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Abstract: Many agencies have selected Facebook, one of the most popular social media platforms in Vietnam,
as their primary communication and connection channel in their units due to its widespread usage and
simplicity of use. Using social networks to advertise products could make people more likely to buy things.
Nevertheless, there is still a need for more scholarly attention to understand the impact of social media usage
on users' purchase intention, especially in Vietham — a country with a significant number of social media
users worldwide. Hence, this study aims to examine factors regarding social media advertising, including
informativeness, performance expectancy, perceived relevance, and interactivity, that impact consumer
buying intention through popular platforms in Vietnam, such as Facebook. The authors utilized a set of
established scales to measure the constructs under investigation. An online questionnaire with 22 items was
designed and developed based on previous research. The survey specifically targeted Vietnamese shoppers
who regularly engage in online activities through the social media platform Facebook. From the collected
questionnaires, data from 217 valid responses were utilized for the analysis using SPSS. The study revealed
the indicators relevant to Facebook advertising of consumer purchase intention. Among them, two-way
communication in the form of interactivity, one of the most common features of social networks, plays a vital
role in fostering purchase intention as its greatest effect on consumer purchase intention, followed by
perceived relevance, performance expectancy, and informativeness. The current research extends the
consumer behavior literature in online shopping settings and further consolidates the importance of
advertising value for behavioural intention in the context of social media. The findings provide valuable
insights for advertising companies to leverage Facebook media in their marketing and advertising endeavors,
such as providing users with informative and relevant content, appealing appearance, and two-way
interaction features so that they will be able to attract potential consumers. However, there were some
limitations, including generalizability, the focus on a specific product category and the extension of other
social media platforms, which should be suggested in future research.
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1. Introduction. The current situation highlights the rapidly expanding influence and potential of social
media (SM) platforms, which facilitates a business in obtaining the word out and capturing potential value
through SM marketing tools. Among the popular platforms, Facebook is a social networking site that many
agencies have selected as their primary communication and connection channel in their units due to its
widespread usage and simplicity of use. Today, Facebook users often take advantage of the trend of live
streaming or promoted posts to advertise products and services as well as for amusement. It is updated that
Facebook will become the most used SM platform in the world in 2022 (Belle Wong, 2023). According to the
reports by We Are Social in early 2022, approximately 76.95 million individuals in Vietnam, accounting for
97.8 percent of the population aged 13 and above, actively use social networking sites. In Vietnam, the leading
SM platform until February 2022 was Facebook, while Zalo and Facebook Messenger were the second and
third most popular platforms (Kemp, 2022). In the past few years, Vietnam has continuously remained one of
the countries with the most SM users worldwide (Statista, 2022). This upwards trend reflects the increasing
popularity and widespread adoption of SM platforms among individuals. Among Vietnamese Internet users
aged 16-64, 93.8% use Facebook, while the corresponding figures for other popular social networking
platforms, such as Zalo or Messenger, are 91.3% and 82.2%, respectively (Statista, 2022). Hence, Vietnam is
thought to be the country that uses Facebook to promote, sell, and provide popular online consumer care,
significantly more than other countries in the region.

Using social networks could make people more likely to buy things because they are often exposed to
information about products and activities related to consumption, such as ads for products and friends'
conversations and opinions about their most recent shopping trips (Chevalier et al. 2006; Moe et al.2011;
Stephen et al. 2012). For instance, consumers frequently upload pictures of recent purchases, stories about
their shopping adventures, and descriptions of things they want to buy in the future on their SM sites. In
comparison with traditional mass media advertising, SM advertising could leverage the most common and
well-known features, such as two-way communication, up-to-date and relevant information and appealing
appearance, to increase users’ awareness and motivate consumers’ purchases (Alalwan et al., 2017). A steady
stream of recent research has confirmed the engagement of SM promotion and communication in consumers’
decision-making process (Tuten & Solomon, 2017). However, it constantly challenges both academicians and
practitioners to research and develop effective and attractive SM advertisements. Despite the fact that similar
studies have been carried out in the context of online shopping, social implications on buying intention have
not yet been investigated in social shopping research (Singh et al. 2020; Zhou et al. 2019). Moreover, in the
current context, the influence of SM usage on purchase intention concerning social commerce websites
remains a topic that requires further scholarly investigation (Hu & Zhu, 2022), particularly in the context of
various marketing practices that firms can employ on SM platforms, such as electronic word-of-mouth,
advertising, branding, and customer relationship management (Alalwan, 2018). As dominating features
distinguishing Facebook advertising from other platforms, a focus on the influence of the promoted posts
when users surf social networking sites requires more attention.

Thus, a global SM platform such as Facebook has become a research hub to explore and derive its potential
that helps businesses promote their interests through advertising. This study aims to identify factors regarding
Facebook advertising as indicators of consumer purchase intention and how components such as
informativeness, perceived relevance, performance expectancy and interactivity affect users’ behavior. The
rest of the paper is organized as follows: the literature review section provides a comprehensive review of the
literature relating to the components of Facebook advertising. The next section mentions the methodology and
results of the study. Finally, the conclusion and discussion are mentioned in the final section.

2. Literature Review. The likelihood that a client will make a purchase is characterized by
Grewal et al. (1998) as "purchasing intention". Zeng et al. (2009) identified a positive association between
advertising value and behavioral intentions in the context of SM. Furthermore, further studies (Kim et al.,
2011) have recognized the impact of advertising value on purchase intentions in SM advertising as well.
Dehghani & Tumer (2015) emphasize that purchase intention is strongly influenced by endorsements and
brand values conveyed by other consumers on SM platforms. An important part of the notion of planned
behavior is the connection between one's mood and their purpose to make a purchase. Several studies
(Dehghani et al., 2016; Yang et al., 2016; Permatasari et al., 2018) focus on this connection within the
framework of SM. According to Li and Zhang (2002), consumers' negative opinions about obtrusive web
advertisements cause them to act in an undesirable manner. Other research, however, suggests that consumers'
purchase intentions and behaviors are more positive when they have a favorable attitude toward advertising.
(Chetioui et al., 2020; Hamouda, 2018).
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Huang & Benyoucef (2013) define informativeness as the relevance and accuracy of information supplied
by SM platforms. In this context, it means the data that may be found in a viral message. Tsang et al. (2004)
argue that consumers should be provided with timely and relevant updates. Advertising that is both
informative and engaging has been shown to increase the likelihood that a person will act on it (Zabadi et al.,
2012). Many researchers have considered the informativeness of the commercial as a key factor in the success
of the ad. Companies and marketers benefit from this since it increases the likelihood that potential consumers
will actually make a purchase after being exposed to the ad (Erdem et al., 2006). Interpersonal information
sharing is a major driver of consumer behavior (de Mooij et al., 2010). According to Rao & Minakakis (2003),
there is a positive relationship between advertising informativeness and people's perception of it. According
to Van Amstel et al. (2008), labels should provide useful information, and an ecolabel’s success relies on both
the clarity with which it conveys its message and the willingness of consumers to act on it (Hart, 1997; Teisl,
2003). Consumers are always searching for educational commercials that may assist them in picking the finest
product choices. As a result of the informational advertisements that they are exposed to, it will provide them
the maximum happiness for their right decisions (Ducoffe, 1995). Similarly, in the context of SM, the
following hypothesis is proposed:

H1: Informativeness positively influences consumer purchase intention through Facebook advertising.

According to Brown et al. (2010), performance expectancy refers to the degree to which consumers believe
that using a particular technology will bring them benefits and lead to improvements in their performance.
Users are more likely to connect to SM advertisements if they find the advertising to be both relevant and
helpful (Chang et al., 2015; Alalwan etal., 2017). Chang et al. (2015) presented empirical evidence supporting
the significance of usefulness as a factor similar to performance expectations in influencing consumer
preferences, intentions, and shared intentions. The research by Lin & Kim (2016) adds to the body of data
demonstrating the influence of perceived utility on consumers' views toward SM marketing and, by extension,
their propensity to make a purchase. Shareef et al. (2017) recently provided more evidence for the idea that
consumers' perceptions of SM advertisements are positively correlated with their perceived value. Chong
(2013) showed that the most powerful predictor of behavioral intention to utilize mobile apps is performance
expectancy. Therefore, users tend to have a higher likelihood of making purchases and maintaining their usage
of social networking apps when they perceive them to offer benefits and innovations.

H2: Performance expectancy positively influences consumer purchase intention through Facebook
advertising.

According to Celsi & Olson (1988), relevance can be defined as the extent to which consumers perceive
an object to be personally meaningful or instrumental in attaining their individual goals and values. Previous
research has shown the significance of consumers' perceptions of advertising content posted as relevant and
personalized to their needs and interests (Campbell & Wright., 2008; Zhu & Chang., 2016). Consumers are
more engaged with advertisements they see as relevant to their interests. Zhu & Chang (2016) have provided
empirical proof for the mediation function of self-awareness in the relationship between consumer perceptions
of relevance and their intentions to maintain usage. It may be claimed that if consumers see SM advertising
as relevant to their aims and preferences, they would value them more and be more likely to rely on such ads
when making choices. Thus, the following hypothesis was proposed:

H3: Perceived relevance positively influences consumer purchase intention through Facebook advertising.

According to Jensen (1998), interactivity is the degree to which a person has influence over the
environment and information of the media platform. Rafaeli (1988) defined interactivity as the speed with
which a media platform can respond, whereas Rice & Williams (1984) defined it as a two-way flow of
information that occurs in real time. According to research by Naylor et al. (2012), Facebook friends' likes
and comments favourably affect consumers' opinions of brands and their propensity to make purchases.
Members of the community are more likely to talk to people they already know. It has been shown that higher
levels of social familiarity in a community are associated with lower levels of uncertainty, higher levels of
cognitive trust, and more social contacts (Liu et al., 2016). Janssen et al. (2009) found that when people feel
like they know the other people in a group, the quality of their interactions improves, their connection
strengthens, and their interpersonal attraction and group norms become more evident. Therefore, in ambiguous
social situations where it is difficult to determine what product is appropriate, consumers are more likely to
observe and assess the behaviors of familiar members than those of unfamiliar ones. Wang et al. (2013) state
that interaction plays a significant role in influencing the online purchasing habits of consumers. In addition,
a lack of interactivity on the website being targeted decreases buyers' confidence in the safety of their online
transactions (Chen et al., 2010). We posit that:

H4: Interactivity positively influences consumer purchase intention through Facebook advertising.
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3. Methodology and research methods. This study utilized a set of established scales to measure the
constructs under investigation. The questionnaire was designed and developed based on previous studies.
Specifically, the five items for informativeness were adapted from Logan et al. (2012), while the five items
for performance expectancy were motivated by Venkatesh et al. (2012). The perceived relevance construct
consisted of five items derived from Zeng et al. (2009), and the interactivity construct comprised four items
developed based on Jiang et al. (2010). Additionally, the three items for purchase intention were measured
following the work of Duffett (2015). All items were assessed using a five-point Likert scale, ranging from 1
to 5. During the pretest phase, a preliminary version of the questionnaire in Vietnamese was administered to
a sample of 50 individuals. The purpose of this pretest was to identify any potential issues related to the
wording and measurement of key variables in the research framework. Feedback and suggestions were
collected from the participants, and modifications were made to the questionnaire based on the received
feedback. These modifications aimed to ensure the validity and appropriateness of the instruments for the
study. Following the pretest phase, the completed and refined gquestionnaire was then distributed to potential
respondents for the main data collection. The survey specifically targeted Viethamese shoppers who regularly
engage in surfing or using Facebook. Initially, respondents were invited to complete the survey, and
subsequently, they were encouraged to refer other potential respondents, thereby expanding the participant
pool. The invitation, which included a URL link to the online survey, was shared with the respondents via the
Internet. To ensure the relevance of the participants, a required question was included at the beginning of the
questionnaire to determine their previous usage or experience with Facebook. From the collected
guestionnaires, a total of 220 responses were obtained. After conducting data cleaning procedures, a final
sample of 217 valid responses was utilized for the subsequent analysis. Pallant (2016) recommends a
minimum sample size of over 150 participants, and the sample size in this study meets this acceptable
criterion. Data analysis for this study was conducted using SPSS version 22. The set of statistical data analysis
methods comprises descriptive analysis, reliability analysis, factor analysis, Pearson correlation, and
regression analysis.

4. Results. In this study, the sample consisted of a total of 217 participants, with 167 females (77%) and
50 males (23%). The majority of survey participants were students (60.8%), followed by officers (20.3%) and
business (16.6%). Regarding monthly income, 39.2% of respondents earned less than 5 million VND per
month, 29% earned between 5 and 10 million VND per month, 20.7% earned between 10 and 20 million VND
per month, and 11.1% earned more than 20 million VND per month. In terms of SM usage, the respondents
often spent an average of 30 minutes to an hour (33.2%) per day on Facebook. The rest spent an average of
one to two hours on the site daily, followed by some users spending more than two hours. Furthermore, 59.4%
of consumers reported a shopping online experience through Facebook, with a frequency of once or twice per
month. Additionally, 26.7% of consumers made online purchases three to four times per month, while only
13.8% shopped more than four times per month.

Table 1. Demographic information

Frequency Percent
Gender Female 167 77
Male 50 23
Age Under 20 32 14.7
20-30 166 76.5
More than 30 19 8.8
Occupation Student 132 60.8
Officer 44 20.3
Business 36 16.6
Others 5 2.3
Salary Less than 5 million 85 39.2
5-10 million 63 29
10-20 million 45 20.7
More than 20 million 24 111
Hours of use (per day) Less than 30 minutes 28 12.9
30 mins-1 hour 72 33.2
1-2 hours 61 28.1
More than 2 hours 56 25.8
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Frequency Percent
Buy online via Facebook 1-2 times/month 129 59.4
3-4 times/month 58 26.7
More than 4 times 30 13.8

Sources: developed by the authors.

During the initial stages of the research, exploratory factor analysis was conducted to examine the
interconnections among the variables (Pallant, 2016). The Kaiser—Meyer—Olkin (KMO) measure, which
ranges from 0 to 1, is used to assess the suitability of factor analysis, with a minimum value of 0.6 considered
acceptable for good factor analytics. Additionally, the significance of Bartlett's test of sphericity should be
below 0.05 (Pallant, 2016). The results revealed a KMO value of 0.930 and a significant Bartlett's test value
of 0.000, indicating a strong suitability for factor analysis. Furthermore, the total variance extracted accounted
for 65.866% of the total variance, surpassing the recommended threshold of 50% (Table 2).

Table 2. Factor analysis descriptive
Number of items Cumulative % KMO Sig.
22 65.866 0.930 0.000
Sources: developed by the authors.

To assess the reliability of the measurement, Cronbach's o was calculated for all variables, as shown in
Table 3. The obtained o values ranged from 0.771 to 0.901, all surpassing the recommended threshold of 0.7,
and corrected item-total correlations ranged from 0.381 to 797; all values were acceptable (Hair et al., 2010).
These findings indicate that the measurement reliability for this study is considered acceptable.

The loading factors for all variables, as shown in Table 3, ranged from 0.623 to 0.814, which were greater
than 0.05 (Hair et al., 2010), indicating their relevance and contribution to the factor analysis results (Table
3).

Table 3. Factor loadings and Cronbach’s alpha
Constructs 1 2 3 4 Cronbach’s Alpha
Perceived Relevance PR3 0.791 0.901
(PR) PR1 0.760
PR5 0.757
PR2 0.642
PR4 0.641
Performance PE2 0.814 0.885
Expectancy (PE) PE3 0.73
PE5 0.684
PE1 0.679
PE4 0.663
Informativeness (INF) INF5 0.729 0.782
INF4 0.711
INF1 0.701
INF2 0.687
INF3 0.623
Interactivity (INT) INT1 0.756 0.799
INT4 0.715
INT2 0.695
INT3 0.646
Sources: developed by the authors.

Table 4 shows a significant effect of informativeness, performance expectancy, perceived relevance and
interactivity on consumer purchase intention. The results indicated that interactivity is the strongest positive
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factor (= 0. 271, p <0.01), followed by perceived relevance ( = 0.256, p < 0.01), performance expectancy
(B =0.215, p < 0.01) and informativeness (B = 0.136, p < 0.05). Thus, hypotheses 1, 2, 3 and 4 are all
supported.

Table 4. Regression results

Standardized Coefficients Beta t Sig.
Informativeness 0.136 2.429 0.016
Performance Expectancy 0.215 3.040 0.003
Perceived Relevance 0.256 3.463 0.001
Interactivity 0.271 4.196 0.000

Sources: developed by the authors.

5. Conclusions. The study identifies and investigates the impacts of advertising features on consumer
purchase intention through the Facebook platform. Building on the results of numerous studies based on SM
marketing, the findings show significant and positive impacts of SM advertising factors on users’ buying
behavior. Informativeness, performance expectancy, perceived relevance and interactivity play a role as
motivators for developing users’ further purchase intention. As a result, a strong emphasis on the existing
relationships has contributed to enriching and adding value to the limited literature on SM promotion in
general and Facebook advertising in particular.

The increasing awareness of the influence of Facebook on purchasing intention becomes more evident.
The findings provide valuable insights for advertising companies to leverage Facebook media in their
marketing and advertising endeavors. As a result, businesses, organizations, and individuals can gain a better
understanding of current consumer purchasing behaviors on social networking sites. This research will enable
them to develop effective advertising and sales strategies that enhance their bottom line, revenue, and
operational effectiveness.

Interactivity plays a vital role in shaping consumer purchase intention, as it fosters two-way
communication, one of the key features of SM. By enabling public reviews and comments about their products
or services on the promoted post, the brand can attract new consumers. This implies that consumers are more
likely to engage with a Facebook ad that offers a high level of interactivity, and this synergistic effect will
motivate them to make a purchase. Informativeness is another key aspect of advertising on Facebook. When
users are provided with customer-centric, accurate and up-to-date content through advertisements, they tend
to raise awareness of the brand and their preference, thereby increasing purchase intention. Furthermore, a
promoted post that includes positive consumer reviews and comprehensive information available through
search engines will help provide buyers with reassurance and confidence before making a purchasing decision.

Stores should emphasize the exploratory aspect and strive to exceed consumers' expectations by offering
additional benefits such as free shipping, product giveaways, or exclusive discounts on special occasions
through advertisements. By providing these extra incentives, stores can enhance consumers' overall
experience and increase their satisfaction. In regard to advertising on Facebook, visually appealing ads with
timely and credible information are more likely to capture consumers' attention. Higher performance
expectations for SM advertisements can indirectly result from a deeper understanding of the mechanisms
related to interaction, perceived relevance, and informativeness. By studying and optimizing these factors,
stores can enhance the effectiveness of their Facebook advertising campaigns and meet or exceed consumers'
expectations.

Perceived relevance plays a significant role in capturing consumers' attention and driving their purchasing
decisions through advertisements. Given the abundance of promoted posts on the platform, it is crucial to
make a strong initial impression that entices people to read the entire post and consider making a purchase.
The advertising method employed should align well with the products being sold, ensuring that it resonates
with the target audience. Timely and accurate updates are vital in maintaining perceived relevance. Regularly
updating the Facebook page with relevant content ensures that consumers stay engaged and informed about
the products or services offered. By providing valuable and relevant information, businesses can establish
credibility and attract consumers who find the content meaningful and aligned with their interests or needs.

This study has several limitations. First, the sample was limited to Vietnam and the age group of 20-30,
which may limit the generalizability of the findings. Future research could consider including participants
from other regions of the country and different age groups to examine the potential variations in consumer
behavior across diverse populations and demographics. Second, this study did not focus on a specific category
of products or services. Future research could delve deeper into specific industries or sectors to explore how
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advertising effectiveness varies across different product categories. Furthermore, it would be valuable for
future research to expand the investigation to other SM platforms, such as YouTube, Google+, LinkedIn, and
Twitter, in addition to Facebook. This broader exploration would provide a more comprehensive
understanding of the effectiveness of advertising across various SM channels and their unique characteristics.

Author Contributions: conceptualization, T. H. G. V.,D. B. Land T. M. T. H; methodology, D. B. L and
T. M. T. H; software, D. B.L and T. M. T. H ; validation, T. H. G. V.; formal analysis, T. H. G. V., and
D.B.L. and K. H.L; investigation, T.M. T.H and K. H.L; resources, D.B. L., and T. M. T. H; data
curation, D. B. L., and T. M. T. H; writing-original draft preparation, T.H.G.V., D.B.L and K. H. L,
writing-review and editing, T. H. G. V. and K. H. L; visualization, D. B. L. and T. M. T. H.; supervision,
D.B.Land T. H. G. V; project administration, T. H. G. V. and D. B. L.

Conflicts of Interest: The authors declare no conflicts of interest.
Data Availability Statement: Not applicable.
Informed Consent Statement: Not applicable.

References

Alalwan, A. A. (2018). Investigating the impact of social media advertising features on customer purchase
intention. International Journal of Information Management, 42, 65-77. [Google Scholar] [CrossRef]

Alalwan, A. A., Rana, N. P., Dwivedi, Y. K., & Algharabat, R. (2017). Social media in marketing: A
review and analysis of the literature. Telematics and Informatics, 34(7), 1177-1190. [Google Scholar]
[CrossRef]

Belle Wong, J. D. (2023). Top social media statistics and trends of 2023. Forbes Advisor. Retrieved from
[Link]

Brown, S. A., Dennis, A. R., & Venkatesh, V. (2010). Predicting collaboration technology use: Integrating
technology adoption and collaboration research. Journal of management information systems, 27(2), 9-54.
[Google Scholar] [CrossRef]

Campbell, D. E. & Wright, R. T. (2008). Shut-Up I Don’t Care: Understanding the Role of Relevance and
Interactivity on Consumer Attitudes toward Repetitive Online Advertising. Journal of Electronic Commerce
Research, 9, 62-76. [Google Scholar]

Celsi, R. L., & Olson, J. C. (1988). The role of involvement in attention and comprehension
processes. Journal of consumer research, 15(2), 210-224. [Google Scholar] [CrossRef]

Chang, Y. T., Yu, H,, &Lu, H. P. (2015). Persuasive messages, popularity cohesion, and message diffusion
in social media marketing. Journal of Business Research, 68(4), 777-782. [Google Scholar] [CrossRef]

Chen, I. Chieh Hsu, and Chia Chen Lin. (2010). Website Attributes That Increase Consumer Purchase
Intention: A Conjoint Analysis. Journal of Business Research, 63(9-10), 1007-1014. [Google Scholar]
[CrossRef]

Chetioui, Y., Benlafgih, H., & Lebdaoui, H. (2020). Factors influencing consumer attitudes toward online
shopping: the mediating effect of trust. EuroMed Journal of Business, 16(4), 544-563. [Google Scholar]
[CrossRef]

Chong, A. Y. L. (2013). Predicting m-commerce adoption determinants: a neural network approach. Expert
Systems With Applications, 40(2), 523-530. [Google Scholar] [CrossRef]

de Mooij, M., & Hofstede, G. (2010). The Hofstede model. International Journal of Advertising, 29(1),
85-110. [Google Scholar] [CrossRef]

Dehghani, M., & Tumer, M. (2015). A research on effectiveness of Facebook advertising on enhancing
purchase intention of consumers. Computers in Human Behavior, 49, 597-600. [Google Scholar] [CrossRef]

Dehghani, M., Niaki, M. K., Ramezani, I., & Sali, R. (2016). Evaluating the influence of YouTube
advertising for attraction of young consumers. Computers in Human Behavior, 59, 165-172. [Google Scholar]
[CrossRef]

Ducoffe, R. H. (1995). How Consumers assess the value of advertising. Journal of Current Issues and
Research in Advertising, 17, 1-18. [Google Scholar] [CrossRef]

Duffett, R. G. (2015). Facebook advertising ’s influence on intention-to-purchase and purchase amongst
Millennials. Internet Research, 25(4), 498-526. [Google Scholar] [CrossRef]

Erdem, T., Swait, J., & Valenzuela, A. (2006). Brands as signals: a cross-country validation study. Journal
of Marketing, 70(1), 34-49. [Google Scholar] [CrossRef]

23


https://scholar.google.com/scholar?cluster=16859091830939521803&hl=ru&as_sdt=0,5
https://doi.org/10.1016/j.ijinfomgt.2018.06.001
https://scholar.google.com/scholar?cluster=3723344069198192294&hl=ru&as_sdt=0,5
https://doi.org/10.1016/j.tele.2017.05.008
https://www.forbes.com/advisor/business/social-media-statistics/
https://scholar.google.com/scholar?cluster=9431873264240752622&hl=ru&as_sdt=0,5
https://doi.org/10.2753/MIS0742-1222270201
https://scholar.google.com/scholar?cluster=7881196193387382527&hl=ru&as_sdt=0,5
https://scholar.google.com/scholar?cluster=18346417210929816734&hl=ru&as_sdt=0,5
https://doi.org/10.1086/209158
https://scholar.google.com/scholar?cluster=12385226976459697411&hl=ru&as_sdt=0,5
https://doi.org/10.1016/j.jbusres.2014.11.027
https://scholar.google.com/scholar?cluster=2733726142981076676&hl=ru&as_sdt=0,5
https://doi.org/10.1016/j.jbusres.2009.01.023
https://scholar.google.com/scholar?cluster=17184797398727172157&hl=ru&as_sdt=0,5
https://doi.org/10.1108/EMJB-05-2020-0046
https://scholar.google.com/scholar?cluster=12193548957826052062&hl=ru&as_sdt=0,5
https://doi.org/10.1016/j.eswa.2012.07.068
https://scholar.google.com/scholar?cluster=16170038213240421545&hl=ru&as_sdt=0,5
https://doi.org/10.2501/S026504870920104X
https://scholar.google.com/scholar?cluster=1827686212589534733&hl=ru&as_sdt=0,5
https://doi.org/10.1016/j.chb.2015.03.051
https://scholar.google.com/scholar?cluster=17620939790877938301&hl=ru&as_sdt=0,5
https://doi.org/10.1016/j.chb.2016.01.037
https://scholar.google.com/scholar?hl=ru&as_sdt=0%2C5&q=Ducoffe%2C+R.+H.+%281995%29.+How+Consumers+assess+the+value+of+advertising.+Journal+of+Current+Issues+and+Research+in+Advertising%2C+17%2C+1-18&btnG=
https://doi.org/10.1080/10641734.1995.10505022
https://scholar.google.com/scholar?cluster=4699562692774883700&hl=ru&as_sdt=0,5
https://doi.org/10.1108/IntR-01-2014-0020
https://scholar.google.com/scholar?cluster=4260914676380641801&hl=ru&as_sdt=0,5
https://doi.org/10.1509/jmkg.70.1.034.qxd

léf:=, e o $ sciendo

Hamouda, M. (2018). Understanding social media advertising effect on consumers’ responses: An
empirical investigation of tourism advertising on Facebook. Journal of Enterprise Information Management,
31(3), 426-445. [Google Scholar] [CrossRef]

Hart, S. L. (1997). Beyond greening: strategies for a sustainable world. Harvard Business Review, 67-76.
[Google Scholar]

Hu, S., & Zhu, Z. (2022). Effects of social media usage on consumers’ purchase intention in social
commerce: a cross-cultural empirical analysis. Frontiers in Psychology, 13, 837752. [Google Scholar]
[CrossRef]

Huang, Z., & Benyoucef, M. (2013). From e-commerce to social commerce: A close look at design
features. Electronic Commerce Research and Applications, 12(4), 246-259. [Google Scholar] [CrossRef]

Janssen, J., Erkens, G., Kirschner, P. A., & Kanselaar, G. (2009). Influence of group member familiarity
on online collaborative learning. Computers in Human Behavior, 25(1), 161-170. [Google Scholar]
[CrossRef]

Jensen, J. F. (1998). Interactivity: Tracing a New Concept in Media and Communication Studies. Nordicom
Review, 19(1), 185-204. [Google Scholar]

Jiang, Z., Chan, J., Tan, B. C., & Chua, W. S. (2010). Effects of interactivity on website involvement and
purchase intention. Journal of the Association for Information Systems, 11(1), 34-59. [Google Scholar]
[CrossRef]

Kim, Y., Sohn, D., & Choi, S. M. (2011). Cultural difference in motivations for using social network sites:
A comparative study of American and Korean college students. Computers in Human Behavior, 27(1), 365-
372. [Google Scholar] [CrossRef]

Lin, C. A., & Kim, T. (2016). Predicting user response to sponsored advertising on social media via the
technology acceptance model. Computers in Human Behavior, 64, 710-718. [Google Scholar] [CrossRef]

Liu, H., Chu, H., Huang, Q., & Chen, X. (2016). Enhancing the flow experience of consumers in China
through interpersonal interaction in social commerce. Computers in Human Behavior, 58, 306-314. [Google
Scholar] [CrossRef]

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

Naylor, R. W., Lamberton, C. P., & West, P. M. (2012). Beyond the "like" button: The impact of mere
virtual presence on brand evaluations and purchase intentions in social media settings. Journal of Marketing,
76(6), 105-120. [Google Scholar] [CrossRef]

Statista (2022). Social media in Vietnam — statistics & facts. Statista. Retrieved from [Link]

Pallant, J. (2016). SPSS survival manual. 6th ed. Maidenhead: Open University Press, McGraw-Hill.

Permatasari, A., & Laydi, F. (2018). The effects of social media advertising on consumer purchase
intention: A case study of Indonesian family start-up enterprises. International Journal of Technology
Transfer and Commercialization, 16(2), 159. https://doi.org/10.1504/1JTTC.2018.097422. [Google Scholar]
[CrossRef]

Rafaeli, S. (1988). Interactivity: from new media to communication. In R. P. Hawkins, J. M.Wiemann and
S. Pingree (eds), Advancing communication science: Merging mass andinterpersonal process (110-134).
Newbury Park, CA: Sage. [Google Scholar]

Rao, B., & Minakakis, L. (2003). Evolution of mobile location-based services. Communications of the
ACM, 46(12), 61-65. [Google Scholar] [CrossRef]

Rice, R. E. (1984). New media technology: growth and integration. In R. E. Rice (ed.). The new media:
Communication, research and technology (33-54). Beverly Hills, CA:Sage.

Shareef, M. A., Mukerji, B., Dwivedi, Y. K., Rana, N. P., & Islam, R. (2017). Social media marketing:
Comparative effect of advertisement sources. Journal of Retailing and Consumer Services, 46, 58-69. [Google
Scholar] [CrossRef]

Kemp, S. (2022). Digital 2022: Vietnam. Datareportal. Retrieved from [Link]

Teisl, M.F. (2003). What we may have is a failure to communicate: labelling environmentally certified
Forest products. Forest Science, 49(5), 668-680. [Google Scholar] [CrossRef]

Tsang, M. M., Ho, S. C., & Liang, T. P. (2004). Consumer attitudes toward mobile advertising: An
empirical study. International journal of electronic commerce, 8(3), 65-78. [Google Scholar] [CrossRef]

Tuten, T. L., & Solomon, M. R. (2017). Social Media Marketing. New Jersey: Sage.

24


https://scholar.google.com/scholar?cluster=17485067025046630305&hl=ru&as_sdt=0,5
https://doi.org/10.1108/JEIM-07-2017-0101
https://scholar.google.com/scholar?cluster=4182715989963322372&hl=ru&as_sdt=0,5
https://scholar.google.com/scholar?cluster=16859091830939521803&hl=ru&as_sdt=0,5
https://doi.org/10.3389/fpsyg.2022.837752
https://scholar.google.com/scholar?cluster=12117401005648291397&hl=ru&as_sdt=0,5
https://doi.org/10.1016/j.elerap.2012.12.003
https://scholar.google.com/scholar?cluster=16224012136988360894&hl=ru&as_sdt=0,5
https://doi.org/10.1016/j.chb.2008.08.010
https://scholar.google.com/scholar?cluster=17914085284909986310&hl=ru&as_sdt=0,5
https://scholar.google.com/scholar?cluster=2696335483949117171&hl=ru&as_sdt=0,5
https://doi.org/10.17705/1jais.00218
https://scholar.google.com/scholar?cluster=7381071714277005935&hl=ru&as_sdt=0,5
https://doi.org/10.1016/j.chb.2010.08.015
https://scholar.google.com/scholar?cluster=12825073760674512914&hl=ru&as_sdt=0,5
https://doi.org/10.1016/j.chb.2016.07.027
https://scholar.google.com/scholar?cluster=6679429323764717665&hl=ru&as_sdt=0,5
https://scholar.google.com/scholar?cluster=6679429323764717665&hl=ru&as_sdt=0,5
https://doi.org/10.1016/j.chb.2016.01.012
https://scholar.google.com/scholar?cluster=10866233932429209445&hl=ru&as_sdt=0,5
https://doi.org/10.1108/17505931211274651
https://scholar.google.com/scholar?cluster=17762913362508803796&hl=ru&as_sdt=0,5
https://doi.org/10.1509/jm.11.0105
https://www.statista.com/topics/8182/social-media-in-vietnam/#topicOverview
https://scholar.google.com/scholar?cluster=12183520688405262147&hl=ru&as_sdt=0,5
https://doi.org/10.1504/IJTTC.2018.097422
https://scholar.google.com/scholar?cluster=18337318378967690005&hl=ru&as_sdt=0,5
https://scholar.google.com/scholar?cluster=17585467621109476897&hl=ru&as_sdt=0,5
https://doi.org/10.1145/953460.953490
https://scholar.google.com/scholar?cluster=16468074919981637017&hl=ru&as_sdt=0,5
https://scholar.google.com/scholar?cluster=16468074919981637017&hl=ru&as_sdt=0,5
https://doi.org/10.1016/j.jretconser.2017.11.001
https://datareportal.com/reports/digital-2022-vietnam?rq=vietnam
https://scholar.google.com/scholar?cluster=9877850031214406320&hl=ru&as_sdt=0,5
https://doi.org/10.1093/forestscience/49.5.668
https://scholar.google.com/scholar?cluster=16859091830939521803&hl=ru&as_sdt=0,5
https://doi.org/10.1080/10864415.2004.11044301

Sumy Marketing and Management of Innovations, 3, 2023 4 :
State
@ Universiy ISSN 2218-4511 (print) ISSN 2227-6718 (online) $ sciendo

Van Amstel, M., Driessen, P., & Glasbergen, P. (2008). Eco-labelling and information asymmetry: a
comparison of five eco-labels in The Netherlands. Journal of Cleaner Production, 16(3), 263-276. [Google
Scholar] [CrossRef]

Venkatesh, V., Thong, J. Y., & Xu, X. (2012). Consumer acceptance and use of information technology:
Extending the unified theory of acceptance and use of technology. MIS Quarterly, 36(1), 157-178. [Google
Scholar] [CrossRef]

Wang, Y. S., Yeh, C. H., & Liao, Y. W. (2013). What drives purchase intention in the context of online
content services? The moderating role of ethical self-efficacy for online piracy. International Journal of
Information Management, 33(1), 199-208. [Google Scholar] [CrossRef]

Yang, S., Lin, S., Carlson, J. R., & Ross, W. T. (2016). Brand engagement on social media: Will firms’
social media efforts influence search engine advertising effectiveness? Journal of Marketing Management,
32(5-6), 526-557. [Google Scholar] [CrossRef]

Zabadi, A. M. A,, Shura, M., & Elsayed, E.A. (2012). Consumer attitudes toward SMS advertising among
Jordanian users. International Journal of Marketing Studies, 4(1), 77-94. [Google Scholar] [CrossRef]

Zeng, F., Huang, L., & Dou, W. (2009). Social factors in user perceptions and responses to advertising in
online social networking communities. Journal of Interactive Advertising, 10(1), 1-13. [Google Scholar]
[CrossRef]

Zhu, Y. Q., & J. H. Chang. (2016). The key role of relevance in personalized advertisement: Examining
its impact on perceptions of privacy invasion, self-awareness, and continuous use intentions. Computers in
Human Behavior, 65, 442—447. [Google Scholar] [CrossRef]

Ti Xyonr Tianr Bo, PhD, YuiBepcureT npoMucioBocTi Ta Toprisii micra Xormmmid, B'errHam

Nyii Binb Jyour, PhD, Caiironcrskuii yHiBepcutet, B'eTHam

Kxoa Xyan Jle, CalflroHCHKHIA yHIBEpCHTET, B'eTHam

Txi Minb Tyiien Xyinb, CaliroHCHKHI YHIBepcHTET, B'eTHaM

Jocaimkenns BBy cnenudikm Facebook-pexsamu Ha criokuBuy moBeainky

Huska areHtcTB 00MparoTh colliaibHy Mepexy Facebook sk ocHOBHMIA KaHaN 3B'3Ky Ta KOMYHIKAIli 31 CBOIMH
KJIi€eHTaMM 4epe3 11 MIHMPOKe BUKOPHUCTAHHS Ta BIJAHOCHY JIETKICTh Y 3aCTOCYBaHHI. BHKOpHCTaHHS COLIAIbHUX MEPEX
JUIsl pEeKJIaMU TOBapiB MOJKe MiJBUIIYBaTH IMOBIPHICTB X mokymku. OfHaK Bce 1ie icHye norpeda B OLIbII HAyKOBOMY
IiIX0/1 s PO3YyMiHHS BIUTMBY BUKOPUCTAHHS COLIaJbHUX Me/lia Ha HaMip CII0KMBauiB, 0co0nnBo B B'erHami — kpaiHi
31 3HAYHOIO KUIBKICTIO KOPUCTYBaUiB COLIJIbHUX Mesia. TakuM YMHOM, II€ JOCIHIKEHHS CIPSIMOBAaHE HAa BHBUYEHHS
(axTopiB, MOB'A3aHMX 3 PEKIAMOIO0 Yy COLIANBHUX MeZia, TakuX sK iH(GOPMATHBHICTb, OYiKyBaHa €(EKTHUBHICTb,
CHPHUIHSATA BIANIOBIJHICTH Ta B3a€EMOIs, IO BIUIMBAIOTH HA HAMIpP CIIO)KMBAUiB KyITyBaTH 4epes3 MOIMYJISApHI 1aThopMu
B B'ernami, taki sk Facebook. ABropamm BuKOpHCTaHO HaOip 3araJbHONPHWHATHX IIKal Ul BUMIPIOBAHHS
JIOCTIIKYBaHUX KOHCTPYKTiB. Byito po3po0iieHo Ta CTBOPEHO OHJIAIH-OTIUTYBaHHS 3 22 IyHKTIB, 10 BiiOpaHi Ha OCHOBI
TIOTIEPETHIX JToCHiMKeHb. L{iTh0BOI0 ayaIuTOpi€t0 00paHO B'€THAMCHKHX CITOKHBAUiB, SIKi PETYISPHO B3a€MOMIIIOTH 3
comianpHOIO Mepexero Facebook. V crarTi BuKOprcTano mporpamMaunii mpoaykT SPSS s eMnipraHOTO MiATBEPHKCHHS
BHCYHYTHX TinoTe3. Ha OCHOBI eMITipHIHHUX pe3yNbTaTiB AOCHIIKEHHS BH3HAYEHO, IO ABOCTOPOHHS KOMYHIKAIlis Y
¢dopmi B3aemofii, M0 € oAHIEI0 3 HAHOIMBII MOmMUpEeHNX (YHKLIH COWiadbHUX MEPEX, BIgirpae BaKIHMBY PONb Y
MiABUIICHHI HAMIpiB CIOXXHMBa4iB KyIyBaTH TOBap, 3a HHUM CIIIyIOTh CIPHHHATA BIAMOBIAHICTH, OYiKyBaHa
e(eKTUBHICTh Ta iHPOpMaTUBHICTh. L{e NOoCiKeHHs pO3IIUPIOE TEOPETHYHE MiAIPYHTS 3 MPOOIEMATHKU CIIOKUBYOT
MOBEIHKY B OHJIAMH-LIOMIHTY Ta MiJAKPECIIIOE BAXKIMBICTD [IPOBEJCHHS PEKIAMHUX KaMIlaHIi Yy COLIaJIbHUX Mepexax.
OTpuMaHi pe3ysbTaTh Ta PEKOMEHAALIl MOXYThb OyTH BHKOPHCTaHI PEKIAMHUMH KOMIIAHISIMU NpPU PO3POOJICHHI
iH(pOPMATHBHOI0, PEJIEBAHTHOrO, NMPUBAOIMBOIO BiZIeO- Ta Bi3yaJbHOrO KOHTEHTY, a TaKoXX BHOOpI JABOCTOPOHHIX
KaHaJIiB B3a€EMOJIII 3 MOTCHLIHHUMH CTIOKMBayaMu. [IpoTe 11e JociipKeHHsI Mae IeBHI OOMEKEHHS 11010 MOKJIMBOCTI
3aCTOCYBaHHS C(OpMOBaHMX pEKOMEHAaliil B iHIIMX KpaiHax. KpiM TOro, y mnomanblIMX JOCHTIPKCHHSX CIIiJ
BPaxoBYBaTH cHelr}piKy KOHKPETHOI KaTeropii TOBapiB Ta pO3MIMPHUTH HaOIp COIiaIbHI MEPEX VIS aHAII3Y.

KiouoBi ciaoBa: Hamip moOKynku; iH(GOpPMAaTHBHICTB, OYiKyBaHa €(EKTHBHICTH; CIPHUHHSATA BiAIIOBIIHICTH;
B3aeMozist; Facebook.
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