
 Studies in Media and Communication 
Vol. 14, No. 4; December 2026 

ISSN: 2325-8071   E-ISSN: 2325-808X 
Published by Redfame Publishing 

URL: http://smc.redfame.com 

329 
 

Impact of SMA on Consumer Attitudes, Engagement, and Purchase 
Intentions: A Systematic Theory-Oriented Literature Review 

Yating Wang1, Leila Mohammadi1 
1Universitat Autònoma de Barcelona, Spain 

Correspondence: Yating Wang, Universitat Autònoma de Barcelona, Spain. 
 
Received: May 27, 2026        Accepted: July 17, 2026        Online Published: October 7, 2026 
doi:10.11114/smc.v14i4.8868          URL: https://doi.org/10.11114/smc.v14i4.8868 
 
Abstract 
This systematic theory-oriented literature review synthesizes research on the relationships between social media 
advertising (SMA) and consumer attitudes, engagement, and purchase intentions. The review analyzes 582 journal articles, 
with particular attention to the theoretical frameworks and pathways used to explain consumer responses within the 
broader media culture of algorithmically driven platform ecosystems. This research found that the Theory of Planned 
Behavior, Uses and Gratifications Theory, and Technology Acceptance Model were frequently applied frameworks. The 
synthesis demonstrates that conventional communication antecedents—such as informativeness, entertainment value, and 
trust—are structurally mediated and co-constructed by predictive recommendation algorithms and specific platform 
affordances. Conversely, platform-induced irritation and perceived data privacy violations prompt active consumer 
resistance. Positive attitudes were consistently linked to engagement and purchase intention, although the effects of 
subjective norms and perceived behavioral control were more context dependent. Cross-cultural evidence further indicates 
that consumer responses vary across cultural and institutional settings and are shaped by differences in platform 
ecosystems and affordances. Future research can pay more attention to the impact of technical elements of SMA on 
consumer response. These insights offer a theoretically integrated account of SMA effectiveness and actionable strategies 
for designing effective SMA campaigns.  
Keywords: SMA; consumer attitude, engagement, purchase intention, platform capitalism, decentralization, ecosystem 
1. Introduction 
1.1 Background 
With the continuous development of digital technology, social media is increasingly becoming a digital platform for online 
users to interact with the outside world (Bhosale et al., 2020). The use of social media is also becoming increasingly 
popular (Kemp, 2023). The huge number of users and traffic on social media platforms naturally attract advertising 
(Michel & Gandon, 2024). The marketing strategy, advertising characteristics, user usage, and user response to 
advertisements in SMA are all worth exploring and studying. 
Prior studies have shown that the content characteristics and marketing strategies of social media advertisements affect how 
users respond to advertisements and their engagement and interaction behaviors in social media advertisements. Factors that 
positively influence attitude towards online advertisement among digital natives include “the ease of use, usefulness, 
entertainment gratification, credibility, design, and personalization” of the advertisement (Lim et al., 2024). Advertising may 
also evoke both positive and negative emotions, which subsequently influence user behavior (Monesa & Simanjuntak, 2024). 
Moreover, platform and advertisement design can affect engagement and reduce psychological distance, thereby 
strengthening purchase intention (Sun et al., 2024). In addition, Ducoffe’s (1995) Web Advertising Model similarly 
emphasizes informativeness, entertainment, and irritation as central determinants of advertising value and effectiveness, a 
pattern also supported in later SMA research (Hamouda, 2018). These relationships are further shaped by platform-specific 
interfaces and affordances across Facebook, Instagram, TikTok, WhatsApp, and other social media environments. 
Some scholars have presented different results on advertising value's contents or explanatory factors, like environmental 
awareness and Influencer Credibility (Pranata & Salehudin, 2024; Hanaysha, 2022; Hasbullah & Harun, 2022). In addition, 
users' social motivations were also relevant to attitudes toward SMA (Shareef et al., 2018; Pang et al., 2024). However, 
relatively few studies integrate advertising-value perceptions, motivations for social media use, and trust in the platform 
within a single explanatory framework. In addition to value perceptions and motivation, there are also considerations of 
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the trustworthiness of the technology platform that are relevant to consumer attitudes and behavior responses (Geng et 
al., 2021). Trustworthiness as a decision-making influence on customer attitudes toward advertisements as well as 
purchase intentions (Lee & Hong, 2019; Schouten et al., 2021). A synthesis that examines these factors together can 
therefore provide a more comprehensive account of consumer responses to SMA. 
Most studies on customers' attitudes and participation behavior towards SMA and purchase intention (Chetioui et al., 2021a). 
However, there are still studies that remain skeptical about the relationship between the direct influence of these factors (Kang & 
Namkung, 2019), and there are some intermediary behaviors or customer interaction participation as a mediator to regulate the 
attitudes and purchase behavior (Hollebeek & Macky, 2019). Nonetheless, few studies have addressed the mediating and 
moderating effects of culture on advertising attitudes, engagement behaviors, and purchase intentions in the context of different 
cultures in Western and Chinese countries. There are also some studies on cultural difference moderation, exploring the acting gap 
of cultural moderating effects on consumer advertising responses (Wiese & Akareem, 2020; Lopopolo, 2021), but only 1-2 of the 
difference dimensions are selected for comparative difference analysis based on Hofstede's cultural difference theory (Hofstede, 
2001). It is worth exploring the role of cultural differences in SMA and consumer response. This study attempts to gauge the impact 
of SMA on consumers’ attitudes, engagement, and purchase intention, combining the role of cultural differences. 
1.2 Research Aims and Objectives 
1.2.1 Aim 
This theory-oriented systematic review aims to synthesize and critically evaluate existing academic literature regarding 
the influence of SMA on consumer attitudes, engagement, and purchase intentions.  
1.2.2 Objectives 

• To contextualize social media-consumer dynamics within wider culture. 
• To understand the impact of algorithmically driven platform ecosystems 
• To evaluate the cross-cultural variations in consumer-advertisement interactions 

1.3 Research Questions 
RQ1: What does existing empirical literature identify as the key influence factors shaping users’ attitudes toward SMA ? 
RQ2: How are the relationships between attitude, engagement, perceived behavioral control, subjective norms, and 
purchase intentions characterized and synthesized across current studies? 
RQ3: How does current research evaluate the moderating role of cultural differences on consumer responses to SMA? 
2. Methodology 
2.1 Review Design 
This study adopts a systematic theory-oriented literature review approach to examine how previous empirical research has 
conceptualized and explained the influence of SMA on consumer attitudes, engagement, and purchase intentions. The purpose 
of the review is to provide a structured theoretical synthesis of the major explanatory frameworks used in the literature. 
A theory-oriented review design was considered appropriate because the central contribution of the article lies in 
identifying and comparing the theoretical lenses through which SMA has been studied. 
2.2 Data Sources and Search Scope 
The literature search was conducted using two major academic databases: Web of Science and Scopus. These databases 
were selected because they index peer-reviewed academic journals in communication, advertising, marketing, consumer 
behavior, business, media studies, psychology, and the social sciences. The review focused on academic journal articles 
published between 2016 and 2025, in line with the manuscript’s objective of synthesizing contemporary research on SMA 
and consumer responses. 
The search strategy was based on the core concepts of the study. The initial keywords used to identify relevant literature 
included: SMA value, attitude towards SMA, motivation of using SMA, trust in SMA, customer engagement in SMA, 
purchase intention in SMA, perceived behavioral control, subjective norms, and cultural differences in SMA. These terms 
reflect the conceptual structure of the article and correspond to the main sections of the theoretical synthesis. 
Because the review is theory-oriented, the search was designed to retrieve studies that addressed SMA in relation to 
consumer attitudes, engagement, purchase intentions, trust, motivation, behavioral control, subjective norms, and culture. 
The search, therefore, prioritized conceptual relevance to the research questions over bibliometric comprehensiveness. 
The selection of studies followed predefined inclusion and exclusion criteria. Articles were included when they met the 
following conditions: 
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● They were written in English or available in an English version through the journal; 
● They were published between 2016 and 2025; 
● They were academic research articles; 
● They contained original research; 
● They were related to media studies, advertising, SMA, and consumer responses to SMA. 

These criteria ensured that the final corpus was aligned with the purpose of the review: to synthesize theoretically relevant 
research on SMA and consumer-related outcomes. 
2.3 Identification and Screening Process 
The search initially identified 1,371 records across the two databases: 666 records from Web of Science and 705 records 
from Scopus. After applying the language criterion, 1,360 records remained. The publication-period criterion, limited to 
studies published from 2016 onward, reduced the number of records to 1,260. After applying the document-type criterion 
to retain academic journal articles, 1,085 records remained for title and abstract screening. 
During the title and abstract screening stage, records were assessed for relevance to the research questions. First, titles 
and abstracts were assessed against the eligibility criteria. Second, the full texts of potentially eligible articles were 
reviewed. Studies were excluded when they were not directly related to SMA, did not examine consumer attitudes, 
engagement, purchase intention, trust, motivation, subjective norms, perceived behavioral control, or cultural differences, 
or appeared as duplicated records across databases. At this stage, 503 records were excluded. The final corpus consisted 
of 582 publications, which were retained for full-text review and theoretical synthesis. The screening process is 
summarized in Figure 1. 
The screening process was therefore conducted in four stages: 

• Identification of records in Web of Science and Scopus; 
• Application of language and publication-year criteria; 
• Application of document-type criteria; 
• Title and abstract screening for thematic and conceptual relevance. 

2.4 Analytical Focus of the Review 
The analysis of the selected publications focused on the theoretical frameworks and conceptual relationships used to 
explain consumer responses to SMA. The manuscript therefore examines the literature through the following conceptual 
domains: 

• Theoretical grounding of SMA research; 
• Social media advertisement value perception; 
• Social interaction motivation; 
• Dependence and trust in social media; 
• Attitude toward SMA and customer engagement; 
• Attitude toward SMA and purchase intention; 
• Subjective norms and perceived behavioral control; 
• Customer engagement and purchase intention; 
• Cultural moderation in SMA responses. 

These domains form the basis of the findings section and reflect the major theoretical areas identified in the reviewed 
literature. 
2.5 Data Extraction 
For each selected article, the review extracted information directly relevant to the theoretical and conceptual aims of the 
study. The extraction focused on the following elements: 

• The theory or theoretical framework used; 
• The main consumer-response constructs examined; 
• The relationship between SMA and attitude; 
• The role of advertising value, informativeness, entertainment, irritation, trust, and motivation; 



Studies in Media and Communication                                                             Vol. 14, No. 4; 2026 

332 
 

• The relationship between engagement and purchase intention ; 
• The relationship between attitude and purchase intention; 
• The role of subjective norms and perceived behavioral control; 
• The role of customer engagement as a mediator or behavioral outcome; 
• The treatment of cultural difference or cross-cultural moderation; 
• The main theoretical contribution of the study. 

This extraction strategy allowed the review to identify not only which theories appear most frequently in the literature, 
but also how these theories explain the movement from advertising exposure to consumer evaluation, engagement, and 
purchase intention. Besides, the following information was extracted from each article: authorship, publication year, 
sample types, social media platform, and principal conclusions. 
2.6 Methodological Delimitation 
Consistent with its theory-oriented purpose, the review uses qualitative thematic and relationship-based synthesis rather 
than bibliometric mapping or meta-analysis. The reported frequencies describe the reviewed corpus and support the 
conceptual synthesis. 

Figure 1. Process of Identification and Screening 
3. Findings and Analysis 
3.1 General Findings 
The reviewed SMA literature is concentrated in the more recent years of the review period. Publications increased from 
relatively low levels in 2016-2019 to a clear peak in 2024, which alone accounted for 21% of the reviewed studies. The 
period from 2021 to 2024 contributed the majority of the sample corpus, indicating that empirical attention to SMA 
accelerated substantially after 2020. 
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Table 1. Distribution of Reviewed Studies by Publication Year (N = 582) 
Publication year No. of studies Percentage of reviewed studies (%) 
2016 20 3.4 
2017 21 3.6 
2018 42 7.2 
2019 47 8.1 
2020 60 10.3 
2021 76 13.0 
2022 89 15.3 
2023 75 12.9 
2024 122 21 
2025 30 5.2 
Total 582 100.0 

Note. Percentages use the total number of reviewed studies (N = 582) as the denominator. 
The platform distribution shows that most studies adopted a broad social media or SNS framing rather than focusing on 
a single platform, with general social media/SNS accounting for 58.7% of the reviewed studies. Among named platforms, 
Facebook and Instagram were the most frequently studied, followed by Twitter/X and YouTube among samples. Newer 
or more localized platforms, such as TikTok/Douyin, WeChat, Weibo, and Xiaohongshu/REDnote, appeared much less 
often, suggesting that platform-specific evidence remains unevenly distributed across the SMA literature. 
Table 2. Platform Mentions in Reviewed Studies: Multi-Label Count (N = 582) 

Platform category No. of studies Percentage of reviewed studies (%)
General social media/SNS 342 58.7 
Facebook 111 19.0 
Instagram 78 13.4 
Twitter/X 38 6.5 
YouTube 28 4.8 
TikTok/Douyin 14 2.4 
WeChat 10 1.7 

Note. Multi-label coding was used. If one study examined Facebook, Instagram, and YouTube, each platform was counted 
once. Percentages, therefore use N = 582 as the denominator, but the total may exceed 100%. It wasn’t shown in the table 
if the number of studies was less than 10. 
The sample distribution shows that general consumers and social media users were by far the most common sample type, 
representing 61.1% of the reviewed studies. More specific samples, such as students, young consumers, professionals, 
and children or adolescents, appeared less frequently. 
Table 3. Distribution of Reviewed Studies by Sample Type (N = 582) 

Sample type No. of studies Percentage of reviewed studies (%)
General consumers/social media users 356 61.2
Not specified 56 9.6
Students 44 7.6
Generation Z, millennials, or young adults 38 6.5
Professionals, managers, or experts 33 5.7
Children, adolescents, or youth 21 3.6
Participants/respondents; sample type not
specified 

18 3.1 

Social media content, posts, videos,
influencers, or content creators 

16 2.7

Note. Sample types were broadly classified. For example, general consumers, social media users, and respondents were 
coded as general consumers/social media users when appropriate. 
The methodological distribution indicates a strong reliance on survey-based research, which accounted for more than 
50.0% of the reviewed studies. Experiments, Mixed-method, qualitative, and content-analysis approaches were 
comparatively less common. 
The reviewed studies drew on a wide range of theoretical frameworks. The Theory of Planned Behavior, Uses and 
Gratifications Theory, Ducoffe’s Web Advertising Model, the Technology Acceptance Model, and the Stimulus–
Organism–Response framework were used most frequently. Hofstede’s Cultural Dimensions Theory was commonly 
applied in cross-cultural or multinational research. 
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Table 4. Distribution of Reviewed Studies by Theories 

Theory No. of 
studies Theory No. of 

studies Theory No. of 
studies

Theory of Planned Behavior 
(TPB) 82 Uses and Gratifications 

Theory (UGT) 24 Ducoffe Web Advertising  16 
Hofstede Cultural 
Dimensions Theory  19 Technology Acceptance 

Model (TAM) 16 Stimulus–Organism–
Response (SOR) 12 

Note. Parts of the theories ( numbers were more than 10 in the reviewed samples) are shown in this table. This table 
outlines the frequency of specific theoretical frameworks explicitly identified within the titles, abstracts, or theory 
grounding of the 582 reviewed papers. A theory was coded as “used” only when the authors explicitly identified the theory 
as informing the hypotheses, conceptual model, variable selection, or interpretation of findings. Merely citing a theory 
without applying it analytically was not treated as theory use. The listed categories do not necessarily exhaust the sample 
when theories were not explicitly specified.  
3.2 The Key Influence Factors Shaping Users’ Attitudes Toward SMA 
For RQ1, the attitude-relationship coding findings indicates that informativeness, entertainment, trust, social interaction, 
and TAM/technology-related factors were mostly associated with positive attitudes toward SMA. Irritation showed the 
clearest negative pattern. These findings suggest that favorable SMA attitudes are most consistently linked to useful, 
enjoyable, credible, and technologically acceptable advertising experiences, whereas irritation functions as a negative 
attitudinal driver. To address RQ1, Table 5 details the primary antecedents shaping user attitudes.  
Table 5. Relationships Between SMA Antecedents and Attitude 
Relationship path Relationship 

evidence cases 
Positive 
relationships 

Negative 
relationships 

Non-significant/no 
relationship 

Conditional 
relationships 

Informativeness -> attitude 40 36 0 1 3 
Entertainment -> attitude 25 20 0 5 0 
Irritation -> attitude 15 0 11 4 0 
Trust -> attitude 24 22 1 0 1 
Social interaction -> attitude 10 8 0 1 1 
TAM/technology-related 
factors -> attitude 

12 10 0 1 1 

Other Consumer personal 
factors -> attitude 

28 8 3 1 16 

Coding instructions: The research results indicate a relationship between the two variables.The research results report 
evidence of a positive/ negative/no significant/no relationship (e.g., significant differences, negative, insignificant/not 
significant,or stronger/weaker associations) between the two. Conditional relationships: The relationship varies across 
different conditions or categories; these are not classified as positive, negative, or non-significant. 
3.2.1 Social Media Advertisement Value Perception 
Advertisement value played an important role in previous research related to users’ attitudes toward ads (Crespo et al., 2025). The 
Ducoffe Web Advertising Model, a widely used theoretical framework in the field of advertising value-attitude-behavioral intention, 
examines the key factors affecting the value of online advertisements: informativeness, entertainment, and excitement (Ducoffe, 
1995). Advertising value has an impact on consumer attitudes toward online advertising, which in turn affects consumer behavior 
and intention (Ducoffe, 1996). The information contained in social media advertisements can satisfy users' needs for information 
acquisition, including information on promotional activities, interactive reward activities, product information, product experience, 
etc., which often makes consumers perceive that the advertisements have a certain practical value and can satisfy informational 
needs, thus generating positive attitudes towards digital advertisements (Mahmut et al., 2022). However, in today's network society, 
some scholars have suggested that information overload will also make the audience feel that the information is too complicated 
and contradictory, increasing the risk of trust in the advertisements (Kusi et al., 2022), which in turn Informativeness -> attitude 
may become Conditional relationship. Entertainment means users can get entertainment satisfaction and perceive the emotional 
entertainment value of digital advertisements (Ünalmış et al., 2024). On the contrary, in digital advertising environments, this hyper-
focus on amusement can distract audiences from critical content evaluation, demonstrating that entertainment value does not 
inherently produce favorable or media-literate attitudinal outcomes (Pineda et al., 2022). Also, there have been studies conducted 
to prove that the concept of irritation can explain the value of advertisements in the research, and it is considered to be a negative 
predictor of advertisement value. Although some recent research indicated Non-significant/no relationship between irritation and 
attitude in special groups and modern platform ecosystems (Alkindi et al., 2025). 
3.2.2 Social Interaction Motivation 
According to the Uses and Gratifications Theory, social media platforms fulfill specific social needs and motivations of users, 
influencing their attitudes and perceptions of the medium and its content. Social motivations serve as a key determinant of the 
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effectiveness of brand communication within social media environments (Buzeta et al., 2024). The positive attitude that people 
develop towards SMAfrom opinion leaders is dependent on whether they like the post, whether they relate to it, or even want to 
make a social/expressive connection with it (Abrar et al., 2021). The observation of other people interacting with advertisements 
posted by the consumers' friends or influencers results in their developing a positive attitude towards it. Furthermore, users 
motivated by self-expression on social media, driven by their observation of shared experiences among peers or influencers, thereby 
garnering attention, and social recognition (Madan & Kapoor, 2022). Within the paradigm of platform capitalism, user engagement, 
expressed through clicking, liking, sharing, or watch time, plays a double role here. It is used both as a means of measuring the 
purchase intent and training machine learning models to serve advertisements in the most efficient way possible. However, it is 
notable that users motivated by passive consumption have been found to have indifference towards social media advertisement. 
These users tend to ignore advertisements on social media platforms where they feel such advertisements are disruptive. 
3.2.3 Dependence and Trust in Social Media 
The dependency theory by Ball-Rokeach & DeFleur (1976) and trust transfer theory by Stewart & Zhang (2003) state 
that users' dependency on media plays an important role in their perceptions of the trustworthiness of the platform's 
content (Wirtz et al., 2017). Trust in a social media platform primarily pertains to its credibility as a reliable source of 
information (Sangwan et al., 2022), while trust in social media advertisements is related to not only trust in the brand but 
also a connection with the advertisement’s content and even the creator or source of the message (Gupta & Sharma, 2022). 
Empirical literature consistently underscores how psychological and structural media dependency drives shifts in user 
attitudes and behavioral intentions. For instance, high dependency on specialized brand channels or fan pages significantly 
fostered positive consumer attitudes toward platform-hosted content, and heightened consumer engagement and purchase 
intentions for products promoted within these ecosystems (Bianchi et al., 2017). Social media dependency fosters positive 
attitudes and intentions to purchase products promoted on these platforms. . Users who trust the platform are more inclined 
to believe that advertisements are personalized and aligned with their interests, positively associating with higher 
perceptions of ad relevance, which can, in turn, enhance purchase intentions (Sombultawee & Wattanatorn, 2022)  
3.2.4 Technology-Related Factors and Other Factors  
According to TAM (Technology Acceptance Model), the perceived usefulness of technology and ease of use mostly 
positively related to attitude toward SMA (Lin & Kim, 2016). Some recent studies have examined how technological 
changes—such as algorithms and big data—affect usability and usefulness, which in turn influence users’ attitudes toward 
these technologies. Additionally, the technological convenience provided by platforms that integrate entertainment and 
shopping ecosystems is also linked to users’ intentions. Other factors also affect the attitude toward SMA, such as critical 
media literacy. Critical media literacy enables consumers to see through the manipulative power of algorithmic targeting, 
spot product placements by influencers, and deliberately resist ad tracking through privacy settings. For some specific SMAs, 
environmental awareness and personal social media usage habits, and Privacy concerns were also associated with attitudes. 
3.3 The Relationships Between Attitude, Engagement, Perceived Behavioral Control, Subjective Norms, and Purchase 
Intentions 
The purchase-intention results show predominantly positive relationships across all four predictors. Attitude had the 
largest evidence base and the strongest positive pattern, with 49 positive relationships out of 56 evidence cases. Perceived 
behavioral control and subjective norms also showed mostly positive associations with purchase intentions, although 
subjective norms had a larger number of non-significant cases. Engagement was less frequently studied but still showed 
a mainly positive relationship. No negative relationships were coded for these purchase-intention pathways. In alignment 
with RQ2, the synthesized pathways between attitude, engagement, and purchase intention are provided in Table 6. 
Table 6. Relationships Between Attitude, Engagement, Perceived Behavioral Control, Subjective Norms, and Purchase 
Intentions 
Relationship path Relationship 

evidence cases 
Positive 
relationships

Negative 
relationships

Non-significant/no 
relationship 

Conditional 
relationships

Attitude -> purchase intentions 56 49 0 2 5
Engagement -> purchase 
intentions 

14 11 0 1 2

Perceived behavioral control -> 
purchase intentions 

25 21 0 3 1

Subjective norms -> purchase 
intentions 

21 16 0 5 0

Note. Relationship evidence and conditional relationships were coded using the same conservative rule described in Table 5. 
3.3.1 Attitude toward SMA and Purchase Intention 
Purchase intention refers to consumers' willingness and tendency to purchase products or services in social media 
advertisements, which can directly guide the occurrence of purchase behavior (Efendioğlu, 2019). According to the Theory 
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of Planned Behavior, consumer attitudes influence purchase intention. This framework of attitude-behavior is reflected in 
many psychological, economic, and sociological theories. Positive advertising attitudes enhance purchase intentions by 
shaping consumers’ beliefs about the product or brand (Al Reshaid et al., 2024). Notably, positive consumer attitude towards 
the advertisement tends to lead to more favorable purchase intention and behavior (Chetioui et al., 2021a). Because 
consumers can generate positive attitudes suggests that digital advertisements can meet the needs of users to make positive 
purchasing decisions, which in turn affects purchasing behavioral intentions. 
3.3.2 Subjective Norms and Perceived Behavioral Control 
According to the model proposed by the Theory of Planned Behavior (TPB), subjective norms and perceived behavioral 
control influence consumers' purchase intentions where subjective norms refer to the perceived social pressure to engage 
in a behavior, based on the expectations of significant others, such as family, friends, or peers. 
A study by Juliana et al. (2024) has demonstrated that the influence of friends and family strongly shapes consumer 
decisions. Consumers tend to rely on the opinions of trusted others when making purchase decisions, particularly in 
cultures with high social interconnection. At the same time, some studies have found no significant or decreased 
correlation between subjective norms and purchase intention (Akar, 2024; Zayed et al., 2022). 
Perceived behavioral control (PBC) refers to the perception of the ease or difficulty of performing a behavior, influenced by 
past experiences and external factors that may facilitate or hinder the behavior. Research by Kim et al. (2019) suggests that 
perceived control over financial resources significantly influences purchase intentions. When consumers perceive that they can 
afford a product or easily access it, their intention to purchase increases. Similarly, A study by Iqbal et al. (2024) found that the 
resources and chances enhance perceived behavioral control, leading to stronger purchase intentions. Improved online shopping 
interfaces and security features increase consumers’ perceived control, thereby enhancing their intentions to make online 
purchases. Studies by Tseng et al. (2021) have shown that when consumers perceive fewer risks associated with purchasing a 
product, their sense of control increases, which in turn positively affects their purchase intentions. However, some studies have 
found no significant correlation between behavioral control and purchase intention (Lončarić et al., 2021; Sarfraz & Bano, 2023). 
In the relationship between subjective norms, perceived behavioral control, and purchase intention, some scholars have 
added moderating factors to their research, such as religious culture (Hassan et al., 2022), trust (Kong et al., 2021) and 
moral obligation (Kumar, 2024). 
3.3.3 Customer engagement and Purchase intention 
It has been shown that the active participation of customers in SMA is a presentation of social relationships and influences that 
will be mediated through the generation of initial trust, which in turn will positively influence the intention to buy from them 
(Supotthamjaree & Srinaruewan, 2021). In the context of social media, Interactive ads that encourage user engagement (e.g., 
liking, commenting, or sharing) foster a sense of involvement, which strengthens positive attitudes and increases purchase 
intentions. Customer engagement moderates the relationship between customer perceptions and behavioral intentions (Dabbous 
& Barakat, 2020). Abdul-Ghani et al. (2019) suggest that customer engagement behaviors drive consumers' behavioral 
intentions as reflected in persistent search behaviors and repurchase intentions (Waltenrath, 2024).Some studies indicate that 
there are other factors moderating the relationship between participation and purchase intention, such as mindfulness 
(Konstantoulaki et al., 2022). However, some scholars argue that online social engagement does not necessarily promote 
purchase intention, as users may choose to comment or share to express their disapproval of the message or values conveyed 
by the product or brand, which may have a negative impact on purchase (Aghekyan-Simonian et al., 2012). 
3.4 The role of Culture on Consumer Responses to SMA 
The culture analysis indicates that cultural differences are an important but unevenly examined issue in SMA research. 
49 studies reported evidence confirming cultural effects. 46 studies were coded as involving different cultural 
backgrounds. 41 mentioned culture, but without clearly examining its relational or directional role.  
Table 7. Cultural-Difference Statistics in SMA Studies 

Cultural indicator No. of 
studies 

Coding criterion

Studies confirming cultural effects 49 Results reported significant cultural differences, moderating effects, or
stronger/weaker effects across cultures.

Studies conducted across different
cultural backgrounds 

46 Studies explicitly used cross-cultural, cross-national, across-cultures, different-
cultural-backgrounds, or multi-country designs or wording. 

Studies not confirming/no significant
cultural effects 

4 Cultural relationships were reported as insignificant, not significant, no moderating
effect, or no moderation.

Culture mentioned without
relationship or impact analysis 

41 Culture-related terms were mentioned, but no explicit moderation, cross-cultural
design, or directional result was coded.

Cultural differences play a moderating role in users' social commerce adoption. Culture serves as a mediating moderator 
between advertising content and attitude, engagement response (Anderson et al., 2024) and consumer behavior (Torelli & 
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Rodas, 2017), which not only involves customers but also includes influencers. Hofstede's model of cultural values (Hofstede 
et al., 2010) has been widely used in comparative, cross-cultural research. He proposed a six-value typology of national 
cultures, namely power distance, individualism/collectivism, masculinity/femininity, uncertainty avoidance, long-term 
orientation versus short-term orientation, and indulgence versus restraint . Individualism/collectivism and Longus/short-term 
orientation as two cultural values have been identified as key in explaining cross-cultural differences in (brand-related) SMA 
(Lin et al., 2017). Analyzing cross-cultural data, it becomes evident that differences in consumer behavior toward SMA are 
determined by the historical and structural divide in terms of platform ecosystems between the West and China. Western 
marketplaces are dominated by the presence of two corporations: Meta (Facebook, Instagram) and Google (YouTube). 
Conversely, in the case of Chinese market environments, represented by such platforms as WeChat (owned by Tencent) and 
Douyin (operated by ByteDance), it is necessary to consider the existence of super-apps, where the functionality of the social 
network, video streaming driven by algorithms, and wallet functions (e.g., WeChat Pay and Alipay) are integrated in one 
space. Uncertainty avoidance and Power distance have also been used in different studies on SMA and consumer response 
(Pineda et al., 2022). Hofstede's cross-cultural theory has been used in many types of research to demonstrate the cultural 
effect on different elements such as engagement and purchase intention (Zamora-Medina et al., 2023). 
4. Discussion 
The findings indicate that consumers form attitudes toward SMA through a combination of message value, social motivation, 
trust, and technological experience. Informativeness was the most consistently positive antecedent due to reducing 
uncertainty and supporting purchase decisions (Tuten & Solomon, 2021). However, information overload can weaken this 
benefit, highlighting the need to balance informational richness with clarity and advertising frequency (Fu et al., 2020). 
Entertainment was generally positive, but one-fifth of the coded relationships were nonsignificant, suggesting that 
amusement alone may be insufficient when advertising lacks relevance or cultural fit. Peers and social factors also have an 
impact on consumer attitudes and engagement. They may comment to express their opinion in seeking to align with specific 
cultural groups, which may enhance their attitude and be convincing to buy, inspiring social marketing strategies to improve 
electronic word-of-mouth. Trust in social media platforms means that SMA can be considered as a reliable resource to make 
purchase decisions (Sombultawee & Wattanatorn, 2022). The advertiser needs to investigate which social media platforms 
their target audience trusts to advertise effectively. Irritation, by contrast, remains a clear barrier, and consumer-specific 
factors such as environmental concern, ethical evaluation, and media literacy may further differentiate responses. 
Attitude has been shown to positively influence both engagement and purchase intention, while engagement fosters brand 
interaction and often serves as an indirect driver of purchase decisions. Nevertheless, engagement should not be equated 
with conversion because users can interact with advertising for exploratory, social, or critical reasons. However, as shown 
in the findings and analysis section, the relationship between subjective norms, perceived behavioral control, and purchase 
intentions remains inconsistent, with 24% and 16% no-significant relationships, largely due to variations in cultural 
contexts (e.g., collectivism and individualism), individual differences, and the complexity of SMA communication, such 
as social media platforms. As shown in the findings, survey(questionnaire) methods were mostly used in previously 
reviewed studies to verify or explore these relationships; however, few studies combined with other methods to deeply 
understand their behavior mechanism or explore why they showed different responses. Cross-cultural research highlights 
the role of cultural factors in influencing consumer engagement and purchase decisions across diverse markets. Kim et al. 
(2019) found that cultural differences affect individual engagement motives, posing challenges for globalized marketing 
strategies. Local culture and cultural differences should be taken into account in SMA strategies.  
5. Conclusion 
5.1 Summary of the Study 
This theory-oriented systematic review synthesizes research on the relationships between SMA and consumer attitudes, 
engagement, and purchase intentions. Across the reviewed studies, informativeness, entertainment, social motivation, trust, and 
technology-related perceptions generally contributed to favorable attitudes, whereas irritation was predominantly detrimental. 
Attitude was the most consistent predictor of both engagement and purchase intention. Engagement supported brand interaction 
and operated as an indirect stimulator of purchasing, but it did not necessarily translate into conversion. In this regard, it is 
critical to understand the major differences between Western and Chinese digital platforms (such as Instagram, TikTok, and 
Rednote, Douyin). The effects of subjective norms and perceived behavioral control were less uniform and depended on 
consumer, product, platform, and cultural conditions. Cross-cultural research further demonstrated that consumer responses are 
shaped not only by national cultural values but also by the institutional organization and affordances of platform ecosystems. 
By integrating Uses and Gratifications Theory, the Technology Acceptance Model, the Theory of Planned Behavior, advertising-
value models, and cultural frameworks, this review provides a more coherent explanation of how users move from advertising 
exposure to evaluation, interaction, and purchase intention. It also identifies important gaps in research on platform-specific 
mechanisms, actual purchasing behavior, and the causes of nonsignificant or conditional relationships. Overall, SMA 
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effectiveness should be understood as the outcome of an interaction among advertising content, user motivations, platform 
technologies (e.g., the algorithmic systems of platform capitalism), and cultural contexts. 
5.2 Limitations of the Study 
While providing a comprehensive synthesis, this study recognizes certain limitations inherent in the compiled literature. The 
study is limited by its selected volume of literature, mostly based on empirical self-reporting surveys, which risks mixing social 
desirability and personal biases. The theory-oriented coding also synthesizes reported relationships rather than estimating pooled 
effect sizes. Conversely, with digital media technologies evolving rapidly, existing academic models struggle to capture the real-
time changes brought by emerging generative artificial intelligence (AI) tools and synthetic influencer marketing.  
5.3 Future Scope 
In future research, the use of longitudinal studies and digital methods to track behavior conversion rates from advertising 
engagement through to purchase, rather than simply purchase intention statements, will be possible. The influence of 
generative AI, automated content optimization, and deep-fake models on users' perceptions of brand and platform 
authenticity within platform news feed environments can be studied. Finally, the role of differing degrees of awareness 
regarding user privacy and ad blocking as an attempt to subvert it can be investigated, along with media literacy. 
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