative methods, rather than testing relationships between predefined variables (Pervin and Mokhtar, 2022). Positivism thus offers greater support to the structured questionnaire, hypotheses and SPSS analysis but less of the depth of meaning behind the individual advertising experiences.
[bookmark: _Toc240978203]Research Approach 
The study adopts a deductive approach, through which hypotheses derived from existing theory and literature are tested using empirical evidence (Casula, Rangarajan and Shields, 2021). Deduction is suitable since Chapter Two set four hypotheses that predicted relationships among advertising credibility, informativeness, entertainment and personalisation with consumer purchase decisions. The S–O–R framework provides the theoretical structure for these relationships, although the organism component is not directly measured in this study. The inductive approach was not chosen since the aim is not to derive a new theory based on open-ended observations (Laari, 2025). Instead, relationships derived from existing theoretical and empirical evidence will be tested quantitatively; therefore, deduction aligns with the positivist philosophy and hypothesis-focused research objectives.
[bookmark: _Toc240978204]Research Strategy 
A research strategy specifies the practical approach used to collect evidence and address the research questions. The study uses a structured online questionnaire to collect comparable quantitative responses from young consumers in the UK. Surveys allow measuring predetermined constructs in a consistent manner across respondents and give numerical results that can be subjected to correlation and multiple regression analysis (Koo and Yang, 2025). The online format was particularly appropriate as the study is about social media users and efficient access to the geographically scattered respondents using the available resources. Interviews were not selected because they would provide detailed qualitative accounts but not the standardised numerical measurements required to test H1–H4 (Surawy-Stepney et al., 2023). The survey strategy therefore provides the strongest alignment between the research questions, quantitative design and planned SPSS analysis.
[bookmark: _Toc240978205]Research Design 
Research design provides the overall structure through which data are collected and analysed to address the research questions. This study adopts a quantitative explanatory design because it seeks to test statistically whether social media advertising credibility, informativeness, entertainment and personalisation predict consumer purchase decisions. Quantitative designs are appropriate when predefined variables are measured numerically and relationships are examined statistically (Slater and Hasson, 2024). An exploratory qualitative design was not selected because the principal constructs and hypotheses have already been established from theory and previous research (Barroga and Matanguihan, 2022). Rather than generating new themes from interviews or observations, the study requires comparable numerical responses for hypothesis testing. The quantitative correlational design therefore aligns with the research objectives, conceptual framework and planned regression analysis without implying that causal relationships will be established.
[bookmark: _Toc240978206]Methodological Choice 
The study adopts a mono-method quantitative design, meaning that one quantitative data-collection method is used to answer the research questions. A structured questionnaire yields quantitative measures that can be analysed uniformly over the sample (Slater and Hasson, 2024). This methodological choice complements the positivist philosophy and deductive approach because the four hypotheses require statistical testing. The mixed-method approach was not chosen as integrating surveys with interviews would be more suitable where the statistical relationships, as well as the in-depth subjective descriptions, were needed (Ahmed, Pereira and Jane, 2024). Because the study tests predetermined relationships rather than exploring individual experiences, a quantitative mono-method design is appropriate and feasible.
[bookmark: _Toc240978207]Time Horizon 
The time horizon indicates whether a study examines a phenomenon at a single point in time or tracks changes over an extended period. The cross-sectional time horizon is chosen since the research will gather responses at the same research time to investigate existing relationships between the attributes of social media advertising and purchase decisions (Wang and Cheng, 2020). The longitudinal design was not chosen as the repeated measurement would take significantly more time and follow-up with participants (Taris, Kessler and Kelloway, 2021). The study can therefore be done using cross-sectional research, but it will not be able to show how advertising responses or purchasing behaviour evolves over time.
[bookmark: _Toc240978208]Research Population 
A research population refers to the broader group to which a study's research problem relates and from which eligible participants are identified. The target population comprises young consumers aged 18–34 living in the United Kingdom who use social media and have been exposed to social media advertising. The age range is appropriate because the study specifically investigates young consumers, while prior literature also demonstrates the relevance of social media advertising among comparable age groups, including Instagram users aged 18–34 (Ittefaq et al., 2022). Restricting participation to UK residents directly addresses the geographical gap identified in Chapter Two, where much existing evidence comes from non-UK populations. Participants below 18 will be excluded for ethical and population-consistency reasons.
[bookmark: _Toc240978209]Sampling Technique 
Sampling is used to decide the way that qualified members of research population will be selected. The study employs non-probability convenience sampling, whereby the respondents will be sampled based on their availability and will be meeting the eligibility requirements (Chakraborty, 2024). Convenience sampling is appropriate since there is no full sampling frame of social media users aged 18–34 in the UK and the research is limited by time and resources of an academic research project (Ittefaq et al., 2022). The reason why probability random sampling was not chosen was that it would entail the use of an identifiable sampling frame through which the participants could be selected randomly (Zrineh, Al‐Usta and Alwawi, 2026). Nonetheless, convenience sampling may lead to selection bias since respondents that are accessible might not be a true reflection of the larger population. As a result, conclusions will be made with caution instead of being given as nationally representative estimates.
[bookmark: _Toc240978210]Sample Size Justification 
The final analytical sample comprised 150 valid responses. The concept of sample-size adequacy should be discussed in terms of the statistical analysis and not justified by arbitrary minimum size (Andrade, 2020). The proposed model includes four predictors, which are credibility, informativeness, entertainment and personalisation, which are all tested at the same time via multiple regression. A sample included in the proposed range is said to be a realistic target in estimating these relationships within available resources of the study. A considerably smaller sample might yield less accurate and stable regression estimates (Williams et al., 2025). However, statistical power is sensitive to the effects such as effect size and predictor count; thus, the reached sample size and its consequences will be disclosed instead of stating that it is representative of everyone (Giner-Sorolla et al., 2024).
[bookmark: _Toc240978211]Questionnaire Design and Measurement of Variables 
A structured online questionnaire will be used because all respondents need to answer standardised questions that can be converted into numerical variables for statistical analysis. The questionnaire will contain three sections. First, screening questions will confirm informed consent, age, UK residence, social media use and relevant exposure to social media advertising. Second, demographic questions will describe the characteristics of the sample. Third, multi-item measures will assess the five principal constructs: advertising credibility, informativeness, entertainment, personalisation and consumer purchase decision.
Where appropriate, measurement items will be modified based on available and established literature as opposed to developing totally untested measures. The conceptual framework formulated in Chapter Two is aligned with the four advertising constructs. The answers will be measured on a five-point Likert scale (1 = Strongly Disagree, 5 = Strongly Agree), which will offer a stable way of quantifying the perceptions of the participants (Taufique, Sabbir and Rabbanee, 2026). Multi-item questions should be used as opposed to single-item questions, as the complex constructs are reflected in multiple indicators and their internal consistency can be evaluated. Open-ended questions are not employed since this would produce qualitative data that would not directly aid the intended correlation and regression analysis (LaDonna, Taylor and Lingard, 2018).
[bookmark: _Toc240978212]Data Collection Procedure 
Primary data will be collected through the structured online questionnaire distributed through appropriate online channels accessible to eligible UK participants. Online administration provides an efficient means of reaching geographically dispersed respondents and produces standardised data suitable for quantitative analysis (Wu, Zhao and Fils-Aime, 2022). Before beginning the questionnaire, participants will receive information concerning the research purpose, eligibility criteria, voluntary participation, confidentiality and data use and will provide informed consent. After the collection period, responses will be exported for analysis. Records will be screened for eligibility, completeness and obvious coding problems before being transferred to SPSS. Only valid responses satisfying the study's inclusion criteria will form the final analytical sample.
[bookmark: _Toc240978213]Reliability and Validity 
Reliability deals with the consistency of measurement, and validity deals with the adequacy of an instrument to measure the constructs which it is supposed to measure. The internal consistency of the multi-item scales will be evaluated using Cronbach alpha, and the values of 0.70 or above will be considered as acceptable in a standard research setting (Hussey et al., 2025). To enhance content validity, construct measurement will be guided by the already existing literature and matched with the conceptual definitions, which will be made in Chapter Two. The use of previously informed items is desirable as opposed to fully depending on newly made questions since the latter would have less prior measurement support. However, because established measures were adapted for young UK consumers, their reliability was evaluated using the current dataset rather than assumed from previous studies.
[bookmark: _Toc240978214]Data Analysis Techniques 
Quantitative data will be analysed using IBM SPSS. Initial data screening will identify incomplete, ineligible or incorrectly coded responses. Descriptive statistics, including frequencies, percentages, means and standard deviations where appropriate, will summarise respondent characteristics and study variables (Cooksey, 2020). Cronbach's alpha will assess scale reliability. Pearson correlation will then examine the strength and direction of bivariate relationships among credibility, informativeness, entertainment, personalisation and purchase decision.
The principal hypothesis-testing technique will be multiple linear regression, because the study needs to estimate the independent contribution of four predictors to one outcome while considering the other predictors simultaneously. This directly addresses the comparative gap identified in Chapter Two. Regression assumptions, including linearity, residual behaviour and multicollinearity, will be examined before interpretation. Multicollinearity is particularly relevant because conceptual overlap between personalisation and other advertising characteristics has already been identified in the literature (Kim, 2019). 
[bookmark: _Toc240978215]Ethical Considerations 
Ethics in research ensure autonomy, privacy and welfare of the research participants throughout the research process. Participants were informed about the study through an information statement, provided informed consent, and participated voluntarily. No personally identifying information will be collected unless it is necessary for the research and response to the questionnaire will remain confidential and shall be utilized for academic purposes only. The data will be kept secure and used only in accordance with the University's needs. Eligibility was restricted to participants aged 18 years or older; therefore, minors were not included. Participants were informed that, because responses were anonymous, individual responses could not be identified and withdrawn after submission. Data will only be collected following the University's relevant ethical approval procedures.
[bookmark: _Toc240978216]Chapter Summary 
This chapter has justified the methodology used to address the research objectives and hypotheses. The study adopts a positivist philosophy, deductive approach, quantitative survey strategy, mono-method choice and cross-sectional time horizon. Data will be collected through a structured questionnaire from eligible UK consumers aged 18–34 using convenience sampling. Reliability testing, descriptive statistics, Pearson correlation and multiple regression in SPSS will be used to analyse the data and test H1–H4, while appropriate ethical procedures will protect participants throughout the research process.
















[bookmark: _Toc240978217]Chapter Four: Results and Statistical Analysis
[bookmark: _Toc240978218]Introduction 
This chapter presents the empirical findings from the 150 valid questionnaire responses. It begins with missing-data assessment and respondent demographics, followed by reliability testing and descriptive statistics for the five study constructs. Pearson correlation analysis examines bivariate relationships, while multiple linear regression evaluates the four research hypotheses. Regression assumptions and collinearity diagnostics are also assessed before presenting the overall hypothesis-testing outcomes. 
[bookmark: _Toc240978219]Missing Data
The missing-value assessment revealed that all 35 measurement items had 150 valid responses with no missing responses. This was applied for all seven items of credibility (AC1-AC7), seven items of informativeness (AI1-AI7), seven items of entertainment (AE1-AE7), seven items of personalisation (AP1-AP7) and seven items of consumer purchase decision (CPD1-CPD7). Thus, all participants provided full answers to the measurement data set.
[bookmark: _Toc240978220]Respondent Demographics
[image: ]
[bookmark: _Toc240978255]Figure 2: Age Distribution of Respondents
Among the 150 respondents, 37.33% (n=56) were aged 22–25 years, representing the largest age group, followed by 35.33% (n=53) aged 26–29 years. Respondents aged 18–21 accounted for 22.67% (n=34), while 4.00% (n=6) were aged 30–34 years. Only 0.67% (n=1) preferred not to disclose their age group.
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[bookmark: _Toc240978256]Figure 3: Gender Distribution of Respondents
The gender profile showed that 46.00% (n=69) of respondents were male, forming the largest group. 35.33% (n=53) identified as non-binary, while 10.00% (n=15) were female. A further 8.67% (n=13) selected the option to self-describe their gender. Overall, the sample contained respondents representing different gender categories within the eligible population.
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[bookmark: _Toc240978257]Figure 4: UK Region of Residence
Regarding geographical location, 42.67% (n=64) of respondents lived in Wales, representing the largest regional group. This was followed by 32.00% (n=48) living in Scotland and 16.67% (n=25) in Northern Ireland. Respondents living in England represented 7.33% (n=11) of the sample, while 1.33% (n=2) preferred not to state their location.
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[bookmark: _Toc240978258]Figure 5: Employment Status of Respondents
The largest employment category was students, accounting for 32.00% (n=48) of respondents. Self-employed participants represented 25.33% (n=38), while 20.00% (n=30) were unemployed and 16.67% (n=25) were employed part-time. Additionally, 3.33% (n=5) were employed full-time, 2.00% (n=3) selected other, and 0.67% (n=1) preferred not to say.
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[bookmark: _Toc240978259]Figure 6: Educational Qualification of Respondents
The educational profile indicated that 42.67% (n=64) of respondents had completed an undergraduate degree, forming the largest category. 26.67% (n=40) had completed college or further education, while 20.67% (n=31) held a postgraduate degree. 6.67% (n=10) had secondary education or below, whereas 3.33% (n=5) reported another educational qualification.
[image: ]
[bookmark: _Toc240978260]Figure 7: Daily Social Media Usage
Most respondents reported spending 3–4 hours per day on social media, representing 54.00% (n=81) of the sample. A further 28.00% (n=42) used social media for 1–2 hours daily. 14.00% (n=21) reported using it for 5–6 hours, while 4.00% (n=6) spent less than one hour per day on social media.
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[bookmark: _Toc240978261]Figure 8: Most Frequently Used Social Media Platform
Facebook was the most frequently used social media platform, selected by 36.00% (n=54) of respondents, followed closely by YouTube at 34.00% (n=51). Snapchat accounted for 16.67% (n=25), TikTok for 6.67% (n=10), and X/Twitter for 4.00% (n=6). Instagram and LinkedIn each represented 1.33% (n=2) of respondents.
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[bookmark: _Toc240978262]Figure 9: Purchase Frequency Following Social Media Advertising
During the previous six months, 52.00% (n=78) of respondents had purchased a product or service 2–3 times after seeing it advertised on social media. 18.67% (n=28) reported 4–5 purchases, while 18.00% (n=27) purchased once. 6.67% (n=10) reported no purchases, whereas 4.67% (n=7) purchased more than five times.
[bookmark: _Toc240978221]Reliability Analysis
[bookmark: _Toc240978265]Table 2: Reliability Statistics for Advertising Credibility
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[bookmark: _Toc240978266]Table 3: Reliability Statistics for Advertisement Informativeness
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[bookmark: _Toc240978267]Table 4: Reliability Statistics for Advertisement Entertainment
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[bookmark: _Toc240978268]Table 5: Reliability Statistics for Advertisement Personalisation
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[bookmark: _Toc240978269]Table 6: Reliability Statistics for Consumer Purchase Decisions
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The reliability analysis revealed good internal consistency for five constructs. The Cronbach's alphas for Advertising Credibility were 0.712 with seven items, and Advertisement Informativeness was 0.784 with seven items. The alpha for Advertisement Entertainment was 0.795 and for Advertisement Personalisation it was 0.780. Consumer Purchase Decisions was the most reliable variable with a Cronbach's alpha of 0.798 (n = 7). All Cronbach's alpha values were higher than that of 0.70 set in the methodology thus indicating the measurement scales were sufficiently reliable for further composite variable, correlation, and regression analysis.
[bookmark: _Toc240978222]Descriptive Statistics for the Five Main Constructs
[bookmark: _Toc240978270]Table 7: Descriptive Statistics of the Study Variables
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As seen in the descriptive statistics of 150 respondents, Advertising Credibility had the highest mean score (M = 2.7819, SD = 0.86505) ranging from 1.57 to 5.00. Personalisation followed (M = 2.6657, SD = 0.97452), while Informativeness recorded M = 2.6390 (SD = 0.95045). Consumer Purchase Decisions had a mean of 2.5914 (SD = 0.97089), and Entertainment recorded the lowest mean (M = 2.5648, SD = 0.96923). For the five composite variables all 150 cases were valid.
[bookmark: _Toc240978223]Distribution and Potential Outliers
[bookmark: _Toc240978271]Table 8: Tests of Normality for the Study Variables
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All five composite variables in the normality tests were found to be statistically significant. For Advertising Credibility, Shapiro–Wilk was W = .737, p < .001; Informativeness, W = .786, p < .001; Entertainment, W = .770, p < .001; Personalisation, W = .819, p < .001; and Consumer Purchase Decisions, W = .786, p < .001. Kolmogorov–Smirnov tests were also significant for all the variables (p < .001) suggesting that composite scores were significantly different from a normal distribution.
[bookmark: _Toc240978224]Correlation Analysis
[bookmark: _Toc240978272]Table 9: Pearson Correlation Analysis of the Study Variables
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Pearson correlation analysis was performed to investigate the direction and magnitude of the relationships between the four features of the social media advertising and the consumer purchasing behaviour. There was no significant or meaningful relationship between credibility and purchase decision (r = .020; p = .810). Informativeness (r = .731, p < .001), entertainment (r = .724, p < .001), and personalisation (r = .841, p < .001) were found to be strong and statistically significant with purchase decisions. The strongest bivariate relationship was found for Personalisation. Multicollinearity also needed to be investigated as there were strong correlations between the informativeness, entertaining and personalisation, with the strongest being between informativeness and entertaining (r = .855).
[bookmark: _Toc240978225]Multiple Linear Regression Analysis
To test H1–H4 and to see the independent effect of credibility, informativeness, entertainment and personalisation on consumer purchase decisions, multiple linear regression was performed with all four predictors included in the regression equation. This analysis directly aimed to address the objective of the study as a comparative examination of the relative contribution of the four advertising characteristics instead of examining each individually. Model quality was quantified by R2, adjusted R2 and ANOVA F-test and the significance of individual hypotheses was tested by the regression coefficient and the significance level. Relative strengths of the predictors were compared using standardized beta-coefficients. Tolerance, VIF and collinearity diagnostics were also explored as the correlation analysis showed high correlations between multiple independent variables.
[bookmark: _Toc240978273]Table 10: Model Summary for Multiple Regression Analysis
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The regression model demonstrated a strong overall relationship between the predictors and consumer purchase decisions (R = .862). The four advertising characteristics collectively explained 74.3% of the variance in purchase decisions (R² = .743), with an adjusted R² of .736. This indicates substantial explanatory power. The Durbin–Watson statistic of 1.959 was close to 2, suggesting no substantial residual autocorrelation.
[bookmark: _Toc240978274]Table 11: ANOVA for Multiple Regression Model
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The ANOVA results showed that the overall regression model was statistically significant, F(4,145) = 104.983, p < .001. A model with the same predictors thus predicted consumers' purchase decisions significantly better than a model with no predictors. Taken together, variation in the purchase decision could be statistically significantly attributed to the contribution of credibility, informativeness, entertainment and personalisation, but the contribution of the latter three of these is markedly different.
[bookmark: _Toc240978275]Table 12: Regression Coefficients and Hypothesis Testing
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The coefficients showed that personalisation was the strongest significant predictor of purchase decisions (β = .643, B = .641, p < .001), supporting H4. Informativeness was also a significant positive predictor (β = .238, B = .243, p = .005), supporting H2. Credibility (β = .060, p = .154) and entertainment (β = .038, p = .670) were non-significant when the other predictors were controlled. Therefore, H1 and H3 were not supported.
[bookmark: _Toc240978276]Table 13: Collinearity Diagnostics for the Regression Model
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The collinearity statistics results showed some significant correlations between the advertising predictors, which was in line with the strong bivariate correlations. The VIF values ranged from 1.005 to 4.391 among which entertainment gave highest VIF value (4.391), and informativeness gave second highest VIF value (3.896). The maximum condition index was 16.723. These results should be viewed with caution when interpreting individual coefficients, especially for informativeness and entertainment, due to the high level of shared variance in the coefficients.
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[bookmark: _Toc240978263]Figure 10: Histogram of Regression Standardised Residuals
The histogram of the standardised residuals was symmetrical with a mean close to zero and a standard deviation of .986 and closely resembled the superimposed normal curve. There was a slight deviation, with one extreme negative residual, in the tails. However, the central distribution was approximately normal with overall support from the residual-normality assumption, when compared with the P–P plot.
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[bookmark: _Toc240978264]Figure 11: Normal P–P Plot of Regression Standardised Residuals
The normal P–P plot revealed that most of the cumulative probabilities observed were roughly along the expected diagonal line. Though there was some trend of departures through the middle and upper part of the distribution, there was no marked systematic divergence throughout the plot. In conjunction with the residual histogram this indicated that residual normality has been reasonably met, with some minor departures from normality being recognised when interpreting the regression results.
[bookmark: _Toc240978226]Hypothesis Testing Summary
	Hypothesis
	Relationship Tested
	β
	p-value
	Decision

	H1
	Credibility → Purchase Decisions
	.060
	.154
	Not Supported

	H2
	Informativeness → Purchase Decisions
	.238
	.005
	Supported

	H3
	Entertainment → Purchase Decisions
	.038
	.670
	Not Supported

	H4
	Personalisation → Purchase Decisions
	.643
	<.001
	Supported


Overall, the findings provide partial support for the conceptual framework. At the bivariate level, informativeness, entertainment and personalisation were strongly associated with purchase decisions. However, only informativeness and personalisation retained significant independent effects in the multiple regression model. It is important to note that entertainment is highly correlated with purchase decisions (r = .724, p < .001), but H3 is not supported here due to the lack of significance of the unique regression effect of entertainment (p = .670). Credibility was non-significant in both the correlation and regression analyses.
[bookmark: _Toc240978227]Chapter Conclusion
This chapter presented the statistical findings and tested the four research hypotheses. The regression model explained 74.3% of the variance in consumer purchase decisions. Informativeness and personalisation had significant positive effects, supporting H2 and H4, whereas credibility and entertainment were non-significant; therefore, H1 and H3 were not supported. Overall, personalisation emerged as the strongest independent predictor of consumer purchase decisions.















[bookmark: _Toc240978228]Chapter Five: Discussion and Analysis
[bookmark: _Toc240978229]Purpose, Research Focus and Overview of Key Findings
This chapter interprets the findings concerning the influence of advertising credibility, informativeness, entertainment and personalisation on purchase decisions among young consumers in the UK. It compares the findings to those found in the literature and to the Stimulus–Organism–Response (S–O–R) framework outlined in Chapter 2 and answers the main research question and sub-questions. Rather than repeating the statistical analysis, the chapter explains the meaning of the observed relationships and evaluates their theoretical and practical implications. The regression model explained 74.3% of the variance in purchase decisions. H2 and H4 were supported while H1 and H3 were not supported and personalisation was found to be the strongest independent predictor.
[bookmark: _Toc240978230]Analytical Framework and Interpretation Logic
The findings are interpreted through the Stimulus–Organism–Response (S–O–R) framework, which provides the principal theoretical lens for the study. Credibility, informativeness, entertainment and personalisation are viewed as external advertising stimuli and purchase decisions of consumers as a behavioural response. Although S–O–R proposes that stimuli operate through internal organism states, such as cognitive and affective evaluations, these mechanisms were not directly measured. Each hypothesis is interpreted by comparing the empirical findings with the theoretical and empirical literature reviewed in Chapter 2. Notably, bivariate correlation and unique regression effects are both considered. The difference was of particular interest for entertainment and was significantly associated with purchase decisions (r = .724, p < .001) but lost its significance when the other predictors were controlled (β = .038, p = .670), indicating that entertainment contributed little unique explanatory value once the other advertising characteristics were controlled.
[bookmark: _Toc240978231]Discussion of Findings by Research Sub-Question and Hypothesis
[bookmark: _Toc240978232]Advertising Credibility and Purchase Decisions
The findings do not support the proposition that advertising credibility independently influences purchase decisions among young UK consumers; therefore, H1 was not supported. This contrasts with literature that generally associates credibility with favourable consumer responses. Hamouda (2018) found that credibility positively influenced perceived advertising value, and Martins et al. (2019) identified credibility as one of the important aspects for the value of the smartphone advertisement. Also, Deventer and Saraiva (2025) linked credibility to advertising value, and Weismueller et al. (2020) showed that dimensions of influencer credibility were positively linked to purchase intention. However, this apparent contradiction may reflect differences in the consumer outcomes being measured. The positive evaluations measured by advertising value, favourable attitudes and purchase intentions do not necessarily suggest that credibility has an impact strong enough to influence the reported purchase decision. This distinction already existed in the literature as credibility research was found to focus mainly on attitudinal and intentional outcomes and not so much on purchasing behaviour. 
One explanation is that credibility may represent an enabling condition for persuasion rather than a decisive reason to purchase. An ad may be viewed as credible without the product being of interest, needed or informative enough. Furthermore, social media users are being exposed to brand promotion and advertising from other users and influencers, and credibility may not be constant but rather varies based on the advertising context and source (Weismueller et al., 2020; Shahid and Ikram, 2024). The transferability of evidence from other national and platform contexts may even be more restricted in the UK context. So, the current discovery does not mean that credibility is not important; rather, it means that credibility on its own may not be enough, when other ad features are considered to understand purchasing behaviour.
[bookmark: _Toc240978233]Advertisement Informativeness and Purchase Decisions
The findings support H2, demonstrating that advertisement informativeness retains a significant independent relationship with purchase decisions when the other advertising characteristics are considered. This finding is in line with the Advertising Value Model proposed by Ducoffe (1995) that useful information had an impact on advertising value and with Alalwan (2018) who found that informativeness was one of the factors that predicted purchase intention. Hanaysha (2021) also found an indirect link between informativeness and brand engagement and purchase intention, which suggests that information can work through various consumer responses. In aggregate, the current results contribute to this body of literature by demonstrating that informativeness is important for outcomes related to reported purchase behaviour and when credibility, entertainment and personalisation are approached simultaneously, as opposed to as a standalone advertising characteristic. 
One possible explanation has to do with the role information serves in consumer decision making. Informative social media ads can include characteristics of products, prices, demonstrations, and other information relevant to purchasing decisions, reducing the effort required to search for information and alleviating uncertainty. Consumers can then determine if the product offered suits their needs (Ho Nguyen et al., 2022; Hanaysha and Alhyasat, 2025). However, its impact is not universal. Fard, Kashmiri and Jikidze (2025) discovered differences between the consumer segments and Thuy et al. (2024) suggest that information effectiveness is influenced, in part, by general information needs and assessments. Thus, the study result could be interpreted as 'informativeness' is a cognitive factor in effective advertising which can be different depending on consumers' need for information and processing behaviour.
[bookmark: _Toc240978234]Advertisement Entertainment and Purchase Decisions
The findings provide a more complex picture for entertainment. Although entertainment was positively associated with purchase decisions when considered separately, it did not retain an independent effect once the remaining advertising characteristics were incorporated into the regression model. Therefore, H3 was not accepted. This clear separation is significant as it does not support a simple interpretation that entertaining Ads automatically create buying behaviour. Ducoffe (1995) places entertainment as a source of advertising value while Dehghani et al. (2016) place entertainment as being related to favourable attitudes and purchasing-related responses. Likewise, Hussain et al. (2022) revealed that entertainment led to advertising value, which in turn lead to cognitive involvement, affective involvement and flow before affecting purchase intention. The current result does not per se challenge these studies but can help to understand how entertainment fits into the consumer-response process. 
It also has a strong bivariate relationship and weak unique contribution that is statistically significant. There was a high amount of shared variance between these predictors, and entertainment strongly overlapped with informativeness. As a result, consumers who like the entertaining ads may also see them as informative, relevant or otherwise of value, and entertainment's unique explanatory value is diminished when these values are statistically isolated. An interpretation that is consistent with evidence that entertainment can attract attention and create affective reactions, but that may not translate into product purchases; highly creative executions can even attract interest to the message and away from the advertised brand (Bellman et al., 2019). Thus, entertainment can be interpreted as being a possible complement to the general advertising experience and/or intermediate psychological reactions, but not a good stand-alone purchase motivator.
[bookmark: _Toc240978235]Advertisement Personalisation and Purchase Decisions
Personalisation produced the clearest evidence of an independent relationship with consumer purchase decisions, supporting H4 and emerging as the strongest predictor among the four advertising characteristics. This result is in line with studies that have shown that personalised content can be more relevant and that it helps consumers to process information. Personalisation can impact attention, cognition and decision outcomes in terms of content relevance and self-reference (Zanker, Rook and Jannach 2019) and the effectiveness of personalisation depends on consumers perceiving personalised content as meaningfully relevant to their needs (McKee, Dahl and Peltier 2023). Further evidence dates back more recently: Haq et al., (2025) identified that algorithmic personalisation had an impact on perceived creativity and authenticity, which in turn affected the purchase intention of generation Z. The present study thus does further extend this evidence by providing evidence on the relative importance of personalisation for purchases made in the young population in the United Kingdom.
The strength of personalisation may reflect its capacity to combine relevance with reduced decision effort. Personalisation can tailor ad content to consumers' preferences or past behaviour or their current needs, making the content more useful and easier to find (Chandra et al., 2022; Yeo, Chu and Li, 2025). This discovery does not necessarily mean an unrestricted hyper-personalisation, however. Current evidence suggests that there is a personalisation–privacy paradox, where the more relevant the ads, the more valuable they are; and the more the ads use personal information, the stronger the perception of surveillance and psychological resistance, or the lower the level of trust (Balaskas et al., 2025; Roshith et al., 2026). The finding suggests that the relevance of the intention to buy seems to be especially significant in this sample, although privacy and perceived intrusiveness are still viable boundary conditions. Personalisation therefore might be most effective if targeting is useful and recognisably relevant but not excessive or intrusive.
[bookmark: _Toc240978236]Integration with S–O–R and Conceptual Framework
The study results partially support the conceptual framework, showing that the predictive relationships between advertising stimuli and behavioural responses are not uniform. There were significant independent relationships between informativeness and personalisation and purchase decisions, but not between credibility and purchase decisions, and after controlling for competing advertising characteristics, entertainment ceased to be a significant predictor of purchase decisions. This is an improvement on the notion that desirable advertising stimuli are directly translated into desired behaviours.  But the result of this does not disprove the S – O – R framework. This study only assesses stimulus–response associations, since the organism component was not directly measured. Credibility and entertainment might thus indirectly impact purchasing at least in the form of unmeasured organism states, like trust, advertising value, involvement or emotional engagement, which is a very important focus for future research. 
[bookmark: _Toc240978237]Robustness and Alternative Explanations
The results must be viewed within the methodological limits of the study. The cross-sectional design is unable to determine causality, and self-reported purchasing intent might suffer from recall bias and common method bias. The composite variables did not follow a normal distribution, but the residuals of the regression were approximately normally distributed, indicating a suitable estimated model. Multicollinearity is also a concern for shared variance for entertainment (VIF = 4.391) and informativeness (VIF = 3.896), but the condition index of 16.723 did not meet the criterion for severe multicollinearity. Furthermore, some factors which are not measured can influence buying, including price, brand awareness, involvement with the product, platform attributes, and consumer privacy and trust issues. Such considerations do not disqualify the noted predictive relationships but rather qualify them.
[bookmark: _Toc240978238]Practical Synthesis
The results offer a solid foundation for allocating budgets towards social media advertising. The advertisers should pay special attention to the issue of personalisation when designing their messages for young UK consumers, as they need to be relevant and meaningful to the UK consumer's interest and needs. This relevance should be enhanced by informativeness, which supplies useful, decision-oriented product information for evaluation. While entertainment continues to bring attention and engagement, there's a suggestion that entertaining execution on its own should be taken with a pinch of salt to drive purchases. Likewise, credibility can be considered as one of the key elements of responsible advertising, despite being a non-predictive factor in the current study. However, personalisation should not go too far and should be transparent and proportionate as too much targeting can raise privacy issues and lead to resistance. Therefore, it is important to use relevance, information and at the same time trust, responsibility in handling data
[bookmark: _Toc240978239]Chapter Summary
Overall, H2 and H4 were supported, whereas H1 and H3 were not, with personalisation emerging as the strongest predictor. The model explained 74.3% of purchase-decision variance, providing partial support for the conceptual framework. These findings demonstrate differing stimulus effects while leaving organism mechanisms for future investigation and Chapter 6 implications.













[bookmark: _Toc240978240]Chapter Six: Conclusion
Introduction
This chapter concludes the study by synthesising its principal findings and explaining their theoretical and managerial implications for social media advertising. It discusses the findings in relation to understanding the effect of the variables of advertising credibility, informativeness, entertainment and personalisation on purchase, followed by the limitations of the study and future directions for research. The study was designed to explore how social media advertising influences buying behaviour of young consumers in the UK. The study used a primary quantitative, cross-sectional survey with a sample of 150 respondents and correlation and multiple regression were applied, in Chapter 5 the findings were interpreted with respect to literature and the Stimulus – Organism – Response framework.
[bookmark: _Toc240978241]Brief Summary of Key Findings
The results show that the dimensions of social media ads do not have the same effect on all young consumers in the UK. The model accounted for 74.3% of variance in purchase decision thus having a significant overall explanatory power. Personalisation was by far the most significant independent factor, and literature places emphasis on relevance, reduced search effort and an alignment of advertising content to individual consumer needs. Useful and decision-relevant information through informativeness was also an independently significant factor, an indicator that the product evaluation reduces uncertainty. By contrast, credibility was not found to be a direct predictor of purchase decision, suggesting that credibility may act as an enabler rather than a direct determinant of behaviour. The bivariate association of entertainment with purchasing was especially important and when other advertising characteristics were controlled for, the association was no longer significant. In general, the H2 and H4 were supported, and the H1 and H3 were not, suggesting that relevance and informational utility were more important independent effects on reported purchasing in this sample.
[bookmark: _Toc240978242]Theoretical Implications
The principal theoretical implication concerns the application of the Stimulus–Organism–Response (S–O–R) framework to social media advertising. According to S–O–R theory, environmental stimuli can affect cognitive and affective organism states, which in turn can affect behavioral response (Mehrabian and Russell, 1974; Riegger et al., 2021; Bryant and Basu, 2023). For this study; advertising stimuli were credibility, informativeness, entertainment and personalisation, and behavioural response was purchasing decision. This is a limitation to the findings as the favourable advertising characteristics did not show equally high independent relationships with purchasing. There were significant predictive relationships between informativeness and personalisation but not between credibility or entertainment. The contribution is, therefore, comparative and not in the evolution of a new theory, but rather a different advertising stimulus seems to have different levels of independent prediction when subjected to simultaneous examination.
A second implication concerns the boundary conditions surrounding individual advertising stimuli. The use of personalisation aligns with findings that relevance and self-referencing can help consumers to process information and make decisions (Zanker, Rook and Jannach, 2019; McKee, Dahl and Peltier, 2023). Yet this correlation is not necessarily positive. Previous studies have pointed to a personalisation/privacy paradox, where the more relevant the ads, the more valuable they will be, and the more intensive the data use, the more privacy concerns and resistance will arise (Balaskas et al., 2025). Likewise, informativeness is found to be highly significant, reflecting Ducoffe's (1995) Advertising Value Model and other studies that have proven the link between informative content and product evaluation and decreased uncertainty (Ho Nguyen et al., 2022; Hanaysha and Alhyasat, 2025). However, its effectiveness might still rely on consumer information needs, consumer involvement, and consumer willingness to engage with the advertising content (Fard, Kashmiri and Jikidze, 2025). 
Third, the unsupported effects of credibility and entertainment provide insight into possible mechanisms between advertising stimuli and purchasing. Credibility has been linked to advertising value, trust, attitudes or purchase intention in previous studies, but not necessarily to actual purchasing behaviour (Hamouda, 2018; Martins et al., 2019; Deventer and Saraiva, 2025). Credibility can thus create trust in an ad, but not necessarily lead to purchase. There is a similar theoretical difference in entertainment. Its impacts are often found to be through advertising value, affective and cognitive involvement and flow (Dehghani et al., 2016; Hussain et al., 2022). This lack of significance in the presence of other predictors further indicates that enjoyment may be a part of the advertising experience, but not a unique behavioural motivator on its own.
Finally, the findings refine rather than reject the conceptual framework. They support direct links between informativeness and personalisation and purchase decisions, but do not support the proposed direct links from credibility and entertainment. This does not demonstrate that the latter stimuli are theoretically irrelevant. With no measure of organism states, the study is unable to determine if the credibility works through trust or perceived advertising value, or if the entertainment works through emotional engagement, involvement or flow. Future S–O–R models thus should explicitly test, rather than assume, equivalent direct pathways of stimulus–response, which is the case when such organism mechanisms are not included. The implications relate most to young UK social-media users, and caution should be indicated when generalising as this study was cross-sectional and convenience sampled. However, the UK evidence adds to the literature of which there is significant reliance on non-UK populations and purchase-intention outcomes, providing a context-specific refinement of the relationship between the social media advertising stimuli and reported purchase decisions.
[bookmark: _Toc240978243]Managerial Implications
The findings provide several actionable implications for organisations targeting young UK consumers through social media advertising. Firstly, marketers need to focus on personalisation of campaigns that is going to be meaningful for them to design. Personalisation was the most powerful standalone driver of purchase intent, indicating that interest and need based advertising is more purchase powerful than generic advertising. This is in line with evidence that the presentation of relevant personalised content can ease search effort and decision-making (Zanker, Rook and Jannach, 2019; McKee, Dahl and Peltier, 2023). Relevance should be enhanced through audience segmentation and behaviour and conversion rates, click-throughs and purchases after personalised campaigns should be tracked.
Second, marketers should enhance the informational component of advertisements more than focusing on creative selling. Informativeness remained independently related to purchase decisions, showing that consumers appreciate information that is valuable to them when they evaluate products. An advertisement should therefore clearly communicate relevant product features, benefits, prices, and other information of value to the consumer in making his/her decision. This is aligned with evidence that informativeness can decrease uncertainty and help evaluation of products (Ho Nguyen et al., 2022; Hanaysha and Alhyasat, 2025). With conversion rates, product page visits after information ads and purchases after information ads, it is possible to measure the performance of a campaign.
Third, organisations should treat entertainment as an engagement mechanism rather than assuming that it directly drives purchasing. While entertaining advertising can grab attention and create positive emotions, its independent predictive power was lost when other advertising features were included. This aligns with the literature that reveals entertainment is often delivered in the guise of advertising value and involvement and flow (Dehghani et al., 2016; Hussain et al., 2022). It is essential for managers to, therefore, marry creativity with relevant information and personalisation, as well as to differentiate between engagement metrics like view and interact, and purchase metrics like conversion.
Fourth, credibility must always be a minimum standard and not a major buying criterion. Although it is not a significant direct relationship, it does not mean that trustworthy advertising is not important as previous studies have shown that there is a strong association between trustworthiness and advertising value and consumer evaluation (Hamouda, 2018; Martins et al., 2019). Organisations need to have accurate claims, transparent sponsorship, with consistent brand communication and monitoring trust indicators and complaints, as well as conversion performance.
Lastly, companies need to consider balancing personalisation with privacy and transparency. Too much targeting can create a 'psychological resistance' among consumers if they feel advertisers have too much information or are using it too much (Balaskas et al., 2025). As such marketers are encouraged to implement proportionate targeting, transparency of data practice and significant control for consumers. The key for the manager is not maximum personalisation however, relevant and informative and responsibly personalised advertising that translates attention into buying without destroying consumer trust.
[bookmark: _Toc240978244]Limitations and Directions for Future Research
Several limitations define the boundaries of the study. First, the cross-sectional nature of the study only allows consumer perceptions and purchase intentions to be measured at a single point in time so that any associations observed can't be interpreted as causal and it's not possible to see whether advertising effects endure over time. Second, self-reported questionnaire data were used which can be impacted by recall, social-desirability and common-method bias. Third, there are limitations in generalising the results to the broader UK population due to the use of convenience sampling and the focus on 150 consumers between 18-34 years old. Furthermore, the model included four important advertising characteristics; there could be other characteristics that might be important for purchase decision, such as price, brand familiarity, product involvement, platform characteristics, trust and privacy concerns etc., which were not measured in the present work.
Future studies should thus be of a longitudinal and experimental nature in order to determine whether a change in characteristics of the advertisements leads to a change in purchasing behaviour. Samples with greater numbers and probability-based samples could be used to see if the relationships found here hold true for different age groups and demographic segments. Further cross-country, cross-platform comparisons might help to determine if the findings are UK-specific or part of a wider pattern of behaviour of digital consumers. Future S–O–R research should also explicitly assess organism states like trust, involvement, advertising value and emotional engagement, and examine whether these states mediate between the effects of credibility and entertainment. Lastly, survey results and behavioural metrics (for example, click-through, conversion and actual transaction data) could be combined to increase measurement validity.
[bookmark: _Toc240978245]Closing Statement
This study contributes to understanding how different social media advertising characteristics relate to purchase decisions among young UK consumers. The results indicate that advertising stimuli cannot be assumed to have a consistent impact on behavioural outcomes: personalisation and informativeness had independent predictive significance while credibility and entertainment did not. The study thus enhances the stimulus–response part of the conceptual framework directly and identifies organism mechanisms that need further research. In terms of practical application, the results indicate that advertisers should focus more on relevant, informative and responsibly personalized advertisements rather than relying mainly on entertainment and/or credibility to induce purchases. These findings are most relevant to young UK social-media users and should be read in the light of the cross-sectional and self-report nature of the study.
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APPLICATION FOR ETHICAL APPROVAL

In order for research to result in benefit and minimise risk of harm, it must be conducted
athically.

The Universiy follows the OECD Frascatl manual defiion of research activity: “cieatve work
undertaken on a systemaic basis n order to Increase the stock of knowledge, ncluding knowiedge of
man, cullure and society, and the use of hs siock of knawledge o devise new appicalions'. AS Such
this covers actiis undertaken by members of stafl, posigraduate research students, and both aught
posigraduate and undergraduate students working on issertalonsiprojects.

The indidualundetaking the research actlyis known as the ‘princpal researcher”
“This form must bo completad and approved prior to undortaking any research actvity.
'SECTION A: About You (Principal Researcher)

Full Name: Fakoul sam
‘Student Number. 2510584
Email address: 2510584 @student uwtsd ac.uk
4 | Programme of Say. MBA Intematonal Business
5| supervisor: ‘Ghulam Mugaba

SECTION B: intornal and External Ethical Guidance Materials:

Flease st e core eihcal gudance documents hat have been referred 1o Guing he compiton of
his form (incluing any csciiine-specic codes of esearch ethics locaon-speciic codes of
research efhis, and aiso any specifc ehical guidance relating o the proposed methodology)-
Please ck 1o confirm thatyour research proposal adheres 1o these codes and guidelines. Y0u may
2d rous l tistable f needed.

1| UWTSD Research Ethics & Intogrity Cod of Practico =

2| UWTSD Research Data Management Policy =

3| UK Gonoral Data Protoction Regulation (UK GDPR) and Data Protection Act 2018 | &

[ Brtish Educational Ressarch Association (BERA) Etcal Guideiines for 5
Educational Research (2024)

SECTION C: Details of Research Activty

[+ Tincicatwe e | R of Socal Media Adverising n Shaping Cansumer Purchase Decisions
|Among Young Consumers in the United Kingdom
[Proposed sar [Proposed ena
2 14y [o September

Introduction to the Resoarch (maximum 300 words i each soction)

|Ensuro that you write for a Nan-Speciaist Audience when outliing your rosponso to the three
[points below:

« Pupose of Ressarch Actty
Proposed Research Question
«_Aims of Research Actiy.

anuary 20261E icalApproval Form.
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[You o not need tojusy the methods here but shouk instead descrbe how you Inend o colect he
|data necessar for you to complee your project.

[Primary quanitative data wibe collecled using 2 StuctLred onlin questionTare.The questonare
| wil be agministered efectronical through an onlne survey patform such as MicrosoftForms.or
|Googie Forms. A survey ik wil be distibuted via social med piafors, university networks and
lonine communtie 1o recrut eigve partcipants.

The target popuiation consists of young consumers aged between 18 and 34 years who currenty
reside inthe United Kingdom and actvey use socal media platioms. Particpants wil be ecruted
|using converience sampling because i provides an efficient mefhod for accessing respondents wihin|
e avaiable time and resources. Approximately 100150 completed questonnaires will be collected
[Before accessing the questionnae, partiipants wil b presented with a Paricpant Informaton
|Sheet expiaining the purpose of the stuy, th voluntary natre of partipaton, confdentay
[arangements and researcher contact detais. Participants will then provide informed consent
|eectoncaiy before proceeding t the questinnaire.

[ The uestonnairewil contan two sections. The frs secton wil collect basic demographic:

| formatio, inclucing age. gender and evelof social media usage. No drecty identfable personal
information such as names, adresses, telephone numbers or email addresses, willbe colected.
[The sacond secton wil include cosed-ended Stalements measuiing e Study variabies using
Jreviously vaicated fv-point Likert scaes ranging fom 1 (Stiongy Disagree) to 5 (Siongly Agree).
[The questionnaire wil measure socil media advertising credibiiy, advertisement nformativeness,
lacvertsement entertainment, advertisement personalisation and consumer purchase decisons.
INo itervews,focus groups, observatins.or experiments wil be conducted 2s par of this sty No
Jaudio recorcings, video recordings or photographs of participants will e collected. The research
imvoives only ancnymous questionnare responses.

| Completed questionnares wil be dawnicaded and sioed securely o passward-protected
|urversty-approved eiecionic siorage accessibie nly 1o he esearcher and superviso. Alldata will
Ibe anonymised before analysis and handled in accordance with the UK General Data Protection
[Reguiaton (UK GDPR),the Data Protection Act 2018 and the Universty's Research Data
[Management Polcy. The collected data wil e analysed using 1BM SPSS 10 produce descriptve
[tatstcs rlabilty anaiysis. Pearson correaton and mulipi regression anayss to address e
research objectves. The data will be retained only fo the period fequied by universty feguiatons.
[befoe being securely ceietec

SECTION D: Scope of Research Actvity
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1| Performance of any acts which may cause embarrassment or affect selt-esteem?
12| Investigaton of paricipants invoved i llegal actvtes?
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