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ABSTRACT

Social media is frequently utilised as a platform for marketing and advertising. As such, businesses 
invest a lot of time, money, and resources in social media advertising. However, there is always 
a challenge in designing social media advertising that successfully attracts people and motivates 
them to purchase their brands. This study was undertaken with the objective of gaining a deeper 
understanding of the impact of social media advertising elements on the purchase intention of 
millennial Malay consumers. Focus group discussions were conducted with 36 informants from 
generations Y and Z who were chosen using purposive sampling. The findings indicate that interaction, 
informativeness, creativity, and attractiveness, as well as habitual behaviour, influence consumer 
purchase intent. Even if they have a different understanding of social media and the digital world, 
these two generations have essentially identical perspectives. Values, cultures, and customs do not 
play a significant influence in this study’s conclusions, but they are deemed essential for the creation 
of advertising content that does not contradict with the informant’s religion and values. This study is 
limited by a variety of factors that could be examined in future research as it does not investigate the 
influence of other demographic characteristics, such as gender, income level, and level of education. 
This study also investigates social media advertisements across many social media platforms without 
focusing on the influence of the platforms’ characteristics. Thus, future research could investigate the 
influence of other platforms on this topic.
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INTRODUCTION

Advertising is of enormous significance in the modern day. It is the core of any brand 
or product. It can either propel a business to its zenith of prosperity or to its dwindling 
existence. Advertising is the best approach to attract a huge number of the target audience 
in one fell swoop when executed properly. Advertising strategies have changed drastically 
in the past decade due to technological advances. Further, advertisers are always looking 
for new and creative ways to compete with other brands for attention, target audiences, 
and consumer experience. As such, social media advertising is a major area of interest 
for modern advertisers because it connects brands with consumers and provides brand 
support through digital campaigns.

Globally, more than 4.26 billion people used social media in 2021, and by 2027, 
that number is projected to reach almost six billion (Dixon, 2022). Approximately 86% 
of Malaysians are active social media users as of January 2021 and this is a 24% increase 
from 2016, when social media users accounted for approximately 62% of Malaysia’s total 
population (Müller, 2021). Malaysians frequently use the Internet to read news, watch 
videos, and connect with friends on social media platforms. According to a report by 
Digital Influence Lab (2021), the amount of social media content/posts shared increased 
from 27 million in 2011 to 3.2 billion in 2018, in Malaysia. 

The rise in social media activity has encouraged advertisers to use Facebook, the 
most popular social media platform among Malaysians since 2004. Studies show that 90% 
of advertisers have a social media presence, and consumers use this platform to research 
brands. It is a good way to obtain new products (Schaffer, 2022). 

Advertising has the potential to affect not only people’s thoughts and actions, 
but also their long-term lifestyle decisions (Chukwu et al., 2019). Reaching consumers 
and having an impact on their awareness, attitude, and purchasing behavior should be 
the primary goal of any marketing to succeed in a consumer market where advertising 
predominates (Dwivedi et al., 2021). 

Advertisers all concur that social media is essential to the success of their business 
and brand. This optimism is reflected in their increased spending on this medium. In the 
United States alone, social media advertising spending exceeded 17 billion USD in 2019, 
an increase of nearly ten billion USD in 2014 (Statista, 2022). This demonstrates that in  
the age of digital commerce, social media is becoming increasingly important and is 
changing the way advertisers’ market, advertise brands, and communicate with target 
consumers. 

Existing research on social media and digital marketing are concentrated on how 
Malaysian millennial consumers get value from digital technology and how this affects their 
purchase decisions (Indahingwati et al., 2019), but do not specialize in Malay millennial 
consumers. Malay millennial consumers have enormous purchasing power in the market 
nowadays (Yong & Renganathan, 2019). Compared to other races, Malays account for 
69.9% of Malaysia’s population (Department of Statistics Malaysia, 2022). Millennial 
consumers are the largest consumer population in Malaysia which consists of generation 
Y (26%) and generation Z (25%) (Worldometers, 2020). From the 89% Malaysians who 
use social media, 74% are millennials, making them the most influential users for sharing 
information as well promoting companies and services (Digital Business Lab, 2022). 
Millennials are the driving force behind online purchase activities, which make up 53.3% 
of all internet activities (Malaysian Communication and Multimedia Commission, 2020). 
Thus, Malaysian advertisers are highly aware of the value of advertising and how important 
it is to target this group of consumers.
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The rise of social media has persuaded advertisers to target consumers through 
popular platforms; therefore, they must create effective ads. Given how much consumers 
and advertisers use social media, researchers must understand how emotions and 
perceptions of social media advertising features are affected. Few studies have examined 
how social media advertising affects Malay millennials’ purchasing intentions, although 
most social media users in Malaysia are Malay. Religious principles and ideals influence 
their purchasing decisions as consumers. This affects how they interpret and accept the 
ad’s message. According to Arora et al. (2020), social media advertising promotes and 
communicates business ideas to shape consumer purchase intentions and decisions, 
therefore this study aims to answer how social media advertising features impact Malay 
millennial consumers’ purchase intention. 

 

LITERATURE REVIEW

Social media advertising features
Social media advertising has the capacity to create a formidable brand and is an essential 
component of marketing activities, as seen by the fact that advertisers aggressively integrate 
social media into their advertising campaigns to increase digital engagement (Hilde A. 
M. et al., 2018). More than 90% of brands use more than one social media network for 
advertising, and companies are proactive in their use of social media strategies and tactics 
to increase brand usage. This situation casts questions on the efficacy of social media 
advertising initiatives from the perspective of the advertiser. Additionally, because social 
media advertising features and formats are constantly changing, advertisers are constantly 
challenged with how to plan and produce social media ads in a more effective and 
interesting way. Due to its interactive and technologically advanced nature, social media 
advertising is viewed as a more sophisticated advertiser-consumer communication than 
traditional mass media advertising or internet advertising. Advertisers can engage in two-
way communication with their target audience (Arora et al., 2020). Therefore, social media 
ads can assist marketers in achieving their marketing objectives, such as raising consumer 
awareness, enhancing consumer knowledge, shaping consumer views, and encouraging 
consumers to make purchases (Alalwan et al., 2018). 

Social media advertising is a type of online advertising, but because it is Web 2.0, 
it generates a unique impression and interaction experience for users. This is also due to 
the nature of social media advertising, which encourages user interaction through actions 
such as liking, re-sharing, commenting, and posting tailored advertisements (Tuten & 
Solomon, 2017). Thus, social media platforms, by their very nature, have aided businesses in  
creating advertisements that can monitor consumer responses, host interactive sessions, 
and create personalized messages (Meisner & Ledbetter, 2022). 

Malaysian Malay consumers
Many brands face tough competition today. Globalization, new digital technologies, and 
the global financial crisis are contributing factors. Mulvey et al. (2020) stated that brands 
must identify and categorize their target markets to communicate effectively. In today’s 
business environment, “one size fits all” may not work. Due to these difficulties, advertisers 
must be more cautious when allocating marketing and advertising budgets to target 
consumers (Sharipudin et al., 2020). In Malaysia, practically all advertisers focus on the 
Malay population, particularly the millennial age, as their prospective target demographic. 
This is because this group represents the greatest user base with a high discretionary income.
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Malay is distinguished from the other two major ethnic groups in Malaysia by their 
intimate association with the faith of Islam and because Islam is such a significant part 
of Malay ethnic identity, its influence on the evolution of the Malay culture has been 
significant from the very beginning. 

The definition of “Malay” is essentially cultural, i.e., someone who is Muslim, 
speaks Malay regularly, and adheres to Malay customs or adat. The term adat has a wide 
range of interpretations. It is often thought to include all aspects of Malay culture and 
social life, from clothing and housing to etiquette and social interaction, but it’s usually 
limited to birth, engagement, marriage, and death. Cultural values can profoundly affect a 
person’s personality and behavior. Despite empirical links between Malay cultural values 
and their psychological and behavioral aspects, studies on Malay consumer behavior  
are rare.

Malaysian millennial consumer
Marketers all over the world are obsessed with millennials, and Malaysia is no exception. 
Millennial is a term that represents the youth and is often associated with terms such 
as “tech-savvy”, “self-centered”, and “free-spirited”. This category of purchasers has 
a strong purchasing power in today’s consumer market, with annual sales exceeding  
$170 billion (Woo, 2018). They are accustomed to rapidly evolving technologies in 
information communication, social media, and social networks, which affect how they 
shop (Mun & Renganathan, 2019). Millennials make up 74% of Malaysia’s 28.7 million 
Internet users, making them the largest social media influencers for brand promotion and 
information sharing. Millennials also make up 53% of all online purchases (Malaysian 
Communications and Multimedia Commission, 2020). This generation shops more on 
mobile and online than previous generations.

Millennial consumer: The Gen Y and Gen Z
Generations Y and Z have been significantly impacted by the digital revolution. The 
rise of the Internet, smart devices, and social media introduced new perspectives on life, 
altered how people communicate with one another, and impacted the decisions they make 
in relation to their purchases (Thangavel et al., 2019). Gen Z exhibits different consumer 
values, preferences and ideas from those of earlier generations and has adopted different 
media consumption and shopping values compared to that of Gen Y. Social media has 
greater influence on Gen Z than it does on Gen Y, and according to a research done by 
Accenture (2017), the three factors on which Gen Z consumers generally make purchase 
decisions are lowest price/best deal, display of the merchandise and reviews of users. They 
were also observed to place more value on asking friends and family for recommendations 
before making purchases (Accenture, 2017). Research done by Ernst and Young (2015), as 
cited in Thangavel et al. (2019), on the other hand, demonstrated that Gen Z is less brand-
loyal than Gen Y, whereas Gen Y cares more about prices than Gen Z does. These findings 
are slightly contradictory to the results of Accenture (2017). Generation Z is a distinct 
generational cohort with unique traits and characteristics. This generation will make up 
40% of global consumers and 22% of the workforce, making them “the next big disrupter 
for apparel and retail” (Djafarova & Foots, 2022). Digitalization and globalization of 
economies have also boosted their purchasing power.

Millennial purchase intention
Consumers today are meticulous. They compare costs, read customer and product reviews, 
and hunt for credible content from real people. In other words, consumer decision-
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making, and purchase intention today is more complex and difficult than it was in the 
past (Lakshika & Ahzan, 2021). In fact, it has become much more vital than before. Thus, 
modern consumers are more informed and savvier thanks to advertising, social media, and 
digital word-of-mouth (Santiago & Pimenta, 2021).

Today, millennials are one of the most prominent demographic and age cohorts 
targeted by advertisers. They make up the largest generation in all human history. There 
are around 1.8 billion millennials out of a total population of 7.4 billion people around 
the world, and it is expected that by 2025, millennials will make up three quarters of the 
workforce around the world (Catalyst, 2019). Millennials are more affluent and optimistic 
than other consumers. They could also influence other generations’ purchases (Lakshika 
& Ahzan, 2021) and form their own buying patterns based on their attitudes and beliefs on 
appropriate behavior.

There has been much excitement about this prospective market, but there have also 
been a lot of challenges. Millennials have lived in both the pre-internet and post-internet 
eras and have adapted effectively to both (Newman et al., 2016). Millennials’ buying 
environments are both digital and analogue. However, this generation prefers brick-and-
mortar stores. They want to touch, smell, and pick up products they buy online. Millennials 
are price-sensitive and seek value beyond premium brands, according to Goldman Sachs 
(2022). Even millennials do not want to be passive consumers; they want to actively 
contribute, co-create, and be brand partners (Ozuem et al., 2021). Further, online and 
mobile channels are essential for millennials because they provide the knowledge and 
insights needed to locate the finest items and services.

As a result of the digital revolution and the ongoing political, cultural, and 
socio-economic shifts in the world, today’s youths have very different buying behaviors 
than previous generations. Further, due to the ever-increasing use and interest in online 
shopping, there is a pressing need to understand the reasons behind this preference. For 
instance, Desai and Lele (2017) found that millennials have different consumer values, 
interests, and concepts.

Unified Theory of Acceptance and use of technology 
Technology Acceptance Model (TAM), Theory of Reasoned Action, and Extended 
UTAUT2 (Unified Theory of Acceptance and Use of Technology) models have been 
employed in a few recent and small number of studies that investigate consumer purchase 
intention. These studies used a quantitative study design and a questionnaire approach. 
TAM is frequently employed to describe and comprehend consumers’ behavioral intentions 
to use new technology. According to TAM, users who are less skilled in information systems 
are more impacted by perceived ease of use. The UTAUT model was created after TAM2 by 
adding new factors to the TAM, such as subjective norm, voluntariness, and image. In turn, 
the UTAUT2 model was created because the UTAUT model was not effective at explaining 
consumer expectations. The UTAUT2 comprises hedonic motivation, habit, price value, 
social influence, enabling conditions, performance expectancy, effort expectancy, and price 
expectancy. Alalwan (2018) investigated how the UTAUT2 model affected the acceptability 
of social media advertising features and discovered that performance expectancy was 
selected to cover the role of extrinsic motivation while hedonic motivation was selected to 
cover the role of intrinsic motivation. 

Another element from the UTAUT2 model included in the current study is habit, 
which influences how consumers develop routine behaviors toward social media activities. 
The current study, however, does not consider additional UTAUT elements, such as price 
value, enabling situations, and effort expectancy. The removal of facilitating conditions 
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and effort expectations may be attributed to the fact that users of social media sites have 
extensive experience utilizing them, which makes usage of these networks easy and requiring 
minimal effort on their part. Along with this, consumers’ experience with new systems like 
social media may cause the effects of enabling conditions and effort expectancy to disappear. 
Additionally, using social media does not necessitate a high degree of assistance and facilities 
from the consumer, which could be necessary for other technologies like mobile and internet 
banking. Using social media is free, hence it has no financial value. The customer is not 
charged for viewing or reading social media advertisements and may not care about cost for 
social media advertising; hence price value is not considered in the current study model.

METHODOLOGY

This study employed a phenomenological approach in collecting and compiling the raw 
data required. Focus group discussions (FGDs) were conducted with 36 Malaysian Malay 
millennial consumers who were divided into six groups and consisted of Generation Y 
(those born between 1980-1990) and Generation Z (those born between 1991-1996). This 
method is very compatible with the form of study done to obtain research data. Because 
each generation matures through comparable experiences and exposures, its members tend 
to develop similar belief  systems, values, and personality traits. Therefore, despite being 
millennials, Generations Y and Z were divided further into three subgroups, respectively. 

Purposive sampling was used to choose the participants for the focus groups on the 
basis of having social media accounts and having made online purchases. A total of six 
different sessions were conducted and each session involved six to seven participants. Each 
session lasted less than two hours and was moderated based on the interview protocol 
that had been designed. These sessions were recorded using the recording system in the 
Google Meet application for the purpose of transcription and coding while consent was 
obtained from all informants beforehand. The audio-visual recording was transcribed by 
the researchers and the coding process was done using the NVivo software. 

Focus group discussion (FGD)
The researchers chose FGD as the data collection technique for several reasons. They 
noted that the study to “understand the impact of social media features on Malay 
millennial consumer’s purchase intention” involves several aspects, namely i) the existence 
of a “power” difference that distinguishes the researchers’ perception and that of the 
informant as the party that provides research feedback about social media advertising; ii) 
the existence of a gap that separates researchers who have extensive knowledge, academic 
background and skills in the field of advertising, with informants who are only in the 
position of audiences/consumers, iii) the need for the study to investigate an abstract 
concept, namely the phenomenon of “purchase intention” that involves a complex level 
of behavior and motivation to be explained, iv) to determine the amount of mutual 
agreement or disagreement, which can only be discerned through an informal dialogue, 
v) this study needs a sincere answer from the informant through a polite, transparent, and 
brainstorming process, and the moderator does not use any pressure or intimidation, and 
vii) the phenomenon engaged in this study is a “typical” issue to see the purchase intention 
of Malay millennial consumers who have been exposed to social media advertisements. 

The participants or informants can express their views without fear or embarrassment 
because they feel safe among peers with similar physical characteristics, even if  they do not 
know each other well. Interaction in the group stimulates discussion and produces diverse 
views, which produce rich data and new ideas. The group discussion of informants has many 
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advantages over in-depth interviews because it takes place in a more relaxed, unstructured 
environment, away from the moderator’s control, and without feeling pressured or afraid. 
This allows active questioning and discussion that generates high-quality data.

FINDINGS 

The focus group participants were Malay millennial consumers (Gen Y and Gen Z) aged 
23–41 years. Each of them has a job and a source of income as illustrated in Table 1. All 
documents for recording the research data were considered and the statements were coded 
in accordance with the themes. These themes were determined from the literature. In doing 
so, researchers considered differences in the participants’ opinions. A total of 12 themes 
were identified from the focus group discussions.

Table 1. Demographic profile of participants 

Gender Age Occupation Education
Total hours 

spent on social 
media (daily)

Preferred 
social media 

platform

P1 Female 41 Government officer Master’s degree 3–4 hrs Instagram

P2 Male 40 Government officer Bachelor’s degree 3–4 hrs Facebook

P3 Female 31 Government servant Master’s degree 2–3 hrs Facebook

P4 Female 41 Teacher Bachelor’s degree 2–3 hrs Instagram

P5 Female 41 Government officer Bachelor’s degree 1–2 hrs Facebook

P6 Male 31 Production house Bachelor’s degree 2–3 hrs Facebook

P7 Male 33 MNC Bachelor’s degree 3–4 hrs Facebook

P8 Female 34 Unit trust consultant Bachelor’s degree 3–4 hrs Instagram

P9 Male 36 Consumer data analyst Bachelor’s degree < 1 hour Facebook

P10 Male 33 Consumer data analyst Master’s degree 1–2 hrs Facebook

P11 Female 33 Government servant Other education > 4 hrs Instagram

P12 Female 34 Government servant Diploma 3–4 hrs Instagram

P13 Female 32 Government officer Other education 3–4 hrs YouTube

P14 Female 36 Government servant Diploma 2–3 hrs Facebook

P15 Male 31 Government servant Other education 2–3 hrs Facebook

P16 Male 28 Printing staff Other education < 1 hour Facebook

P17 Female 27 Entrepreneur Other education > 4 hrs Facebook

P18 Male 27 Self-employed Other education 2–3 hrs Facebook

P19 Male 29 Farmer Diploma 1–2 hrs Facebook

P20 Male 24 Government servant Diploma > 4 hrs Facebook

P21 Female 23 Private sector worker Bachelor’s degree > 4 hrs TikTok

P22 Female 24 English teacher Bachelor’s degree 1–2 hrs Instagram

P23 Male 24 App, web and game 
developer

Bachelor’s degree > 4 hrs YouTube

P24 Female 23 Private sector worker Bachelor’s degree 3–4 hrs Instagram

P25 Female 24 App, web and game 
developer

Bachelor’s degree > 4 hrs YouTube
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Gender Age Occupation Education
Total hours 

spent on social 
media (daily)

Preferred 
social media 

platform

P26 Male 29 Entrepreneur Bachelor’s degree 1–2 hrs Instagram

P27 Female 25 Postgraduate Master’s degree > 4 hrs Twitter

P28 Male 25 Entrepreneur Bachelor’s degree > 4 hrs Twitter

P29 Male 23 Self-employed Bachelor’s degree 1–2 hrs Instagram

P30 Female 23 Self-employed Bachelor’s degree > 4 hrs Instagram

P31 Female 26 Marketing executive Bachelor’s degree 3–4 hrs Instagram

P32 Female 26 Part time lecturer and 
PhD student

Master’s degree < 1 hour Instagram

P33 Male 27 PhD student Master’s degree 3–4 hrs Twitter

  
The statements were categorised into the following: performance of the social 

media platform (performance expectancy), creativity and attractiveness of the social 
media content (hedonic motivation, effort expectancy), habitual behaviour, interactivity, 
and informativeness (privacy concern, perceived trust). Table 2 shows the categories and 
themes obtained from the collected data. 

Table 2. Categories and themes derived from focus group discussions 
Item Category Themes Derived

(i) Performance of the 
social media platform

• Create more engagement 
•  Useful and valuable ads influence consumer’s like and share 

intention

(ii) Creativity and 
attractiveness of the 
social media content

• Hedonistic motivation
•  Interactive features increase consumers’ control, participation, 

and interaction
•  Preference towards content of advertisements that do not 

contradict with norms, values, and culture

(iii) Habitual behaviour • Conciously process more info

(iv) Interactivity •  Daily interaction with social media platforms enriches the level 
of consumers’ skills and knowledge

• Shape online buying behaviour

(v) Informativeness • Positive reaction towards social media ads
• Privacy concerns
•  Create more intentions to buy products advertised and loyalty
• Credibility

TOTAL 12

Theme 1: Performance of the social media platform
Not all users are comfortable with, or have the skills or ability to master certain systems 
and features that are offered by social media platforms. These differences can be attributed 
to  each social media platform utilizing a unique operating system and having features 
in accordance with the function and implementation objective of the platform. The 
performance of a social media platform, according to the participants, influences their 
purchase intention.

Table 1. (con’t)
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a. Create more engagement
Consumers are more likely to adopt new systems if  they perceive them to be more 
productive, advantageous, and capable of saving them time and effort.

“I am comfortable with social media that is useful and user friendly. I don’t 
want to waste time learning system that is obviously not easy to use.”
 (Informant 6, Group 3) 
 
They are more likely to become attached to social media ads if  they view them as 

valuable, worthwhile, and effortful. Consumers’ perceptions and intentions to buy from 
online malls can be predicted in great part by website advertising.

 “I don’t usually pay attention to sponsored or ads in social media unless it 
is worth my time. I mean if the ad is about something that is beneficial to me.”                                                                     
 (Informant 2, Group 6) 

Due to the proliferation of new platforms, users have more options than ever to 
choose the social media platform that best meets their needs. This decision depends on 
the platform system, which should be straightforward and user-friendly. This is especially 
important for members of Gen Y, who are less tech-savvy than Gen Z. Compatibility 
influences social media users’ purchase intentions for items or services offered on social 
media.

b. Useful and valuable ads influence consumer’s like and share intention
The promoted product influences a consumer’s desire to like or share an advertisement. This 
is because a product that does not benefit the consumer or is seen to be of low quality will 
not find a home in the consumer’s heart, even if  the advertisement is aimed specifically at 
the consumer. More importantly, badly created advertisements will not inspire consumers 
to enjoy or share, let alone buy the offered product.

“I don’t share unless I know it is good.” (Informant 1, Group 1)

Theme 2: Creativity and attractiveness of the social media content

a. Hedonistic motivation
Creative and appealing social media advertising can persuade the target audience to like 
the advertised brand. This is known as hedonistic motivation. Hedonistic motivation in 
consumer behavior is the desire to buy products or services to satisfy psychological needs 
such as emotion, fulfilment, prestige, and other subjective feelings. According to Widagdo 
and Roz (2021), it is triggered by an individual’s emotional reaction, sensory pleasures, and 
dreams. 

b. Interactive features increase consumers’ control, participation, and interaction
Social networking services have been regarded as a new way to have fun and be amused. 
Consumers are drawn to social media ads owing to their uniqueness and appeal. Further, 
the high level of involvement afforded by such platforms increases consumer control, 
participation, and human contact. As a result, consumers enjoy higher hedonic advantages. 
This gives incontrovertible proof that intrinsic motivation, in the form of entertainment 
(original and beautiful content), affects the value of social media advertising and consumer 
attitudes.
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c.  Preference towards content of advertisement that do not contradict with norms, 
values, and culture

The content of the advertisement published on social media also affects the consumer’s 
intent to purchase. According to the participants, advertising that is insensitive to the values, 
beliefs, and culture that they hold as Malays and Muslims would not even attract their 
attention, let alone influence their purchase intent. Even though they are more sensitive to 
adopting cultures from other nations, due to widespread exposure to information on social 
media, they nevertheless cling to their religious and cultural beliefs, even if  some of them 
lack strong convictions regarding religion and culture. 

Theme 3: Habitual behaviour

a. Consciously process more info
Habit refers to automatic behaviors acquired as a result of early and long-term learning. 
People are more prone to establish habits concerning social media platforms since they use 
them often and most marketing activities are posted on them. This increases consumers’ 
general abilities and knowledge about these activities. Consumers tend to be more involved 
with new systems and apps if  they use them often, and consumers who are exposed to 
social media marketing daily are easily affected by them and respond positively to them.

“I am most comfortable using Facebook, maybe because I’m used to it. Been 
using it for more than 8 years. I know how it works but of course, when they 
update new features, I will find it annoying, but I think it is just a normal 
reaction when we experience new things.” (Informant 4, Group 5) 

Theme 4: Interactivity

a.  Daily interaction with social media platforms enriches the level of consumers’ skills 
and knowledge

The ability to interact with other users is one of the most important and fundamental 
features offered by social media platforms and the online space in general. Effective 
features of such technological elements will broaden the scope of human perception 
and, consequently, their capacity to consciously process more data. The nature of the 
communication process and the way information could be transmitted between all parties 
in the online space is significantly altered by the introduction of interactivity.

Interactivity is a form of connection and communication between people and 
technology. Interactivity also refers to a user’s ability to manipulate a media platform’s 
context and content. The FGD discussions demonstrated the role of interaction in consumer 
purchasing. The perceived interactivity of social media advertising increases consumers’ 
intent to explore and revisit those platforms. In other words, online interactivity indirectly 
affects social media user engagement.

b. Shape online buying behaviour
Interactivity affects online shoppers’ buying patterns. Interactivity is the media platform’s 
ability to respond quickly, and some define it as a two-way exchange of information 
in real time. This could increase the perceived value of the media platform. Interactive 
elements will have a significant impact on how consumers perceive the utility and benefits 
of digital and social media items. The findings reveal that interactivity shapes consumers’ 
perceptions and actions in online shopping. As a Web 2.0 system, social media is highly 
interactive, and as a result, users would have greater room to interact and make their own 
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contributions. This, in turn, can increase the degree of intrinsic as well as psychological 
benefits associated with using and following social media advertising (such as hedonic 
motivation, enjoyment, and fun).

Theme 5: Informativeness

a. Positive reaction towards social media ads
Advertisers are considered informative when they can provide their consumers sufficient 
information to assist them make better judgments on their purchases. It is more of 
a perceptual construct in which this concept is associated with the sender’s capacity to 
logically attract consumer response, thus affording the consumer the ability to cognitively 
evaluate the adoption of the information and messages that are provided to them. The 
beneficial impact of informativeness on consumers’ reactions to social media advertising is 
their intent to purchase the advertised products.

b. Privacy concerns
The participants also discussed that content or ads produced for social media platforms 
should not breach users’ right to privacy by selling user data and information to third 
parties. Thus, individual’s attitude toward social media advertising was found to be 
negatively predicted by privacy concerns. Most consumers are unaware that their online 
behavior is being tracked and that they have no control over the acquisition and use of 
such personal information.

“…you know that when I see an ad on social media, I sometimes want to buy 
but most of the time, I hesitate to share my information like my address, account 
number, I mean, anything can happen right?” (Informant 4, Group 1)

c. Create more intentions to buy products advertised and loyalty
The degree of information that is provided in advertisements on social media platforms 
has the potential to educate consumers and provide them the necessary tools to improve 
their purchasing habits, hence increasing their desire to make a purchase. Advertisers have 
access to more procedures and resources on social media platforms, which enables for 
better customization of information and ads. In turn, this makes the consumer’s experience 
with social media advertisements more valuable and beneficial. 

Informativeness is one of the most essential features of effective advertising, 
influencing consumers’ opinions of social media ads. As more recent and detailed 
information becomes accessible, consumers may regard social media ads as more useful. 
Informativeness is most significant in shaping customers’ opinions of ads’ value. From the 
consumers’ perspective, social media advertising with enough information may be more 
beneficial and effective. Thus, social media platforms allow advertisers a greater ability to 
personalize and customize messages and content based on consumer preferences. When 
customers feel personalized, they become more satisfied and loyal. In turn, consumers are 
more interested in ads they believe are relevant to their tastes and preferences and will be 
more likely to rely on social media ads if  they believe they are relevant to their goals and 
interests.

d. Credibility
An advertisement’s credibility refers to how much consumers believe its claims. The 
transmission medium determines the credibility of information, while the advertiser and 
ad determine its credibility. Consumers will accept more trustworthy information. 
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“…if the company who advertised the product has a bad reputation, I will think 
twice before taking any action…hmm… or maybe I won’t continue watching 
the ad. Why should I?” (Informant 3, Group 6)  

The transcript-based themes represent the factors that affect purchase intention 
related to the existing models such as UTAUT and UTAUT2 and how social media 
advertising features impact the Malay millennial consumer’s purchase intention.  

DISCUSSION

Advertisers all over the world invest a significant amount of time and resources into 
advertising their products or service through various types of social media and there is 
always concern over the viability of such initiatives and whether these efforts could attract 
a greater number of consumers. According to Abubakar et al. (2017), advertising on social 
media needs to be planned and created in a way that reflects all the primary concerns that 
are intended to treat consumers.

Generations Y and Z were divided into separate groups during the FGD sessions 
because each generation matures through many similar experiences and exposures, leading 
to the development of belief  systems, sets of values, and personality traits that are similar 
to one another but distinct from those of the generation that came before them and the one 
that will follow them. Although Malays are perceived to be steadfast and influenced by their 
beliefs, culture, and religion in their lives, including their buying intention, the results of 
this study indicate that these characteristics do not contribute to the data findings. A small 
number of value, cultural, and religious aspects are addressed, but only in the framework 
of the advertising content, which do not go against their values and beliefs. Additionally, 
the beliefs, culture, and upbringing they receive have a big impact on how conscious they 
are of privacy issues. The ideas and suggestions made by the two sets of participants, 
namely generations Y and Z, do not differ greatly from one another. Generation Y is not 
a true digital native, in contrast to Generation Z, who might be regarded as the first true 
digital natives in history. There is not much evidence to support this, however it may be 
true that these two generations share the same values and habits as Malays. 

It is revealed that interactivity plays a substantial part in the process of contributing 
to hedonic motivation. This suggests that if  a consumer perceives an existing level of 
interactivity in relation to social media advertising, they will generally find such advertising 
to be more useful and entertaining to follow, and as a result, they will be motivated to 
purchase the products or services that are presented in the advertisement. Customers are 
therefore primarily focused on a two-way conversation rather than just sending texts (Ali 
Shah et al., 2019). Additionally, interactivity affords consumers a greater voice by allowing 
them to provide comments and discuss their perceptions and experiences of the targeted 
advertisements. 

Informativeness also influences the purchasing intent of Malay millennial 
consumers. They are more inclined to purchase when they view social media advertising 
as a reliable source of information. They believe social media to be a crucial source of 
relevant information about products and services. Social media advertising has an adequate 
amount of consumer-generated and business-generated content because of social media’s 
high level of engagement, and this makes social media advertisements a more reliable 
source of information than any type of conventional media.

High interactivity and informativeness in social media ads also improve their 
effectiveness. Studies on perceived relevance indicate that consumers see social media 
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ads as relevant to their needs and preferences. This improves how consumers view social 
media ads. As online advertising grows and consumers are inundated with ads, ad veracity  
becomes even more crucial. Deceptive advertising reduces its value and irritates consumers, 
thus advertisers must always ensure the credibility of their social media advertising. 

The advent of the Internet has greatly benefited civilization, for example, easy access 
to information (Waheed, 2019). Information sharing affects security and privacy (Hajli & 
Lin, 2016). The phrase “privacy concerns” in reference to social media sites refers to the 
users’ desires to maintain control over how their information is used. Personal data is 
collected not only when making purchases but also when using the Internet and publishing 
preferences on user accounts. Therefore, it’s difficult for advertisers to design relevant ads, 
resulting in privacy concerns. When a marketer collects consumer data to design ads, they 
should respect their consumers’ privacy. Social media platforms use user-generated content 
(UGC) and browsing history to create customized ads. In this respect, privacy issues become 
a key component of tailored advertising. One of the main reasons people use social media 
is for reliability, timeliness, and complete information. Information readily available aids 
consumers in selecting better products and avoiding risks when making purchases. 

CONCLUSION AND FUTURE RESEARCH DIRECTIONS

This study focused on Malay millennial consumers in Malaysia, which is the largest 
consumer segment, and data was collected using focus group discussions. This study was 
primarily conducted among this consumer segment and thus, cannot represent other group 
of consumers in Malaysia. Thus, future research can look at how social media advertising 
features impact the purchase intention of other groups of consumers.  This study also did 
not consider the impact of other factors such as gender, income and educational level and 
thus, is worthwhile to investigate these in future studies. This study also examined social 
media advertisements over several social media platforms without focusing on the nature 
of each platform. In this regard, future research could fruitfully explore the impact of 
different social media platforms.

Open Access: This article is distributed under the terms of the Creative Commons Attribution 
License (CC-BY 4.0) which permits any use, distribution and reproduction in any medium, provided 
the original author(s) and the source are credited. 
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