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ABSTRACT 

The growth of advanced technology has contributed to the digital advertising industry as Facebook's 

users are easily connected, and purchasing behaviours will be developed with the content of the products 

promoted in digital advertising. The older generation prefers traditional advertising due to technology's 

security and privacy aspects, leading to fewer choices in purchasing products. This study aimed to 

identify the relationship between the influence of Facebook and the effectiveness of digital advertising 

among Malaysian youth in Klang Valley. It was anticipated that this research would provide helpful 

information to the public and assist researchers in the future based on the findings of this topic area. 

Data was collected using a Google Form and distributed via social media like WhatsApp. The targeted 

respondents are between 15 and 34 years old and are located in the Klang Valley area. Statistical 

Package for the Social Sciences (SPSS) version 27 system was used to determine digital advertising 

characteristics electronically. T-test and ANOVA tests were applied in this study to examine the 

demographic factors that affect the relationship between the variables, as different backgrounds 

influence the perspectives and behaviours of the users. The findings show that the independent variable, 

the influence of Facebook, has a strong correlation with the dependent variable, the effectiveness of 

digital advertising among Malaysian youth in Klang Valley (r= 0.770). Socio-demographic factors such 

as age and educational level had an effect on the relationship between the variables. The effectiveness 

of digital advertising is influenced by the number of likes, comments, and shares by Facebook users. 

Keywords: Facebook, digital advertising, socio-demographic, Malaysian youth, Klang Valley  

Received: 30 July 2023, Accepted: 15 November 2023, Published: 31 January 2024  

 

Introduction 

The effectiveness of digital advertising is important for local companies in Malaysia to obtain the 

preferable responses or feedback from the customers. Thus, digital advertising is used widely by local 

companies in Malaysia to promote their services or products on social media. Digital advertising is the  
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platform of communication between customers and organisations. Based on the study by Low et al. 

(2020), the total digital advertising cost spent in Malaysia was around RM 1.5 billion.  

In Malaysia's digital advertising market segment, 46% of advertisement spending will be produced 

through smartphones in 2027, and around 90% of digital advertising revenue will be created (Jocelyn, 

2022). Grab uses digital advertisements as their marketing strategy, which they promote via social 

media and other activity campaigns to make the customers feel that Grab has a high standard to bring 

convenience to the users. Grab Malaysia provides RM 2.5 million in digital advertising space to local 

businesses and helps to build personalised advertisements on the Grab platform itself (Tan, 2020).  

Besides, the effectiveness of digital advertising is crucial as it can bring exposure to the brand on social 

media. The study by Mehra (2020) stated that one of the successful digital advertisements launched on 

Facebook is Tata Housing, which became the leading property developer in India. Tata Housing 

launched the latest structure of online purchasing houses via Facebook only, bringing more than 14,000 

leads from the Facebook platform (Srinivasan, 2018). This successful digital advertising on Facebook 

gives expressiveness to other brands to boost sales on Facebook and improve awareness among social 

media users. It could be seen that Facebook's influence affects the effectiveness of digital 

advertisements. 

However, the concept of the effectiveness of digital advertising on Facebook is not known by some of 

the companies and Facebook's users (Galan et al., 2019). The older generation prefers to use traditional 

advertisements, and the younger generation prefers to use digital advertising. The younger generation 

has grown up surrounded by technology and knows how to use social media and the Internet to browse 

websites, social media and online banking (Szymkowiak et al., 2021). The study by Wilson et al. (2021) 

showed that some older generations are afraid to use digital technology, which impacts the use of 

technology for digital advertising. The older generation is worried about losing their privacy and 

security as their information will be exposed on social media, and their account will be hacked by 

someone (Wilson et al., 2021). This situation shows that the older generation prefers to use traditional 

advertising due to the security and privacy aspects of technology, leading to fewer choices in purchasing 

products. 

The previous study by Nusei (2018) has shown that companies prefer to use traditional purchase 

methods such as newspapers or brochures before contacting social media. Some companies do not use 

digital advertising to promote their products and prefer to stick with traditional advertising, such as 

newspapers and brochures (Nusei, 2018). For example, Border Group faced bankruptcy in 2011 due to 

the growth of electronic retailing (Hooper & Rawls, 2014), as the company did not follow up on this 

trend (Thangavelu, 2020). Border Group did not respond to this trend as they retained their physical 

sales instead of switching to online sales. Many physical sales have started to be affected because most 

customers make online purchases. Amazon follows the technology trend as it decreases the sales of 

physical retail stores and expands the market into the digital market (Statt, 2018). It can be seen that 

digital media influences the sales of products or services. 

According to the statistics from Marino (2022), digital advertising enhances 80% of brand awareness, 

and roughly 70% of customers prefer to purchase products from displayed advertisements on social 

media. Customers will feel interested in finding the specific brands or products after they have been 

exposed to the displayed advertisements on social media. These statistics reveal that digital advertising 

is more effective in promoting products than traditional media. Despite the increasing number of users 

using Facebook for online buying, the influence of Facebook and the effectiveness of digital advertising 

remain largely unexplored among Malaysian youth. Hence, this paper aims to fill the gap by 

investigating the relationship between the influence of Facebook and the effectiveness of digital 

advertising among Malaysian youth. 

Literature Review 

Theoretical Framework 

Social media platforms provide a variety of information worldwide, and it can be communicated via 

texts, pictures and videos to attract users to read the content posted on social media (Abkenar et al., 
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2021). Facebook provides good experiences to users as it provides entertainment at any time, and 

updates from Facebook users can give information to other people as references (Schwartz & Mahnke, 

2021). Clearly, this study has shown that Facebook's users use these references to analyse the quality of 

the products, which influences the users to purchase the products based on other users' information, and 

this situation will further influence the effectiveness of digital advertising. Facebook.  

Viewing the perspective of Facebook's influence within the 13 clusters model, Facebook makes 

connections among Facebook users as it allows far-reaching, instant communication, business and 

promotion purposes. Facebook makes bonds across distances and cultures, and it can get people in touch 

with other people from different age groups, locations, and economic levels (Sinanan & Gomes, 2020). 

Facebook users feel connected as they are able to receive updates from Facebook friends instantly to 

know what they are doing in their daily lives, although the distance is far from them. In the business 

and promotion aspects, companies can instantly plan influential activities on Facebook to make users 

participate and feel interested in buying the latest products (Karppi, 2018). This model can be utilised 

in digital advertising as it involves business and promotion purposes on Facebook to make the 

advertisement more effective. 

An example of the study that applied the Facebook influence model by Hussein and Mahrous (2016) 

stated that the Internet experience depends on the hours of spending on the Internet. This is related to 

the frequency of using social media, the activity that is done online and the time spent on social media. 

The customer segment can be analysed through the activity done by social media users online as users 

on Facebook utilise the liking feature, and the companies can use these features to observe their 

customers' behaviours to improve the relationship between customers (Hussein & Mahrous, 2016). It 

has been established that companies improve the content of digital advertising based on the customers' 

liking profiles via Facebook in order to attract users and make them interested in products or services. 

 

Figure 1 

Facebook Influence Within 13 Clusters Models 
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Facebook as a Social Connection Platform  

Facebook provides a communication channel to engage the audience and advertise products and 

services. There are many features of Facebook that can be used for advertising purposes, such as fan 

pages, groups and posts (ElAydi, 2018). Facebook is a powerful platform for companies as it enables 

them to make connections with their customers or targeted audiences via Facebook brand pages 

(Lipyanina et al., 2020). Facebook brand pages have specific features that enable companies to create a 

considerable amount of content. The influence of Facebook pages affects the attitudes of Facebook 

users toward digital advertising and the specific brands for the products or services (Wang et al., 2020). 

Kaur et al. (2018) studied that Facebook allows their users to create their own specific groups, and they 

can share and leave comments under the posts or brand pages that they feel interested in or connected 

with the current issues that are concerns around the world. Facebook users can edit their privacy settings 

by sharing specific posts on their profile that can be accessed by certain groups of Facebook friends 

(Docherty, 2020). Facebook users can view the brand pages to learn more about the details of the 

products or services by looking through the posts and comments before they purchase the products 

(Yang et al., 2019). Facebook has a live streaming feature (Thomas et al., 2018), as users can view and 

ask questions directly during the livestream. The livestream recordings will be posted to Facebook's 

page so their followers can rewatch the videos. In context, the companies have utilised Facebook's 

features to promote their products effectively. Facebook users also help promote the products on 

Facebook when they have good experiences after trying them. These features influence the effectiveness 

of digital advertising on Facebook. 

The features of Facebook attract more users to use the platform and are willing to provide their different 

personal details about themselves on Facebook (Marengo et al., 2021), such as username, birthdate, 

email address, gender, location, education level, relationship status, hobbies and interests. The 

demographic of Facebook users is varied, and the advertisements can be targeted based on the specific 

demographic to reach the targeted audiences effectively (Rosenzweig et al., 2020). The total number of 

monthly active users is 24 million, and 97.3% of Malaysians have Facebook accounts (Lokithasan et 

al., 2019). The average number of followers that are ranked based on the top twenty brands in Malaysia 

was 1.5 million on Facebook in 2018 (John et al., 2018). Facebook is a popular platform in Malaysia, 

and the demographic details of Facebook's users will be used to promote the advertisement effectively, 

which makes users feel interested based on their demographic details. 

Facebook is trying to analyse and evaluate the needs of its users as it collects data on them, and the 

collected data will help to recommend some videos that particular Facebook users may be interested in 

(Shreedhar, 2021). It will create a connection between users, and they will interact with each other when 

Facebook knows the needs of their audience (Meese & Hurcombe, 2021). Content creators also need to 

know the audience's needs via Facebook and consider the required sources, as it can help creators create 

and share more relevant videos with their subscribers (Klonick, 2020). Besides, they motivate their 

audiences to like, share and comment on their videos for improvements or ideas (Fraser et al., 2019). 

The creators can interact with their subscribers by responding to their comments, as it motivates and 

encourages the audiences to respond more to the videos. It can create a strong connection between 

Facebook's users, and it will help to create the interaction topics discussed by users on Facebook. This 

study discusses that the connection on Facebook is important as it can influence users' thoughts when 

they feel connected with the products when they face the same experiences or feelings promoted on the 

Facebook platform. 

Influence of Facebook 

On average, Facebook users spend 33 minutes per day and 19.6 hours per month on the social media 

platform (Shvartsman, 2022). It can be seen that social media users are very active on Facebook, and it 

can be one of the platforms that can reach the highest potential results for advertisements. This statement 

has been proven; as Martin and Mayan (2022) stated, the total advertising audience has reached 2.11 

billion Facebook users. 
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Facebook has like and comment features (Sulflow et al., 2019) for all users, and users can give their 

personal responses or feedback to their friends' posts. The number of likes, shares, and comments on 

Facebook can influence the visibility of the posts, and the comment action helps engage with the 

audiences to make closer relationships with the targeted audiences on Facebook (Eberl et al., 2020). 

Audience responses can represent how much they like the content or pictures posted on Facebook. The 

higher likes, shares and comments can motivate the users to upload more useful information to the 

public and exchange their thoughts with each other (Qin, 2020). This shows that companies can use 

these features to know how much people like these products and the effectiveness of the advertisements 

based on the number of likes, comments, and shares by Facebook users. 

Socio-Demographic Factors 

Socio-demographic factors have been applied to analyse the background of social media users, 

especially Facebook users. Socio-demographic factors include educational level, age, gender and 

household income (Formplus, 2022). Age, gender and educational level were found to have a crucial 

impact on social media usage. Socio-demographics helps to categorise social media users into 

subgroups in order to get a deeper understanding of the audiences (Bardina et al., 2020). Socio-

demographic factors, the representative population data for the range purposes, are necessary to 

calculate the individuals in a specific study (Koiranen et al., 2020). The research of Dominici et al. 

(2021) showed that the socio-demographic factors affect the online purchasing behaviours on e-grocery 

as the customers of e-grocery are women in Australia, and women and younger prefer e-grocery in 

China. This study critically examines age and location as the socio-demographic factors related to social 

media.  

Kemp (2020) determined that Facebook has reached 65.8 per cent of the total population in Malaysia 

in the year 2022. 45.7 per cent of Facebook users in Malaysia are female, and males make up 54.3%. 

The Facebook platform's competitors are Instagram and YouTube. In 2022, the number of users on 

Instagram in Malaysia reached 15.55 million, and the number of users on YouTube reached 23.60 

million (Kemp, 2020). On the YouTube platform, 47.5 per cent of YouTube's users are female, and 52.5 

per cent are male. Besides that, the female users on the Instagram platform are measured at 56.4 per 

cent, and 46.3 per cent are male (Kemp, 2020). It can be seen that female users in Malaysia prefer using 

Facebook and Instagram than males, while male users in Malaysia prefer using the YouTube platform. 

This can be related to the fact that the companies utilise digital advertising on Facebook and Instagram 

based on gender categories. 

According to the statistics from the Department of Statistics Malaysia (2022, July 29), the latest 

population in Malaysia is 30.2 million citizens, where Bumiputera represents 69.9 per cent, while the 

Chinese and Indians represent 22.8 per cent and 6.6 per cent, respectively. The three highest populations 

in Malaysia by state are Selangor, 21.6%, Johor, 12.3%, and Sabah, 10.4%. The lowest populations in 

Malaysia are Wilayah Persekutuan Labuan and Putrajaya, which are at 0.3 per cent and 0.4 per cent, 

respectively (Department of Statistics Malaysia, 2022, July 29). The age group in Malaysia in 2022 is 

recorded as the 15 - 64 years group at 69.5 per cent and the 65 and above group at 7.3 per cent. These 

results showed that the Selangor population in Malaysia and the age group between 15 and 64 years old 

are the highest compared to other groups. In terms of advertising, Facebook has reached 21.7 million 

users in Malaysia, and the biggest age group is 25 to 34 years old (AsiaPac, 2022). These socio-

demographic statistics play an important role as they influence the usage of social media platforms and 

the effectiveness of digital advertising. 

Effectiveness of Digital Advertising on Facebook Among Malaysians 

The effectiveness of digital advertising can be measured by the number of likes, comments and views 

of the posts as it indicates the customers who prefer the products or services that are displayed in the 

digital advertising. Based on the studies from Brettel et al. (2015), the results showed that the number 

of likes affects the effectiveness of digital advertising as it reflects the positive contributions on sales 

and depends on the level of engagement with the social media users. The higher the number of likes, 

the higher the attention received by the audiences, which means that it will bring extra exposure to the 

posts and will have impressive effects on the sales and the effectiveness of digital advertising (Brettel 
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et al., 2015). According to the statistics of Gorman (2022), 39% of the customers preferred to buy the 

products when the shop had vouchers or promotions, 33% of social media users preferred to purchase 

the products online based on reviews of other customers, and 22% of customers observed the higher 

numbers of likes and positive comments on the posts. This showed that the effectiveness of digital 

advertising can be measured by the number of likes and comments and that it influences product sales.  

Based on the study by Melovic et al. (2020), higher usage of the Internet will influence the company in 

ways related to the expansion of revenue, improvement of relationships, and the reduction of time and 

additional costs on advertising. The findings also showed that Facebook is one of the valuable tools for 

organisations to analyse the level of social media usage based on the exposure, interactivity and 

distribution of the information (Melovic et al., 2020). It can be seen that the usage of Facebook 

influences the effectiveness of digital advertisement by analysing the factors of Facebook's influence 

based on the engagement rat 

In addition, electronic word of mouth in social media is one of the aspects that can affect the 

effectiveness of digital advertising. Electronic word of mouth (Chu & Kim, 2018) is defined as the 

positive and negative perspectives about the products or services which are provided by the customers 

online. Electronic word of mouth involves customers exchanging information online about the products 

and services (Bhaiswar et al., 2021). This method is always applied on product review sites, discussion 

boards, and social media sites like Facebook. In order to understand the role of digital advertising and 

social media usage, this study discusses how electronic word of mouth can influence customers' 

perspectives on buying products via social media. 

One of the successful cases of applying digital advertising in Malaysia is Estee Lauder Malaysia. Estee 

Lauder Malaysia boosted the sales of their products by collaborating with Facebook advertisements. 

Estee Lauder Malaysia is a beauty brand, and the brand applied Facebook collaborative advertisement 

in Malaysia, which cooperated with the e-commerce platform Lazada to boost sales during COVID-19 

(Lauder, 2020). The advertisement of Estee Lauder is displayed automatically to Facebook users who 

likely feel interested in the products based on their previous purchasing behaviours (June, 2022). It can 

be seen that the advertisement is effective and successful as Estee Lauder Malaysia obtained a 4.25X 

return on spending the costs on digital advertisement (Lauder, 2020). The evidence highlights that 

Facebook's usage influences the effectiveness of digital advertising in Malaysia. 

Conceptual Framework 

Based on the past studies mentioned above, this study hypothesizes that: 

Hypothesis 1: 

Ha: Proper usage of Facebook is positively associated with the effectiveness of digital advertising 

among Malaysian Youth. 

Hypothesis 2: 

Ha: There is a difference in Facebook usage and the effectiveness of digital advertising among 

Malaysian youth based on socio-demographic factors 
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Figure 2 

Conceptual Framework 

 

Drawing from the literature review, the conceptual framework was produced to describe the relationship 

between the independent and dependent variables. in this context, the independent variable is 'the 

influence of Facebook’, and the dependent variable is 'effectiveness of digital advertising among 

Malaysian youth in Klang Valley'. the line from the independent variable to the dependent variable is 

the relationship between the two variables. This research model is derived from an observation in the 

previous chapter, which is the literature review. The independent variable highlights 'the influence of 

Facebook'.  

Methods 

The research employed a quantitative technique to collect the necessary data, specifically choosing to 

use a survey questionnaire. This approach was selected due to its suitability for handling a large sample 

size, which was crucial for this study since the analysis focused on the general public. The survey 

involved posing a series of questions to respondents, thereby collecting a wealth of information. The 

data obtained were then analysed quantitatively, enabling the derivation of numerical insights. These 

results were instrumental in establishing a correlation between the effectiveness of digital advertising 

and user perceptions of Facebook usage 

The sampling method applied in this study is snowball sampling, which helped to make the responses 

easier as the target market includes Malaysian youths from all walks of life, making them easily 

available and accessible. The instrument that was used to conduct this research was a questionnaire, as 

Google Forms was created and distributed to the targeted population, which is 384 respondents. Google 

Forms was chosen as it helped to collect the data efficiently through social media platforms by sending 

the link.   

 

Figure 3 

Cochran Formula 
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The Cochran Formula, as shown in Figure 3, was used in this study to measure an absolute sample size 

provided a required level of accuracy, required confidence level, and the estimated proportion of the 

assigned present in the population (Stephanie, 2021). Based on the formula above (Stephanie, 2021), 

the 'n' is the sample size and the 'p' is the estimated proportion of the attribute present in the population 

as 'q' is 1-p. The 'e' is the required level of accuracy. The z-value is shown in Table 1, which is a Z table, 

as it is based on the confidence level. With a confidence level of 95%, the Z values are 1.96, and the 

required level of accuracy is +/- 5%. Every respondent was provided with a similar questionnaire to 

ensure that the responses received from the respondents would be reliable. Klang Valley in Malaysia 

has a population size of 9.1 million, and the targeted sample size for the research is 385. 

Table 1 

 Z-value Table (Stephanie, 2021) 

Confidence Level Critical (z) Value 

50% 0.67449 

75% 1.15035 

90% 1.64485 

95% 1.95996 

97% 2.17009 

99% 2.57583 

99.9% 3.29053 

 

The instrument used to conduct this research is a questionnaire, as Google Forms was created and 

distributed to the targeted population. Google Forms was chosen as it helped to collect the data 

efficiently through social media platforms by sending the link. Most people know how to use Google 

Forms during the pandemic as they are required to use Google Forms to fill and check the details of 

specific locations. This instrument was chosen since survey questionnaires allow for much more 

comprehensive data. Besides, a survey questionnaire could be delivered to countless people 

simultaneously. Therefore, it is more affordable and saves more time than interviewing. The 

questionnaire consisted of three sections: Section 1 was demographic background, and Section 2 

included 23 statements related to the influence of Facebook that were given to the respondents to 

identify the level of Facebook usage and behaviours of Malaysians. Section 3 contained another 23 

statements for the respondents in order to identify the effectiveness of digital advertising. 

The questionnaire was distributed mainly on social media platforms such as WhatsApp, Facebook, 

Instagram, and Messenger. Participants needed to select their desired answers from numbers 1-5, which, 

using the Likert scale as the scale-based questions, allowed respondents to rate their level of agreement 

from 1 (Strongly Disagree) to 5 (Strongly Agree). The targeted respondents of this study are Malaysian 

youth in Klang Valley aged between 15 and 30 years old, as the Amendment Bill about the youth age 

range was approved by the Dewan Rakyat in 2019 (Zulkifle et al., 2021). The biggest age group that 

uses Facebook is 25 to 34 years old, which is 30%, and 22 % of the users are between 18 and 24 years 

old (Department of Statistics Malaysia, 2022, July 29). 

The data was collected to gather the real information from the questionnaire as researchers utilised 

Statistical Package for the Social Sciences (SPSS) software. Descriptive statistical analysis was applied 

in this study in order to analyse and summarise the data collected from Google Forms in the ways of 

illustration and interpretation. Means, standard deviations, and frequencies were used to assess and 

analyse the respondents' perspectives on the study's issue. The mean was used to show the centre's data, 
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and the standard deviation was used as the guide to approximate the total variation of the data processing 

(Mishra et al., 2019). The high standard deviation represents that the data is more distributed. The 

descriptive statistical analysis was applied in sections 2 and 3 of the questionnaire. 

Besides, the inferential analysis, which is called Pearson's correlation analysis and t-test, was also 

applied in this study. A T-test was used to establish the significant difference between the means of the 

variables. It is a measure to test the hypothesis as the null hypothesis indicates that the difference 

between means is zero, and the alternate hypothesis indicates that the difference between means is 

different from zero, which shows that the data is accurate (Gerald, 2018).  

Pearson's correlation analysis was evaluated to analyse the strength and the position of the relationships 

between variables, which are independent variables and dependent variables (Schober et al., 2018). In 

Pearson's correlation analysis, the results of 0 represent no relationship between variables as the 

correlation data is never lower than -1 and higher than 1. Thus, there is a positive relationship between 

variables if the results are near 1, and there is a negative relationship between variables if the results are 

-1.  

The significant value in SPSS indicates whether the variables have a significant correlation with other 

variables. There is no correlation between variables if the sig (2-tailed) is greater than .05, and there is 

a significant correlation between the two variables if the sig (2-tailed) is lower than or equal to .05 

(Schober et al., 2018). This analysis was used in section 4 of the questionnaire. The responses to the 

questionnaire were generated, and the relationship between the variables in this study could be 

determined.  

The insight of Cronbach's Alpha was utilised to determine this investigation's reliability. The reliability 

test  as shown in Table 2 was done in this study to ensure the consistency and stability of the data that 

could be gained from the instrument (Surucu & MASLAKÇI, 2020). Cronbach's alpha was used in this 

study to test whether Likert-scale surveys are reliable (Shrestha, 2021). The higher alpha value indicates 

that the reliability of the data is higher (Zapf et al., 2016). The minimum value of Cronbach's alpha 

must be 0.7 and above to show that the section in the questionnaire is reliable. The Cronbach alpha 

tested for this pilot study is 0.985 from an aggregate of 30 respondents.  

For the findings of validity, the KMO value for the independent variable, which is the Influence of 

Facebook, has a value of 0.782. The dependent variable's validity, the Effectiveness of Digital 

Advertising among Malaysians, has a KMO value of 0.714. 

Table 2 

The Reliability Test and Validity Test of All Items Cronbach’s Alpha (a) and KMO Value 

Variable Significant 

Reliability (Cronbach Alpha, a) 0.985 

the Influence of Facebook (KMO) 0.782 

Effectiveness of Digital Advertising among Malaysians 

(KMO) 

0.714 

 

Results  

Correlation Analysis on the Influence Of Facebook and the Effectiveness of Digital Advertising 

Among Malaysian Youth in Klang Valley 

In this section, Pearson's correlation is employed to examine the relationship between the independent 

variable, the influence of Facebook, and the dependent variable, the effectiveness of digital advertising 
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among Malaysian youths in Klang Valley. The findings of the correlation between the independent 

variable and the dependent variable are summarised and presented in Table 3. 

The correlation analysis stated that under the significance (1-tailed) value, there is a correlation between 

the influence of Facebook and the effectiveness of digital advertising among Malaysian youths in Klang 

Valley since the value is 0.000, which is below 0.05. According to the extracted findings, the Pearson 

Correlation value is 0.770**.  

According to the Guildford Rule of Thumb, the correlation level is considered strong. In conclusion, 

the Influence of Facebook has a strong correlation with the effectiveness of digital advertising among 

Malaysian youths in Klang Valley. As a result, this illustrates that there is a significant relationship 

between Facebook usage and the effectiveness of digital advertising among Malaysian Youth.  

The effectiveness of digital advertising on Facebook can be affected by the engagement between 

companies and users and the amount of liking, commenting, and sharing by Facebook's users, as these 

aspects can help the advertisement be more visible to other users. The purchasing behaviour of 

Facebook users is affected by the perspectives of their friends or family when they see the comments 

and posts about the products uploaded by their Facebook friends. 

Table 3 

The Pearson Correlation Test between the Influence of Facebook and Effectiveness of Digital 

Advertising among Malaysian Youth in Klang Valley 

 

Variable 

Effectiveness of Digital Advertising among Malaysian Youths 

in Klang Valley 

Pearson Correlation Sig. (1-tailed) 

The Influence of 

Facebook 

0.770** 0.000 

 

Socio-Demographic Factors 

The results on differences in the influence of Facebook and effectiveness of digital advertising among 

Malaysian Youth in Klang Valley based on the socio-demographic seem to have a significant difference 

as both the independent variables and dependent variables in terms of age, educational level and marital 

status have the p-value below the 0.05 alpha value. However, gender did not have a difference in the 

influence of Facebook and the effectiveness of digital advertising among Malaysian youths in Klang 

Valley. 

Anova: Age 

The Analysis of Variance (ANOVA) on age highlights the socio-demographic factors that affect or do 

not affect the respondents' responses. In this data analysis, the specific socio-demographic is age. Based 

on Table 4, the socio-demographic factor of age makes a difference in the respondents' response on the 

questionnaire for the first independent variable, which is the influence of Facebook, as the significance 

(p-value) is lower than 0.05 with a value of 0.000.  

On the other hand, the socio-demographic age factor also makes a difference for the dependent variable, 

which is the effectiveness of digital advertising among Malaysian Youth in Klang Valley, as the 

significance (p-value) is 0.002. It can be concluded that the socio-demographic age factor affects the 

response to the questionnaire. 
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Table 4 

ANOVA on Age for All Variables 
 

 

Variable 
 Sum of 

Squares 

df Mean 

Square 

F Sig. 

Influence of Facebook Between groups 8.436 2 4.218 9.718 0.000 

 Within groups 165.808 382 0.434   

 Total 174.244 384    

Effectiveness of Digital 

Advertising among 

Malaysian Youth in 

Klang Valley 

Between groups 5.081 2 2.541 6.284 0.002 

Within groups 154.425 382 0.404 

 Total 159.506 384    

 

Anova: Educational Level 

The Analysis of Variance (ANOVA) on the educational level highlights the socio-demographic factors 

that affect or do not affect the respondents' responses. In this data analysis, the specific socio-

demographic is educational level. Based on Table 5, the socio-demographic factor of educational level 

makes a difference in the respondents' response on the questionnaire for the first independent variable, 

which is the influence of Facebook, as the significance (p-value) is lower than 0.05 with a value of 

0.001. On the other hand, the socio-demographic factor of the educational level also makes a difference 

for the dependent variable, which is the effectiveness of digital advertising among Malaysian youth in 

Klang Valley, as the significance (p-value) is 0.004. It can be concluded that the socio-demographic 

factor of educational level makes a difference towards the response to the questionnaire. 

Table 5 

ANOVA on Educational level for all variables 

Variable 
 Sum of 

Squares 

df Mean  

Square 

F Sig. 

Influence of Facebook Between 

groups 

8.041 4 2.010 4.596 0.001 

 Within groups 166.203 380 0.437   

 Total 174.244 384    

Effectiveness of Digital 

Advertising among 

Malaysian Youth in 

Klang Valley 

Between 

groups 

6.404 4 1.601 3.973 0.004 

Within groups 153.103 380 0.403 

 Total 159.506 384    
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Anova: Marital Status 

The Analysis of Variance (ANOVA) on marital status highlights the socio-demographic factors that 

affect or do not affect the respondents' responses. In this data analysis, the specific socio-demographic 

is the marital status.  

Based on Table 6, the socio-demographic factor of marital status makes a difference in the respondents' 

response on the questionnaire for the first independent variable, which is the influence of Facebook, as 

the significance (p-value) is lower than 0.05 with a value of 0.006. Besides, the socio-demographic 

factor of marital status also makes a difference for the dependent variable, which is the effectiveness of 

digital advertising among Malaysian youth in Klang Valley, as the significance (p-value) is 0.001. It can 

be concluded that the socio-demographic factor of marital status makes a difference towards the 

response to the questionnaire. 

Table 6 

ANOVA on Marital Status for All Variables 

Variable  
Sum of 

Squares 
df 

Mean 

Square 
F Sig. 

Influence of 

Facebook 

Between groups 4.597 2 2.298 5.175 0.006 

 Within groups 169.647 382 0.444   

 Total 174.244 384    

Effectiveness of 

Digital Advertising 

among Malaysian 

Youth in Klang 

Valley 

Between groups 5.600 2 2.800 6.949 0.001 

Within groups 153.907 38 0.403 

Total 159.506 384  

 

T-Test: Gender 

The T-test analysis on gender highlights the socio-demographic factors that affect or do not affect the 

respondents' responses. In this data analysis, the specific socio-demographic is gender. Based on Table 

7, the socio-demographic factor of gender does not make a difference in the respondents' response on 

the questionnaire for the independent variable, which is the influence of Facebook, as the significance 

(p-value) is not lower than 0.05 with a value of 0.089. 

 Besides, the socio-demographic factor of gender also does not make a difference in the response of the 

respondents for the dependent variable, which is the effectiveness of digital advertising among 

Malaysian youths in Klang Valley as the significance since the significance (p-value) is not lower than 

the value of 0.05 with the value of 0.185. It can be concluded that the socio-demographic factor of 

gender makes no difference towards the response to the questionnaire. 
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Table 7  

T-test on Gender for all Variables 

Variable Gender N Mean Std.D F Sig. 

Influence of Facebook Male 173 4.526 0.633 2.900 0.089 

Female 212 4.471 0.704   

Effectiveness of Digital 

Advertising among 

Malaysian Youth in Klang 

Valley 

Male 173 4.601 0.597 1.764 0.185 

Female 212 4.570 0.681 

 

Discussion 

As a whole, this research aimed to identify the relationship between the influence of Facebook and the 

effectiveness of digital advertising among Malaysian Youth in Klang Valley. The research questions and 

objectives needed to be answered and completed to identify the relationship between the variables. The 

role of Facebook is important among Malaysian youth as Malaysian youth prefer to use Facebook 

because the information on Facebook is always up-to-date, and users can know the latest news by just 

clicking the link that is shared on Facebook. Facebook's users can know more about the latest products 

and information effectively as the posts on Facebook will be shared widely by users, and it helps to 

target the audiences accurately. 

Besides, the respondents (N=181) strongly agree, and other respondents (N=151) agree that the image 

advertisement as an advertisement strategy increases the effectiveness of digital advertising among 

Malaysian Youth. As a result, this illustrates that the effectiveness of digital advertising among 

Malaysian youths is proven to be high. The interesting content of the advertisement helps to catch the 

attention of the targeted audiences, and Facebook users will feel the desire to know more about the 

products after they have been attracted by the advertisements. They will consider purchasing the 

products when they have been influenced by the advertisement that was posted on Facebook. 

In addition, there is a significant relationship between Facebook usage and the effectiveness of digital 

advertising among Malaysian youth. The reason is that the correlation analysis signifies that the 

significance (1-tailed) has a value of 0.000, which means there is a correlation since the value is below 

0.05. Based on Guilford's Rule of Thumb, the value falls under the category of a strong correlation, as 

Pearson's correlation value is 0.770**. As a result, this illustrates that there is a significant relationship 

between Facebook usage and the effectiveness of digital advertising among Malaysian Youth. The 

effectiveness of digital advertising on Facebook can be influenced by the engagement between 

companies and users and the amount of liking, commenting and sharing by Facebook's users. It can 

help the advertisement become more exposed to other users as more users will feel interested in the 

advertisement. The purchasing behaviour of Facebook users is affected by the perspectives of their 

friends or family when they see the comments and posts about the products uploaded by their Facebook 

friends. 

Lastly, the findings indicate a difference between the influence of Facebook and the effectiveness of 

digital advertising among Malaysian Youth in Klang Valley based on socio-demographic factors. 

According to the findings, age, race, educational level, living area, living situation, marital status, 

monthly income, and active social media accounts make a difference in the respondents' responses to 

the questionnaire. These findings showed that age, race, educational level, living area, living situation, 

marital status, monthly income, and active social media account affect how the respondents respond to 

the questions. As a result, this illustrates that there are differences between the influence of Facebook 

and the effectiveness of digital advertising among Malaysian Youth in Klang Valley based on socio-

demographic factors. Malaysian youths with different backgrounds have different perspectives, which 
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can affect the influence of Facebook and the effectiveness of digital advertising among them in Klang 

Valley. Monthly income and active social media usage influence users' purchasing behaviour as they 

decide what they want to purchase based on their expected expenses and different advertising strategies 

from various social media platforms. Users have different thoughts and decisions, which make them 

able to think by themselves to support the products based on the advertisements on Facebook. 

Influence of Facebook 

Nguyen & Nguyen (2020) stated that Facebook is a useful tool to communicate with friends and family 

members about product details. This literature can be supported and backed up by the findings. Based 

on the findings, the average mean value of Facebook usage as a communication tool to share 

information with family or friends is 3.93. The question was asked based on the influence of Facebook 

and how the thoughts of Facebook's users were affected. Since the average mean value is 3.93, this 

indicates that the respondents agree that Facebook usage is a valuable communication tool for sharing 

information. The Facebook feature enables users to share information with their friends and family by 

mentioning their account name under Facebook's posts or forwarding the posts to other users. Users can 

gain more product information from their family and friends via Facebook. In conclusion, this literature 

review supports the previous research. 

Besides, the statement from Chakraborty (2019) studied that Facebook is a useful platform to search 

and collect information about products. This literature can be supported and backed up by the findings. 

The respondents strongly agree with this matter. According to the findings, the average mean value of 

searching the products' information on Facebook is 4.17. The question was asked regarding using 

Facebook to search for information related to the products. Since the average mean value is 4.17, this 

evidently indicates that the respondents strongly agree and support the point. Facebook is a platform to 

search for and purchase products. Facebook's users are able to know more about the details of products 

by searching the relevant posts and reviews of other users on Facebook. It can improve users' knowledge 

and influence their perspectives about the products via electronic word of mouth. It can be concluded 

that this literature review supports Chakraborty's (2019) study. 

The following statement from Bui (2022) concluded that peer influence is one of the efficient ways to 

influence purchasing behaviour, and this has been supported and backed up by the findings. According 

to the findings, the average mean value of the importance of purchasing by gaining inspiration from 

family or friends on Facebook is 4.18. Since the average mean value was 4.18, this evidently indicates 

that the respondents strongly agree that paying attention to the content that family or friends share on 

Facebook is essential in gaining inspiration about the products. Users are more faithful with their family 

and closest friends as they can provide valuable opinions and experiences about the products, and users 

prefer to listen to their family and friends. They exchange their ideas when they communicate during 

their free time, which can influence product purchasing decisions. 

In addition, the statement from Naeem (2019) listed that Facebook is a useful platform for sharing 

information and buying experiences about products. This literature can be supported and backed up by 

the findings of this study. According to the findings, the average mean value of sharing purchase 

experiences on Facebook is 3.57. The question was asked based on the utilisation of Facebook for 

sharing buying experiences. Since the average mean value was 3.57, this evidently indicates that the 

respondents agree that Facebook is a useful communication tool to share information and experiences 

about products or services. Facebook's users are passionate about sharing their daily lives via vlogs or 

blogs in order to interact with their friends on Facebook. Facebook's users prefer to share what they 

have bought and how they feel about the products. Positive comments and feedback from other users 

affect product sales as users prefer to search for the perspectives of other users when they consider 

purchasing the products. 

Effectiveness Of Digital Advertising Among Malaysian Youth in Klang Valley 

The first statement from Mishra et al. (2019) pointed out the importance of visual content when 

advertising products on Facebook, as it can influence the effectiveness of digital advertising. This 

literature can be supported and backed up by the findings. According to the findings, the average mean 
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value of the importance of visual content when advertising products on Facebook is 4.30. The question 

was asked based on the importance of visual content when advertising products on Facebook. Since the 

average mean value was 4.30, this evidently indicates that the respondents strongly agree that visual 

content is important as they will feel interested in the products when they are attracted by the image of 

the advertisements. The interesting content of advertisements can catch the audiences' attention, and 

they will desire to know more about the products by clicking the relevant posts on Facebook.  

On the other hand, the study by Illescas-Manzano et al. (2021) stressed that the level of satisfaction of 

customers will affect the effectiveness of digital advertising on social media platforms. This literature 

can be supported and backed up by the findings. According to the findings, the average mean value of 

repurchasing the products if they are satisfied with the previous purchase is 4.45. The question was 

asked about customer satisfaction in digital advertising. Since the average mean value was 4.45, this 

evidently indicates that the respondents strongly agree that the effectiveness of digital advertising will 

be influenced by the level of satisfaction of the customers. Customers are willing to reorder the products 

when they enjoy a better experience. Positive comments about the products influence the effectiveness 

of digital advertising as users will do more research before they purchase the products. Hence, customer 

satisfaction is a determinant factor in repurchasing products via Facebook.  

The third study from Demiray and Burnaz (2019) stated that digital advertisements on Facebook help 

customers to know more about new products. This literature can be supported and backed up by the 

findings that showed the average mean value of digital advertisements on Facebook helps customers to 

explore new products is 4.38. The question was asked based on the exploration of new products from 

digital advertisements on Facebook. Since the average mean value was 4.38, the respondents strongly 

agree that digital advertising helps Facebook users to explore new products. Users who have a strong 

curiosity definitely want to learn more and gain more knowledge about the products when they see them 

for the first time; thus, they are willing to listen and watch the advertisements posted on Facebook.  

Lastly, the final statement from Hughes et al. (2019) emphasises that celebrities affect customers' 

purchase intention by being influencers for certain brands on Facebook. According to the findings, the 

average mean value of the influence of celebrities on Facebook towards the effectiveness of digital 

advertising is 3.50. Since the average mean value was 3.50, this evidently indicates that the respondents 

agree that their purchase intention is influenced by celebrities on Facebook. Facebook users will 

purchase products that show that they support their favourite celebrity, and they believe that the products 

promoted by their favourite celebrity are more credible and safer. Most companies invite celebrities to 

promote their products, which can help the company boost product sales.  

Conclusion  

In this study, the relationship between the influence of Facebook and the effectiveness of digital 

advertising among Malaysian youth in Klang Valley can provide innumerable contributions. One of the 

main contributions is that it provides deeper insights to the readers about the influence of Facebook in 

digital advertising. This study and its instrument can be replicated by other researchers in future. 

Researchers can obtain some useful information and understanding by studying the analysis and 

findings of this research in order to enhance their own literature and methodology parts further. They 

could also further study Facebook's influence model, which is applied in this study.  

The study contributes practically to companies and social media users discovering different advertising 

strategies for increasing businesses' sales and how social media affects the effectiveness of digital 

advertising. This could assist companies who have teenagers to young adults as a target audience. 

Companies can find ways to improve their online marketing strategies and understand their targeted 

audience's preferred needs or desires in the marketing and advertising industries. The improvement 

could be based on how Facebook's users perceive the brand image, what the purchasing behaviours of 

Facebook's users are, or how people discover online retailers via Facebook. 

This study has some limitations that can be solved in future research. First, this study focuses on only 

one popular social media platform - Facebook. Future research can be done on other social media 

platforms, such as Instagram and Twitter, as the characteristics and purposes of other social media usage 
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are different. It can get broader perspectives of Facebook's users about the influence of other social 

media platforms. Besides, the present study is targeted at the Klang Valley area, and future research can 

consider collecting the data in different locations such as Peninsular Malaysia and East Malaysia. This 

is because people from different locations have different social media platform usage and purchasing 

behaviours that are influenced by digital advertising. 

The research concluded that it would clarify some advertising strategies that the companies apply and 

give a further understanding of Facebook's influence and digital advertising. The information gained 

from this research will improve how brands promote themselves effectively through social media and 

how people can understand how their purchasing behaviours will be influenced on Facebook. Besides, 

the research aimed to bring solutions and answers to the fields that are related to the influence of 

Facebook and the effectiveness of digital advertising from the perspective of the retailer or the 

perspective of Malaysian youth in the Klang Valley area.  
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