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[bookmark: _Toc61827674]Introduction
With the rapid development of information technologies worldwide in the past decade, marketers are relying on internet advertising to promote their products and services.  There are two main reasons why the Internet is the most powerful platform to advertise products. According to Taylor, Lewin, &Struttin (2011), firstly, most people have access to the Internet. Secondly, the Internet audience has been much more than the traditional media audience through history.  Especially since the latest pandemic hits us, approximately all operations are forced to be digital, from meetings, exams to shopping. Compared to traditional media, the Internet has offered more interaction among people. And this new trend of communication turned into a word of muse where consumers can share information electronically, and it is easy to spread brand information and opinion online. (Dryer, n.d.). It brings to the idea that people are now bound to shop online instead of choosing to do so.
For users of the Internet, the platform allows sharing experiences in social media. It has become increasingly popular among people due to users' ability to communicate in real-time and with a broad group of people of their choice. To be specific, Facebook was selected to be investigated in the study. One of the reasons why Facebook was chosen to be examined is the popularity of the platform. Since Facebook has become very successful in the US in 2006, by 2011, Facebook was spread worldwide. According to Clement (2020), the number of monthly active users on Facebook is 2,7 billion, and it makes Facebook one of the most popular social media platforms globally. This platform enables people to stay connected and to share the same online communities.
The research will be conducted on this topic about how Facebook ads influence consumers' decisions when it comes to buying things. The research question is 'How can Facebook ads impact the buying choices of shoppers?'. The online social networking service is mainly used by many people, businesses, and service providers.  Facebook plays a significant role in advertising through social media because nowadays, the generation is concentrated on social media more than other things, so most of the stuff. Consumers get to know information through social media, and for marketers, using social media is a way of efficiently advertising their products and services. The reason is that they attract a more significant market more than they can do it in other ways. Facebook has been one of the most popular social networking sites recently. Having many people using Facebook helped change people's attitudes and thoughts towards advertising, becoming a handy tool for businesses. "Facebook currently derives 82 percent of its revenue from advertising" (Wolff, 2012, p.70). The research will show how Facebook advertising contributes to a consumer's decision-making while purchasing a product. By showing that social media advertising plays the most significant role in consumer behavior these days more than other ways people use it as a mode of advertising, the project research's mission is to prove that social media advertising is essential and very important in the decision making of consumers. The project's primary focus is on questions, "How Facebook usage affects consumer skepticism towards Facebook ads" and "How Consumer skepticism influences people's purchase intentions." 
The conceptual model includes three variables, which are "Facebook usage intensity," "Consumers' skepticism toward Facebook advertising," and "Consumer purchase intensity."  The research will analyze the correlation between independent value (Facebook usage intensity) and dependent value (Consumer purchase intensity). Moreover, the correlation between moderate value (Consumers' skepticism toward Facebook advertising) and dependent value will be analyzed. 
The dependent variables that will be analyzed are "Likelihood to buy products online" and "Suggesting products to others." The independent variables will be "Hours per day spent on Facebook" and "Number of ads looked at on average per day." Analyzing independent variables gives an idea of how concepts such as "Trust FB," "Trust FB ads," and "Possibility of linking FB ads" connect dependent and independent variables.
[bookmark: _Toc61827675]Literature Review
Consumers continue to adopt social media in staggering numbers. Popular social media outlets are potent examples of the adoption of social media. To link brand choice and advertisement in social media at first, it is crucial to identify types of interaction. According to Jr, W. F., Laverie, D. A., & Rinaldo, S. B. (2017), participants who encounter incidental exposure to a brand's social media advertising are more likely to choose a brand compared to those that do not see that brand incidentally. The studies establish that incidental exposure influences brand choice and then investigates how scenario impact is the strongest. The research of Y., M., & O. (2013) specifically focuses on Facebook. Facebook has created a way for companies to market and sell their products and services differently. Advertisements that appear on every page of Facebook have enabled companies to reach potential consumers in a way that is less time consuming and cost-effective.
Moreover, the issue of credibility in Facebook advertising gives an idea of how information reliability and credibility influence consumers' purchase behavior. This approach probably suits marketers' objectives to reach and communicate their users and potential customers with relevant ads and personalized messages. Credibility refers to the purpose and subjective components of the believability of a source or message. From the findings of this research, we can understand and pay more attention to how Facebook users perceive the advertisement when making advertising decisions. The article of Y., M., & O. (2013) gives an idea of how people of different ages, genders, and preferences, races, and years of using Facebook pay attention to the advertisement's credibility. The questionnaire used in this research was divided into two sections, and the data was collected by means of a structured questionnaire. The article summarizes the significant relationship between perceived interactivity, advertising avoidance, credibility, and attitude towards Facebook advertisement.  

Conceptual Model
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[bookmark: _Toc61827676]Hypothesis Development
[bookmark: _Toc61827677]H1: Facebook usage affects consumer skepticism towards Facebook ads
[bookmark: _Hlk61444898]Like any other social media platform, Facebook was created so that it can connect people around the world. So, the more people use Facebook, the more they come across many advertising products there since it created personal profiles which allows marketers to create company pages which help people to get information about a certain company and the products they provide or their services. Advertisements normally appear on every page of Facebook and it helps different companies to reach their potential customers in a very simple way. According to Moore -shay &Lutz (1988)" Skepticism towards advertising in general as the tendency towards disbelief of advertising claims" (p2).  In other words, they are seen as criticism consumers get on advertising, and in this case, we are talking about Facebook usage and how they affect consumer skepticism towards the ads on Facebook. Starting with the claims of Ober miller et al, (2005) , who said that there is lack of trust in media . They argue that lack of trust in social media nowadays has improved consumer skepticism towards ads , In other words people don't trust or believe whatever they see on Facebook because these days some people try to use social media to deceive others and there are many cases where many people are deceived by thieves through social media so people lack trust in everything they see on Facebook and it's hard for them to believe if the advertising they see comes from a real  company or fake one found on Facebook . Johnson and Kaye (1998) also argue that Unsuitable Targeting Techniques used by marketers in delivering a message on Facebook may affect consumer skepticism , In other words some marketers don't use good advertising techniques on Facebook  to target their potential customers which will cause some customers to doubt about their products or even company because not all advertising methods are suitable for some people. Lastly Barnes (2006), opined that due to the high Facebook usage these days there is credibility issues where some advertising company which use Facebook to advertise their products should be clearly verified so that people can believe and trust them in case, they want to look some information about their products. Webtrends (2011) assert that Facebook advertising performance basing on CTR was incredibly low (0.051 percent) and it affected Facebook which is known as a wonderful platform of advertising in the marketer's eyes. 
[bookmark: _Toc61827678]H2: Consumer skepticism has influence on people's purchase intentions
For the latter part of our hypothesis, we focus on the fact that consumer skepticism often confines consumers from buying certain products. There are various reasons as to why consumers might question the authenticity of a product. Some of the many reasons include the rise of 'Green purchase behavior', the lack of trust on CRM (cause related marketing), or maybe it is just a new product and consumers are not sure about the quality of the product leading them to ask themselves whether to buy and try or just neglect it. Albayrak, Caber, Moutinho & Herstein (2011) stated that one of the major concerns that gave push to the rise of Green purchase behavior is the environmentally sensitive behavior which makes the consumers restrict their negative actions which might be noxious to the natural and physical environment. The environmental concern along with the inadequacy of marketers to tackle with the situation led to the rise of the green purchase behavior. This can include anything from buying a vehicle run by fuel to eating meat, many other products fall in this category. 
Over the years there has been an exponential growth in the number of people not trusting the marketers. Thomas & Kureshi (2020) further stated that CRM is basically being used by firms to persuade the consumers on social platforms into believing in a positive image about the company. It has become common in many parts of the world and is essentially used to build and maintain a long-lasting trust between the customer and the company. The wrong use of CRM can lead to consumer skepticism due to lack of knowledge and awareness of the market and the consumers. In the study, Thomas & Kureshi (2020) say that according to the data they collected, more awareness about the CRM might lead to higher skepticism. The young customers as well as women were less likely to be concerned about CRM than the older consumers. The data we collected for our project through surveys also suggest that this is the case and consumer skepticism does restrict the consumers from buying certain products. 
The other reason can quiet simply be that a product is new in the market when a product is relatively new the consumers will obviously be anxious whether to purchase it or not. Morel & Pruyn (2003) in their article introduced the Consumer skepticism toward new products or CSTNP in short. They say that consumers can be skeptical about a new product as they doubt credibility and quality of the product, disbelief what the company is advertising and distrust the marketers. Consumers over the years have become more informative and are able to notice persuasion tactics by the marketers and this leads to consumers asking all sorts of questions to the companies about the quality of a product. Consumer skepticism towards the advertisements is the concern for us in our project. There are two things that result from excessive advertisement, either the person will never buy it just because the consumer is stubborn or due to viewing the advertisement excessively the consumer will be curious and hence buy the product. 

Methodology
[bookmark: _Toc61827679]Sample
One hundred and nine respondents participated in this study. The sample consists of 56 men, 50 women, and 3 who do not prefer to say their gender. The sample's average age is 23.2 years, with a 5.815 standard deviation. 

[bookmark: _Toc61827680]Measurements
A 13-item questionnaire was used to collect responses, containing three categories; Facebook Usage Intensity, Consumer Skepticism Towards Facebook Advertising, and Consumer's Purchase Intention, respectively. Therefore, their age and gender were asked to respondents at the end of the survey. 5-point Likert scales, which start from 1 (strongly disagree) to 5 (strongly agree), were used to measure the questions' responses. The first category consists of five-item adopted from Ainin et al. (2015) and is designed to measure the respondents' Facebook usage intensity. The instruments related to consumer skepticism towards Facebook advertising were taken from Obermiller and Spangenberg (1998). However, the original study by Obermiller and Spangenberg (1998) consisted of 9 items, 5 of them were selected to be placed in this study. In the third category, consumers' purchase intention was measured by using three items adapted from Schivinski and Dabrovski (2013). Appendix A presents the list of items used in this study.

[bookmark: _Toc61827681]Procedure
The participants who have Facebook accounts were selected mostly through social media due to the pandemic. An introduction and the consent form related to this research were provided to applicants and asked to take the online survey (Appendix A). After empirical data was collected, Statistical software (SPSS  v25) was used to analyze it. There were no missing values and errors in the data set collected.





Results
[bookmark: _Toc61827682]Reliability 
Cronbach's Alpha was used to measure each scale's internal consistency. In order to reach the maximum Alpha value, the fifth item of the Facebook usage intensity category was eliminated when creating the summed scale related. After the improvement of scale reliability, Table 1 provides descriptive and reliability statistics of each summed scale.
	Table 1
Descriptive and reliability statistics.
	

	
	Mean
	Std. Deviation
	N of items
	Cronbach's Alpha

	Facebook Usage Intensity Scale
	10.49
	4.874
	4
	.882

	Consumer Skepticism Scale*
	11.16
	4.804
	5
	.917

	Purchase Intention Scale
	6.36
	3.233
	3
	.901


*Items in this scale are reverse-scored; lesser values indicate greater skepticism.

[bookmark: _Toc61827683]Correlations and Hypothesis Testing
A 2-tailed correlation analysis was conducted with data in order to examine independent and dependent variables' interrelations and validate hypotheses. We found that there is a positive and strong correlation between Facebook usage intensity with consumer skepticism (r = .394, p < .01). Thus, this correlation reveals that hypothesis H1 is supported by empirical evidence. Another significant and positive correlation was observed after analysis; between consumer skepticism and purchase intention (r = .753, p < .01). Therefore, hypothesis H2 is empirically supported. Table 2 indicates the matrix of correlations and p-values.
	Table 2

	N = 109 
	Facebook Usage Intensity Scale
	Consumer Skepticism Scale
	Purchase Intention Scale

	Facebook Usage Intensity Scale
	
	1
	.394**
	

	Consumer Skepticism Scale
	
	.394**
	1
	.753**

	Purchase Intention Scale
	
	
	.753**
	1

	**. Correlation is significant at the 0.01 level (2-tailed).


[bookmark: _Toc61827684]Discussion 
The results of a survey of 109 participants from different countries and cultures conducted by our group at METU NCC supported the expected hypothesis. Our conceptual method that prompts to show the relationship of Facebook usage intensity, consumers skepticism towards Facebook ads, and consumers purchase intentions. Results indicates that a positive correlation between consumer skepticism and intensity Facebook usage. 	By the increase of Facebook users, Facebook became the most famous and one of the largest platforms on the Internet. Proves the power of connecting people together with ease made marketers have tended to take advantage of the massive presence of users to view Facebook as a fertile environment for marketing with complete freedom. But as the users of Facebook spread widely, Digital marketing on Facebook also spread widely without setting strong limitations and policies in order to have some sort of control between what is fake ad and what is real ad to create credibility, which led to skepticism among users and created mistrust.
One reason for this study was from the perspective of whether advertising on the Facebook platform and the Facebook public environment had an effect on purchasing behavior. The questionnaire proves that increasing skepticism among consumers negatively affects purchasing behavior. In the second hypothesis, it explained that with the increase in the number of marketers on Facebook platform, especially after the Corona pandemic, shopping on social media has become almost mandatory and not optional compared to only one year ago. But with the freedom to market products to an extent that it is possible for an individual to market and sell a product without having a corporate company sowed skepticism on consumers and negatively affected the buying behavior.
That explained that even though reaching customers has become easier than in the past through Digital marketing, it did not achieve what consumers expected. Lack of awareness and improper use of CRM led to increased skepticism among consumers and made them confused whether to buy the product or not. This misuse can also be seen as an attempt to create a false image of the product or manipulation. This shows that consumers loose more and more trust in the adverts they see on Facebook because it's hard for people to believe and trust what they see there because of many circulating deceiving or even exaggerated ads. 
Recommendations for future studies should be on how to insure Facebook to come out with some kind of policy and limitations to ensure the credibility of marketers to help reduce skepticism among consumers for Facebook ads and to make sure people believe in the credibility of the product . to positively affect consumers' buying behavior.
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Also, by using SPSS we found that there is a positive and strong correlation between Facebook usage intensity with consumer skepticism (r = .394, p < .01). Moreover, our study was also intended to clarify how consumer skepticism has influence on people's purchase intentions. From our questionnaire and by conducting the results on SPSS we found also a positive correlation between consumer skepticism and purchase intention (r = .753, p < .01).  
The study shows how Facebook has attracted many marketers due to the huge number of users of this platform globally. But for everything there are pros and cons. Excessive marketing on social media, especially Facebook, and the ease of marketing by any individual and without censorship at times led to skepticism among consumers, and when there are skepticism among consumers, it is certain that this affects the behavior of buyers or purchase intentions.
During our work on this study and upon its completion, we found that it is necessary for future studies to focus on how to make digital marketing more secure and to ensure that there is no fraud since fraud through digital marketing is much easier. And if it’s possible for a company like Facebook to come out with some kind of policy and limitations to ensure the credibility of marketers to help limit skepticism among consumers which will of course affects positively the purchase intentions.
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1.   Facebook is part of my everyday activity. 
2.   I am proud to tell people I am on Facebook. Facebook Usage Intensity


3.   Facebook has become part of my daily life. 
4.   I feel I am part of the Facebook community. 
5.   I would be upset if Facebook shut down.
				
6. I believe that Facebook advertising is generally truthful.
7. The advertising I see on Facebook provides accurate information.
8. Facebook advertising is a reliable source of information to show Consumer Skepticism Toward Facebook Advertising

quality and performance of advertised products.
9. In general, Facebook advertising presents an accurate picture of the product advertised.
10. Most Facebook advertising provides consumers with essential information.

11. I would feel comfortable buying products advertised on Facebook. Purchase Intention


12. I am willing to recommend that others buy products advertised on Facebook.
13. I intend to purchase products advertised on Facebook in the future.

Gender: 	M___ 	F___ 	Prefer not to say____
[bookmark: _gjdgxs]Age: ____
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