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ABSTRACT 

Penetration of mobile phones and internet platform has created an opportunity for the 

advertisers to reach the potential consumers personally. Thus, the study attempts to know the 

intergenerational difference in attitude towards social network advertising. The study 

focusses on the attitude of generations such as X, Y and Z based on Generation Cohort 

Theory and Congruence Theory. The study adopted structured online questionnaire to 

measure the dimensions such as informativeness, irritation, trustworthiness, entertainment 

and intrusivess. Findings of the study revealed that there is difference in attitudes towards 

advertisement among three generations. The finding also suggests the incongruence of 

attitude between generation. Findings of the study provides further scope for the marketers to 

study the advertisement behaviour based on generational cohorts. 

Keywords: Congruence Theory, Social Network Advertising, Generation X, Generation Y, 

Generation Z, Generational Cohort. 

INTRODUCTION 

Those who use internet and smartphones are bound to use social networks for various 

purposes and it has become a vital part of everyone’s life. (ComScore, 2022) report indicated 

that 97 percent of internet users in India has used social media networks between 2021 and 

2022 September and report also revealed 470 million unique visitors have visited the social 

media platforms during the same period. According to the same report 82.9 percentage of 

Indian internet users access social media through their mobile devices and it also revealed 

that since 2019 total time spent by the Indian social media users has been tripled. With an 

increased smartphones and social media usage the prominent thought which arises is that how 

come marketers and advertisers can seize the opportunity and attain their business interest 

which can be plausible by understanding the consumers attitudes across different generations 

in social media. Advancement in the field of marketing and advertising has created a 

revelation in getting the attention of consumer in the form of traditional advertising and new 

advertising media. In spite of this difference in getting the attention of the consumers; the 

core value of the advertisement remains unchanged which is to make the advertisement to 

create awareness and make the consumer to want the product (Cano, 1994). Advancement in 

internet technology has created more opportunity to engage with more consumers (Mir et al., 

2015). Social networking sites (SNS) can be defined as “web-based services that allow 

individuals to construct a public or semi-public profile within a bounded system, articulate a 

list of other users with whom they share a connection, and view and traverse their list of 
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connections and those made by others within the system” (Ellison 2007). thus, the social 

network has become a great tool for the marketing companies to reach consumers at a low 

cost (Brown et al. 2007). In the present scenario consumer themselves getting exposed to the 

product through social networks such as Facebook, Instagram, Twitter and Instagram, which 

enables the advertisers to enhance their e-reputation by forging partnership with social 

network influencers and brand ambassadors to promote their product or service (Santana et 

al., 2019).  

Prior studies have been conducted in this domain has focused primarily on mobile 

advertisements and their mechanisms such as creative elements, personalization, interaction 

and   engagement and similar studies have also been done on the basis of gender differences ( 

Grewal et al., 2016; Ha et al., 2014;  Ho et al., (2020); Li et al., (2021); Lin & Bautista, 

2018). However, there have been some studies which has been done in the area of 

smartphone usage and its influence on consumer behavioural practices (Priporas et al., 2017). 

(Van der Goot et al., 2018); Xie et al., (2004) investigated a study on difference in advertising 

attitudes and avoidance of  media channels such as social media, television, mobile phones, 

newspapers and websites based on a cross sectional study in six countries (Germany, Spain, 

United Kingdom, United States, France, and the Netherlands) using dimension such as 

informativeness, entertainment, trustworthiness, intrusiveness, and irritation to measure the 

generational differences in advertising attitude and avoidance. Smith,  (2019) explored the 

attitude and preference of digital natives towards mobile advertising content, style, 

functionality and personalisation. A literature gap exists in the usage of social media networks 

and their influence on consumer perception and attitudes based on generational cohorts in the 

Indian context. Thus, this study aims to examine intergenerational attitudinal differences 

towards social media advertising. 

Research Background and Hypothesis formation 

According to congruency theory (Osgood & Tannenbaum, 1955: 43) “changes in 

evaluation are always in the direction of increased congruity with the existing frame of 

reference”; this theory will help us to understand the intergenerational perception and social 

network advertising.  Although People experience of information in the form advertisement 

happens because of the predetermined patterned relevancy or congruency of information but 

the role of existing schema to interpret the information can also never be overlooked (Misra 

& Beatty, 1990). To build positive attitude and draw the attention of consumer towards a 

commercial products brand, companies must better avoid incongruent disgust appeal (Dens et 

al., 2008).  According to Ryder (1985) individuals who are born around the same period of 

time and experienced a typical socio cultural and economic environment can be considered as 

generational cohort; the people who are born in same period of time tend possess a similar 

attitude towards their worldview. Since the same generational people experienced a similar 

events and experience during the formative years of adolescence and socialisation they can be 

characterised as generation (Strauss & Howe, 1991). Each generations possess a particular 

belief, value systems, expectation and exhibits unique behaviour which can be characterised 

by the influence of undergoing similar social and economic events and also influenced by 

popular cultures, peer and parents (Fortunati et al., 2019). The differences of adoption of 

mobile technology and attitude between the generation cohorts of millennials and Gen Z has 

been revealed by(Dimock, 2019). The division suggested can be used as a base for studying 

the intergenerational attitudinal differences between Gen X (digital immigrants) (Prensky, 

2005), Gen Y -digital natives (Jones et al., 2010);and Gen Z - mobile natives (Chaney et al., 

2017; Ozkan & Solmaz, 2015) towards social networks advertisement. According to Roth-

Cohen O et al., (2022) generational incongruency exists among the generation in response to 
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mobile advertisement but Gen X, Gen Y and Gen Z all reacted similar in terms of negative 

reaction towards mobile advertisement. 

Congruency and Ease of Use 

Consumers' perceived ease of use of technology plays a vital role in adopting new 

technology (Davis 1989; Davis et al. 1989). According to Selamat et al., (2009), technologies 

perceived as complex experience slower rates of adoption and acceptance by consumers. 

Thus, social media websites that require low cognitive effort, are easy to understand, and 

have simple navigation controls are perceived to foster favorable attitudes towards the 

website and encourage purchasing (Childers et al., 2001). Consequently, social network 

advertisements that require low cognitive effort, leading to easy understanding, processing, 

and clear information provision, engender positive attitudes towards social media ads. Hence, 

we posit that 

H1:  Perceived ease of use has a positive influence on Gen X,Y,Z attitudes toward social 

network advertising. 

Congruency and Perceived Usefulness 

According to Merisavo et al., (2007), the primary factor driving acceptance toward 

mobile advertising is perceived usefulness and the utilization of contextual information 

within a mobile advertisement. Calder et al., (2009) assert that when consumers have a 

positive utilitarian experience with a website, it enhances their engagement because they 

believe the site offers information to assist them in making important decisions and achieving 

goals in their lives (322). Bauer et al. (2008) also acknowledge that consumer attitudes 

toward mobile advertising are influenced by the informational value provided by 

advertisements. Furthermore, advertisements that offer useful information to consumers are 

more likely to be accepted. Therefore, we hypothesize that. 

H2:  Perceived usefulness has a positive influence on Gen X, Y, Z consumers’ attitudes 

toward social network advertising. 

Congruency and Advertisement Intrusiveness 

According to Brehm (1989), the Theory of Psychological Reactance states that 

people's reactions are heavily influenced by their perceived threat to their individual freedom. 

Li et al., (2002) assert that advertisement intrusiveness is "a psychological reaction to ads that 

interfere with consumers' ongoing cognitive processes". McCoy et al., (2007) revealed that 

consumer irritation with online advertisements is influenced by the intrusiveness of the 

advertisement. Bond (2010) identified that social network advertisements unfavorably 

intervene with users' online activities, raising concerns among social network users about the 

inappropriate use of their personal information. According to Rettie (2001), when online 

advertisements such as banners and pop-ups disrupt people's online activities, it creates a 

negative attitude toward ads. Thus, we posit that. According to Youn & Kim (2019), Gen-Y 

and Z perceive that the interference of online push advertisements in their online activities 

can be equated with interference in their online freedom of action. 

H3:  Advertisement Intrusiveness has a negative influence among Gen X, Y, Z consumers’ 

attitudes toward social network advertising. 

Congruency and Incentive Offering 
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According to Ho and Thuy  (2022) advertisers’ adoption of offering incentives in 

web-based advertising have found to be influencing the consumers attitude towards 

advertisement. After consumer exposure the incentive stimuli, it attracts more consumer 

towards the company websites which offer incentives (Donthu et al., 2004). Robinson et al., 

(2007) identified that advertisement which offers incentives generates more clicks on the 

advertisement than the advertisements which don’t provide any incentive. Hence, we posit 

that: 

H4:  Incentive offering has a positive influence on Gen X, Y, Z consumers’ attitudes toward 

social network advertising. 

METHODS AND MEASUREMENTS 

Procedure 

The present study was conducted at the end of 2023 using an internet survey method 

among a sample of respondents aged between 17 and 50 who actively used social media 

networks via smartphones and computers. A quantitative research methodology was adopted 

to efficiently gather and analyze data. The study used a structured questionnaire to gather the 

data regarding the attitudes towards social media networks based on the questionnaire 

adopted by (Luna-Nevarez & Torres, 2015). The questionnaire was divided into two parts: the 

initial section aimed to capture demographic information about the respondents, while the 

second section focused on the research constructs. This section consisted of 37 questions 

designed to measure attitudes towards advertisements. Additionally, it included questions 

aimed at gathering the respondents' socio-demographic profiles and their habits regarding 

social network usage. The questionnaire items which aimed to measure following dimensions 

were adopted from: perceived usefulness (Davis 1989), incentive offering (Luna-Nevarez & 

Torres,2015), perceived ease of use (Davis 1989), advertisement intrusiveness (Li et al. 2002) 

and attitude towards social network advertising (Olney et al.,1991). All the five dimensions 

was measured by adopting five-point Likert scale questions; 1 being strongly disagree to 5 

being strongly agree. The study employed convenience sampling, a non-probability 

technique, to select participants. Questionnaires were distributed electronically via email and 

various social media platforms to enhance the data collection process. Incomplete or partially 

filled questionnaires were excluded from the analysis to maintain data integrity and ensure 

result validity. 

Data Analysis and Interpretation 

Table 1 

MODEL SUMMARY FOR GEN X (DEPENDENT VARIABLE X) 

Model Summary 

Model R R Square Adjusted R Square Std. Error of the Estimate 

1 .668
a
 .447 .432 .605 

a. Predictors: (Constant), Incentive Offering, Ease of Use, Perceived Usefulness, Advertisement Intrusiveness, 

dependent variable X 

The Table 1 Model Summary for Generation X (Gen X) indicates that the regression 

model explains approximately 44.7% of the variance in attitudes toward social network 

advertising. The Adjusted R Square, which considers model complexity, is 43.2%. The 

Standard Error of the Estimate, reflecting the accuracy of predictions, is 0.605. 

 
Table 2 

ANOVA FOR GEN X 
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ANOVA
a
 

Model Sum of Squares df Mean Square F Sig. 

1 

Regression 45.265 4 11.316 30.899 .000
b
 

Residual 56.033 153 .366   

Total 101.297 157    

a. Dependent Variable: X 

b. Predictors: (Constant), Incentive Offering, Ease of Use, Perceived Usefulness, Advertisement Intrusiveness 

In the ANOVA Table 2 for Gen X, the F-statistic of 30.899 with a p-value of 0.000 

suggests overall statistical significance for the model, indicating that at least one predictor 

significantly contributes to explaining the variance in Gen X attitudes. 

 
Table 3 

COEFFICIENTS FOR GEN X 

Coefficients
a
 

Model Unstandardized Coefficients Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 

(Constant) .693 .361 
 

1.919 .057 

Ease of Use .003 .068 .003 .040 .968 

Perceived Usefulness .406 .081 .364 4.995 .000 

Advertisement Intrusiveness .072 .076 .074 .948 .345 

Incentive Offering .358 .067 .391 5.334 .000 

a. Dependent Variable: X 

Examining the Coefficients Table 3 for Gen X, perceived usefulness is a statistically 

significant positive predictor (p-value = 0.000), indicating a positive influence on Gen X 

attitudes. Incentive offering is also a significant positive predictor (p-value = 0.000). 

However, perceived ease of use and advertisement intrusiveness do not significantly impact 

Gen X attitudes Table 4. 
Table 4 

MODEL SUMMARY FOR GEN Y (DEPENDENT VARIABLE Y) 

Model Summary 

Model R R Square Adjusted R Square Std. Error of the Estimate 

1 .478
a
 .229 .209 .732 

a. Predictors: (Constant), Incentive Offering, Ease of Use, Perceived Usefulness, Advertisement Intrusiveness, 

dependent variable Y 

The Model Summary for Generation Y (Gen Y) indicates that the regression model 

explains around 22.9% of the variance in attitudes toward social network advertising, with an 

Adjusted R Square of 20.9%. The Standard Error of the Estimate is 0.732. 

 
Table 5 

ANOVA FOR GEN Y 

ANOVA
a
 

Model Sum of Squares df Mean Square F Sig. 

1 

Regression 24.344 4 6.086 11.353 .000
b
 

Residual 82.017 153 .536 
  

Total 106.361 157 
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a. Dependent Variable: Y 

b. Predictors: (Constant), Incentive Offering, Ease of Use, Perceived Usefulness, Advertisement Intrusiveness 

The ANOVA Table 5 for Gen Y shows statistical significance (F-statistic = 11.353, p-

value = 0.000) for the overall model, suggesting the presence of at least one significant 

predictor. 

 
Table 6 

COEFFICIENTS FOR GEN Y 

Coefficients
a
 

Model Unstandardized Coefficients Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 

(Constant) 1.729 .437 
 

3.957 .000 

Ease of Use .409 .083 .389 4.932 .000 

Perceived Usefulness .016 .098 .014 .158 .875 

Advertisement Intrusiveness -.038 .092 -.039 -.418 .677 

Incentive Offering .206 .081 .220 2.542 .012 

a. Dependent Variable: Y 

In the Coefficients Table 6 for Gen Y, perceived usefulness is a statistically significant 

positive predictor (p-value = 0.000), indicating a positive influence on Gen Y attitudes. 

Incentive offering is also a significant positive predictor (p-value = 0.012). However, 

perceived ease of use, advertisement intrusiveness, and the intercept are not statistically 

significant predictors for Gen Y attitude. 

 
Table 7  

MODEL SUMMARY FOR GEN Z (DEPENDENT VARIABLE Z) 

Model Summary 

Model R R Square Adjusted R Square Std. Error of the Estimate 

1 .580
a
 .336 .319 .743 

a. Predictors: (Constant), Incentive Offering, Ease of Use, Perceived Usefulness, Advertisement Intrusiveness, 

dependent variable Z 

The Model Summary for Generation Z (Gen Z) Table 7 shows that the regression 

model explains approximately 33.6% of the variance in attitudes toward social network 

advertising, with an Adjusted R Square of 31.9%. The Standard Error of the Estimate is 

0.743. 

 
Table 8 

ANOVA FOR GEN Z 

ANOVA
a
 

Model Sum of Squares df Mean Square F Sig. 

1 

Regression 42.792 4 10.698 19.369 .000
b
 

Residual 84.505 153 .552   

Total 127.297 157    

a. Dependent Variable: Z 

b. Predictors: (Constant), Incentive Offering, Ease of Use, Perceived Usefulness, Advertisement Intrusiveness 

The ANOVA Table 8 for Gen Z indicates statistical significance (F-statistic = 19.369, 

p-value = 0.000) for the overall model, suggesting the presence of at least one significant 

predictor. 
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Table 9 

COEFFICIENTS FOR GEN Z 

Coefficients 
a
 

Model Unstandardized Coefficients Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 

(Constant) .431 .444 
 

.972 .333 

Ease of Use .211 .084 .184 2.514 .013 

Perceived Usefulness .355 .100 .284 3.554 .001 

Advertisement Intrusiveness .133 .093 .123 1.430 .155 

Incentive Offering .197 .082 .192 2.396 .018 

a. Dependent Variable: Z 

In the Coefficients Table 9 for Gen Z, perceived usefulness is a statistically significant 

positive predictor (p-value = 0.001), indicating a positive influence on Gen Z attitudes. 

Incentive offering is also a significant positive predictor (p-value = 0.018). However, 

perceived ease of use and advertisement intrusiveness do not show statistically significant 

effects on Gen Z attitudes. These results provide detailed insights into the influence of 

different factors on the attitudes toward social network advertising for each generation. 

CONCLUSION 

In conclusion, the analysis of the hypotheses concerning the influence of various 

factors on attitudes toward social network advertising across Generation X (Gen X), 

Generation Y (Gen Y), and Generation Z (Gen Z) yields valuable insights into consumer 

behavior within different generational cohorts. For Generation X, the regression model 

elucidates a substantial portion (44.7%) of the variance in attitudes toward social network 

advertising. However, contrary to Hypothesis 1 (H1), perceived ease of use does not 

significantly influence Gen X attitudes. Conversely, supporting Hypotheses 2 (H2) and 4 

(H4), perceived usefulness and incentive offering positively impact Gen X attitudes. Notably, 

Hypothesis 3 (H3) regarding advertisement intrusiveness is not supported among Gen X 

consumers. Similarly, the model for Generation Y explains approximately 22.9% of the 

variance, with perceived usefulness and incentive offering positively influencing attitudes, as 

predicted by H2 and H4. However, ease of use, advertisement intrusiveness, and the intercept 

do not significantly predict Gen Y attitudes toward social network advertising. For 

Generation Z, the model accounts for about 33.6% of the variance, supporting H2 and H4. 

Perceived usefulness and incentive offering emerge as positive and significant predictors of 

Gen Z attitudes. Nevertheless, perceived ease of use and advertisement intrusiveness do not 

significantly impact Gen Z attitudes toward social network advertising. In summary, 

perceived usefulness and incentive offering consistently emerge as positive predictors across 

all three generations, while the effects of perceived ease of use and advertisement 

intrusiveness vary. These findings underscore the importance of tailored strategies for social 

network advertising based on the distinct preferences of different generational cohorts. By 

understanding the nuanced dynamics at play within each generation, marketers can refine 

their approaches to effectively engage with target audiences and cultivate positive attitudes 

toward social network advertising. This nuanced understanding of generational preferences 

can inform strategic decision-making and enhance the efficacy of advertising campaigns in an 

ever-evolving digital landscape. 



 
 
 
Academy of Marketing Studies Journal                                                                                                    Volume 30, Issue 2, 2026 

 

                                                                                                 8                                                                    1528-2678-30-2-142 

Citation Information: A., A, Sugirtha., R, Jeyalakshmi., S.S & Vijayashankar., U. (2026) Bridging the gap: intergenerational 
attitude of social network advertisement. Academy of Marketing Studies Journal, 30(2), 1-09. 

REFERENCES 

Bauer, H. H., Barnes, S. J., Reichardt, T., & Neumann, M. M. (2008). Driving consumer acceptance of mobile 

marketing: A theoretical framework and empirical study. 

Bond, C., Ferraro, C., Luxton, S., & Sands, S. (2010, November). Social media advertising: An investigation of 

consumer perceptions, attitudes, and preferences for engagement. In Proceedings of the Australian and 

New Zealand Marketing Academy (ANZMAC) Conference (pp. 1–7). 

Brehm, J. W. (1989). Psychological reactance: Theory and applications. ACR North American Advances, 16, 

72–75. 

Brown, J., Broderick, A. J., & Lee, N. (2007). Word of mouth communication within online communities: 

Conceptualizing the online social network. Journal of Interactive Marketing, 21(3), 2–20. 

Calder, B. J., Malthouse, E. C., & Schaedel, U. (2009). An experimental study of the relationship between 

online engagement and advertising effectiveness. Journal of Interactive Marketing, 23(4), 321–331. 

Cano, A. (1994). La publicidad que vivimos. Editorial Eresma. 

Chaney, D., Touzani, M., & Ben Slimane, K. (2017). Marketing to the (new) generations: Summary and 

perspectives. Journal of Strategic Marketing, 25(3), 179–189. 

Childers, T. L., Carr, C. L., Peck, J., & Carson, S. (2001). Hedonic and utilitarian motivations for online retail 

shopping behavior. Journal of Retailing, 77(4), 511–535. 

Comscore. (2022). State of social media in India.  

Davis, F. D. (1989). Perceived usefulness, perceived ease of use, and user acceptance of information 

technology. MIS Quarterly, 13(3), 319–340. 

Dimock, M. (2019). Defining generations: Where Millennials end and Generation Z begins. Pew Research 

Center, 17(1), 1–7. 

Ellison, N. B. (2007). Social network sites: Definition, history, and scholarship. Journal of Computer-Mediated 

Communication, 13(1), 210–230. 

Fortunati, L., Taipale, S., & de Luca, F. (2019). Digital generations, but not as we know them. Convergence, 

25(1), 95–112. 

Grewal, D., Bart, Y., Spann, M., et al. (2016). Mobile advertising: A framework and research agenda. Journal of 

Interactive Marketing, 34, 3–14. 

Ha, Y. W., Park, M.-C., & Lee, E. (2014). A framework for mobile SNS advertising effectiveness: User 

perceptions and behaviour perspective. Behaviour & Information Technology, 33(12), 1333–1346. 

Ho, T. V., & Thuy, V. T. N. (2020). Time orientation on avoiding advertising based on incentive theory of 

motivation: A literature review and conceptual framework. International Journal of Management, 

11(7). 

Li, H., Edwards, S. M., & Lee, J. H. (2002). Measuring the intrusiveness of advertisements: Scale development 

and validation. Journal of Advertising, 31(2), 37–47. 

Lin, T. T., & Bautista, J. R. (2018). Content-related factors influence perceived value of location-based mobile 

advertising. Journal of Computer Information Systems, 60, 1–10. 

Luna-Nevarez, C., & Torres, I. M. (2015). Consumer attitudes toward social network advertising. Journal of 

Current Issues & Research in Advertising, 36(1), 1–19. 

McCoy, S., Everard, A., Polak, P., & Galletta, D. F. (2007). Online ad intrusiveness. In Human-Computer 

Interaction. HCI Applications and Services: 12th International Conference, HCI International 2007, 

Beijing, China, July 22–27, 2007, Proceedings, Part IV (pp. 86–89). Springer. 

Merisavo, M., Kajalo, S., Karjaluoto, H., Virtanen, V., Salmenkivi, S., Raulas, M., & Leppäniemi, M. (2007). 

An empirical study of the drivers of consumer acceptance of mobile advertising. Journal of Interactive 

Advertising, 7(2), 41–50. 

Mir, P., Calderón, R., Recalde, M., & Fondevila-Gascón, J. F. (2015). Perspectivas cómo Internet transforma la 

gestión de la reputación. Telos, 1–8. 

Misra, S., & Beatty, S. E. (1990). Celebrity spokesperson and brand congruence: An assessment of recall and 

affect. Journal of Business Research, 21(2), 159–173. 

Osgood, C. E., & Tannenbaum, P. H. (1955). The principle of congruity in the prediction of attitude change. 

Psychological Review, 62(1), 42. 

Ozkan, M., & Solmaz, B. (2015). Mobile addiction of generation Z and its effects on their social lifes: (An 

application among university students in the 18–23 age group). Procedia - Social and Behavioral 

Sciences, 205, 92–98. 

Prensky, M. (2005). Digital natives, digital immigrants. Gifted, 135, 29–31. 

Priporas, C.-V., Stylos, N., & Fotiadis, A. K. (2017). Generation Z consumers’ expectations of interactions in 

smart retailing: A future agenda. Computers in Human Behavior, 77, 374–381. 

Rettie, R. (2001). An exploration of flow during Internet use. Internet Research: Electronic Networking 

Applications and Policy. 

https://search.proquest.com/openview/9f82a69f0d8428d058e77be85990f529/1?pq-origsite=gscholar&cbl=44515
https://search.proquest.com/openview/9f82a69f0d8428d058e77be85990f529/1?pq-origsite=gscholar&cbl=44515
https://figshare.swinburne.edu.au/articles/conference_contribution/Social_media_advertising_an_investigation_of_consumer_perceptions_attitudes_and_preferences_for_engagement/26226701
https://figshare.swinburne.edu.au/articles/conference_contribution/Social_media_advertising_an_investigation_of_consumer_perceptions_attitudes_and_preferences_for_engagement/26226701
https://search.ebscohost.com/login.aspx?direct=true&profile=ehost&scope=site&authtype=crawler&jrnl=00989258&asa=N&AN=6487682&h=eheY860UyBbsf0sbgBWJmQyiE3yWv06eobwRu4xNIxkIF%2BD27Z1iMoxri0okAysPibF1aT89Zlvd60GgGAFYpg%3D%3D&crl=c
https://journals.sagepub.com/doi/abs/10.1002/dir.20082
https://journals.sagepub.com/doi/abs/10.1002/dir.20082
https://journals.sagepub.com/doi/abs/10.1016/j.intmar.2009.07.002
https://journals.sagepub.com/doi/abs/10.1016/j.intmar.2009.07.002
https://www.researchgate.net/profile/Antonio-Caro-2/publication/44478230_La_Publicidad_que_vivimos_Antonio_Caro/links/5c1cc0a7299bf12be38fee22/La-Publicidad-que-vivimos-Antonio-Caro.pdf
https://www.tandfonline.com/doi/full/10.1080/0965254X.2017.1291173
https://www.tandfonline.com/doi/full/10.1080/0965254X.2017.1291173
https://www.sciencedirect.com/science/article/pii/S0022435901000562
https://www.sciencedirect.com/science/article/pii/S0022435901000562
https://misq.umn.edu/misq/article-abstract/13/3/319/191
https://misq.umn.edu/misq/article-abstract/13/3/319/191
http://tony-silva.com/eslefl/miscstudent/downloadpagearticles/defgenerations-pew.pdf
https://onlinelibrary.wiley.com/doi/abs/10.1111/j.1083-6101.2007.00393.x
https://journals.sagepub.com/doi/abs/10.1177/1354856517692309
https://journals.sagepub.com/doi/abs/10.1016/j.intmar.2016.03.003
https://www.tandfonline.com/doi/abs/10.1080/0144929X.2014.928906
https://www.tandfonline.com/doi/abs/10.1080/0144929X.2014.928906
https://papers.ssrn.com/sol3/papers.cfm?abstract_id=3701024
https://papers.ssrn.com/sol3/papers.cfm?abstract_id=3701024
https://www.tandfonline.com/doi/abs/10.1080/00913367.2002.10673665
https://www.tandfonline.com/doi/abs/10.1080/00913367.2002.10673665
https://www.tandfonline.com/doi/shareview/10.1080/08874417.2018.1432995
https://www.tandfonline.com/doi/shareview/10.1080/08874417.2018.1432995
https://www.tandfonline.com/doi/abs/10.1080/10641734.2014.912595
https://link.springer.com/chapter/10.1007/978-3-540-73111-5_10
https://www.tandfonline.com/doi/abs/10.1080/15252019.2007.10722130
https://www.sciencedirect.com/science/article/pii/014829639090050N
https://www.sciencedirect.com/science/article/pii/014829639090050N
https://psycnet.apa.org/record/1955-08361-001
https://www.sciencedirect.com/science/article/pii/S1877042815050454
https://www.sciencedirect.com/science/article/pii/S1877042815050454
https://www.sciencedirect.com/science/article/pii/S0747563217300729
https://www.sciencedirect.com/science/article/pii/S0747563217300729
https://www.emerald.com/insight/content/doi/10.1108/10662240110695070/full/pdf


 
 
 
Academy of Marketing Studies Journal                                                                                                    Volume 30, Issue 2, 2026 

 

                                                                                                 9                                                                    1528-2678-30-2-142 

Citation Information: A., A, Sugirtha., R, Jeyalakshmi., S.S & Vijayashankar., U. (2026) Bridging the gap: intergenerational 
attitude of social network advertisement. Academy of Marketing Studies Journal, 30(2), 1-09. 

Robinson, H., Wysocka, A., & Hand, C. (2007). Internet advertising effectiveness: The effect of design on click-

through rates for banner ads. International Journal of Advertising, 26(4), 527–541. 

Roth-Cohen, O., Rosenberg, H., & Lissitsa, S. (2022). Are you talking to me? Generation X, Y, Z responses to 

mobile advertising. Convergence, 28(3), 761–780. 

Ryder, N. B. (1985). The cohort as a concept in the study of social change. In Cohort analysis in social 

research: Beyond the identification problem (pp. 9–44). Springer. 

Santana, E., i Gascón, J. F. F., & Arteaga, M. (2019). Claves de las estrategias de branded content y marketing 

experiencial combinadas con la participación de influencers. In Redes sociales, tecnologías digitales y 

narrativas interactivas en la sociedad de la información (pp. 189–199). McGraw-Hill Interamericana 

de España. 

Selamat, Z., Jaffar, N., & Ong, B. H. (2009). Technology acceptance in Malaysian banking industry. European 

Journal of Economics, Finance and Administrative Sciences, 17, 143–155. 

Smith, K. T. (2019). Mobile advertising to digital natives: Preferences on content, style, personalization, and 

functionality. Journal of Strategic Marketing, 27(1), 67–80. 

Strauss, W., & Howe, N. (1991). Generations: The history of America’s future, 1584 to 2069. William Morrow 

and Co. 

Van der Goot, M., Rozendaal, E., Opree, S. J., et al. (2018). Media generations and their advertising attitudes 

and avoidance: A six-country comparison. International Journal of Advertising, 37(2), 289–308. 

Xie, T., Donthu, N., Lohtia, R., & Osmonbekov, T. (2004). Emotional appeal and incentive offering in banner 

advertisements. Journal of Interactive Advertising, 4(2), 30–37. 

Youn, S., & Kim, S. (2019). Newsfeed native advertising on Facebook: Young millennials’ knowledge, pet 

peeves, reactance and ad avoidance. International Journal of Advertising, 38(5), 651–683. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Received: 02-Mar-2026, Manuscript No. AMSJ-26-16996; Editor assigned: 03-Mar-2026, PreQC No. AMSJ-26-16996(PQ); Reviewed: 

10-Mar-2026, QC No. AMSJ-26-16996; Revised: 17-Mar-2026, Manuscript No. AMSJ-26-16996(R); Published: 24-Mar-2026 

https://www.tandfonline.com/doi/abs/10.1080/02650487.2007.11073031
https://www.tandfonline.com/doi/abs/10.1080/02650487.2007.11073031
https://journals.sagepub.com/doi/abs/10.1177/13548565211047342
https://journals.sagepub.com/doi/abs/10.1177/13548565211047342
https://link.springer.com/content/pdf/10.1007/978-1-4613-8536-3_2?pdf=chapter%20toc
https://www.researchgate.net/profile/Zarehan-Selamat/publication/259764001_Technology_Acceptance_in_Malaysian_Banking_Industry/data/0c96052dc8ad41b416000000/Technology-Acceptance-in-Malaysian-Banking-Industry.pdf
https://www.tandfonline.com/doi/abs/10.1080/0965254X.2017.1384043
https://www.tandfonline.com/doi/abs/10.1080/0965254X.2017.1384043
https://go.gale.com/ps/i.do?id=GALE%7CA13771910&sid=googleScholar&v=2.1&it=r&linkaccess=abs&issn=07495056&p=AONE&sw=w
https://www.tandfonline.com/doi/abs/10.1080/02650487.2016.1240469
https://www.tandfonline.com/doi/abs/10.1080/02650487.2016.1240469
https://www.tandfonline.com/doi/abs/10.1080/15252019.2004.10722085
https://www.tandfonline.com/doi/abs/10.1080/15252019.2004.10722085
https://www.tandfonline.com/doi/abs/10.1080/02650487.2019.1575109
https://www.tandfonline.com/doi/abs/10.1080/02650487.2019.1575109

