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ABSTRACT  

Purpose – This paper aims to investigate advertising effectiveness in various social media platforms. The present study uses a 

proposed framework to explore online advertising in Egypt. From a theoretical point of view, this study examines the relationship 

among three groups of factors including ad characteristics (perceived ad informativeness/ perceived ad entertainment, vividness, 

interactivity), online customer engagement and social media ad effectiveness among Egyptian consumers.  

Design/methodology – The study examines advertising effectiveness in social media in terms of ad attitude and loyalty intentions. 

An online survey was conducted with 1300 social media users.  

Findings – The results indicate that there’s a significant positive impact of perceived ad informativeness on ad effectiveness whilst 

perceived ad entertainment, vividness and interactivity impact on ad effectiveness is insignificant. furthermore, it is observed that 

perceived ad informativeness and perceived ad entertainment have a positive significant impact on online customer engagement as 

perceived by Egyptians. Moreover, online customer engagement is found to have a significant positive effect on ad effectiveness. 

furthermore, online customer engagement is found to mediate the relationship between ad characteristics and social media ad 

effectiveness.  

KEYWORDS: Ad effectiveness, perceived ad informativeness, perceived ad entertainment, Loyalty intentions, social media 

platforms, online customer engagement, vividness, interactivity.  

 

1. INTRODUCTION  

According to recent reports, Social media marketing provides value, enhance corporate processes, and raise profitability of brands 

(Abuizz et al., 2019; Ha et al., 2016; Newberry, 2018; Olanrewaju et al., 2020). Some reports have outlined that digital channels 

(DCs) are likely to have an important impact on firms in emerging markets (EMs). As reported by eMarketer, the number of social 

network users will rise faster in emerging economies like Egypt and Saudi Arabia, compared with the developed markets (Abrams, 

2019). Which is observable now where the number of social media users in Egypt increased by 17%  in just one year (jan2020 / 

jan2021) (Statista, 2021). Moreover, the global web index showed insights on the time spent on different forms of media reporting 

an average of 3 hours as the time spent watching television and an average of 3 hours for time spent using social media followed by 

an hour spent playing video games online daily (GWI, 2021). On the other hand, according to a recent analysis by PwC (2021), 

businesses, particularly those in emerging economies, struggle to create beneficial outcomes from digitization owing to inflexible 

procedures and a lack of data in such economies (Abuizz et al., 2019). In the same context, novel advertising with improved 

interactive options will not be useful for advertisers if the format is unable to attract consumers and to provide greater advertising 

effectiveness than alternative social media advertising formats (Belanche et al., 2017; Tan et al., 2018). Thus, one of the main aims 

of this study is to provide clearer understanding of the Egyptian social media user preferences towards different ad characteristics 

which helps in achieving higher levels of ad effectiveness. In a way that helps to provide answers to basic questions for advertisers, 

such as how can we increase ad effectiveness of social media ads in an emerging market like Egypt? RQ1: What is the relative 

importance of the different online ad characteristics in their impact on ad effectiveness? RQ2: What is the impact of ad characteristics 

on online customer engagement? RQ3: To what extent does customer engagement impact ad effectiveness of online ads in Egypt?   

Furthermore, this research gives an opportunity to investigate antecedents of social media advertising effectiveness. The present 

research could be important both on academic and practical levels as follows: Examining the relationship among three groups of 

factors including online ad characteristics, online customer engagement and social media ad effectiveness among Egyptian 
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consumers. Developing a better understanding of online advertising in Egypt which is perceived to be in a different developmental 

stage and different cultural context than most studies undertaken in this area. Moreover, the practical importance of the study lies 

in enabling businesses and organizations to use online advertising more effectively through the insights it provides by identifing the 

key positive and negative attributes of different online advertising characteristics i.e., vividness, Interactivity, content of ad 

(informativeness / Entertainment), which helps in showing marketers which online advertising characteristics should be given more 

attention than others.   

 

2. LITERATURE REVIEW AND HYPOTHESES DEVELOPMENT  

2.1  Concept of social media and social media marketing  

First, social media is defined as a group of Internet-based applications that is built on ideological and technological foundations of 

Web 2.0 and that allow the creation and exchange of User Generated Content (Kaplan and Haenlein, 2010). Social media marketing 

is a broad phrase that refers to the use of social media platforms for marketing purposes. According to Weinberg (2009), social 

media marketing (SMM) is "the process of empowering individuals to promote their websites, products, and/or services through 

online social channels, to interact with and tap into a much larger community that may not have been available via traditional 

advertising channels." SMM can also generate value, boost business processes, and improve business performance (Ha et al., 2016; 

Newberry, 2018; Olanrewaju et al., 2020).  

Moreover, social media platforms have radically changed the approach of segmentation in implanting marketing strategy, instead 

of easily identifiable demographics, such as age, gender, or income, social media platforms have radically changed the approach to 

segmentation. It now groups people based on what they do, think, like, and dislike, and, more importantly, their behaviours, also 

known as behavioural targeting (Laksamana, 2018). Furthermore, social media usage has risen dramatically in recent years (Thota, 

2018), and the COVID-19 epidemic has accelerated social media use among adults (Samet, 2020). The following section provides 

more insights on the nature of social media users worldwide as well as Egyptian social media users specifically and their top 

interests.  

2.1.1 Users of social media   

As reported recently, Social media is rapidly evolving around the world. Globally, there are 4.33 billion social media users, 

accounting for more than half of the world's population (Datareportal, 2021). Facebook pages are also used by more than 50 million 

small companies to communicate with clients online (Galov, 2021) and 140 million companies utilize Facebook, WhatsApp, and 

Instagram (Cooper, 2021). According to GWI (2020), 95% of the online population continue to use social networking sites daily. 

Also, based on Statista (2020), internet users use social networking sites for the following reasons, 50% stated that the main reason 

is keeping in touch with friends/family, 37% for filling spare time, 27% for Finding products to purchase, 23% for Seeing content 

from favorite brands and 30% for Seeing what's trending. The growth in social network use is evident not only in developed countries 

but also, in fact even more so, in developing countries. Where according to Crowd-analyzer (2021) social media usage grows at a 

very quick pace in Egypt where it is considered the most active nation on Facebook in the MENA region, where the number of 

active users increase from 38 million to 44 million, whilst the number of Instagram users increased from 11 million to 14 million in 

just one year. The following table shows the total amount of active social media users in Egypt.  

 

Table 1: Social media users in Egypt  

 
https://www.crowdanalyzer.com/ 

 

To conclude, Not only do brands compete for attention with other advertisements, but they also must deal with consumers' tendency 

to limit ad exposure (Nettelhorst et al., 2020). Consumers spend 4.1 seconds on the average to gaze at social media advertising, 

which signifies that there is a limited opportunity for marketers to grab consumers’ eyes (EyeSee, 2019). Consequently, it is 
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hypothesized that ads are the kind of information that users do not look for when they visit social media platforms. This contradiction 

on the effects of social media ads may emphasize the need to describe ad characteristics that are expected to increase the favorable 

attitude towards the ad, and this is what this research seeks to examine.   

2.2  Ad effectiveness in the digital context  

Consumer attitudes about advertisements, intrusiveness, and loyalty are the three important elements associated to advertising 

effectiveness in the digital setting, according to previous research (Ashley and Tuten, 2015; Belanche et al., 2017; Goodrich et al., 

2015). Consumer volitional behaviour is mostly driven by attitude (Eagly and Chaiken, 1993). As a result, in a communication 

situation, one of the best measures of ad effectiveness is how people feel about the advertisement (Goldsmith et al., 2000). According 

to persuasion literature, developing favourable views toward an advertisement is critical for customers to at least evaluate the 

promoted items and services. As a result, in order to attract and engage customers, it may be necessary to create a favourable 

predisposition in the viewer toward an advertisement (Bright and Daugherty, 2012). Ad effectiveness has been studied in the past 

using various methodologies, with some research measuring ad effectiveness only in terms of consumer attitudes toward the ad 

(Bright and Daugherty, 2012), where attitude is the primary driver of consumer volitional activity (Eagly and Chaiken, 1993; 

Goldsmith et al., 2000). Other studies measured ad effectiveness in terms of attitude towards the ad/ attitude towards the brand 

(DeBruyn and Lilien, 2008). On the other hand, this research is concentrating specifically on ad effectiveness in the digital context 

i.e.: Social networking sites. Therefore, this study considers ad effectiveness from an integrated perspective where it is measured as 

a multidimensional variable with specific dimensions which are (1-attitude towards the ad, 2perceived ad loyalty). After identifying 

what does ad effectiveness mean in the digital context (social media) the next section discusses variables affecting ad effectiveness.  

2.3  Variables affecting ad effectiveness   

After reviewing the importance of ad effectiveness, this section covers variables affecting ad effectiveness specifically the ad 

characteristics affecting ad effectiveness entailing: 1Vividness, 2-Interactivity, 3-perceived ad informativeness 4-perceived ad 

entertainment, followed by online customer engagement and its’ mediating role in the relationship between ad characteristics and 

ad effectiveness. Recently researchers have been interested in the effect of ad characteristics on the overall favorability and attitude 

towards the ad. Benyoucef (2016), Tafesse (2015) and Usmani et al. (2019) all tried to examine ad characteristics and their impact 

on ad effectiveness to reach a better understanding on how to create ads that appeal more to the customer.   

2.3.1 The impact of ad characteristics on online customer engagement   

The crucial role that social media plays in enhancing customer engagement (CE) has been acknowledged in research (Forbes, 2021); 

where one-fourth of users are likely to buy from brands they follow on social media (Forbes, 2018). This demonstrates how 

important it is for businesses to carefully manage social media content in order to achieve their target engagement levels (Mieiro 

and Huang, 2022). Customer engagement, according to Brodie et al. (2013), is a psychological phenomenon that comes from deep 

relationships and intensive interactions between a company and its consumers (Harmeling et al., 2017; Kumar and Pansari, 2016).  

Where users serve as brand missionaries, enthusiastically recommending products to their online connections (Wang et al., 2019). 

As a result, marketers are attempting to enhance online customer interaction by adopting ad characteristics that social media users 

find appealing. According to Lee et al. (2018) and Mieiro and Huang (2022). Social media ad characteristics have a significant 

influence on customer engagement, where in a study undertaken by PletikosaCvijikj and Michahelss (2013), they analyzed the 

characteristics of the content created by companies as factors that might influence the level of online engagement on social media 

brand pages. They developed a framework which explains the relationship between ad characteristics and online customer 

engagement as shown in figure 1.   

http://www.ijsshr.in/
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Figure1: Conceptual framework for relations between ad characteristics and online engagement Pletikosa Cvijikj and 

Michahelles, (2013) 

  

Accordingly, the hypothesis can be illustrated as follows:  

H1: Ad characteristics have an impact on online customer engagement.  

Furthermore, CE in interactive contexts has certain distinctive characteristics (Hollebeek et al., 2014). Where customer engagement 

in social media (CESM), according to Santini et al. (2020), is not limited to intrinsic motivation but also encompasses customers' 

behaviors, particularly those related to social media content as liking, commenting, and sharing. In that case, customers change from 

recipients to value producers (Gensler et al., 2013; Gnizy, 2019). Accordingly, exploring which brand content results in CESM 

(Devereux et al., 2020) and the long-term effect of brand posts (Hamzah et al., 2021) is vital. As a result, this study examines the 

effects of different ad characteristics (informative content, entertaining content, interactivity, and vividness) on online customer 

engagement in social media for Egyptians.   

2.3.2 The impact of ad characteristics on ad effectiveness  

The Two-Route Hierarchic Model of Advertising Effects provides a decent summary of what has previously been recognized as key 

advertising principles. It is critical to consider the influence of advertisement characteristics on attitude toward the advertisement 

and attitude toward the brand (Mehta, 2000).  

 
Figure 2: The two-route hierarchic model of advertising effectiveness (Mehta, 2000) 
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Furthermore, ad effectiveness was measured previously using different approaches where some studies measured ad effectiveness 

in term of attitude towards the ad only (Bright and Daugherty, 2012). Other studies measured ad effectiveness in terms of attitude 

towards the ad/ attitude towards the brand (De Bruyn and Lilien, 2008). Therefore, In the figure above, the model shows how 

advertising characteristics have an impact on ad effectiveness (attitude towards advertisement and attitude towards brand). Based 

on this model it is hypothesized that:   

H2: Ad characteristics have an impact on ad effectiveness.  

2.3.2.1  The impact of vividness on ad effectiveness and online customer engagement   

Vividness is one of the most significant message components in social media advertising, according to (Lee and Hsieh, 2019; 

Mariani et al., 2019). The way a media may appeal to people's senses is referred to as vividness (Steuer,1992). A video is more 

vivid than a photograph because the former stimulates both the visual and auditory senses (Steuer,1992). Vividness may be added 

to a medium by including dynamic material like animations and movies (Fortin and Dholakia, 2005). Certain brands are rated above 

their competitors and have a devoted following because of an advertisement that taps into a certain sentiment, a message that 

provokes intense emotion. Which was further exemplified in studies done by Mariani et al. (2019) and Moran et al. (2019) who 

found that message design is vital for creating engagement with the audience/consumers, and that vividness is an important message 

quality that has a large influence on engagement (Mariani et al., 2019; Tafesse, 2015). Based on the previous discussion, it is 

hypothesized that:  

H1a: Vividness has a positive impact on online customer engagement  

Furthermore, for advertisements in television and the Internet, vividness has been found to attract attention (Zeff and Aronson 

,1999). Vividness of advertisement banners is known to promote click-through rates, in other words advertisment effectiveness as 

researched by Lohtia et al. (2003). Hence, the following is hypothesized:   

H2a: Vividness has a positive impact on ad effectiveness  

2.3.2.2  Interactivity in relation to ad effectiveness and online customer engagement  

Interactivity is the second point of interest to be examined. The level to which communication parties may act on one another, on 

the communication medium, and on the messages exchanged is referred to as interactivity (Liu and Shrum, 2002). This study utilizes 

the definition of Fortin and Dholakia (2005) who define interactivity as “The extent of two-way communication between businesses 

and customers, as well as among customers” as it’s the most relevant to the online social media context. Studies on the effect of 

interactivity on ad effectiveness has been contradictory, on one hand, Chua and Banerjee (2015) and Fortin and Dholakia (2007) 

suggested that there could be an optimal level of interactivity, where increase in interactivity of brand-posts could result in increasing 

popularity only up to an optimum level, beyond which there could be a negative association. In the same context, Tafesse (2015) 

and Usmani et al. (2019) stated that interactivity had a negative significant effect on both likes and shares. On the other hand, the 

perceived balance facilitated by social media in terms of information sharing and acquisition through its interactive features allows 

the users of the medium to engage more with social media platforms (Zhao and Lu, 2012). Whereas in traditional media, the 

consumer depends on the medium purely for information acquisition/entertainment, and the absence of interactivity features allowed 

by traditional medium restricts the users to share their information. Accordingly, the hypotheses can be illustrated as follows:  

H1b: Interactivity has a positive impact on online customer engagement.  

Furthermore, several studies have looked at the effect of interactivity on ad effectiveness and have found that interactivity has a 

positive effect on effectiveness of online ads (Thompson and Wassmuth, 2001). Which was also backed up by other research such 

as Sundar et al. (2015) and Paul at al. (2020) who stated that high interactivity directs the users to involve more into the primary 

purpose of socialization. Accordingly, it is hypothesized that:   

H2b: Interactivity has a positive impact on ad effectiveness  

2.3.2.3  The impact of content of post on customer engagement  

The third feature of interest to be discussed after interactivity is “Content of post”. The content is basically the material in the 

advertisement that creates a likeness factor in the customer mind (Muntinga et al., 2011). Material features such as informational or 

entertaining content, according to Zhang and Benyoucef (2016), have a significant impact as a stimulant in influencing customer 

responses. In the context of social media advertising, informativeness is critical in testing the effectiveness of the message delivered 

to customers (Saadeghvaziri and Hosseini, 2011; Tsang et al., 2004) and result in a favourable response to marketing efforts 

(Varshney, 2003). People's perceptions of entertainment, on the other hand, are likely to be entertaining, agreeable, delightful, fun 

to use, and thrilling (Tsang et al., 2004). In the same context, Luarn et al. (2015) examined how different attributes of brand posts 

influence online customer engagement. They identified how interactivity, vividness and type of content i.e. (informativeness/ 

entertainment) affect consumer engagement positively in terms of like, comment and share this was also backed up by Tafesse 

(2015). Accordingly, it is hypothesized that:  

H1c: Perceived ad informativeness has a positive impact on online Customer Engagement  

H1d: Perceived ad entertainment has a positive impact on online Customer Engagement  

2.3.2.4  The impact of content of post on ad effectiveness  
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Following a review of the research on "ad content" as one of the most essential ad characteristics to be investigated, (Taylor et al, 

2011) stated that consumers appeared to respond more favorably to the ad stimuli itself when the advertisement included content 

that provided entertainment or informational value. These findings were consistent with what Mao and Zhang (2016) and Wang and 

Lan (2018) concluded where perceived informativeness, perceived entertainment, and attitudes toward social media ads all had 

significant positive impacts on ad effectiveness. Accordingly, it is hypothesized that:   

H2c: Perceived ad informativeness has a positive impact on o ad effectiveness  

H2d: Perceived ad entertainment has a positive impact on ad effectiveness  

2.4  The mediating effect of online customer engagement.  

Engagement means how much the advertisement is making customers participate in its call for action. It also includes people’s 

reactions in actions towards the advertisement. (Abramovich, 2013). The level of engagement indicates how the customer feels 

about the campaign. On  Facebook, there are three different ways to engage in communication: like, comment, and share (Kim and 

Yang, 2017). Despite the fact that digital platforms are becoming increasingly important for marketing because of their diverse 

capabilities, there is little study on how brand messaging on such platforms might improve consumer-brand engagement (Buhalis, 

2020; Leonidou et al., 2020). In the social media realm, there is also a misunderstanding of the idea of consumer-brand engagement, 

as well as the explicit effect of message characteristics and culture on such engagement (Ferreira et al., 2020; Khan et al., 2016; 

Voorveld et al., 2018). Thus, there is a research gap mandating a clearer understanding of the impact of consumerbrand engagement 

on ad effectiveness, as well as the impact of message design attributes on engagement and the variations in these relationships across 

cultures (Hays et al., 2013; Lu, 2018; Mariani et al., 2019; Moran et al., 2019).   

Baker et al. (2016) stated that consumer engagement serves as a crucial factor in enhancing ad effectiveness through a more favorable 

attitude towards the ad. This relationship was previously supported by Rosetta (2014) as well. More research validated this 

relationship through stating that highly engaged customers show more favorable behavioral responses in terms of attitude and 

purchase intentions in online context (Islam et al., 2018; Heerde et al., 2019; Hollebeek and Macky, 2019; McLean and Wilson 

2019). Furthermore,  Anubha and Shome (2021) stated that the ability of online advertising to engage its customers is an important 

parameter to judge its effectiveness. Accordingly, it is hypothesized that:  

H3: Online customer engagement has a positive impact on ad effectiveness  

The role of consumer engagement, as a mediator, also facilitates explaining how marketers could use social media ad characteristics 

as a tool to increase ad effectiveness and consumer purchasing intention. Where Baker et al. (2016) reported that ad effectiveness 

can only be fully leveraged by the willingness of the social media users to share and communicate information and their experiences 

on certain products and services as displayed in the ads. Other studies have also confirmed the mediation effect of customer 

engagement in the social media context (Dessart, 2017; Harrigan et al., 2018; Ji et al., 2022). Accordingly, it is hypothesized that:  

H4: Online Customer engagement mediates the relationship between ad characteristics and ad effectiveness.   

After reviewing previous literature, the next section outlines the proposed Framework. Which attempts to help in understanding 

how social media users form a more favorable attitude towards online advertisements on social media. It also helps in developing a 

better understanding of how ad characteristics affect the overall attitude towards the online ad. Finally, reaching a framework that  

provides a fuller picture of the context under which social media users are affected by social media ads and are more likely to make 

online purchase decisions.  

    

3. RESEARCH DESIGN AND METHODOLOGY   

This study aims to contribute to the marketing and consumer research literature through investigating antecedents of social media 

advertising effectiveness. Therefore, based on the previous discussion and the developed hypothesis, a proposed framework is 

suggested.   
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Fig 3: The proposed theoretical framework 

  

The proposed framework focuses particularly on social media ad characteristics in terms of (vividness, interactivity, perceived ad 

informativeness and perceived ad entertainment) along with investigating the mediating effect of online customer engagement on 

the relationship between ad characteristics and ad effectiveness. The next section reviews the conceptual and operational definitions 

of each construct.  

3.1  Conceptual / operational definitions  

  

Table 2: Conceptual / operational definitions  

Variable  Conceptual definition  Operational/measurement  

Ad  

effectiveness  

the degree to which the advertising 

generates the desired effect.   

(Nysveen, 2006)  

Multidimensional variable:  

• Perceived ad loyalty  

• attitude towards the ad  

Perceived Loyalty 

intentions  

likelihood to repurchase the product 

or service’’ and ‘‘likelihood to 

recommend a product or service to 

others.’’ (Taylor, 1998).   

  

• I intend to get more information about the advertised 

product/service on social networking sites.  

• I intend to buy the advertised product/service on social 

networking sites.  

• I would recommend the advertised product/service on social 

networking sites.  

• I would disseminate information about the advertised 

product/service on social networking sites.  

• (Belanche et al., 2019)  

Ad attitude  a predisposition to respond in a 

favorable or unfavorable manner to a 

particular advertising stimulus during 

particular exposure situation.   

(Goldsmith et al., 2000).   

• In general, the social media ads are pleasant.   

• In general, the social media ads are not at all likable.  

  

• (Belanche et al., 2019)  

Ad  

characteristics  

  • Vividness  

• Interactivity  

• Perceived ad informativeness  

• Perceived ad entertainment  
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Vividness  Fluency of Consumption Imagery 

and the Backfire Effects of Imagery 

Appeals  

(Petrova and Cialdini, 2005)  

• In general, the advertisements on social networking sites were 

attention catching.  

• In general, the advertisements on social networking sites were 

exciting.  

• In general, the advertisements on on social networking sites were 

detailed.  

  • In general, the advertisements on social networking sites were 

communicating a strong image  

(Park and Ha, 2017)  

Interactivity  The extent of two-way 

communication between businesses 

and customers, as well as among 

customers.   

(Fortin and Dholakia, 2005)  

  

• Social media advertising is effective in gathering customers’ 

feedback.  

• Social media advertising makes me feel like it wants to listen to 

its customers.  

• Social media advertising encourages customers to offer feedback.  

• Social media advertising gives customers the opportunity to talk 

back  

• Social media advertising facilitates two-way communication 

between the customers and the firms that advertise on them.  

(Alalwan, 2018)  

Content of post  The material in the advertisement that 

creates a likeness factor in the 

customer. It can be something 

relevant, viral, exciting that usually 

sends positive vibes towards the 

customers and make them talk about 

the brand   

(Muntinga et al., 2011).   

Content  of  post  includes  both:  

  

• perceived ad entertainment  

• Perceived ad informativeness  

Perceived 

entertainment   

  

The ability to arouse aesthetic 

enjoyment   

(Oh and Xu, 2003).   

• Online advertisements on Social media are fun to watch.   

• Online advertisements on Social media are clever and quite 

entertaining.  

• Online advertisements on Social media do not just sell— they 

also entertain me.  

• Online advertisements on Social media are often amusing.  

(Jain et al., 2018)  

Perceived 

informativeness  

  

The ability to effectively provide 

relevant information (Oh and Xu, 

2003).   

  

• Social media advertising is a good source of product information 

and supplies relevant product information.  

• Social media advertising provides timely information.  

• Social media advertising is a good source of up-todate product 

information.  

• Social media advertising is a convenient source of product 

information.  

• Social media advertising supplies complete product information.  

(Alalwan, 2018)  
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Online Customer 

engagement  

level of a customer’s physical, 

cognitive and emotional presence in 

their relationship with a service or 

organisation.   

(Patterson et al., 2006)   

  

  

• I often visit pages of brands after viewing their ads on social 

networking sites.  

• I often read posts of brands after viewing their ads on social 

networking sites.   

• I often use the “like” option on brand ads that I find on social 

networking sites.   

• I often comment on brand ads I find on social networking sites  

• I follow brands pages of my interest, after viewing their ads on 

social networking sites to get information. (e.g., new products).  

  

adapted from (Imtiaz et al., 2019)  

  

  

3.2  Research paradigm and philosophy    

In summary, the positivist paradigm guides this study to explore the effects of social media ad characteristics on the ad effectiveness 

of social media users in Egypt's, through collecting data using quantitative approaches. In a variety of formats, including multiple 

choice, which asks for one or all the options that apply, and self-assessment items, which use a 7-point Likert scale. Data is collected 

using a questionnaire survey method. A single questionnaire is created and sent online to social media users. The target audience 

for this study are people in the age group of 18 and above from Egypt belonging to diverse demographic profile. The only condition 

for eligibility is to have a social media account. Therefore, this study has applied a purposive sampling strategy to recruit participants 

to fulfil the research aims (Denzin and Lincoln, 1994). Participants are encouraged to complete the questionnaire through providing 

them with incentives that are claimed once they reach the end page of it.   

 

Table 3: Adopted Research Methodology   

Research Paradigm/philosophy  Positivism  

Research Purpose  Descriptive Correlational  

Research Approach  Deductive  

Research Strategy  Survey Research  

Research Choice  Quantitative Study  

Research time horizon  Cross-sectional  

Research Sampling Technique  Convenience sampling  

Data Collection tools  Questionnaires  

  

  

4. RESULTS  

Data analysis is conducted through applying the following steps. The first step is the descriptive analysis which is presented for 

both; the research variables and the respondent profiles. A second step is testing the research hypotheses using the inferential 

analysis, which is conducted using correlation and structural equation modeling. Furthermore, for the purpose of verifying the 

assumptions of the model, the analysis conducted is applied using SPSS (Statistical Package for Social Sciences) and AMOS 

(Analysis of a Moment Structures).   

4.1  Descriptive analysis  

The descriptive statistics is a tool in which it explains and gives a distinct understanding of the features of certain data set, by giving 

short summaries about the respondents and how the diversification had been applied to select a representative sample for the 

population under study.   

4.1.1 Descriptive analysis of respondents profile  

Table 4 represents the respondents’ profile for the whole sample that have participated in this study. In total, it shows that total 

sample participated in this research is 1392, ( N=1392). It is observed that female respondents contribute the highest percentage 
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with 51.9%. On the other hand, most of respondents participate in this research are age ranged between 18:25 years old with 47.8%. 

Further, most of respondents had a master degree with 70.2%. Further, the income level for the major of respondents is less than 

5000 with 40.9%. Moreover, for the current job, the respondents who have participated in this study are full time employees with 

31%.  

 

Table 4: Descriptive statistics for respondents’ profile  

Item  Category  Frequency (N=1392)  Percent %  

Gender  

Male  670  48.1  

Female  722  51.9  

18: 25 yrs.  666  47.8  

25: less than 30 yrs.  438  31.4  

30: less than 45 yrs.  214  15.4  

45: less than 55 yrs.  40  2.9  

55 yrs. and more.  26  1.9  

Education Level  

Highschool  70  5.0  

Bachelor  198  14.2  

Master  976  70.2  

Doctorate  148  10.6  

Income Level  

Less than 5000  570  40.9  

5000 to less than10000  474  34.2  

10000 to less than 20000  212  15.2  

20000 to less than 30000  80  5.7  

30000 to less than 40000  32  2.3  

40000 or more  24  1.7  

Current Job  

Full time  432  31.0  

Part time  200  14.4  

Looking for a job  422  30.3  

Retired  108  7.8  

Free business  230  16.5  

  

4.1.2 Descriptive analysis for the research variables  

Table 5 shows the mean and standard deviation for the research variables. It could be observed that the mean and the frequencies of 

most responses are in the agreement zone, as the mean values for the research variables; vividness, interactivity, perceived ad 

informativeness, perceived ad entertainment, online consumer engagement, and ad Effectiveness are 3.7945, 3.6480, 3.5761, 

3.4641, 3.3032, and 3.4555 respectively.   

 

Table 5: Descriptive Analysis for the Research Variables  

Research Variable  N  Mean  Std. Deviation  
Frequency  

1  2  3  4  5  

Vividness  1392  3.7945  .89380  12  74  434   540   332 

Interactivity  1392  3.6480  .74764  12  50  498   688   144 

Perceived Ad informativeness  1392  3.5761  .75453  12  88  480   710   102 

Perceived Ad Entertainment  1392  3.4641  .86725  28  136   520   578   130 

Online Consumer Engagement  1392  3.3032  .84366  28  194   568   532   70  

AD Effectiveness  1392  3.4555  .79955  18  128   538   618   90  

  

 

 

4.1.3 Validity and reliability  

The convergent validity of the measurement model can be assessed by the average variance extracted (AVE) and composite 

reliability (CR). The reliability and internal consistency of the measured variables represent a latent construct. In order to achieve 
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the construct reliability, a value of CR ≥ 0.6 is required. Moreover, the AVE measures the level of variance captured by a construct 

versus the level due to measurement error, values above 0.7 are considered very good, whereas the level of 0.5 is acceptable (Ahmad 

et al., 2016). From Table 6, the value of CR for all of the constructs are greater than 0.60. Therefore, the composite reliability 

completely achieved the required level. Moreover, the values of AVE, and Cronbach’s Alpha for the constructs are greater than 

0.70. The required level was achieved.  

 

Table 6: Convergent Validity and Reliability of the Measurement Model  

Variables  Composite Reliability  AVE  
Cronbach’s 

Alpha  

Vividness  0.774  0.730  0.808  

Interactivity  0.784  0.689  0.800  

Perceived Ad informativeness  0.835  0.708  0.831  

Perceived Ad Entertainment  0.846  0.760  0.844  

Online Consumer Engagement  0.793  0.658  0.817  

AD Effectiveness  0.822  0.731  0.829  

  

4.1.4 Discriminant validity  

It is computed by comparing the square root of AVE values of each construct with the correlations between such construct and other 

constructs. Acceptable discriminant validity is achieved when the square root of AVE values of the construct is greater than the 

correlations between such construct and other constructs. Table 7 shows the discriminant validity of the research variables, where 

it could be observed that all square roots of AVE values are greater than the correlations between the corresponding construct and 

other constructs.  

 

Table 7: Discriminant Validity of the Research Variables  

   1.  2.  3.  4.  5.  6.  

1. Vividness  

Pearson  

Correlation  (0.797)  
          

Sig. (2-tailed)              

N  1392            

2. Interactivity  

Pearson  

Correlation  
.625 **  

(0.747)  
        

Sig. (2-tailed)  .000            

N  1392  1392          

3. Perceived Ad 

informativeness  

Pearson  

Correlation  
.655 **  .638**  

(0.775)  
      

Sig. (2-tailed)  .000  .000          

N  1392  1392  1392        

4. Perceived Ad  

Entertainment  

Pearson  

Correlation  
.693 **  .600**  .633**  

(0.827)  
    

Sig. (2-tailed)  .000  .000  .000        

N  1392  1392  1392  1392      

5. Online Consumer  

Engagement  

Pearson  

Correlation  
.599 **  .523**  .579**  .617**  

(0.858)  
  

Sig. (2-tailed)  .000  .000  .000  .000      

N  1392  1392  1392  1392  1392    

6. AD Effectiveness  

Pearson  

Correlation  
.654 **  .598**  .649**  .684**  .663**  

(0.774)  

Sig. (2-tailed)  .000  .000  .000  .000  .000    

N  1392  1392  1392  1392  1392  1392  

**. Correlation is significant at the 0.01 level (2-tailed).  
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Table 7 shows the discriminant validity of the research variables, where it could be observed that all square roots of AVE values are 

greater than the correlations between the corresponding construct and other constructs.  

  

4.1.5 Confirmatory factor analysis  

Confirmatory Factor Analysis (CFA) is required to confirm the factor structure extracted by the researcher as a measurement scale 

for each dimension before launching the structural equation modeling (SEM). AMOS 24 program was used, and the ML method 

was applied to show each variable's factor loading and model fit. Regarding the CFA using the covariance method, it had been 

illustrated using Figure 4, and the results had been shown as follows:   

The model fit of the confirmatory factor analysis was computed, where it was found that the minimum discrepancy or chi-square 

divided by the degrees of freedom (CMIN/DF) was 4.052; the probability of getting a larger discrepancy as occurred with the present 

sample (p-value) was 0.000; goodness of fit (GFI) was 0.938; adjusted goodness of fit index (AGFI) was 0.922 - that evaluate the 

fit of the model versus the number of estimate coefficients or the degrees of freedom needed to achieve that level of fit; the Bentler-

Bonett normed fit index (NFI) was  

0.943, and the Tucker-Lewis index or Bentler-Bonett non-normed fit index (TLI) was 0.950 – which assess the incremental fit of 

the model compared to a null model; the comparative fit index (CFI) was 0.957.  

Also, the root means square residual (RMR) was 0.028 – which shows the amount by which the sample variances and covariances 

differ from their estimates obtained under the assumption that the model is correct; the root means square of approximation 

(RMSEA) was 0.047 – which is an informative criterion in covariance structure modeling and measures the amount of error present 

when attempting to estimate the population (Hair et al., 2016). Table 8 shows these indicators' value in CFA and their recommended 

values.   

 

Table 8: Fit Indices and Thresholds for Measurement Model  

Measure  Results  Threshold  

Chi-square/df  4.052  < 2 excellent; < 3 good; < 5 sometimes permissible  

P-value   0.000  > 0.05  

GFI  0.938  > 0.80  

AGFI  0.922  > 0.80  

NFI  0.943  > 0.80  

TLI  0.950  > 0.85  

CFI  0.957  > 0.80   

RMR  0.028  < 0.09  

RMSEA  0.047  < 0.10   

Figure 4 shows the confirmatory factor analysis applied, where the factor loadings are shown on arrows implying good factor 

loadings (Factor Loadings > 0.4) for the confirmatory factor analysis. These factor loadings are shown in numbers using Table 9.   
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Figure 4: CFA for the Measurement Model 

 

Table 9 shows that all factor loadings (FL), which represent the size of the loadings of items on their corresponding variables, are 

greater than or equal to 0.40, implying that the constructs under study have adequate validity. Also, all the P-values are less than 

0.05, showing the significance of the corresponding statements to their constructs. 

 

Table 9: Item Loading after Confirmatory Factor Analysis  

     Estimate  S.E.  C.R.  P  

VIVI4  <---  Vividness  .854  .033  26.060  ***  

VIVI2  <---  Vividness  .973  .035  27.512  ***  

VIVI1  <---  Vividness  1.000        

INTE4  <---  Interactivity  .879  .036  24.083  ***  

INTE3  <---  Interactivity  .888  .035  25.416  ***  

INTE2  <---  Interactivity  1.000        

INTE1  <---  Interactivity  .739  .032  23.359  ***  

ACO5  <---  Perceived Ad informativeness  1.000        

     Estimate  S.E.  C.R.  P  

ACO4  <---  Perceived Ad informativeness  .940  .035  27.061  ***  

ACO3  <---  Perceived Ad informativeness  .773  .033  23.524  ***  
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ACO2  <---  Perceived Ad informativeness  .903  .037  24.093  ***  

ACO1  <---  Perceived Ad informativeness  .870  .033  26.325  ***  

ACE4  <---  Perceived Ad Entertainment  .945  .032  29.249  ***  

ACE3  <---  Perceived Ad Entertainment  1.000        

ACE2  <---  Perceived Ad Entertainment  .811  .029  27.818  ***  

ACE1  <---  Perceived Ad Entertainment  .975  .034  29.003  ***  

ADE6  <---  AD Effectiveness  .956  .037  25.511  ***  

ADE5  <---  AD Effectiveness  1.000        

ADE4  <---  AD Effectiveness  .966  .031  31.480  ***  

ADE3  <---  AD Effectiveness  .769  .030  25.275  ***  

CUE5  <---  Online Consumer Engagement  .771  .036  21.336  ***  

CUE4  <---  Online Consumer Engagement  .959  .039  24.620  ***  

CUE3  <---  Online Consumer Engagement  1.000        

CUE2  <---  Online Consumer Engagement  .805  .034  23.404  ***  

CUE1  <---  Online Consumer Engagement  .818  .036  22.727  ***  

  

4.1.6 Testing research hypotheses  

In this section, the hypotheses under study are tested using path analysis of the structural equation modeling.   

Table 10 shows the SEM analysis for the impact of the Research variables on ad effectiveness.  

 

Table 10: SEM Analysis of the Research Variables  

   Estimate  P  R2  

Online Consumer Engagement  
<---  Vividness  .328  .091  

.757  

Online Consumer Engagement  
<---  Interactivity  -.260  .149  

Online Consumer Engagement  
<---  

Perceived Ad informativeness  
.489  ***  

Online Consumer Engagement  
<---  Perceived Ad Entertainment  .395  ***  

AD Effectiveness  <---  Vividness  -.125  .414  

.917  

AD Effectiveness  <---  Interactivity  .001  .997  

AD Effectiveness  <---  
Perceived Ad informativeness  

.372  ***  

AD Effectiveness  <---  Perceived Ad Entertainment  .108  .222  

AD Effectiveness  <---  
Online Consumer Engagement  

.610  ***  

 

The model fit indices; CMIN/DF = 4.052, GFI = 0.938, CFI = 0.957, AGFI= 0.922, and RMSEA = 0.047 are all within 

their acceptable levels. The SEM model conducted for the research variables to use is illustrated in Figure 5.   
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Figure 5: SEM for the Proposed Model 

  

- For the first hypothesis  “H1: Ad characteristics have an impact on online Customer Engagement”   

Table 11  

Hypothe sis  Description  Results  

  

Relationshi p  

H1  Ad characteristics have an impact on customer Engagement  Partially 

Supported  

  

H1a  Vividness towards video ads has a positive impact on online 

customer engagement  

Rejected   insignificant  

H1b  Interactivity towards static ads has a positive impact on online 

customer engagement  

Rejected   insignificant  

H1c  perceived ad informativeness has a positive impact on online 

customer engagement  

Supported   Positive 

significant  

H1d  perceived ad entertainment has a positive impact on online 

customer engagement  

Supported  Positive 

significance  

  

it could be observed that there is a positive significant effect of perceived ad informativeness, and perceived ad entertainment on 

online customer engagement, as the P-values are less than 0.05 and the estimates are 0.489, and 0.395 respectively. While there is 

an insignificant effect of vividness, and interactivity on online customer engagement, as the P-values are greater than 0.05. 

Furthermore, the R square is 0.757, which means 75.7% of the variation in online customer engagement can be explained by the 

model. 

  

- For the second hypothesis “H2: ad characteristics have an impact on ad effectiveness”   

Table 12  

Hypothe sis  
Description  Results  

  

Relationship  

H2  Ad characteristics have an impact on ad effectiveness  Partially 

Supported  

  

H2a  Vividness towards video ads has a positive impact on ad 

effectiveness  

Rejected   insignificant  

H2b  Interactivity towards static ads has a positive impact on ad 

effectiveness  

Rejected   insignificant  
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H2c  perceived ad informativeness has a positive impact on o ad 

effectiveness  

Supported   Positive 

significant  

H2d  perceived ad entertainment has a positive impact on ad effectiveness  Rejected   insignificant  

  

It could be observed that there is a positive significant effect of perceived ad informativeness on ad effectiveness, as the P-value is 

less than 0.05 and the estimate is 0.372. While there is an insignificant effect of vividness, interactivity, and perceived ad 

entertainment on ad effectiveness, as the P-values are greater than 0.05. Furthermore, the R square is 0.917, which means 91.7% of 

the variation in ad effectiveness can be explained by the model.  

- For the third hypothesis “H3: Online customer engagement have an impact on ad effectiveness.” it could be observed that there 

is a significant positive effect of online customer engagement on ad Effectiveness, as the corresponding P-value is less than 0.05, 

and the corresponding estimate is 0.610.  

- For the fourth hypothesis “H4: Customer engagement mediates the relationship between ad characteristics and ad effectiveness”   

  

Table 13  

Hypothe 

sis  
Description  Results  

  

Relations hip  

H4  Customer engagement mediates the relationship between ad 

characteristics and ad effectiveness  

Partially 

Supported  

  

H4a  Online customer engagement mediates the relationship between 

vividness and ad effectiveness.  

  Full 

mediation  

H4b  Online customer engagement mediates the relationship between 

interactivity and ad effectiveness.  

  Full 

mediation  

H4c  Online customer engagement mediates the relationship between 

perceived ad informativeness and ad effectiveness.  

  Partial 

mediation  

H4d  Online customer engagement mediates the relationship between 

perceived ad entertainment and ad effectiveness.  

  Full 

mediation  

  

it could be observed that online customer engagement partially mediates the relationship between perceived ad informativeness and 

ad effectiveness as the impact still significant in the presence of Online Consumer Engagement, while online customer engagement 

fully mediates the relationship between vividness, interactivity, and perceived ad entertainment as the impact is insignificant in the 

absence of online customer engagement.   

  

5. Discussion of findings   

5.1 Theoretical implications  

5.1.1 The impact of ad characteristics on online customer engagement.   

The first research hypothesis is to examine the impact of ad characteristics on online customer engagement of social media online 

ads.   

H1: Ad characteristics have an impact on online customer Engagement  

Where ad characteristics are divided into the following: vividness, interactivity, perceived ad informativeness and perceived ad 

entertainment.   

H1a: Vividness towards video ads has a positive impact on online Customer Engagement  

H1b: Interactivity towards static ads has a positive impact on online Customer Engagement  

H1c: perceived ad informativeness has a positive impact on online Customer Engagement  
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H1d: perceived ad entertainment has a positive impact on online Customer Engagement  

The hypothesis was partially accepted. On one hand, this study found a positive significant relationship between perceived ad 

informativeness/perceived ad entertainment and online customer engagement on SNS. On the other hand, an insignificant 

relationship is found to exist between vividness/ interactivity and online customer engagement.    

Extant research is divided on the facilitating vs inhibiting effect of message vividness on engagement (Keller and Lehmann, 2008). 

A possible reason for this inconsistency pertains to the differences in the operationalization of vividness (Ophir et al., 2019). Nisbett 

and Ross (1980) argue that vivid messages and interactivity, generate immersive consumer experiences (Lee and Hsieh, 2019; 

MacKenzie, 1986; Mariani et al., 2019; Yousaf et al., 2021). From another perspective, it can be argued that the messages that evoke 

both the central route (through impactful message content) and the peripheral route (by embedding interactive images, videos or 

links) should lead to higher/cognitive engagement (comments), compared to the messages that have either of the two (Agrawal et 

al., 2018; Mariani et al., 2019).   

However, in this study, vividness and interactivity were found to have an insignificant impact on online customer engagement. 

Which might be explained by the following as there is evidence that the message vividness also affects consumer responses 

differently across cultures. Khan et al. (2016) stated that vividness and interactivity do not evoke equivalent consumer-brand 

engagement across different countries. This can be attributed to the countries’ cultural backgrounds (Lu, 2018; Mariani and 

Predvoditeleva, 2019). Which was then validated by Lu (2018), who posits that consumers of different nationalities engage 

differently with the brands’ messages. Mariani et al. (2019) and Mariani and Predvoditeleva (2019) explore how users review the 

social networking sites messages differently, based on cultural aspects such as individualism, masculinity, power distance, 

uncertainty avoidance, long-term orientation and indulgence. Similar results were also backed up by (Paul et al., 2020) who stated 

that interactivity as a media feature reported an adverse effect on the effectiveness of the ad presented in the social media platform. 

More precisely, in comparison with low interactive social media, a highly interactive social media direct low ad attention, and low 

consumer engagement. Receiving such support indicates that, though media interactivity is a vital feature of social media, it can 

create an adverse effect on the advertisement.  

In addition, regarding the impact of ad content (perceived ad informativeness, perceived ad entertainment) on online customer 

engagement, this study found a positive significant relationship between perceived ad informativeness/perceived ad entertainment 

and online customer engagement on SNS this was also backed up by (Cvijikj and Michahelles, 2011; De Vries et al., 2012; Farook 

and Abeysekara, 2015; Rhom et al., 2013) and (Luarn et al., 2015) who stated that perceived entertainment and informativeness 

positively impact online customer engagement. This means users who find ads useful, entertaining and less irritative are likely to 

develop a positive attitude towards the ad and develop an intention to engage with those ads (Sharma and Lulandala, 2021).  

5.1.2 The impact of ad characteristics on ad effectiveness  

The second research hypothesis is to examine the impact of ad characteristics on ad effectiveness of social media online ads.   

H2: Ad characteristics have an impact on ad effectiveness  

Where ad characteristics are divided into the following: vividness, interactivity, perceived ad informativeness and perceived ad 

entertainment. Accordingly, the first hypothesis included four sub hypotheses:  

H2a: Vividness has a positive impact on ad effectiveness  

H2b: Interactivity has a positive impact on ad effectiveness  

H2c: Perceived ad informativeness has a positive impact on o ad effectiveness  

H2d: perceived ad entertainment has a positive impact on ad effectiveness  

The hypothesis was partially accepted. On one hand, this study found a positive significant relationship between perceived ad 

informativeness and ad effectiveness on social networking sites. On the other hand, an insignificant relationship was found to exist 

between perceived ad entertainment /vividness/ interactivity and ad effectiveness.   

- Starting with vividness, Usmani et al. (2019) stated that vividness of social media ads had a positive impact on online customer 

engagement these findings were consistent with findings reached by other researchers like Chua and Banerjee (2015) and Coyle 

and Thorson (2001) who stated that increases in vividness were associated with more positive and more enduring attitudes 

toward the web site. Vividness of advertisement banners is known to promote advertisement effectiveness as researched by 

Lohtia et al. (2003) and Farebrother (2005). On the other hand, other studies stated that vividness had a negative impact on 

overall attitude towards the ad and a positive impact on perceived ad intrusiveness which leads to an overall negative impact 

on ad effectiveness (Lewandowska and Jankowski, 2017). Therefore, as just mentioned, there’s a clear contradiction between 

findings of different research undertaken in this specific area. However, the findings of this study are in accordance with the 

later mentioned nature of relationship where vividness was found to have an insignificant impact on ad effectiveness.  

- Contradictions were not conclusive to vividness solely where research findings on impacts of interactivity have been 

contradictory as well. Studies such as Coyle and Thorson (2001) and Farebrother (2005) suggested a linear effect of 

interactivity. In other words, the higher the interactivity of brand posts, the greater could be its popularity and its positive effect 
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on ad effectiveness. However, Liu and Shrum (2002) questioned if high levels of interactivity would always be beneficial in 

advertisements. Specifically, in the context of web-based advertisements, studies such as Fortin and Dholakia (2007) suggested 

that there could be an optimal level of interactivity, where increase in interactivity of brand-posts could result in increasing 

popularity only up to an optimum level, beyond which there could be a negative association, this was concluded by Chua and 

Banerjee (2015) as well. Other researchers stated that interactivity has a negative significant effect on online customer 

engagement and subsequently on ad effectiveness. (Usmani et al., 2019). In the same context, this study found that there’s no 

significant impact of interactivity on ad effectiveness. This can be explained by the theory of cognitive absorption that when 

the user process or elaborate more on the main activity, it limits the cognition of the peripheral elements (Reychav and Wu, 

2015). which aligns with Limited Capacity Theory (Lang, 2000) that when the user uses more resources for encoding the 

primary activity, it provides fewer resources for processing the peripheral elements or activity. Thus, the higher the elaboration 

on the highly interactive social media ads results in lower attention and memory of the advert, creating an adverse effect on the 

ad effectiveness (Paul et al., 2020).  

- Finally, after reviewing literature on “Ad content” as one of the most important ad characteristics to be studied, Taylor et al. 

(2011) reached the finding that consumers were more likely to ascribe positive attitudes toward advertising conveyed to them 

through a social networking site medium specifically, when the advertisement delivered content that provided entertainment or 

informational value. Consumers appeared more likely to respond favorably toward the ad stimuli themselves, these findings 

were consistent with Mao and Zhang (2016). This was also backed up by Wang and Lan (2018) who concluded that 

informativeness and entertainment of ads among other variables have a positive significant impact on the attitude of the 

customer towards advertising. Ben Brahim (2016) found that informativeness positively affects a customer's perceived value 

of online advertising. This result is consistent with the results of previous studies (Ducoffe, 1996; Ling et al., 2010; Wang et 

al., 2009), which indicate that informativeness of advertising positively affects consumer attitudes towards it. All the previously 

mentioned studies, validate the findings reached where in this study, perceived ad informativeness is found to have a positive 

significant impact on ad effectiveness. Whilst perceived ad entertainment is found to have an insignificant impact on ad 

effectiveness. Which is consistent with the findings of Wang et al. (2009) who concluded that informativeness among other 

factors has a positive impact on attitude towards advertising although entertainment was found to be insignificant. On the other 

hand, this contradicts with the findings of other studies that stated that “entertainment” exhibited almost four times more 

strength of influence on favorable consumer attitudes toward social network advertising than the second most influential 

predictor variable “informativeness” (Taylor et al., 2011). These contradictions might be explained by the differences in the 

preferences of social media users around the world.  

5.1.3 The impact of online consumer engagement on ad effectiveness.   

This study seeks to test the role of online customer engagement and its’ impact on ad effectiveness, as proposed in the third 

hypothesis.  

H3: online customer engagement has a positive impact on ad effectiveness.  

That is, the effectiveness of social media ads is greater for users with higher levels of online customer engagement. The hypothesis 

was fully accepted. As this study found a significant positive relationship between engagement and ad effectiveness. Which was 

supported in the literature since Wu (2016) stated that customer engagement to be a critical indicator of online advertising 

effectiveness. Moreover, Baker et al. (2016) studied the valence, channel and social tie strength of consumer engagement. The 

outcome derived from this study demonstrates that consumer engagement serves as a crucial factor in enhancing ad effectiveness 

through a more favorable attitude towards the ad among consumers (Calder et al., 2009; Rosetta, 2014). Literature has observed that 

customer engagement toward an advertisement is a measure of its effectiveness (Anubha and Shome, 2021; Cher and Arumugam, 

2019; Rodriguez, 2017). In other words, highly engaged customers are expected to show more favorable behavioral responses in 

terms of attitude towards the ads and purchase intentions in online context. (Heerde et al., 2019; Hollebeek and Macky, 2019; Islam 

et al., 2018; McLean and Wilson 2019)  

5.1.4 The mediating role of online customer engagement  

This study seeks to test the role of online customer engagement in mediating the relationship between ad characteristics and ad 

effectiveness, as proposed in H4. which is partially accepted, and it is divided into 4 sub hypotheses as follows:  

H4: Customer engagement mediates the relationship between ad characteristics and ad effectiveness.  

H4a: Customer engagement mediates the relationship between Vividness and ad effectiveness.  

H4b: Customer engagement mediates the relationship between interactivity and ad effectiveness.  

H4c: Customer engagement mediates the relationship between perceived ad informativeness and ad effectiveness.  

H4d: Customer engagement mediates the relationship between perceived ad entertainment and ad effectiveness.  

The fourth hypothesis is partially accepted. Where, there is a significant impact of perceived ad informativeness on ad Effectiveness. 

In addition, there is a significant impact of online customer engagement on ad effectiveness. Moreover, the impact of perceived ad 

informativeness on ad effectiveness is still significant in the presence of online consumer engagement. Accordingly, it could be 
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observed that online customer engagement partial mediates the relationship between perceived ad informativeness and ad 

effectiveness as the impact still significant in the presence of online consumer Engagement, while online consumer engagement 

fully mediates the relationship between vividness, interactivity, and perceived ad entertainment as the impact is insignificant in the 

absence of online consumer engagement.  

 5.2 Practical implications   

The purpose of the research is to explore some of the most important factors affecting social media ad effectiveness in Egypt. There 

are some practical implications which can be deduced from the current study. The current study attemptes to help marketers to 

improve their practices over social networking sites by providing insights to the factors affecting online ad effectiveness. For 

instance, according to the current study, marketers are advised to design their social media marketing campaigns so that their ads 

are mainly informative, to achieve the highest levels of online customer engagement and subsequently higher levels of ad 

effectiveness. As such, ad informativeness is perceived to have a stronger impact on ad effectiveness rather than the other ad 

characteristics (vividness/ interactivity and perceived ad entertainment). Accordingly, advertisers are advised to give the highest 

priority into creating ads that are informative to the social media users including information about the product description, price, 

and features. Moreover, the most important ad characteristic as perceived by the Egyptian social media user is ad informativeness 

which claimed the highest priority, on the other hand (perceived ad entertainment, vividness, and interactivity) failed to have an 

impact on the effectiveness of social media ads as perceived by Egyptians.  

 Accordingly, and unexpectedly, advertisers are not advised to create ads with high levels of interactivity nor vividness as there is 

no significant relationship found between those characteristics and ad effectiveness this might be explained by the limited capacity 

theory and the cognitive absorption theory.  Where high levels of vividness and interactivity cause users to perceive such ads as 

being more intrusive to their social media feed thus decreasing the overall ad effectiveness of the advertisement. In the same context, 

the present research might be useful for companies in improving their efforts to reduce ad intrusiveness through increasing 

informativeness of ad content whilst decreasing vividness and interactivity of the ad. To avoid customers being more irritated by 

the ad, as a result, they become less likely to make a purchase.  

5.3 Research Limitations and Suggestions for Future Research   

There are a number of suggestions for future research concerning the factors affecting social media ad effectiveness. The main 

limitations of the current study and some suggestions for further researchers are summarized as follows:   

- In the current study the researcher focused on ad characteristics such as vividness , interactivity and content of ad, but there 

are more variables to be examined such as on ad formats, ad intrusiveness, ad skip-ability, presence of call to action as well as 

position of ad.  

- this study has been undertaken in Egypt. However, other countries should also be explored specifically developing countries 

as there’s a lack of research in such areas, in order to get future insights as marketers to advertise and to target different 

audience according to their preferences.   

- As the data for the study is collected only from Cairo, other geographical locations of Egypt can also be explored in future 

studies. This would serve the purpose of generalization.  

- In the current study, online customer engagement has been examined as a mediator, future researchers may test other 

contemporary mediators like ad congruency, brand experience and brand trust to understand the impact of ad characteristics 

on ad effectiveness.   

- The effect of culture could be taken into consideration in future research and how culture might moderate the relationship 

between ad characteristics and ad effectiveness.  
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APPENDIX 1  

Dear respected respondents,  

I am a PhD student from the school of Management, Arab Academy for Science, Technology and Maritime Transport, Egypt. I am 

currently conducting research which investigates variables affecting social media ad effectiveness. The study focuses on Egyptian 

social media users and their attitudes towards ads displayed on social networking sites. If you do not mind, please participate in this 

questionnaire. Your participation is completely voluntary, and you can opt out the questionnaire at any time. It will take around 10 

minutes or less to complete the questionnaire. All responses will be recorded anonymously and will only be used for the sake of this 

study with complete privacy and no personal information included. I appreciate your efforts to take part in this questionnaire.  

 

Questionnaire-From  

  

Demographics  

Usages of social Media   

1. Do you have an account on social networking website?   

a) Yes   

b) No   

  

Please read carefully each of these statements and kindly do not omit any item.  

 

Statements   Scale    

  Strongly 

Disagree  

Disagree  Neutral  Agree  Strongly 

Agree  

1  2  3  4  5  

Vividness       

In general, the advertisements on social networking sites 

were attention catching.  

          

In general, the advertisements on social networking sites 

were exciting.  

          

In general, the advertisements on social networking sites 

were detailed.  

          

In  general,the  advertisements  on 

 social networking sites were communicating a 

strong image .  

          

Interactivity      

Social media advertising is effective in gathering 

customers’ feedback.  

          

Social media advertising makes me feel like it wants to 

listen to its customers.  

          

Social media advertising encourages customers to offer 

feedback.  

          

Social media advertising gives customers the opportunity 

to talk back  

          

Social media advertising facilitates two-way 

communication between the customers and the firms that 

advertise on them.  
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Ad Content – Information       

Social media advertising is a good source of product 

information and supplies relevant product information.  

          

Social media advertising provides timely information.            

Social media advertising is a good source of up-to-date 

product information.  

          

Social media advertising is a convenient source of 

product information.  

          

Social media advertising supplies complete product 

information.  

          

Ad Content – Entertainment       

Online advertisements on Social media are fun to watch.             

Statements   Scale    

  Strongly 

Disagree  

Disagree  Neutral  Agree  Strongly 

Agree  

1  2  3  4  5  

Online advertisements on Social media are clever and 

quite entertaining.  

          

Online advertisements on Social media do not just sell— 

they also entertain me.  

          

Online advertisements on Social media are often 

amusing.  

          

Ad Effectiveness – Ad Attitude     

In general, the Social media ads are pleasant             

In general, the social media ads are not at all likable            

Ad Effectiveness – Perceived Loyalty intenti ons     

I intend to get more information about the advertised 

product/service on social networking sites.  

          

I intend to buy the advertised product/service on social 

networking sites.  

          

I would recommend the advertised product/service on 

social networking sites.  

          

I would disseminate information about the advertised 

product/service on social networking sites.  

          

Customer Engagement      

I often visit pages of brands after viewing their ads on 

social networking sites.  
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I often read posts of brands after viewing their ads on 

social networking sites.   

          

I often use the “like” option on brand ads that I find on 

social networking sites.   

          

I often comment on brand ads I find on social networking 

sites  

          

I often share the brand ads I like on social media platforms            

I follow brands pages of my interest, after viewing their 

ads on social networking sites to get information. (e.g., 

new products).  

          

 

2. What gender do you identify as?  

a) Male  

b) Female  

3. What is your age?  

a) Less than 18 years old  

b) 18 less than 25 years old  

c) 25 less than 30 years old  

d) 30 less than 45 years old  

e) 45 less than 55 years old  

f) 55 and above  

4. What is the highest degree or level of education you have completed?  

a) High School  

b) Bachelor's Degree  

c) Master's Degree  

d) Ph.D. or higher  

5. What is your annual household income?  

  

a) Less than 10,000 L.E  

b) 10,000 to less than 20,000 L.E  

c) 20,000 to less than 30,000 L.E  

d) 30,000 to less than 40,000 L.E  

e) 40,000 or more   

  

6. What is your marital status?  

a) Single, never married  

b) Married   

c) Widowed  

d) Divorced  

e) Separated  

7. What is your current employment status?  

a) Employed Full-Time  

b) Employed Part-Time  

c) Seeking opportunities  

d) Retired  

e) Self employed  
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