"_CC Insights into Language, Culture and Communication - ISSN 2812-491X  http://dx.doi.org/18.21622/1LCC.2823.83.2.197

The Effect Of Youtube Advertisements With Skip-Button
Function On Young Egyptian Women's Purchasing Behavior

Donia Adnan Moawad', Hanan Gunied? and Asmaa El-Mously3

"Media Department, College of Language and Communication, Arab Academy for
Science, Technology and Maritime Transport, Cairo, Egypt.

2 Faculty of Mass Communication, Cairo University, Giza, Egypt.
> College of Language and Communication, Arab Academy for Science,
Technology and Maritime Transport, Cairo, Egypt.

E-Mails: Donial4adnan@gmail.com, hgunied@gmail.com,
asmaaelmously@egypt.aast.edu

Received on: 14 July 2023 Accepted on: 05 September 2023 Published on: 08 October 2023

ABSTRACT

This research paper aims at evaluating how entertainment, customization and perceived intrusiveness of
the skippable in-stream Youlube advertisement can affect Egyptian millennial women's attitude towards
the skippable in-stream advertisement content. It also aims at defining the relationship between Egyptian
millennial women’s attitudes towards purchasing, their intention-to-purchase and their purchasing behavior.
The theoretical framework includes Psychological Reactance Theory (PRT), Social Exchange Theory (SET) and
Theory of Reasoned Action (TRA). An online questionnaire was distributed via different social media platforms:
Facebook, WhatsApp and Instagram, with a sample of 392 Egyptian millennial women. The results showed that
more than 60 % of the respondents reported a high level of annoyance, which negatively affects the Egyptian
millennial women’s attitude towards purchasing the product/service presented in the skippable in-stream
YouTube advertisement. Consequently, the probability of thinking seriously about buying this product/service
or actually taking the action decreases. On the other hand, it is found that entertainment and customization can
lead to a more favorable attitude towards purchasing, by leading to a half reduction to the unfavorable effect of
the perceived intrusiveness, which will positively affect the Egyptian millennial women's intention to purchase
and their purchasing behavior.

Keywords: Attitude towards purchasing; millennial; purchasing behavior; purchasing intention; skippable in-stream YouTube
advertisements.

users in Egypt) and 61.2% of Egypt's overall Internet
user base, regardless of age, (75.66 million Internet
users in Egypt). One of the most popular types of
YouTube advertisements is the skippable in-stream
ad, which includes a skip button that appears after 5
seconds. Upon clicking on the skip button, the viewer
is redirected to the main video that he/she chose from
the very beginning.

1. INTRODUCTION

Online advertising is growing and taking the lead; thus,
the format of ads is developing day by day to meet the
needs of the new markets. YouTube is an advertising
and content platform. It is also a place to run ads and
post video content for people to watch with a mission
to give everyone a voice and show them the world.
Moreover, YouTube is one of the most popular online
streaming platforms that includes different types of
advertisements. According to Kemp (2022), YouTube

The millennial generation is characterized by having
a high level of spending power (Ladhari et al. 2019)

advertisement reach in 2022 was equivalent to 44%
of Egypt's total population (46.3 milion YouTube
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and by getting engaged with brands through social
networks (Junker et al. 2016). Furthermore, they
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prefer innovative and interactive advertisements that
display information about new products (Rahman
2015). Furthermore, Egyptian millennial women use
YouTube for different reasons and purposes, but they
all have, at least once, watched a skippable in-stream
YouTube advertisement. They may pay attention to
different aspects of the content and adopt different
attitudes towards purchasing. If the advertisements
are customized to their preferences or presentedin an
entertaining format, on the one hand, they can have
a positive attitude towards the ad, which can lead
them to watch without skipping or waiting for the skip
button to appear, with an intention to purchase the
product/service they are exposed to. This may later
lead to an actual act of purchasing. On the other hand,
if these advertisements are intrusive, they may have
unfavorable attitudes that make them just skip the
advertisement once the skip button appears without
even paying attention to what is presented in the ad
(Duffett et al. 2020). This can be predicted in the
transition phase between the appearance of the skip
button and the countdown of the 5 seconds.

Boon et al. (2020) added that attitudes serve to
establish a person’'s behavior model and hence
influence his or her choices. According to Goodrich et
al. (2015), marketers care about consumers' attitudes
because those who say they enjoy a commercial “a
lot" are twice as likely to be convinced, and fascinating
advertising, for which likeability is key, score much
higher in persuasion. Also, purchasing intention is one
of the most crucial indicators for determining whether
a brand communication effort was relevant, and
Dehghani and Tumer (2015) argued that it is the most
significant indicator of advertising efficacy.

2.1 Typically, online advertising studies seek to
discover methods to capture the interest of the
audience inside various advertisement formats.
Nevertheless, the main focus here will be solely on the
revealed video ads.

2.2 It will be an application for the Theory of Reasoned
Action (TRA), which has few applications in the world
of digital advertising.

2.3 This research combines two fields: digital media
and psychology.

3.1 To assess how the skippable in-stream YouTube
advertisement's entertainment, customization, and

perceived intrusiveness affect Egyptian millennial
women's purchasing intentions after being exposed to
skippable in-stream advertisement material.

3.2 To define the relationship between Egyptian
millennial women's attitudes towards purchasing and
their intention to purchase.

3.3 To determine how Egyptian millennial women's
purchase intent affects their purchasing behavior.

Tsihrintzis et al. (2015) state that in-video ads, such
as skippable in-stream YouTube advertisements,
which are thought of as a contextual advertising
system, display advertisements based on the video
attribute. In addition, contextual advertisement
service providers make webpages display relevant
advertisements. They mention that skippable ads
employ the "gamification” technique, which takes
advantage of the human's psychological tendency to
engage in gaming in order to urge people to watch the
advertisements. Moreover, it can provide motivation
to create better advertising with an increasing value.

Kingsnorth (2019) mentions that in 2010 YouTube
launched the skippable in-stream advertisement
feature that has four advantages over traditional in-
stream placements. First, it takes away the content
length restrictions since users can skip the ads after
5 seconds without being obliged to watch the whole
advertisement. Second, similar to what Deshwal
(2016) mentions in the context of online advertising
benefits, it is more successful in targeting the right
audience and reaching new users across multiple
devices as it is compatible to desktop computers,
phones and TVs. Third, the advertiser only pays for
advertisements that have been played for more than
30 seconds; in other words, only when viewers watch
the complete advertisement or when they interact
with the video. Finally, it includes interactive features,
such as call-to-action buttons, site-link extensions,
product feeds and more, encouraging more interaction
with the brand or the business.

Rohman (2020) and Peterson (2021) discuss the
different types of purchasing intentions. They put
forth two common types of intentions. The first is
transactional intention, which occurs when consumers
with strong purchasing tendency consider buyers'’
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intention and are more likely to take action. There
are varying degrees of transactional intent, but
customers within this intent type are closer to the
conversion stage of the customer journey. The
second type of purchasing intention is what Rohman
names "explorative” - also referred to by Peterson as
"investigative” - which happens when customers are
in the research stage in the journey of consideration,
exploring their options through conducting comparison
shopping, researching their options, reading product
andbrandreviews as well as conducting social listening.
Advertisers in this type aim at gathering information
for retargeting or remarketing. In addition, they have to
show the consumers the value propositions relevant to
them and personalize the product recommendations.

Rohman (2020) proposes two other types that
differ from Peterson’'s (2021) classification. Firstly,
is referential intention, which refers to one’s intention
to recommend the product to others. Second is
preferential intention, which describes the interest
that defines someone's intention, who has a primary
preference for the product. This preference can only
be replaced if something happens with the preferred
product.

Peterson (2021) puts forth two other types that
differ from Rohman's (2020). First, informational
intention, which refers to a customer in the journey
of awareness with an advertiser whose goal is brand
awareness, and who has to provide consumers with
resources to move to the next steps without providing
them with a discount and promotions yet. Second
is the navigational intention, at which consumers
are interested in visiting a specific website or going
directly to a brand's online store. Consumers spend
so much time in this phase due to the massive amount
of options available to them. Thus, this is often a term
related to search user intent, rather than online shopper
intent. However, those with navigational intent may
have a higher tendency to purchase, as they seek a
specific brand. In this case, customers are still in the
phase of consideration or they may be considered as
conversion.

Wang and Hariandja (2016) state that consumer
purchasing behavior is a new area of research that
flourished after World War Il. The focus on this area
of study has led to a change in the mindset of the
marketer and customer. Studying consumer behavior
sheds light on the detailed process that consumers go
through, which includes information search, evaluation
and brand comparison. Solomon (2017) adds thatinits
early stages of development, consumer purchasing
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behavior was referred to by researchers as “buyer
behavior”, which reflected the importance of the
interaction between consumers and producers at the
time of purchase during the 1960s and 1970s. Most
marketers now believe that consumer purchasing
behavior is in fact a continuous process, not just what
happens at the moment consumers pay money to get
a product or service.

Thus, Islam and Chowdhury (2018) conclude that
consumer behavior is the study of individuals, groups
or organizations and the processes they go through
to select, secure, and dispose of products, services,
experiences or ideas to satisfy their needs and
desires.

According to Pozharliev et al (2017), in the past,
marketing research on consumer behavior focused
on studying advertising effectiveness in relation to its
textual content, audiovisual features, and the media
context in which the ad appeared. Most of these
studies donot consider the advertising social dimension
and diminish its role. Only recently have marketing
researchers tried to overcome this theoretical gap
by investigating the effects that social context has
on the physiological processes during advertising
viewing. This has been achieved by examining four key
indicators: attention, emotion, memory, preference
and purchasing behavior.

The age bracket which generation Y encompasses
differs from a researcher to another, which sparked
a lot of debate worldwide. However, despite this
difference, some have common classifications.

According to Moreno et al. (2017) and Zaharee et al.
(2018), generation Y's age bracket starts in 1980
(those whose age is forty-three years old in 2023).
According to Hayes et al. (2018), Dimock (2019),
Wang and Wang (2021) and Kaur et al. (2022),
generation Y starts in 1981 (those whose age is forty -
two years old in 2023). Moreover, Fishman (2016)
and Harwanto et al. (2020) state that generation Y
comprises people born starting 1982 (those whose
age is forty-one years oldin 2023). Other researches
such as Pandey and Gudipudi (2019) and Barroso et
al. (2020) deviate from the previous classifications,
arguing that it starts with year 1984 (those whose age
is thirty -nine years oldin 2023) and 1977 (those whose
age is forty-six years old in 2023) respectively.

Regarding the end year that defines generation Y, there
has also been some conflicting arguments. According
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to Zaharee et al. (2018), 1994 is the ending year of
generation Y (those whose age is twenty-nine years
oldin 2023). Hayes et al. (2018) argue that generation
Y ends by 1995 (those whose age is twenty-eight
years old in 2023). While Dimock (2019), Barroso et
al. (2020) and Wang and Wang (2021) claim that the
ending of generation Y's age bracket is 1996 (those
whose age is twenty-seven years old in 2023). From
the perspective of Kaur et al. (2022), it is year 1997
(those whose age is twenty-six years old in 2023).
Moreover, Fishman (2016), Moreno et al. (2017) and
Pandey and Gudipudi (2019) mention that year 2000
(those whose age is twenty-three years old in 2023)
is the ending year of this generation. Furthermore,
Harwanto et al. (2020) and Fukushige and Handy
(2021) state that generation Y ends by 2003 (those
whose age is twenty years old in 2023), and Lavuri
(2022) refer to 2004 as the ending year of this
generation (those whose age is nineteen years old in
2023).

Scholars have argued that the millennial generation
is characterized by its tendency to reject old
communication strategies that were adopted by their
parents (Sachdeva 2020). This generation has a high
level of spending power. It has a high level of spending
power (Ladhari et al. 2019), makes purchases more
frequently and more impulsively (Muda et al. 2016),
and gets engaged with brands through social networks
(Junker et al. 2016). Moreover, millennial generation is
more aware of their purchasing power (Ordun 2015),
it makes behavioral modifications in response to an
undesirable identity (Satinover et al. 2015), it opts
for brands which offer social network interaction and
desire to become part of their product development
team (Martin 2015). Furthermore, it prefers innovative
andinteractive advertisements that display information
about new products (Rahman 2015).

Brehm and Brehm (2013) mention that PRT explains
why and how individuals resist forceful messages of
persuasion. Gardner and Leshner (2016) add that
in the context of this theory, autonomy or freedom
for consumers is understood as a way of satisfying
the basic human need for self-governance, since
individuals feel independent if they make their own
choices freely.

In contrast to what Psychological Reactance
Theory states regarding the negative impacts of

advertisements, Emerson (1976) states that social
exchange theory does not suggest that users will
accept an advertisement, because they perceive an
obligation to watchit, but it actually focuses on users’
understanding of the win-win situation between him
and the supplier of the free service. This, in turn, may
decrease the possibility of having any bad attitude.
Moreover, Tanskanen (2015) adds that the theory
assumes that the cost of streaming free online videos
is a feeling of obligation at the viewers' side to watch
the online advertisements. He adds that watching
advertisements may be a type of exchange, whereby
users pay back websites for providing free videos.

The theory of reasoned action was introduced by Martin
Fishbein and Icek Ajzen in 1980 as a development of
the information integration theory (Ajzen and Fishbein
1980).

The theory of reasoned action suggests that beliefs
affect intentions and consequently affect behavior,
either through attitudes and/or through subjective
norms. Moreover, as shown in figure one, the beliefs
antecedent to behavioral intentions are divided into
two distinct sets (Madden et al., 1992):

Figure 1. Theory of Reasoned Action (TRA) Model (Madden et
al., 1992)

1. Behavioral beliefs, which is related to an
individual's attitude toward performing the
behavior.

2. Normative beliefs, which is related to subjective
norm about performing the behavior.

Axtitude
Towards
Purchasing

Skippable in-
stream
YouTube Ads.

Purchasing
Behavior

Purchasing
Intention

Figure 2. Research Proposed Model
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As shown in figure two, and according to the previous
theoretical frameworks and the proposed research
questions, the researchers propose a conceptual
model to identify the relationship between the
variables in this research paper.

The researchers used purposive sample, which is
a type of non-probability sampling, as there are
specific characteristics for the participants. The
participants should be women within the age range
of twenty-two and forty-five years old, with a high
educational level (college students, graduates, post-
graduate students, master's degree holders and PhD
holders), possess an interest in watching YouTube
videos and live in Cairo, Giza or Alexandria. Four
hundred and two respondents participated in the web-
based questionnaire. Using filtering questions with
the previously mentioned characteristics, the usable
respondents ended up to three hundred ninety-two.

RQ1 what is the effect of the perceived intrusiveness,
entertainment and customization in skippable
in-stream Youtube advertisements on attitude
towards purchasing?

RQla. what is the effect of the perceived
intrusiveness in  skippable in-stream
YouTube advertisements on attitude towards
purchasing?

RQ1b. what is the effect of entertainment in
skippable in-stream YouTube advertisements
on attitude towards purchasing?

RQ1c. whatis the effectof the customizationin
skippable in-stream YouTube advertisements
on attitude towards purchasing?

RQ2 how does attitude towards purchasing affect
purchasing intention?

RQ3 how does purchasing intention affect
purchasing behavior?

http://dx.doi.org/18.21622/1LCC.2823.83.2.197

Based on the previous studies reviewing, the
researchers use a quantitative method for the
investigation of the research problem, which is a
web-based questionnaire. The questionnaire was
designed on Google form, and its link was distributed
via different social media platforms: Facebook,
WhatsApp and Instagram.

The web-based questionnaire results are analyzed
using SPSS (Statistical Package for the Social
Sciences) software, which is the most popular
software used in social sciences studies to recalculate
the results after excluding the error sampling and to
test the validity and the reliability of the variables,
in addition to showing the results significance to the
research objectives.

The reliability of this research paper was found to
be .864, since the reliability for the 3 sections of
the questionnaire: attitude towards purchasing,
purchasing intention and purchasing behavior are
(.856, .903,.833) successively.

First, the researchers depended on face validity to
ensure the consistency of the questionnaire. The
technique of face validity relies on seven research
scholars’ opinions about the questionnaire and the
constructed questions to ensure that the online
questionnaire questions are valid, consistent and
reflective for the objectives, theoretical framework
and the proposed research questions. Their feedback
was taken into consideration and applied to the
questionnaire, thus enhancing its validity.

Second, a pretest was carried out two weeks prior to
the data collection process on a small sample of 40
Egyptian millennial women, which constitutes 10% of
the real sample in order to ensure that the questions
were clear and easy to comprehend, and to also
ensure that the language was not vague and was easy
to understand.
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What attracts your attention in a skippable In-stream YouTube ad? (You can
choose more than one answer)
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Figure 3. Describing what attracts respondents in a skippable
in-stream YouTlube advertisements.

As shown in figure three, a question asked about what
attracts the respondents’ attention in a skippable in-
stream YouTube ad. The results reveal that 40.6%
of the participants chose "l pay attention to the
running time till the skip button appears”, 9.2% chose
"Relevance to the main video" and 2.8% chose
"Relevance to the main video and Customization to
my preferences”.

A large number of the respondents search for
entertaining content or customization to their
preferences in the skippable in-stream YouTube
advertisements (social exchange theory argument).
It is also evident that most of the respondents pay
attention to the running time till the skip button appears
without considering the win-win situation of having an
entertaining or a customized content (psychological
reactance theory argument).

When do you pay attention to the running time till the skip button appears? (You
can choose more than one answer)

80
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30 [59.44%

Percent
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Figure 4. Describing the reasons of paying attention to the
running time till the skip button appears.

As shown in figure four, a question asked the
respondents about what draws their attention to the
running time till the skip button appears in a skippable
in-stream YouTube advertisement. The results reveal
that 59.4% of the participants chose “l don't pay
attention to the skip button”, 6.9% chose "When the
ad content is irrelevant to the watched video”, and
0.8% chose “"When the ad content is irrelevant to the
watched video and when the ad is annoying”.

A large number of the respondents neglect the content
of the skippable in-stream YouTube advertisements
when it threats their freedoms, is boring, or irrelevant
to the main video they target to watch by choice.
Moreover, the number of respondents who stated
that they did not pay attention to the running time is
reflective to the number of respondents, who did not
choose “l pay attention to the running time till the skip
button appears” in the previous question”.

A question of five Likert-scale questions from 1 to 5
asked the respondents to rate their annoyance level
towards 5 situations when the skippable in-stream
YouTube ad appears.

A) “"Watching running time till the skip button
appears in a skippable in-stream Youlube ad
without being able to continue your main video".

As shown in figure five, 29.1% of the participants rate
their level of annoyance by four, while 19.3% rate their
level of annoyance by five and 6.9% rate their level of
annoyance by one.
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Rate your annoyance level towards the following situations [Watching running
time till the skip button appears in a skippable in-stream YouTube ad without
being able to continue your main video]

M1 Low)
2

O 3 (Medium)
4

s (High)y

Figure 5. Respondents’ rating their level of annoyance while
watching running time till the skip button appears in a skippable
in-stream YouTube ad without being able to continue their main

video.

“The appearing of a skippable in-stream YouTube ad
at an important moment while watching a YouTube
video".

As shown in figure six, 31.6% of the participants rate
their level of annoyance by four, while 20.7% rate
their level of annoyance by three and 7.7 % rate their
level of annoyance by one.

Rate your annoyance level towards the following situations [The appearing of a
skippable in-stream YouTube ad at an important moment while watching a
YouTube Video]

W1 Low)
13 (Medium)
4

Os High)

Figure 6. Respondents’ rating their level of annoyance when a
skippable in-stream Youlube ad appears at an important
moment while watching a YouTube video.

Q) “The appearance of a skippable in-stream
Youlube ad that is customized to your
preferences at an important moment while
watching a YouTube video".

As shown in figure seven, 37% of the participants
rate their level of annoyance by two, 18.1% rate their
level of annoyance by four, and 7.7 % rate their level of
annoyance by five.
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Rate your annoyance level towards the following situations [The appearance of
a skippable In-stream YouTube ad that is customized to your preferences at an
important moment while watching a YouTube video.]

B (Low)
2

3 (Medium)
4

5 (High)

Figure 7. Respondents’ rating their level of annoyance when a

skippable in-stream YouTube ad appears that is customized to

their preferences at an important moment while watching a
YouTube video.

D) “The appearance of an entertaining skippable
in-stream YouTube ad at an important moment
while watching a YouTube video”.

As shown in figure eight, 36.7% of the participants
rate their level of annoyance by two, 19.6% rate their
level of annoyance by four, and 8.2 % rate their level of
annoyance by five.

Rate your annoyance level towards the following situations [The appearance of
an entertaining skippable In-stream YouTube ad at an important moment while
watching a YouTube video ]

W1 (Low)
2
O 3 (Medium)

a
O Hiam

Figure 8. Respondents’ rating their level of annoyance when an
entertaining skippable in-stream Youlube ad at an important
moment while watching a YouTube video.

E) "The appearance of a skippable in-stream
YouTube ad that is customized to your
preferences and entertaining at an important
moment while watching a YouTube video”.

As shown in figure nine, 30.4 % of the participants rate
their level of annoyance by one, 20.4 % rate their level
of annoyance by three, and 6.1% rate their level of
annoyance by five.
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Rate your annoyance level towards the following situations [The appearance of
a skippable In-stream YouTube ad that is customized to your preferences an
entertaining at an important moment while watching a YouTube video.]

W1 (Low)
(=5
13 (Medium)

4
s (High)

Figure 9. Respondents’ rating their level of annoyance when a

skippable in-stream YouTube ad appears that is customized to

your preferences and entertaining at an important moment while
watching a YouTube video.

Figures five and six support the psychological
reactance theory argument, since they reveal that
most consumers' level of annoyance is high. Moreover,
seven, eight and nine support the social exchange
theory argument, since most consumers’ level of
annoyance gets lower in light of a new condition:
customization, entertainment or both.

As shown in figure ten, a question asked the
respondents to state whether their annoyance level
towards the previous situations mentioned in the
previous question affect their intention to purchase.
47.2% of the participants chose “Yes", 31.9% chose
"No”, and 20.9% chose "l can't identify”, which
means that whether they are annoyed or not, their
attitude towards purchasing is almost affected.

According to your answers in the last question, does your annoyance level
towards the skippable In-stream YouTube ads affect your purchasing intention (
planning to buy certain goods or services in the future, but does not necessarily
lead to actually buy

O can't identify

Figure

10. Describing respondents’
relationship between their level of annoyance and their
purchasing intention.

perception to the

6.1.2 Purchasing Intention

A question of three Likert-scale questions asked
the respondents to describe their thoughts by rating
some statements after thinking of one product/brand/
service that they have seen in a skippable in-stream
YouTube advertisement.

A) " After

in-stream
YouTube ad, | place what was advertised in this
ad as an option to purchase later”.

watching the skippable

As shown in figure eleven, 15.8% of the participants
chose "Strongly disagree, 38.8% chose "Neutral”,
10.2% chose "Strongly agree”.

Placing a product as an option to be purchased later
is considered the first level of intention, which means
that the respondents’ first level of intention towards
purchasing tends to be neutral.

Rate the following statements (Please think of one product/ibrandi/service that
you have seen in a skippable In-stream YouTube Advertisement and describe
your thoughts using the scales below): [After watching the skippable In-stream
YouTube ad, | place what was advertised in this ad as an option to purchase later.

M strongly Disagree
B Disagres

Agree
O strongly Agres

Figure 11. Describing respondents’ first level of intention to
purchase products demonstrated in skippable in-stream
YouTube ads.

B) "After watching the skippable in-stream
YouTube advertisements, | intend to buy the
advertised brand”.

As shown in figure twelve, 16.3% of the participants
chose "Strongly disagree”, 33.4% chose "Neutral”
and 10.2% chose "“Strongly agree”.

Having an intention to buy a product is considered
the second level of intention, and this means that
the respondents’ second level of intention towards
purchasing tends to be lower than the first level.

Rate the following statements (Please think of one product/brandi/service that
you have seen in a skippable In-stream YouTube Advertisement and describe
your thoughts using the scales below): [After watching the Skippable In-stream
YouTube ads, | intend to buy the advertised brand]

M Strongly Disagres
Disagres

Aares
O stronaly Agree

Figure 12. Describing respondents’ second level of intention to
purchase products demonstrated in skippable in-stream
YouTube ads.
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Q) "l would seriously plan buying the advertised
product in the skippable In-stream YouTube
advertisements”.

As shown in figure thirteen, 18.9% of the participants
chose "Strongly disagree”, 32.4% chose “Neutral”,
and 11.7% chose "Strongly agree”.

Taking a serious step towards planning to buy a product
is considered the third level of intention, and this means
that the third level of intention tends to be low, butitis
higher than the second level.

Rate the following statements (Please think of one product/brand/service that
you have seen in a skippable In-stream YouTube Advertisement and describe
your thoughts using the scales below): [| would seriously plan buying the
advertised product in the Skippable In-stream YouTube ads]

.Strungly Disagree
M Disagree

O Heutral

W Agree

[ strongly Agree

Figure 13. Describing respondents’ third level of intention to
purchase products demonstrated in skippable in-stream
YouTube ads.

As shown in figure fourteen, a question asked the
respondents to rate how often they have the intention
to buy a product/service/brand that they have
watched in a skippable in-stream YouTube ad, but they
do not end up buying it. 34.2% of the participants
chose “Never”, 17.3% chose "“Sometimes”, and
3.6% chose "Always”. This means that the intention
is an important determinant factor to the consumers'’
purchasing behavior, as more than 75% of the
respondents consider their intentions seriously.

How often do you have the intention to buy a product you watched skippable In-
stream YouTube ad about, but you don’t buy it?

W rever

[ Rarely (2 times out of 10)

[m] ?g;nellmes (5times out of

W Otten (& times out of 10)
Oso

Figure 14. Describing the relationship between the respondents’
purchasing intention and their purchasing behavior.

6.1.3 Purchasing Behavior

As shown in figure fifteen, a question asks the
respondents whether they have ever bought a product
they watched skippable in-stream YouTube ad or not.
43.1% of the participants chose "Yes" and 56.9%
chose “"No (Skip next question)”. This is reflective to
the low levels of intentions in the previous section,
which means that there is a relation between having an
intention and the actual act of purchasing.

Have you ever bought a product you watched skippable In-stream YouTube ad
about?

W ves
E No (Skip Next Question)

Figure 15. Describing respondents’ purchasing behavior to
products demonstrated in a skippable in-stream YouTube ad.

As shown in figure sixteen, a question asks the
respondents, who answered yes in the previous
question, about the number of products they have
bought. 23.7% of the participants chose “1-3", while
7.7% chose "4-6" and 11.7% chose “More than 6".
This means that the respondents who chose “1-3"
represent 55.03% of those who answered yes in the
previous question, the respondents who chose “4-
6" represent 17.75% and the respondents who chose
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“More than 6" represent 27.22%, which reflects the
idea of the number of hours of exposure to YouTube
is directly proportional to the number of products the
respondents actually buy.

How many products have you purchased by watching a skippable in-stream
YouTube advertisement about?

Figure 16. Describing number of products demonstrated in a
skippable in-stream YouTube ad that respondents purchase.

RQ1 what is the effect of the perceived
intrusiveness, entertainment and customization in
skippable in-stream YouTube advertisements on
attitude towards purchasing?

RQla what is the effect of the perceived
intrusiveness in skippable in-stream YouTube
advertisements on attitude towards purchasing?

More than 60% of the respondents reported a high
level of annoyance during the incident of a skippable
in-stream YouTube ad appearing at an important
moment while watching a YouTube video. According
to reviewing Pearson chi-square (-116.298%) and
significance (.000), the perceived intrusiveness in
skippable in-stream YouTube advertisements and
attitude towards purchasing are dependent on one
other, being negatively proportional to each other.
According to Contingency Coefficient (.478), the
strength of the relationship is strong. In conclusion,
the more the consumers perceive the skippable in-
stream YouTube advertisements as intrusive, the more
unfavorable their attitude towards purchasing is.

RQ1b what is the effect of entertainment in
skippable in-stream YouTube advertisements on
attitude towards purchasing?

Entertainment decreases the high levels of annoyance,
at which the tolerance to the skippable in-stream
YouTube advertisements gets higher by decreasing
the annoyance levels from 27.2% as an average to the
rating scales to 13.9%, which is almost a reduction by
half. According to reviewing Pearson chi-square and

significance (.000), the entertainment in skippable in-
stream YouTube advertisements and attitude Towards
Purchasing are dependent on each other, as they
are directly proportional to each other. According to
Contingency Coefficient (.345), the strength of the
relationship is moderate. In conclusion, entertainment
positively affects the attitude towards purchasing,
thus leading to more favorable attitudes.

RQl1c what is the effect of the customization in
skippable in-stream YouTube advertisements on
attitude towards purchasing?

Customization decreases the high levels of
annoyance, at which the tolerance to the skippable
in-stream YouTube advertisements gets higher by
decreasing the annoyance levels from 27.2% to
12.2%, which is more than a half reduction. According
to reviewing Pearson chi-square of the relationship
between customization to consumers’ preferences
and the irrelevance to ad content (22.525a) and the
difference in relevance between the main video that
consumers chose to watch and the skippable in-
stream YouTube ad content (26.076a) with the same
significance (.000), the customization in skippable
in-stream YouTube advertisements and an attitude
towards purchasing are dependent on one another,
being directly proportional. According to Contingency
Coefficient of the relationship between customization
to consumers’ preferences and the irrelevance to
ad content (.233) and the difference in relevance
between the main video that consumers chose to
watch and the skippable in-stream YouTube ad content
(.250), the strength of the relationship is moderate.
In conclusion, customization affects attitude towards
purchasing positively, and leads to more favorable
attitudes.

RQ2 how does attitude towards purchasing affect
purchasing intention?

Those who reported having favorable attitude
towards purchasing during watching skippable in-
stream YouTube advertisements for different reasons
were found to have higher levels of intention to buy
than those who have unfavorable attitude towards
purchasing. Moreover, it was found that 51.5% of the
respondents’ negative attitude towards purchasing
is directly proportional to a lower level of intention to
purchase any products. According to reviewing cross-
tabulation and Pearson chi-square of the relationship
between the level of annoyance and placing the
products advertised in skippable in-stream YouTube
advertisements (53.18646), consumers' intention to
buy (53.80379) and consumers’ serious planning to
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buy (57.69931) with the same significance (.000),
the attitude towards purchasing and purchasing
intention are dependent on each other, being directly
proportional to one another. According to Contingency
Coefficient of the relationship between the level of
annoyance and placing the products advertised in
skippable in-stream YouTube advertisements as an
option (.346), consumers’ intention to buy (.347)
and consumers' serious planning to buy (.358), the
strength of the relationship is moderate. In conclusion,
unfavorable attitude towards purchasing negatively
affects the purchasing intention, and vice versa.

RQ3 how does purchasing intention affect
purchasing behavior?

75.5% (296 out of 392) of the respondents stated
thatif they have the intention to buy, they actually buy.
Moreover, 40% (114 out of 296) of the respondents
have bought products that were exposed to them
via skippable in-stream YouTube advertisements.
According to reviewing cross-tabulation and Pearson
chi-square of the relationship between the number
of products that consumers purchase and placing the
products advertised in skippable in-stream YouTube
advertisements as an option (186.9675), consumers'’
intention to buy (208.7135) and consumers’ serious
planning to buy (242.698) with the same significance
(.000), the purchasing intention and purchasing
behavior are dependent on each other, having a
relationship of direct proportionality. According
to Contingency Coefficient of the relationship
between the level of annoyance and placing the
products advertised in skippable in-stream YouTube
advertisements as an option (.568), consumers’
intention to buy (.589) and consumers’ serious
planning to buy (.618), the strength of the relationship
is strong. In conclusion, purchasing intention affects
the purchasing behavior depending on the level of the
intention.

Although Belanche et al. (2017) use an experimental
design with a smaller sample size and similar sample
characteristics, the current research paper meets
their results. It was found that consumers wait
for the 5 seconds to be able to continue their
main watched video, which as a result makes their
perceived intrusiveness higher and their attitude
towards purchasing worse. This results in a level of
annoyance which the consumer feels that makes
them ignore the content of the skippable in-stream

http://dx.doi.org/18.21622/1LCC.2823.83.2.197

YouTube advertisements and focus on the running
time till the skip button appears. This reflects the
idea of consumers having some freedom, and if this
sense of freedom is threatened, they attempt to
regain it by retaining their initial attitude or change it
in a way opposite to the message creators wish to
achieve. These results are in contrast to the results of
Kim (2018), Youn and Kim (2019) and Choi and Kim
(2021).

In an attempt to evaluate the effect of entertainment
in the skippable in-stream YouTube advertisements
on the consumers’ attitude towards purchasing, the
current research paper uses an online questionnaire,
which is the same as the studies of Yang et al. (2015),
Chungviwatanant et al. (2016), Hansson and Stanic
(2017) and Zhao et al. (2020), and the sample
meets in characteristics, but differs in size. The
results are the same, since the five studies found that
entertainment is one of the key factors that lead the
consumer to have a more favorable attitude towards
purchasing. Furthermore, it gives him/her more
tolerance to continue watching the ad and decreases
the perceived intrusiveness of these advertisements,
which can be a result for the win-win situation the
consumer perceives. On other words, the viewer will
wait for 5 seconds till he can skip the skippable in-
stream YouTube advertisements in return to having an
entertaining advertisement.

The current study uses different sample sizes
and data collecting method from Banerjee and Pal
(2021) and Belanche et al. (2020), but it uses the
same data collecting method with similar sample
size as Urbonavicius et al's. (2021) and Lin et al's.
(2021). However, the five research papers look
into the effect of customization in the skippable in-
stream YouTube advertisements on the consumers'’
attitude towards purchasing. The findings show that
consumers’ involvement and customization with
advertised products enhance their attitudes towards
purchasing, which can be a result of the win-win
situation the consumer perceives, at which he has to
wait for 5 seconds till he can skip the skippable in-
stream YouTube advertisements in return to having a
customized advertisement.

The study by Yusuf and Busalim (2018) meets the
results of the current study with the same data
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collecting method and similar sample size and
characteristics. The results show that there is a
relationship between the attitude towards purchasing
and the consumers' purchasing intention. The research
paper of Firat (2019) also meets the current research
paper in more than one context. He mentions that he
used an online questionnaire on 420 YouTube users,
and that entertainment has a positive effect on
consumers' attitude, while the perceivedintrusiveness
has a negative effect. Thus, the more favorable the
attitude, the higher the consumers’ intention towards
purchasing is, and vice versa. The explanation for
the current study'’s findings in this context can be
an outcome of the favorable attitudes that result
from customized and entertaining skippable in-
stream YouTube advertisements, which increases the
probability of having the intention to buy in the future.
On the contrary, if the attitudes are unfavorable as a
result of the perceived intrusiveness, the probability
of having an intention to buy decreases.

Duffett et al.'s (2020) study meets the current
study in the choice of the research sample size and
characteristics, as well as the data collecting method
and results, since it uses an online questionnaire to find
that about 400 generation Y respondents’ intention
towards purchasing has a strong relationship with their
purchasing decisions and behavior. Karnowski et al.
(2018) and Ajzen et al. (2018) studies also meet the
current study’s results, since the results show that
the consumers’' attitude towards purchasing affect
their purchasing intention, which as a result affects
their purchasing behavior. Moreover, the current
study uses an online questionnaire with similar sample
to these two studies, but Ajzen et al. (2018) also
reviewed major meta-analyses. The explanation for
these findings can be that the consumers’ level of
intention and the options available to stimulate their
intention to purchase or not (e.g.: entertainment,
customization or perceived intrusiveness) through the
attitude canlead to an actual purchasing or a refusal to
the idea of purchasing after being exposed to any of
the skippable in-stream YouTube advertisements.

Advertisements with the skip-button function and
running time of 5 seconds till consumers can continue
their main video is greatly used on YouTube platform;
however, its effectiveness is debatable. The study in
hand connects a number of factors that can affect
the purchasing behavior of the Egyptian millennial
women. The critical point of debate is the level of

intrusiveness that these women perceive, which was
found to negatively affect their attitude towards the
idea of purchasing the product/service presented
in the skippable in-stream YouTube advertisement
with higher levels of annoyance. Consequently, this
decreases the probability of seriously considering
buying this product/service or actually buying it,
which was consistent to some studies. This comes in
contrast to most of other previous studies findings,
which conclude that there is no relationship between
the consumers' attitude towards purchasing and the
perceived intrusiveness.

On the other hand, it was found that entertainment
and customization presented in the skippable in-
stream YouTube advertisements can lead to a more
favorable attitude towards purchasing, which as a
result will increase the probability of the Egyptian
millennials women's intention to purchase and affect
their purchasing behavior positively. Moreover,
entertainment and customization were found to be
effective in decreasing the level of intrusiveness these
women can feel. These findings were consistent with
the previous studies findings.

In addition, this research paper merges the digital
media field and marketing psychology, and it fills the
gap in the literature review, since according to the
researchers’ best knowledge there is no previous
research which looks into the relationship between all
these variables together. Additionally, the proposed
research model will enable the coming researchers to
better visualize these relationships.

Experimental designs can be used in addition to the
online questionnaire with a developed website that
can be a simulation to Youlube with content the
participants choose, and four skippable in-stream
YouTube advertisements appear with a running time
of five seconds in different parts in the video. The
first advertisement should be boring and irrelevant to
the main video the participants choose. The second
advertisement should be entertaining, but irrelevant
to the main video the participants choose. The third
advertisement should be boring, but relevant to
the main video the participants choose. The fourth
advertisement should be entertaining and relevant to
the main video the participants choose.

Another recommendation can employ the previously
mentioned experimental design, but this time it would
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be done twice: the first with skippable in-stream
YouTube advertisements and the second with another
type of Youlube advertisement that the researcher
chooses.

Skippable in-stream YouTube advertisements seem
to be intrusive, so while filing in the online application
that enables you to publish your advertisement, try
to select the same target audience of the ad without
choosing a random distribution on all types of content
on YouTube, in order to gain the desired profit in return.
Moreover, itis preferable to make your ad content more
entertaining so that the consumers do not skip your ad
after five seconds sharp. In addition, it is advisable to
think about targeting your consumers through other
types of advertisements rather than the skippable in-
stream YouTube advertisements if you find that it is
useless in terms of sales.

Ajzen, Icek, and Martin Fishbein. 1980. Understanding
Attitudes and Predicting Social Behaviour, Prentice-
Hall. Englewood Cliffs, New Jersey: Prentice-Hall.

Ajzen, Icek, Martin Fishbein, Sophie Lohmann, and
Dolores Albarracin. 2018. “The Influence of Attitudes
on Behavior." The Handbook of Attitudes: 197-255.

Anderson, Norman H. “Integration Theory and Attitude
Change. 1971," Psychological review 78 (3). 171.
https://doi.org/10.1037/h 4

Banerjee, Snehasish, and Anjan Pal. 2021. "Skipping
Skippable Ads on Youlube: How, When, Why and
Why Not?.” In 2021 15th International Conference
on Ubiquitous Information Management and
Communication (IMCOM), pp. 1-5. IEEE. https://doi.

org/10.1109/imcom51814.2021.9377378

Barroso, Amanda, Kim Parker, and Jesse Bennett.
2020. "As Millennials Near 40, They're Approaching
Family Life Differently Than Previous Generations.”
Pew Research Center

Belanche, Daniel, Carlos Flavian, and Alfredo Pérez-
Rueda. 2017. "User Adaptation to Interactive
Advertising Formats: The Effect of Previous Exposure,
Habit and Time Urgency on Ad Skipping Behaviors.”
Telematics and Informatics 34 (7). 961-972.https://
doi.org/10.1016/.tele.2017.04.006

Belanche, Daniel, Carlos Flavian, and Alfredo Pérez-

http://dx.doi.org/18.21622/1LCC.2823.83.2.197

Rueda. 2020. "Consumer Empowerment in Interactive
Advertising and eWOM Consequences: The PITRE
Model."” Journal of Marketing Communications 26 (1).
1-20. https://doi.org/10.1080/13527266.2019.161
0028

Boon, Lim Kah, Yeo Sook Fern, and Lee Hue Chee.
2020."Generation Y's Purchase Intention towards
Natural Skincare Products: APLS-SEM Analysis." Global
Business and Management Research 12 (1). 61-77.

Brehm, Sharon S., and Jack W. Brehm. 2013.
Psychological Reactance: A Theory of Freedom and
Control. Academic Press.

Choi, Dongwon, and Jooyoung Kim. 2022. “The
Impacts of Ad Skip Option and Ad Time Display on
Viewer Response to In-Stream Video Ads: The Role of
Perceived Control and Reactance."” Internet Research

32 (3). 790-813. https://doi.org/10.1108/intr-09-
2020-0514

Chungviwatanant, Tidarat, Kriengsin Prasongsukarn,
and Sming Chungviwatanant. 2016."A Study of
Factors that Affect Consumer’s Attitude Toward A
"Skippable In-Stream Ad" on YouTube.” AU-GSB
e-JOURNAL 9 (1). 83.

Dehghani, Milad, and Mustafa Tumer.2015. "Aresearch
oneffectiveness of Facebook advertising onenhancing
purchase intention of consumers.” Computers in
human behavior 49. 597-600.

Deshwal, Parul. “Online Advertising and Its Impact on
Consumer Behavior. 2016." International Journal of
Applied Research 2 (2). 200-204.

Dimock, Michael. 2019."Defining Generations: Where
Millennials End and Generation Z Begins." Pew Research
Center 17 (1).1-7.

Duffett, Rodney Graeme, Tudor Edu, lliuta Costel
Negricea, and Rodica Milena Zaharia. 2020. "Modelling
The Effect of YouTube as an Advertising Medium on
Converting Intention-To-Purchase Into Purchase.”
Transformations in Business & Economics 19 (1). 112-
132.

Firat, Duygu. 2019. “Youlube Advertising Value
and Its Effects on Purchase Intention.” Journal of
Global Business Insights 4 (2). 141-155. https://doi.

org/10.5038/2640-6489.4.2.1097
Fishman, Ann Arnof. 2016. "How Generational

Differences Will Impact America’'s Aging Workforce:

http://apc.aast.edu




Val. 3, Iss. 2,
December
http://dx.doi.org/18.21622/1L.CC.2823.863.2.197 ARG EEVAE]

Strategies forDealing With AgingMillennials, Generation
X, And Baby Boomers." Strategic HR Review . https://

doi.org/10.1108/shr-08-2016-0068

Fukushige, Tatsuya, and Susan Handy. 2022. “Who
Are the Potential Bicyclists? Evidence from The
California Millennials Dataset 2015." International
Journal of Sustainable Transportation 16 (12). 1110-
1120. https://doi.org/10.1080/15568318.2021.1971
344

Gardner, Liz, and Glenn Leshner. 2016."The Role
of Narrative and Other-Referencing in Attenuating
Psychological Reactance to Diabetes Self-Care
Messages.” Health communication 31 (6). 738-751.
https://doi.org/10.1080/10410236.2014.993498

Goodrich, Kendall, Shu Z. Schiller, and Dennis
Galletta.2015. “Consumer reactions to intrusiveness
of online-video advertisements: do length,
informativeness, and humor help (or hinder) marketing
outcomes?.” Journal of advertising research 55 (1).
37-50.

Harwanto, Henry, Nukky Rizki Nuari, and Peter
Christian. 2016."The Effect of Brand Image, Variety-
Seeking Tendency, and Peer Influence to Promotional
Activity Interest and Its Effect to Purchase Intention
on Millennials.” International Journal of Research and
Review 7 (2). 208-213.

Haur, Foong Chee, Ali Khatibi, and SM Ferdous Azam.
2017." Antecedents of Consumers'perception
Towards Online Advertising in Malaysia: The Structure
Equation Modeling Approach.” European Journal of
Management and Marketing Studies

Hayes, Jessica B., Cecelia Parks, Samantha McNeilly,
and Phill Johnson. 2018."Boomers to Millennials:
Generational Stereotypes at work in Academic
Librarianship.” The Journal of Academic Librarianship

44 (6). 845-853. https://doi.org/10.1016/].
lib.2018.09.011

Islam, Md Monirul, and Mohammad Ashraful Ferdous
Chowdhury. 2018. “Consumers’ Buying Decision
Process Toward Halal Product: A Study in Bangladesh.”
International Journal of Business Innovation and
Research 16 (3). 285-301. https://doi.org/10.1504/

ijbir.2018.092620

Junker, Franziska, Dominik Walcher, and Paul Blazek.
2016. "Acceptance of Online Mass Customization by
Generation Y." In7th International Conference on Mass
Customization and Personalization in Central Europe .

Karnowski, Veronika, Larissa Leonhard, and Anna
Sophie Kimpel. 2018."Why Users Share the News:
A Theory of Reasoned Action-Based Study On
the Antecedents of News-Sharing Behavior.”
Communication Research Reports 35 (2). 91-100.
https://doi.org/10.1080/08824096.2017.1379984

Kaur, Balween, Veer P. Gangwar, and Ganesh Dash.
2022."Green Marketing Strategies, Environmental
Attitude, And Green Buying Intention: A Multi-
Group Analysis in an Emerging Economy Context.”
Sustainability 14 (10). 6107. https://doi.org/10.3390/
sul4106107

Kemp Simon. 2022. “Digital 2022: Egypt"” . Accessed
April 4, 2022. https://datareportal.com/reports/

digital-2022-egypt

Kim, Sang Chon. 2018."Five-Second Persuasion: The
Effect of Skip Function in Pre-Roll Advertising.” PhD
Diss., University of Oklahoma.

Kingsnorth, Simon. 2022.Digital Marketing Strategy:
An Integrated Approach to Online Marketing. Kogan
Page Publishers.

Ladhari, Riadh, Jessica Gonthier, and Mathieu Lajante.
2019."Generation Y and Online Fashion Shopping:
Orientations and Profiles.” Journal of retailing and
Consumer Services 48. 113-121. https://doi.

org/10.1016/j. jretconser.2019.02.003

Lavuri, Rambabu. 2022."Extending The Theory of
Planned Behavior: Factors Fostering Millennials’
Intention To Purchase Eco-Sustainable Products in An
Emerging Market.” Journal of Environmental Planning
and Management 65 (8).1507-1529. https://doi.org/
10.1080/09640568.2021.1933925

Lin, Hota Chia-Sheng, Neil Chueh-An Lee, and Yi-
Chieh Lu. 2021."The Mitigators of Ad Irritation and
Avoidance of YouTube Skippable In-stream Ads: An
Empirical Study in Taiwan.” Information 12 (9). 373.
https://doi.org/10.3390/info1209037

Madden, Thomas J., Pamela Scholder Ellen, and Icek
Ajzen. 1992." A Comparison of the Theory of Planned
Behavior and the Theory of Reasoned Action.”
Personality and social psychology Bulletin 18 (1). 3-9.

https://doi.org/10.1177/0146167292181001

Martin, Erik J. 2015."How to Use Authenticity, Brands,
and Visuals to Engage Millennials.” EContent 38 (8).
6-+,

http://apc.aast.edu



l ILCC

Moreno, Flor Madrigal, Jaime Gil Lafuente, Fernando
Avila Carreén, and Salvador Madrigal Moreno.2017.
"The Characterization of the Millennials and their
Buying Behavior." International Journal of Marketing
Studies 9 (5). 135-144. https://doi.org/10.5539/

ijms.v9n5p135

Muda, Mazzini, Rohani Mohd, and Salwana Hassan.
2016. "Online Purchase Behavior of Generation
Y in Malaysia." Procedia Economics and Finance
37. 292-298. https://doi.org/10.1016/s2212-
5671(16)30127-7

Nichols, Bridget Satinover, David Raska, and Daniel
J. Flint.2015."Effects of Consumer Embarrassment
on Shopping Basket Size and Value: A Study of the
Millennial Consumer." Journal of Consumer Behaviour
14 (1). 41-56. htt i.org/10.1

Ordun, Guven.2015. "Millennial (Gen Y) Consumer
Behavior Their Shopping Preferences and Perceptual

Maps Associated With Brand Loyalty.” Canadian
Social Science 11 (4). 40-55.
Pandey, Neeraj, and Bhargav

Gudipudi.2019."Understanding ‘What is Privacy'for
Millennials on Facebook in India." Journal of Data
Protection & Privacy 2 (3). 224-233.

Peterson, Sarah.2021." Customer Purchase Intention:
Definition, Why (+ How) to Measure & Conver”.
Accessed August 12, 2022. https://www.namogoo.
com/blog/consumer-behavior-psychology/

customer-purchase-intention/

Pozharliev, Rumen, Willem JMI Verbeke, and Richard
P. Bagozzi.2017."Social Consumer Neuroscience:
Neurophysiological  Measures of Advertising
Effectiveness in A Social Context.”" Journal of
Advertising 46 (3): 351-362. https://doi.org/10.108
0/00913367.2017.1343162

Rahman, Syed Mahmudur.2015. “Optimizing Digital
Marketing for Generation Y: An Investigation of
Developing Online Market in Bangladesh."” International
Business Research 8 (8). 150-163. https://doi.
org/10.5539/ibr.v8n8p150

Richard, Emerson.1976."Social Exchange Theory.”
Annual review of sociology 2 (1). 335-362.

Rohman, Fatchur, YudhaB. Abadi, Mochamad Soelton,
Nicco Prasetyo, and Eko Tama Saratian. 2020."The
effect of environmentally friendly paper toward
purchasing intention.” In 4th International Conference

http://dx.doi.org/18.21622/1LCC.2823.83.2.197

on Management, Economics and Business (ICMEB
2019), pp. 120-126. Atlantis Press. https://doi.

org/10.2991/aebmr.k.200205.023

Sachdeva, Chaitanya.2020."Creative Strategies of
Advertising to Break the Barrier of Advertisement
Avoidance On YouTube.” PhD diss., Dublin, National
College of Ireland.

Solomon, MichaelR.2017.Consumer Behavior: Buying,
Having, and Being. Pearson.

Tanskanen, Kari.2015." Who Wins in a Complex Buyer-
Supplier Relationship? a Social Exchange Theory Based
Dyadic Study." International Journal of Operations &
Production Management 35 (4). 577-603. https://
i.org/10.1108/ijopm-10-2012-0432

Tsihrintzis, George A., Maria Virvou, Lakhmi C. Jain,
Robert J. Howlett, and Toyohide Watanabe, eds.2015.
Intelligent Interactive Multimedia Systems and Services
in Practice. Springer International Publishing. https://

doi.org/10.1007/978-3-319-17744-1

Urbonavicius, Sigitas, Mindaugas Degutis, Ignas
Zimaitis, Vaida Kaduskeviciute, and Vatroslav
Skare.2021. "From Social Networking to Willingness
to Disclose Personal Data When Shopping Online:
Modelling in The Context of Social Exchange Theory.”
Journal of Business Research 136. 76-85. https://doi.
org/10.1016/j. jbusres.2021.07.031

Wang, Felicia, and Evo Sampetua Hariandja.2016." The
Influence of Brand Ambassador On Brand Image and
Consumer Purchasing Decision: A Case of Tous Les
Jours in Indonesia.” In International Conference on
Entrepreneurship (IConEnt-2016).

Wang, Kailai, and Xize Wang.2021."Generational
Differences in Automobility: Comparing America's
Millennials And Gen Xers Using Gradient Boosting
Decision Trees.” Cities 114. 103-204. https://doi.

org/10.1016/j.cities.2021.103204

Wimmer, Roger D., and Joseph R. Dominick.2013.
Mass Media Research. Cengage learning.

Yang, Kiseol, Xiaoshu Li, HaeJung Kim, and Young
Hoon Kim.2015."Social Shopping Website Quality
Attributes Increasing Consumer Participation, Positive
Ewom, and Co-Shopping: The Reciprocating Role
of Participation.” Journal of Retailing and Consumer

Services 24. 1-9. https://doi.org/10.1016/].
jretconser.2015.01.008

http://apc.aast.edu




Val. 3, Iss. 2,
December
http://dx.doi.org/18.21622/1L.CC.2823.863.2.197 ARG EEVAE]

Youn, Seounmi, and Seunghyun Kim.2019.
"Understanding Ad Avoidance on Facebook:
Antecedents and Outcomes of Psychological
Reactance.” Computers in human behavior 98. 232-

244, https://doi.org/10.1016/j.chb.2019.04.025

Yusuf, Ali Sahabi, Ab Razak Che Hussin, and
Abdelsalam H. Busalim.2018."Influence of e-WOM
Engagement on Consumer Purchase Intention in Social
Commerce." Journal of services Marketing 32 (4).
493-504. https://doi.org/10.1108/jsm-01-2017-
0031

Zaharee, Marcie, Tristan Lipkie, Stewart K. Mehiman,
and Susan K. Neylon.2018."Recruitment and
Retention of Early-Career Technical Talent: What
Young Employees Want from Employers A Study of
The Workplace Attributes That Attract Early-Career
Workers Suggests That Millennials May Not Be So
Different From Earlier Generations.” Research-
Technology Management 61 (5). 51-61.

Zhang, Ye, FakhriBaghirov Baghirov, Hazarina Hashim,
and Jamie Murphy.2016."Gender and Instagram
Hashtags: a Study Of# Malaysianfood."” In Conference
on Information and Communication Technologies in
Tourism.

Zhao, Yuxiang, Xixian Peng, Zhouying Liu, Shijie
Song, and Preben Hansen.2020. "Factors that
Affect Asker’'s Pay Intention in Trilateral Payment-
Based Social Q&A Platforms: From a Benefit and
Cost Perspective." Journal of the Association for
Information Science and Technology 71 (5). 516-528.

https://doi.org/10.1002/asi.24262

http://apc.aast.edu



