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Abstract - Social media is becoming a preeminent platform for advertising organizations. However, most advertisers face 

enormous challenges in designing an advertisement that effectively involves online customers and encourages them to purchase 

the brand. Thus, the research objective is to find the effect of advertising messages and their impact on consumer purchases by 

adopting the SOR model approach on Generation “Y”. The study will also evaluate the impact of AI enabled Advertising as a 

moderator, Personal Involvement, and consumer engagement as a mediator on the stimulus received through online ads. The 

stimulus-organism-response (SOR) framework has been extensively studied for the previous generations; however, the tool’s 

ability to provide insight into how Generation Y respond to communications influenced by AI, customer engagement, and online 

ads has not been thoroughly explored. The study has used a prevalence study to analyze data from a particular sample. The study 

adopted a five-point Likert scale, and convenience sampling was adopted for collecting information from 528 respondents. The 

Amos-SEM modelling was adopted to examine the relationship of the advertising messages, AI-enabled content, specific 

significance to everyone, and an individual’s involvement in the intention to purchase. The result of this study validates the 

hypothesis framed, i.e. there is a high impact between the stimuli- advertising message and behaviour- consumer engagement. 

The results showed how the communicated message through the ad advertising message impacts cognitive processing and 

superficial cues. It also accentuates how crucial the role played by social media is in fostering customer engagement. However, 

the results also support the idea that AI content might function as a moderator to influence both consumer engagement and 

advertising messages.  

Keywords - Social media platform, Stimulus-Organism-Response model, Advertising message, Perceived personal relevance, 

Consumer engagement and Purchase intention.  

1. Introduction 
High-tech ventures have consistently used an array of 

social media channels to market their products, influence 

interactions with customers, and impact their brands’ 

purchasing decisions (Rana, Meghna, 2022).  Planning a 

successful and profitable social media advertising strategy is 

difficult, given the industry’s extraordinarily competitive and 

ruthless nature. Consequently, companies worldwide have 

started to contemplate how they can utilize these channels, 

which could lead to better customer acquisition and profitable 

marketing partnerships (Lin and Kim, 2016; Sarmah, Gupta, 

& Dwivedi, 2018; Alalwan, Rana, Algharabat, & Tarhini, 

2016). Ad spending in the advertising on social media market 

is anticipated to reach US$1.3 billion in 2024, according to 

Statista’s 2024 report. India’s market for social media 

advertising is expected to expand by 6.37% between 2024 and 

2029, reaching a US$ billion market size in that year. This, in 

turn, poses the concern of whether such initiatives are feasible 

from the standpoint of the technologically advanced business. 

Furthermore, companies always struggle to create these 

campaigns appealingly and successfully (Ali Abdallah 

Alalwan, 2018). Businesses are striving harder than ever to 

produce user-engaging content. They are doing this by 

applying various strategies to Advertisers’ illustrations, 

reproducing written content, drawing viewers in 

and increasing their levels of involvement, be it shares, likes, 

or comments. Because of increased customer engagement, 

there is an increase in sales. (Manchanda et al., 2012). 

Advertisers are keen on increasing their online ads’ 

engagement level since customer involvement is a crucial 

indicator of social media advertisement efficacy (Weiger et 

al., 2018). With the rising competition on social media 

platforms, however, advertisers now have more difficulty 

producing material that prompts higher levels of interaction 

and can impact consumers’ intentions to purchase. However, 

only advertisers with creativity and innovation are those 

https://www.internationaljournalssrg.org/
http://creativecommons.org/licenses/by-nc-nd/4.0/


Uday Kiran kommuri & Thangaraja Arumugam  / IJETT, 73(2), 185-199, 2025 

 

186 

whose advertisement effectively captures an audience’s 

attention to attain the necessary results.  In order to improve 

advertising efficiency, restructure, and modernize the 

conventional promotion process, advertisers are now 

implementing AI (Qin & Jiang, 2019). According to the 

researchers, artificial intelligence can restructure advertising 

aspects, including media selection and acquisition, 

performance assessment, copywriting, research on 

advertising and creation of brand loyalty (Liao, 2017). 

Furthermore, Jiang and Xin (2019) claim that AI can have a 

profound effect on an entirely novel set of actions in the 

process of advertising, such as consumer insight exploration, 

selection of platforms, commercials creation, and advertising 

impact assessment, by using consumer profile and algorithms, 

it may guide advertising initiatives such as the production of 

large-scale, customized advertisements. 

The use of AI can help marketers improve their 

understanding of the purchasing choices of consumers. Online 

purchases differ from traditional purchases in that the 

decision-making process in the former is adaptable (Bucklin 

et al., 2002). The advent of AI-powered technological devices 

and their advancement have significantly impacted online 

purchasing (Gupta et al., 2004). AI-powered technology can 

improve the way online shoppers obtain the necessary data 

concerning the product or service that they want to purchase. 

Besides, AI also helps shoppers seek other alternatives, assess 

them, make purchases, etc. (Constaninides, 2004). 

Furthermore, AI assists consumers in acclimatizing their 

buying behaviours to novel, complex situations that involve 

decision-making and purchasing through diverse platforms 

(Karimi et al., 2015). 

According to Kietzmann et al. (2018), artificial 

intelligence has changed how advertisers observe and direct 

their target consumers. Employing AI in online commercials 

is a key requirement in the context of social networking 

venues. This aids marketers in developing ethically compliant 

products while also fulfilling the demands of digital customers 

(Qin & Jiang, 2019). Further, artificial intelligence has 

influenced each process stage, leading to tremendous 

transformation in the technology sector. A study by Lee et al. 

(2018) reveals that personal preferences and consumer 

engagement depend on the marketing pitch, which accounts 

for the content of the advertisement, its length, kind, tone, and 

attractiveness. 

Insights regarding the application of S-O-R and consumer 

interpretation of advertising messages have been presented by 

Dwivedi et al. (2020). The research has found a gap from the 

previous literature that fails to address how the S-O-R theory 

would impact consumer engagement in social media and can 

increase consumer engagement and purchase levels. Thus, the 

study has found a research gap with the following research 

question: Does the advertising message significantly impact 

consumer engagement and intention to purchase.? Secondly, 

can AI content as a moderator impact the level of consumer 

engagement and substantially affect the purchase intention of 

consumers? Does the level of personal relevance and 

consumer engagement as a mediator will increase consumer 

purchase intention? This study was carried out since no 

significant study exists to answer the research question.  

The study has developed a conceptual framework to 

analyze the effect of advertising messages on consumer 

engagement and purchase intention. Secondly, this study aims 

to understand whether the moderating effect of artificial 

intelligence content impacts advertising messages on 

consumer engagement and consumer purchase intention. 

Thirdly, the study also aims to determine whether perceived 

relevance significantly influences consumer engagement. The 

theory comprehends the existence of connectedness and 

variations among the variables by drawing on viewpoints from 

the SOR framework. 

2. Review of Literature 
2.1. Advertising Message 

Advertising significantly influences consumer behaviour 

by shaping perceptions, attitudes, and purchase intentions. 

Marketers utilize advertising to Mold how consumers view a 

product or brand, aiming to create a positive image and 

establish a favourable position in consumers’ minds (Aaker, 

2021). Additionally, advertising can impact consumer 

attitudes through persuasive messaging, emotional appeals, 

and social validation (Cialdini, 2020). According to Rai 

(2013), exposure to advertisements alters consumers’ attitudes 

toward products. Regarding consumer purchasing decisions, 

Rai asserts that advertising significantly influences customers’ 

choices of specific brands. Niazi et al. (2012) their study found 

that advertising serves as a potent tool to attract individuals 

and positively shift their attitudes toward products. Thus, 

advertising plays a pivotal role in the modern era by 

influencing societal behaviour towards products. It empowers 

consumers to access information and make proper purchase 

decisions (Niazi et al., 2012). 

2.2. AI Generated Content Ad 

Artificial intelligence modifies and enhances the 

conventional advertising process, leading to increased 

advertising effectiveness (Qin & Jiang, 2019). AI-based 

technologies are capable of restructuring advertisement-

related operations such as media planning and buying, 

assessment of results, copywriting, advertising research, 

planning, and development (Liao, 2017). Studies indicate that 

improved advertisement efficiency is attributed to the 

adoption of AI. Artificial intelligence (AI) has altered how 

advertisers see and direct their target audience (Kietzmann. et 

al., 2018). Employing AI in advertising is viewed as a key 

requirement in e-commerce that helps advertisers and e-

commerce platforms develop ethically viable merchandise 

and fulfill the demands of online consumers (Qin and Jiang, 

2019). The rapid evolution in AI technology has significantly 
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impacted advertising at various levels, beginning with 

creation and implementation (Lee & Cho, 2019) and 

extending to design, process, and execution (Qin & Jiang, 

2019). Besides, AI technology influences programmatic 

advertising and the various phases of digital marketing (Chen, 

2019). 

2.3. Perceived Personal Relevance 

According to Celsi and Olson (1988), it’s a process that 

evaluates how an individual consumer perceives the brand’s 

relevance in achieving their goals. Earlier studies point out 

that customers are more likely to take notice of products or 

services with greater personal value attached to them (Zhu & 

Chang, 2016). Thus, recommendations for personalized 

products from internet retailers have been observed to be more 

beneficial to customers in their product selection in 

comparison with recommendations from experts or other 

customers (Senecal & Nantel, 2004). Customized 

advertisements have enhanced customer attention and self-

awareness by appealing to individuals’ unique demands and 

experiences, thus increasing customer usage intentions (Zhu 

& Chang, 2016). 

2.4. Consumer Engagement 

Hollebeek. et al. (2014) noted that information consumers 

seek to learn about products reflects their degree of 

involvement. On the other hand, reactions (R) such as 

approving or remarking have been used to describe 

engagement in the context of the SOR paradigm (Carlson.et 

al., 2018). Engagement can be defined in different ways. 

While greater emphasis is placed on the motivations behind 

the action in certain approaches, co-creating content by 

working with businesses has been the emphasis of other 

approaches (Barger. et al., 2016). According to Moran. et al. 

(2019), clicks, likes, shares, and comments have been 

frequently used to assess social media involvement. 

2.5. Consumer Purchase Intention (CPI) 

 According to Wu et al. (2011), the likelihood that 

consumers are interested in purchasing a particular 

commodity or product in the future is measured by Consumer 

Purchase Intention. A positive association between the 

increasing trend in consumer purchase intention and a better 

chance of purchasing the brand has been demonstrated in 

earlier research by Martines et al. (2019).  

Thus, consumers with positive purchase intentions 

exhibit a favourable engagement with brands, which in turn 

may promote purchasing. Zubcsek et al. (2017), in one of their 

recent studies, argued that the mobility patterns of consumers 

are characteristic of their preferences for products. This needs 

to be utilized by advertisers while crafting their commercial 

offers (Martines et al., 2019). Therefore, content in advertising 

should consider these factors to be embraced by prospective 

customers and leave a lasting impression on them.  

3. Conceptual Framework 
The study has adopted a Stimuli-Organism-Response 

(SOR) framework to analyze consumer engagement 

behaviour (Mehrabian & Russell, 1974). It examines how 

cognition and emotions generate stimuli and how they create 

intention, subsequently triggering an engagement response 

from consumers on social media platforms. The SOR 

framework has been widely employed by academicians to 

forecast customers’ buying behaviour in commercial and 

digital environments (Chopdar & Balakrishnan, 2020) and 

also to examine the engaging level of consumer patterns on 

social media platforms (Blasco Arcas et al., 2016). 

 
Fig. 1 Conceptual framework of serial mediation -moderation model advertising message, perceived personal relevance and AI-enabled advertising 

services on consumer engagement and purchase intention 
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3.1. Advertising Message and Consumer Purchase Intention 

Advertisers use a variety of strategies to sway consumers’ 

buying decisions through persuasive marketing messaging. 

Furthermore, they frequently utilize celebrities in their 

marketing campaigns to promote what they sell (Alalwan, 

2018). As a result, Vargas-Bianchi and Mensa (2020) 

observed that advertising is an important factor in 

contemporary culture, acting as an instrument to influence 

public perceptions towards commodities. Commercials help 

consumers make judgements about what to buy by offering 

information. Individual differences in behaviour, psychology, 

and emotions significantly impact effective decision-making 

(Wirtz. et al.,2017). The degree of awareness of a brand can 

be used to forecast consumers’ purchase intentions 

(Alalwan,2018). In conclusion, an unambiguous link exists 

between customer purchase intention and advertising. 

Customers’ inclinations to purchase are probably going to 

increase as promotions increase. Thus, the following 

hypothesis is developed.  

H1: Advertising Messages significantly increase 

consumer purchase intention on social media platforms.  

3.2. Advertising Message and Personal Relevance 

Individual value has been found to have moderating 

effects on attitude in addition to direct effects such as 

reasoning power, Perceived personal relevance, and repetition 

on attitude transformation. High degrees of individual 

relevancy changed attitude, whereas low levels had the reverse 

impact, as Liberman and Chaiken (1996) demonstrated. 

Repetition of the message improved attitude change in 

outstanding, compelling arguments, and there was no change 

in low-quality, weak arguments. On the other hand, it was 

discovered that attitude change was reduced with low relevant, 

compelling evidence and negative (against intended) with 

high relevant weak justifications. The value of individual 

relevance in online advertising is further enhanced by the 

increased control from operating in an online setting (Rayport 

& Jaworski 2003). This is because businesses can control the 

internet space to produce disruptions like “pop-up” or “slide-

in” ads. Many other types of mediums, in contrast to the 

internet, can only be used in a structured manner. The media 

cannot easily divert or interrupt a reader when they are reading 

a newspaper or magazine. Therefore, Online advertising 

messages viewed as less personally relevant will function 

more as disruptions than as highly significant products.  

H2: Advertising messages have a significant effect on 

personal relevance. 

3.3. Personal Relevance and Consumer Engagement 

According to Celsi et al. (1988), personal relevance is a 

crucial aspect of involvement and stems from consumers’ 

previous interactions and recollected information. It is 

considered an “intrinsic” source of relevance. Previous studies 

indicate that views regarding advertisements and customer 

purchase intentions are primarily (Abdallah, 2018) and 

deterministically influenced by personal relevance (Chang, 

2016). According to Mittal and Lee (1989), involvement is the 

desire to achieve a particular objective. They emphasized the 

importance of comprehending consumer behaviour and 

balancing the effects of decisions made on products and 

brands, including word-of-mouth and persuasive messaging. 

Using their past experiences and knowledge, consumers today 

carefully consider an advertisement’s message before 

deciding where and how to react to it (e.g., by leaving 

comments, loving it, or not). In other words, customers who 

find personal involvement are more likely to take the central 

route and are more likely to be highly motivated and elaborate. 

H3: Personal Relevance has a positive significant impact 

on consumer engagement.  

3.4. Consumer Engagement and Consumer Purchase 

Intention 

Consumer engagement is the term used to describe 

customer actions directed toward certain companies or brands 

with purposes other than just making purchases. Consumer 

engagement on social media platforms has increasingly 

attracted more academicians and practitioners in recent years. 

Many studies have indicated that customer social media 

contacts can result from good brand assessments and purchase 

intentions. Purchase intention is positively impacted both 

directly and indirectly by customer interaction. EWOM’s 

involvement influences consumers’ purchase intentions. Thus, 

a thorough analysis of how consumer participation affects 

purchase intention shall be conducted. 

H4: Consumer Engagement has a positive significant 

impact on consumer purchase intention. 

3.5. Mediation Effect 

3.5.1. Personal Relevance on Advertising Message Type and 

Consumer Purchase Intention 

Today, marketers and advertisers can effectively deliver 

advertising messages that are more personalized and content 

that can align with consumer preferences. Numerous 

researchers emphasizing the internet, including Zhu. et al. 

(2016), have shown how crucial it is for consumers to view 

advertising content as relevant and tailored to their needs and 

preferences. According to Pechmann et al. (1990), consumers 

are more likely to engage with advertising when they perceive 

it as relevant to their personal needs. Zhu et al. (2016) 

presented empirical evidence to show how customers’ 

intentions to use a product continuously are influenced by 

perceived relevance and the mediation function of a sense of 

self. Therefore, one could argue that consumers find social 

media ads relevant to their interests and aspirations. 

H7: Personal relevance significantly mediates the 

relationship between advertising messages and consumer 

purchase intention (CPI). 
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3.5.2. Consumer Engagement in Advertising Message and 

Consumer Purchase Intention 

Consumer engagement refers to a brand notion or 

medium that the consumer has interacted with and finds 

appealing Cumming (2007). The belief that social media is an 

essential instrument for fostering customer interaction is 

fuelled by the growing widespread use of these platforms 

(Pütter, 2017). According to Barhemmati et al. (2015), 

advertisers can achieve this by creating emotional bonds 

through relationship marketing. According to Mirabi et al. 

(2015), decision-making and purchase intention are 

interconnected when consumers are willing to purchase 

brands. As per one of the researcher, positive purchase 

intention occurs when there is a positive relationship between 

the marketer’s product and consumers.  

H8: There is significant mediating impact of consumer 

engagement (CE) between relationship between advertising 

message and consumer purchase intention (CPI).  

3.5.3. AI-generated Content on Advertising Messages, 

Consumer Engagement and Consumer Purchase Interaction 

According to Libai et al. (2020), consumer experience can 

be enhanced at the consumer purchase decision-marketing 

process. Customer journeys and relationships can be 

transformed through artificial intelligence (Libai et al., 2020). 

AI-related technologies AI solutions can potentially 

streamline the payment procedure during the purchasing 

process. AI enables servers to provide customers with an 

exceptional level of service, which increases customer 

engagement. Customers are more likely to connect with a 

brand when they have emotions and social and mental positive 

experiences (Prentice et al., 2020). These elements strengthen 

the connection between customer loyalty and engagement.  

H5: AI-generated content significantly moderates the 

association between advertising message and consumer 

purchase intention (CPI) 

H6: The moderating effect of AI-generated content on the 

association between advertising message and consumer 

engagement (CPI). 

4. Research Methodology  
4.1. Population and Sampling 

The current study employed a quantitative method, 

testing its theoretical framework and assumptions with an 

online questionnaire. Using an online questionnaire saves time 

and allows respondents to participate conveniently. Extracting 

standard data and subjecting it to thorough quantitative 

analysis makes it easier to analyze (Sekaran et al., 2016). The 

unit of analysis includes Generation Y, which utilizes social 

platforms. According to a Forbes article from 2024, 

millennials will account for one-third of all social media 

shopping spending worldwide, with Gen Z and Gen X coming 

in second and third, respectively, at 29% and 28%.  

 
Fig. 2 Process of selection of research study 
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Generation Y’s wants and behaviors may differ greatly 

from those of earlier generations, according to demographic 

models (Lissitsa & Kol, 2016). According to Chuah et al. 

(2017), these variations can be linked to the common 

experiences of Generation Y, technology developments, and 

their adjustment to environmental and cultural shifts. A 

screening questionnaire based on the typical amount of time 

dedicated to social media platforms was employed to ensure 

proper data collection. Due to the large population size, the 

study adopted a non-probability sampling method to decide 

the type of samples (Etikan et al., 2015).  

To determine the minimal number of SEM samples, 

multiply the total amount of variables utilized in the study 

design by 5-10 times. The survey aimed to achieve four 

objectives. The study aims to explore Generation Y perception 

towards advertising messages and its effect on consumer 

engagement and purchase intention (CPI). Secondly, the 

survey aimed to explore whether Generation Y, whose 

engagement level increases and believes in advertising 

messages, exhibits higher levels of call-for-action Purchase 

Intention in Chennai.  

Thirdly, the study employed convenient sampling as a 

method of selecting participants, as it is a common approach 

in studies related to social media and advertising messages. 

The questionnaire started with a summary of the study and an 

assurance to participants that their answers would be kept 

completely private and used only for that purpose. It was 

completely voluntary for participants to participate in the 

survey, and they could opt out at any moment. In order to 

guarantee comprehensive data, all survey items must be 

answered by the participants. Data collection took place from 

September 2023 to January 2024. 

4.2. Measurement of Variables  

This study measured how advertising message and their 

effectiveness on social media platforms was improved by 

adopting artificial intelligence and its influence on the 

engagement level of Generation Y. A conceptual model was 

established to study the relationships between five variables in 

social media platforms to achieve this. The five variables are 

Advertising message, Artificial intelligence Content 

(moderator), Perceived personal relevance (mediator), 

Consumer Engagement (mediator) and Purchase Intention.  

 The advertising message type is an independent variable 

that measures millennials’ engagement level. It is measured to 

know whether the central route impacts the level of 

engagement will be high or if the Peripheral route has a high 

engagement level. The scale and items for the advertising 

message were adopted from Cheung & Thadani (2012), Wang 

and Strong (1996), and Shasha Teng et al. (2017). The items 

for the moderator of AI-enabled content were taken from Dana 

A. Al Qudah et al. in 2020. The consumer interaction was 

taken from Henkens, Bieke, et al. (2020). The products used 

as a mediator for customer involvement were taken from 

(Mani & Chouk, 2018; Islam et al., 2017). The four-item 

measurements utilized in this study were derived from 

Xiaodong Qiu and Jiwang Yin (2021). All the measurement 

scales have been adopted from the previous research. A pilot 

investigation was planned to assess the preservation of 

psychometric features, evaluate the applicability of online ads, 

and evaluate survey instrument validity. To ensure there is 

sufficient validity and reliability prior to completing the items 

in the questionnaire, the investigators conducted an initial 

experiment with 50 young adults with a scale of 5-point Likert 

scale.  

According to most of those young individuals, the 

questionnaire’s informational content was reasonable, and the 

language employed was straightforward. As required by 

Nunnally (1978), all factors obtained an appropriate value of 

0.70 of Cronbach’s alpha. It was observed that out of 750 

online surveys that were issued, 612 responses were returned 

completed. Out of the 612 sets of online questionnaires 

collected, 528 valid replies were retrieved after cases where 

participants gave incomplete information, were excluded.  

5. Analysis of Results 
5.1. Demographical Profiles and Characterises 

A descriptive analysis was undertaken to explore 

respondents’ demographic characteristics, social media usage 

and their immediate response to advertisements posted on 

social media platforms. Their sociodemographic 

characteristics suggested that the sample had enough diversity 

and was probably a representative sample of customers. The 

final findings from the experiment revealed that most 

individuals were in the age group of 20-25 (N=203, 38.4%).  

There with gender distribution of respondents in the 

experiment was Male (N=381, 60.2%), and most of the 

respondents held an academic Post Graduate (N=267, 

50.60%). Moreover, the majority of the respondents are 

employed (N=310, 58.7%). The finding of the analysis also 

revealed that the majority of millennials spent their time on 

social media platforms (N=302, 42.5%). Most respondents use 

social media to get information about the product or services 

(N=201, 28.3%). It was also found that the majority of the 

respondents are more engaged every day on social media 

platforms (N=298,41.9%). Moreover, most respondents prefer 

to purchase once a week (N=240,33.8%). Finally, the majority 

of respondents view the advertisements that are posted on 

social media platforms (N=310, 43.6%). 

5.2. Reliability and Viability 

The study assessed all the constructs and found that all 

constructs had adequate internal consistency (Nunnally, 

1978). AI-enabled content had the lowest CA value (0.831), 

while the highest value (0.973) was for the advertising 

message. Perceived personal relevance came in second with a 

value of (.910). 
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5.3. Data Analysis 

The data was analyzed using AMOS, version 29, and the 

Statistical Software of Social Science (IBM SPSS). A 

confirmatory test for the operationalization of variables within 

the measurement model was carried out, and model fit (Hair 

et al.,2010). Furthermore, SEM analysis has the benefit of 

being more frugal than other methods like regression and 

utilizing both measurement and a structural model to test each 

hypothesis simultaneously. 

5.3.1. Measurement Model 

The conceptual framework paths were examined using 

structural equation modelling. For the analysis of non-

scientific constructs that are difficult to quantify explicitly, 

structural equation modelling is advised. According to 

Steenkamp and Baumgartner (2000), researchers stated that 

certain constructs “can only be assessed through observable 

indicators or measures that vary in the degree of observational 

significance and validity.” Following a CFA analysis, the 

structural framework was put to the test. We evaluated 

measurement model validity in the CFA by speculating on a 

four-factor model. Numerous studies that were built were 

taken into consideration as individual elements in the five-

factor model that was postulated. The fit values were the GFI, 

AIC, RMSEA, and CFI, as well as the Chi-square ratio we 

employed in the CFA to evaluate the model fit with their 

intended value (Hair et al., 2009). The hypothesized four-

factor model fits the data well (Cmin-192.32, Df-.80, 

Pcmin/Df-2.404, GFI-.955, CFI-.982, RMSEA-0.52 and AIC-

272.322, NFI-.969) the model is acceptable to fit (Marsh & 

Hocevar, 1985, Wheaton et al., 1977, Fan et al., 1999, Hu & 

Bentler, 1999, Akaike, 1987) compared with single factor 

model fit (Cmin-1663.690, Df-.89, Pcmin/Df-18.691, GFI-

.684, CFI-.741, RMSEA-.183 and AIC-1725.690, NFI-.731) 

as shown in table 1. 

Table 1. Five-factor measurement model 

Model χ2 DF χ2/df GFI CFI RMSEA AIC RMR NFI 

Hypothesized four-factor 

Model 
192.32 80 2.404 .955 .982 0.52 272.322 .012 .969 

Three-Factor Model 795.905 84 9.475 .835 .883 .127 867.98 .116 .872 

Two-Factor Model 1196.165 87 13.749 .765 .818 .156 1262.165 .118 .807 

Single Factor Model 1663.690 89 18.693 .684 .741 .183 1725.690 .120 .731 

Note(S): All the factors are considered individual factors. 

Advertising messages and artificial intelligence content are 

combined into a single factor, and all other factors are 

individual factors. Advertising messages and Perceived 

personal relevance are combined into a single factor along 

with artificial intelligence content, and all other factors are 

individual factors. Advertising messages, artificial 

intelligence content, perceived personal relevance, and 

consumer engagement are combined into one factor, and all 

other factors are considered individual factors. Similarly, 

advertising messages, artificial intelligence, perceived 

personal relevance, consumer engagement and purchase 

intention are combined into a single factor.  

5.3.2. Structural Equation Model 

SEM is an approach to statistics that makes it possible to 

investigate a number of relationships between latent and 

observable variables (Hoyle, 1995). In general, the SEM 

method makes it possible to run multiple regression analyses 

on components that stand in for relevant constructs. It 

additionally permits the incorporation of both observable and 

latent variables into the study, hence augmenting the model’s 

capacity to discern correlations between variables (Hoyle, 

1995). 

5.3.3. Testing of Hypothesis 

Serial Mediation Effect 

The Models were evaluated with various levels of 

complexity (number of latent components) (Kline, 2010). The 

study applied Hayes’s (2013) and (2018) analytical 

approaches to examine the association between advertising 

messages and customer purchase intention (CPI), both directly 

and indirectly. The study has also adopted bootstrapping, 

recognized as one of the most accurate methods for examining 

the mediating effects of all the constructs (Zhao. et al., 2010) 

and for indirect effects followed by Preacher and Hayes 

(2008). To generate the beta, corresponding t values and R2 

were required to evaluate the structural model, so a 

bootstrapping procedure with 5000 resamples was conducted 

(Hair et al., 2016). The results suggested that there is a serial 

mediation effect and the structural model had an acceptable fit 

of (X2 =158.268: df= 48; P <.001; GFI=.953; RMSEA=.066; 

CFI=.980; NFI=.972; IFI =.980). The results also show that 

the indirect as well as direct effects both are significant. The 

finding states that partial mediation also exists along with the 

serial mediation test. Further results found that the association 

of advertising messages on consumer purchase intention (CPI) 

has been positively significant at a 95% confidence level (β 

=.012, SE=0.41, T-value=2.990; P<0.05); thus, H1 is 

accepted. The study’s finding states that the indirect impact of 

personal relevance between advertising messages and 

Consumer purchase intention has a positive significant 

association at 95% confidence level (β =0.60; P <.005), i.e. H2 

and H7 are supported. The finding reveals that the mediation 

effect of consumer engagement on advertising message and 

purchase intention has a positive significant association at 

95% confidence level (β= 0.159; p<.005), i.e. H4 and H8 are 

supported.  
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Fig. 3 Serial mediation and its impact on perceived personal relevance and consumer engagement on advertising message and consumer purchase 

intention 

Table 2. Total, direct, and indirect effects 

Variables Effect SE 95% CI 

ADM        CPI (Total Effect) .364 0.001 .264, .472 

ADM           CPI (Direct Effect) .124 0.41 0.47, .276 

ADM PR CPI 0.60 0.27 0.21, .133 

ADM            CDM       CPI 0.159 0.63 0.52, .297 

ADM PR CDM          CPI 0.20 0.13 0.005, 0.58 

Total Indirect Effect 0.24 0.77 0.107, 0.410 
 

Hence, personal relevance and consumer engagement 

partially mediate the association between advertising 

messages and consumer purchase intention. The mediation 

analysis summary is presented in Table 2. Additionally, the 

findings revealed that there is an indirect association among 

advertising message, personal relevance, consumer 

engagement, as well as consumer purchase intention, which 

had a positive significant effect (β =.352; P <.005) at a 95% 

confidence level, supporting hypothesis H4. Thus, based on 

the evaluation, we may infer that customer purchase intention 

is directly impacted by advertising messages. The mediation 

findings indicate that consumer engagement and Perceived 

personal relevance are serially mediated. When compared the 

indirect effects of Perceived personal relevance and consumer 

engagement and their effects on advertising messages with 

consumer purchase intention. Perceived personal relevance 

has a highly significant effect on advertising messages with 

consumer engagement (β =.559; P <.005).  Thus, it can be 

summarised that when perceived personal relevance is high, 

consumer engagement towards purchasing the product 

increases.  

 5.3.4. Moderation Effect 

Artificial Intelligence Ad Content Moderating Effect on 

Advertising Message and Consumer Purchase Intention 

This study also examines the moderating impact of 

artificial intelligence content on advertising messaging and 

consumer engagement. The idea was tested statistically, and 

the results showed that artificial intelligence contents modify 

the association between advertising messages and customer 

buying intention. It’s found that their negative relationship of 

moderating effect on advertising and purchase intention. 

However, this negative relationship is mitigated at high levels 

of artificial intelligence content versus low levels of artificial 

intelligence content ((β =-.032; P <.005). It can be summarised 

that when the advertising message is delivered with low 

artificial intelligence, there will be high consumer purchase 

intention. When the advertising message is delivered through 

high artificial intelligence, there will be low consumer 

purchase intention.  

Artificial Intelligence Ad Content Moderating Effect on 

Advertising Message and Consumer Engagement 

The study has also examined the inclusion of artificial 

intelligence content and its influence on advertising messages 

and consumer engagement. The results of the hypothesis have 

confirmed that artificial intelligence content enhances the 

association of advertising messages with consumer 

engagement. Figure 5 presents that the positive relationship 

between advertising messages is high with consumer 

engagement when the influence of artificial intelligence 

content and advertising messages is low on consumer 

engagement when artificial intelligence is high (β =0.245; P 

<.005). It can be summarised that when the advertising 

message is delivered with low artificial intelligence, there will 

be high consumer engagement. When the advertising message 

is delivered through high artificial intelligence, there will be 

low consumer engagement.  
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Fig. 4 Artificial intelligence ad content moderating effect on advertising message and consumer purchase intention 

 
Fig. 5 Artificial intelligence ad content moderating effect on advertising message and consumer engagement 

6. Discussions 
This study investigates the impact of advertising 

messaging on Generation Y purchase intention using the S-O-

R model (Petty & Cacioppo, 1986). It suggests a paradigm that 

investigates the mediating functions of consumer involvement 

and Perceived personal relevance. Additionally, the study 

investigates how artificial intelligence content might moderate 

this link. This study aims to resolve the contradictory results 

in the literature about which advertising messages encourage 

interaction from consumers (Tafesse & Wien, 2018). Through 

the mediating impacts of relevance and engagement, the 

present research aims to explain the influence of advertising 

messages upon purchase intention, given the limited attention 

on social media behaviours in understanding consumer-brand 

connections, particularly for social media advertising. 

Advertising moves beyond simple information delivery to 

customer engagement ( Fraccastoro et al., 2021). Consumers 

crave social media ads that grab attention, evoke emotions, 

and involve them with the brand (Willemsen et al., 2018). 

Successful brands create platforms for customer feedback and 

encourage user-generated content (Chwialkowska, 2019). Our 

findings support a positive relationship between advertising 

messages and purchase intention (H1 confirmed). Effective 

social media messaging considers factors that resonate with 

consumers on these platforms (Shareef et al., 2017; Dwivedi 

et al., 2017). Investigations of consumer engagement in social 

media advertising have witnessed an increasing trend. 

Nevertheless, it has been marred by several inconsistencies 

(Dolan et al., 2019; Rosado-Pinto & Loureiro, 2020). In this 

context, the present study investigates the mediation effect 

played by consumer engagement between advertising 

messages and purchasing intention (H4). The finding reveals 

a positive association between engagement and purchase 

intention (Toor et al., 2017). This research validates that 
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purchase intention and consumer engagement are positively 

correlated (H6). Agreeing with previous reports (Yang & He, 

2011), the findings of the present suggest an increased 

likelihood of making purchases by engaged consumers. Thus, 

customer loyalty fostered by social media engagement (Toor 

et al., 2017) translates into augmented purchase intent and, in 

turn, positive brand promotion by loyal customers. 

The study also investigates the possible moderating effect 

of AI-powered content on social media advertising (H5 & H6). 

The finding specifies a positive association between purchase 

intention (CPI) and advertising messaging, which is 

significantly affected by AI content. This aligns with the 

increasing importance of personalization and real-time 

contextualization in advertising in the era of AI (Chen et al., 

2019). AI-generated content provides customers with 

improved knowledge of the product or service of their interest 

and thus helps build customer trust, thereby encouraging 

purchase decisions. 

6.1. Theoretical Implication 

Extensive studies have delved into consumer perception 

of advertising. These studies have shown that how consumers 

feel about ads can greatly impact their opinions on different 

brands and, ultimately, how it influences their level of 

engagement and decision-making process. Gregory. et al. 

(2013) state that they have investigated the effect of 

advertising messages on consumer engagement through the 

ELM model, but few have considered the role of advertising 

messages, personal relevance, and marketplace characteristics 

on consumer behaviour. This study addresses gaps identified 

by Chen et al. (2016) and Msallati (2021) by examining 

advertising messages and their impact on purchase intention, 

with personal relevance and consumer engagement as 

mediators. It also explores how artificial intelligence 

moderates this relationship. 

 Advertising messages with customers’ intention to 

purchase is not well studied in the marketing literature when 

it comes to the mediating role that Perceived personal 

relevance plays. According to Rosado-Pinto and Loureiro 

(2020), involvement is a prerequisite for engagement, which 

in turn influences customer engagement indirectly. Though 

participation as a moderator has been the subject of numerous 

research (Limbu et al., 2012), little emphasis has been paid to 

involvement’s function as a mediator between purchase 

intention and advertising messages. The results demonstrate 

that advertising messaging has a big influence on 

involvement. The study found that involvement functions as a 

mediator, meaning that advertising messages affect consumer 

engagement and buy intention by influencing Perceived 

personal relevance (involvement). 

The findings revealed that advertising messages delivered 

through social media significantly impact consumer 

engagement (CB) and consumer purchase intention (PI). The 

research indicates advertisers need to focus on different phases 

of the decision-making of consumers. The finding from the 

research has found that millennials are more active on social 

media and confirmed that has more optimistic behaviour. 

According to Chandra et al. (2012) found that individuals who 

are frequently active on social media tend to have a positive 

impact towards advertising messages and have a significant 

impact on their decision-making.   

The study’s findings revealed that engaged consumers 

remain committed to the brand, even after negative 

experiences, due to their emotional attachment, leading to 

enhanced purchase behaviour and customer loyalty. Anam 

and Faiz (2016) also found that organizational efforts to 

engage consumers can increase consumer delight and loyalty. 

The study additionally examined to determine if artificial 

intelligence as a moderator influences consumer engagement 

and purchase intention (Akram et al., 2023; Bilal et al., 2023). 

This has made social media an essential platform for customer 

connection and engagement. According to Torres et al. (2019), 

using artificial intelligence in advertising can enhance 

consumer engagement in social media platforms to attract 

more users.  

6.2. Managerial Implication 

The present study offers marketers valuable insights for 

creating effective strategies for use in social media 

advertising. Leveraging the power of AI, high-tech ventures 

can develop advertisement content that prompts cognitive 

thinking among consumers, thereby increasing consumer 

engagement. Such advertising messages need to provide 

complete product features, including their benefits and cost, to 

efficiently engage consumers. The overall findings of the 

study suggest the need for a strategic focus on consumer 

engagement by high-tech ventures in order to boost purchase 

intentions. Further, the study recommends improving 

ventures’ social media marketing communications to reap 

maximum benefits and offer additional customer support 

through social media. The finding of this study reveals that 

perceived relevance is a mediator between advertising 

messages and consumer engagement. High-tech ventures 

should develop advertising strategies that prioritize consumer 

involvement levels by employing cognitive appeals to 

intensify engagement through perceived personal relevance. 

Barreto and Ramalho (2019) noted that higher involvement 

with informative content generates higher engagement at a 

high level of involvement. Predicting customer behaviour and 

optimizing interactions to boost customer engagement and 

thereby enhance sales can be made possible with AI-enabled 

social media advertisements. High-tech startups should 

prioritize adopting artificial intelligence content to enhance 

consumer intention and preference (Dwivedi et al., 2019). 

This study further recommends employing AI-driven 

advertisement messages by high-tech firms to improve 

consumer awareness and boost purchases on social media 

platforms. The results of this study reveal that consumers are 
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more prone to make purchases when they interact with AI-

enabled content, as it simplifies their purchase decisions. 

Thus, it is evident that there is a need to utilize AI-based 

technology in advertising campaigns by high-tech ventures to 

gratify customer purchase intentions. Thus, AI-enabled 

messages in advertisements are vital to satisfying consumer 

purchase intentions. 

7. Conclusion 
The objective of advertising is to sell a good or service to 

a specific audience through promotional activities. The study 

outlines a conceptual framework for predicting the impact of 

advertising and how artificial intelligence will redefine 

advertising strategies and support enhancing consumer 

relationships and engagement levels. Artificial intelligence 

improves company advertising methods. The application of 

Artificial Intelligence tools will make targeted advertising, 

innovative ads, and performance optimization simpler than 

they were in the past. However, there are certain 

implementation-related difficulties. Artificial intelligence in 

advertisements appears to be going away soon. Observing the 

outcomes of artificial intelligence had a positive influence on 

advertising; however, there remains a lot to investigate and 

deal with. By utilizing cutting-edge technology like artificial 

intelligence for advertising, we can now investigate more 

beneficial methods of advertising that will set a new standard 

and transform the advertising sector. 

8. Future and Limitation of the Study 
The research explores the indirect and direct effects of 

advertising messages on consumer purchase intention by 

contributing valuable insights in the field of marketing 

literature. A future study has to consider constraints to 

investigate how advertising messages affect other social 

media platforms, but they also should consider various other 

constructs to examine the relationship. Future studies could 

evaluate other advertising strategies, such as calls to action 

and length, and look into additional peripheral content 

characteristics like generating pleasant or negative emotions. 

Examining alternative outcomes such as brand awareness, 

online buying behaviour, and eWOM is also necessary. 

Finally, more research is necessary to reinforce the conceptual 

model about the moderated-mediation impact caused by AI 

and personal significance.  
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