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The Factors that affecting Yemeni's consumer behavior
towards Facebook advertising

Abstract

The present study aimed at discovering the nature of
Yemeni consumer's behavior towards advertising on
Facebook and detecting the factors affecting it. It was
conducted on a sample of (202) items, using the survey page
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via Facebook. The study reached a number of results, the
most important to consider that viewing ads images is the
most popular forms of respondents interaction with
advertisements on Facebook, watching video, and then
reading the advertisement, while the least forms of
interaction with the Facebook advertisements was the
writing on the Facebook wall, re share the advertisement,
and then writing a comment and query about the product.
The findings showed that there was a positive correlation
between the level of the social impact in its various
dimensions and the behavior of respondents towards
advertising. The results of the study indicated that most
important factors influencing the behavior of respondents
towards Facebook advertisements was perception the
credibility of the source, followed by the informational
effect, also The study found out that the motive of
entertainment is the most important motive influencing
respondents' behavior towards advertising on Facebook, and
self-motivation, then the motive of the expected relations.

Keywords: Facebook , Ads, , Consumer Behavior.
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L. Christian Maurer&Rona Wiegmann, Effectiveness of Advertising on
Social Network Sites a Case Study on Facebook, Conference Paper -
January 2011, pp.1-14, p1l..
*https://www.aljazeera.net/ebusiness/2021/4/29/%D8%A3%D8%B1%D8%
A8%D8%A7%D8%AD-
%D9%81%D9%8A%D8%B3%D8%A8%D9%88%D9%83
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%D8%AE%D9%84%D8%A7%D9%84-24/5/2019.

3-Christian Maurer, &Rona Wiegmann.,Op Cit, p1.

4 Megan SC Lim. , James D Hare, Elise R Carrotte., and Paul M Dietze., An
investigation of strategies used in alcohol brand marketing and alcohol-
related health promotion on Facebook, Digital Health (Vol. 2, 2016), pp.1-
7,p.2.
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Vivek Bajpa, Sanjay Pandey, Shweta Shriwas, Social Media Marketing:
Strategies & Its Impact, International Journal Of Social Science &
Interdisciplinary Research (Vol.1, No. 7, 2012), pp.214-223, p.215.

2. Rohan Miller& Natalie Lammas, Social media and its implications for
viral marketing, Asia Pacific Public Relations Journal (Vol. 11, 2009),
pp.1-9, p.13.
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L. Chen Wen, Bernard C.Y. Tan & Klarissa Ting-Ting Chang, Advertising
Effectiveness on Social Network Sites: An Investigation of Tie Strength,
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Thirtieth International Conference on Information Systems, Phoenix,
Arizona 2009,available at: http://aisel.aisnet.org/icis2009/151p.2.
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2-Vorvoreanu, M, Perceptions of corporations on Facebook: An analysis of
Facebook social norms, Journal of New Communications Research,
(Vol.4,No.1,2009),pp.67-86.p.80.
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L. See Kwong Goh, Inn-Shen Tan, Cheow Sern Vincent Yeo,Why do Urban
Young Adults Share Online Video Advertisement in Malaysia,
International Review of Management and Marketing, (Vol.6, No, 2,
2016), pp. 283-288.

2. Senthil Kumar S., Ramachandran T. & Panboli S , Op Cit, pp.202.

. Matthew J. Klein., Self-Presentation Potential as a Significant Motivator
for Sharing Video Advertisements on Social Networking Sites, Unpublished
Bachelor's Thesis, Franklin & Marshall College, 2015.
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- Shu-Chuan Chu, Viral advertising in social media: participation in

facebook groups and responses among college-aged users, Journal of

Interactive Advertising, (Vol. 12 No 1, 2011), pp.30-43, p.32.
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%- Hazem Rasheed Gaber and Len Tiu Wright "Fast-food advertising in

social media A case study on Facebook in Egypt, Journal of Business and

Retail Management Research, (Vol. 9 No. 1,2014), pp.52-63, p.54.

*- Shu-Chuan Chu, Op Cit, p.33.
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Antecedents and consequences of e- jordanian consumer behaviour
regarding facebook advertising, International Journal of Business
Management & Research (Vol. 3, No.4, 2013), pp.41-60.
3- Alexandra Bannister, Joelle Kiefer and Jessica Nellums, College Students’
Perceptions of and Behaviors Regarding Facebook Advertising: An
Exploratory Study, The Catalyst (Vol. 3,No, 1, 2013), pp.1-19.
“lmran Anwar Mir., Consumer Attitudinal Insights about Social Media
Advertising: A South Asian Perspective, The Romanian Economic Journal
( XV, no. 45 .2012), pp.265-288.
°.Katherine K. Roberts., Privacy and Perceptions: How Facebook
Advertising Affects its Users, The Elon Journal of Undergraduate
Research in Communications (Vol. 1, No. 1, 2010), pp.24-34.
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2. Dokyun Lee & Harikesh Nair., Advertising Content and Consumer
Engagement on Social Media: Evidence from Facebook,University of
Pennsylvania Scholarly Commons Wharton Faculty Research, 2018.
available at: http://dx.doi.org/10.1287/mnsc.2017.2902.
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Journal of Management (Vol. 14,No.4,2014),pp11-18, p.12.
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How Instant Messaging Affects The Satisfaction Of Virtual Interpersonal
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Behavior Of Taiwan Junior High School Students , Adolescence; (Vol.42,
No0.166, 2007) pp.417-430, p.418. .

L. Jason Y.C. Ho & Melanie Dempsey, Op Cit, p.1001-1002.

2-1bid, p.1001-1002.

3-Chien-Huang Lin; Ya-Chung Sun; Yueh-Chiang Lee; Shih-Chia Wu., Op
Cit, p.418.

“. Vikanda Pornsakulvanish , Op Cit, p. 11.

5. Chien-Huang Lin; Ya-Chung Sun; Yueh-Chiang Lee; Shih-Chia Wu, Op
Cit, p.418.

6. Jason Y.C. Ho & Melanie Dempsey, p.1001-1002.
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. See Kwong Goh, Inn-Shen Tan& Cheow Sern Vincent Yeo, Op Cit,
p.285.

2.Senthil Kumar S., Ramachandran T. & Panboli S. Op Cit, p.203-204.

3- Chen Wen, Bernard C.Y. Tan & Klarissa Ting Chang, Op Cit, p.4.

% Astrit Hodza, Op Cit, p.7
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2- Ping Chiang, Shih Hui Lo, Ling-Hui Wang,Op Cit, p.198.
3. Alexandra Bannister, Joelle Kiefer and Jessica Nellums, Op Cit, p.4.

Yoo Yory sl e galgr (V) Sl Byaad) qlf Adya



i daal adige £138.3 e (giadl) llgtional) ol 88 Sigall Jal gal)

Of I il pall (any 505 LS 'l gad agS gl g gy Gl 8 U YL
S oY) sad Sl slu B i e ) ddlaas
ey ras o AV M) sa jaad) ddlaaa Calldl by

sellgtiial) ¢ gl ¥
(e Ao gana sl 2 Al 4 a iy L sl ellgiudl & gla Eric Arnould <=
Glyally JSaYy claally dull e Jsasdl dal e a1
Clealatind g Glasleal)l e Jpanll e @l Coaliay Lo clealadin
Gl e ) ciladiall g clidle Y olad ellgivall o gli Canieat (Sau g
LY sl o Gl gl 36 ) elaia¥) Jaal il 18l g b
(\.@."\\Alm oe BJ..AEM\ Q\A:mlﬂ\ '5;:\)3}
(oibie o da o clal o clatiall lac)) Jie o sia (5 siae =Y
(ol 84S il g ¢ saall 5l 5 ) salinall Cila gl e Gl
Gpeddivnall ga 5 gine AS jLhay sLA) (I pdus ali e ssiea ST
M\JJ&\ sda 4y M) e LY c(ugﬁy\

~ Social Influence :¢&LaiaY) ol e
O () a5 ¢ AV 21 )Y 3 8 Lgpamy Al 4paa Yl s )3 40 dially
Led

] Informational :siba slaall il -
8 L LG 5 ¢ AV (e il slaall sl o) 51 Jie (50 43 iy
Y] aadiey Ledie sy oLl ol y cilatiall e Gl dilee

L. Yoon-Joo Lee &Ho-Young (Anthony) Ahn., Interaction Effects of

Perceived Sponsor Motives and Facebook Credibility on Willingness to Visit
Social Cause Facebook Page, Journal of Interactive Advertising(Vol. 13,
No.1),pp41-52, p.43.
2.Salem Ben Brahim, The Impact of Online Advertising on Tunisian
Consumers’ Purchase Intention, Journal of Marketing Research & Case
Studies (Vol. 2016 , 2016), p.2.

Yo a(1999 ¢ il AEH 1o Aia lae) Y ¢ gl (5alsa (3 5all dana "
“L.R. Men, W.-H.S. Tsai., Beyond liking or following: Understanding
public engagement on social networking sites in China, Public Relations
Review (Vol.39, 2013), pp.13-22, p. 15. .
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81, p.74.
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2. Anita Basalingappa, M S Subhas and Rashmi Tapariya , Understanding
Likes on Facebook: An Exploratory Study, International Conference on
Communication, Media, Technology and Design 16-18May 2015 Dubali
— United Arab Emirates, pp. 602-613, p.611.

3- Sunny Men, Op Cit, p.17.
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Multilevel Analysis of Facebook Engagement, Global Sport Business
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3. James E. Richard&Sarita Guppy, Facebook: Investigating the influence on
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