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Impact of Social Media Ads on Youth Purchase Intentions: Trust, Interactivity, and
Authenticity as Mediators

é}éu." 3 Rkl «_aﬁi

gasl

easleel 79 caddl Gleadl 4 gt eladl 1,8 e (slaza¥l Juolsall Jilug e bl 3T Jloes ) Aalylll sin cidia
aadl ¢ (Interactivity)dude Lozl 1 2 Aeussy auy &l paie LB pocks (ualin z3gas ughas M5 (o iy (s 35-18) (s
U o ) o2l Al ya oo (08, Y il Jlanil 24asS pwds § Aygmma iolic Layliel « (Authenticity) LYl «(Trust)
o SlMall @il wlil) malidl oo dad dd) eletll ol il (e Alydl ciazel o aall Giladl 1all s
(402) ¢yo 298 s Aslgdie Aie (e Leaniss o3 LS Lole Blilul mrosas @3 LS a8yl alindl @ 4Solud) ol szl
oyl A 285l Al gand] (atlimse) il rsalio Sitas crasins Loy claad 3 SbLadly oLl (oo 53,00
Slpane o Byalll negd,aldl ol wladl olal (Path Analysis) sLudl Juloes ol aseiul @3 (b ,all jLas s Sl Julesds
celyadl g daiuwgll olpnaally (slaia¥l Juolstll Jilug pe LY o Lurad! SlEMall sl ) ALY cdulyull
slowo coliadl gl il 53 e sleaa¥l Joolstll Jilug pe @b Aglas| Y o13 il sg2y @lull oylsly
B il Jalaay eyl 51,3 e il ASYI Jolall Jias Blelazhl of ilad] s oS« Aagaogd) Sl aall IS cpa ol pilio S
Bra92 Bgo caly (AS5Lallg clalanll bl Y1 Ja) MY goiell po pusiad) Jelis gt o J) ada Les) =0.61)
Il Lsal (uSay b 92 5) « 3=0.53) dolany wldl tam oo 20l a5, L @ UL celrg ¢ 81, ad) Al 33503 3
Jolaay i [3iln 13l 38301 e s (o 3 e DY) 2Bltimng Aadly gl cllizad
Cuigly ¢ Agad ) ANl cMazell ¢ Loxs (§ oo Frumie day lliaaadls 4yleall Aadlall oo 2881 iy oo 1S3 Les («(3=0.48
Slpaall 898 (uSay Lo gag coleddl g el 518 8 cnliall (0 %64.7 diiud Lo s (o Sa3 zAGL 7 390l ol gl
Ayl 2ged I 2l g1y Sl Hgludl pawds § dugyal

Abstract:

This study aimed to analyze the impact of social media advertising on the purchasing decision of young consumers
aged (18—35 years), through the development of a conceptual model that integrates three key mediating variables:
interactivity, trust, and authenticity, as central factors in explaining how advertising exposure is translated into actual
purchasing decisions.

The study adopted the descriptive analytical approach, which is considered appropriate for examining relationships
between behavioral variables in digital environments. A validated structured questionnaire was designed and
distributed to a stratified random sample of 402 male and female respondents in libya, ensuring adequate

representation of different demographic and behavioral characteristics.
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For data analysis and hypothesis testing, Path Analysis was employed to examine the direct and indirect relationships
among the study variables, as well as to test the causal links between social media advertising, the mediating variables,
and purchasing decision.

The results revealed statistically significant effects of social media advertising on purchasing decision among young
consumers, both directly and indirectly through the mediating variables. The findings also indicated that interactivity
was the strongest influencing factor on purchasing decision (B = 0.61), suggesting that user engagement with
advertising content (such as likes, comments, and shares) plays a crucial role in enhancing purchase behavior.
Authenticity ranked second in terms of influence ([3 =0.53), reflecting the importance of consumers’ perception of the
credibility and realism of advertising content. Meanwhile, trust showed a significant direct effect on purchasing
decision (B =0.48), confirming that building trust between the brand and consumers is a key factor in the success of
digital advertising campaigns.

Furthermore, the proposed model explained 64.7% of the variance in purchasing decision among young consumers,
demonstrating the strong explanatory power of the selected variables in understanding consumer behavior in the

digital environment
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