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ABSTRACT 

This study aimed to determine the effect of clickbait advertisements on customer purchasing decisions, with the 

specific objective of evaluating whether such advertisements can serve as effective tools for providing essential 

information about new or existing products and services—particularly in terms of perceived usefulness and 

perceived ease of use. It also examined how psychological factors influence consumer perceptions, guided by 

the Theory of Planned Behavior, focusing on variables such as attitude, subjective norms, and perceived 

behavioral control. To collect relevant data, the researcher employed a descriptive quantitative research design 

involving 100 purposively selected respondents from Cabiao. The study analyzed the responses using statistical 

tools such as weighted mean, Likert scale, and Spearman’s rho, in order to determine both the level of 

effectiveness and the strength of relationships among variables. 

INTRODUCTION 

People today are increasingly consuming news through the internet and mobile devices, rather than traditional 

television and newspapers. As a result, social media has become a powerful platform for disseminating and 

engaging with information. Clickbait content, which uses sensational or misleading headlines to attract attention, 

plays a significant role in this digital environment. It not only captures user interest but also encourages 

interaction, adding complexity to user engagement on social media platforms (Jung et al., 2022). 

One major outcome of these changes in marketing strategies is the growing use of clickbait advertisements by 

digital marketers. Clickbait ads are widely utilized to drive traffic to websites and convert visitors into potential 

customers. However, as these types of ads become more prevalent across platforms, concerns have emerged 

regarding their ethical implications and their actual influence on consumer behavior. 

Clickbait advertising typically employs provocative and visually compelling content to attract attention and 

prompt clicks. A study by Maquiling, Dacara, and Fabrero (2022) examined how clickbait advertisements 

influence the purchasing behavior of young consumers in Davao City. Their findings revealed that, while 

clickbait ads are highly noticeable, they do not strongly impact young consumers’ purchasing decisions—neither 

in terms of perception nor behavior. Although personal preferences showed a moderate influence on buying 

decisions, financial considerations had little to no significant effect. The study concluded that clickbait, despite 

its ability to attract attention, may have limited influence on actual consumer purchasing behavior. This suggests 

that marketers may need to adopt more ethical and value-based advertising strategies to effectively reach this 

demographic. 

While previous research has investigated the prevalence and impact of clickbait on user engagement, there 

remains a gap in understanding its specific effects on consumer decision-making. In particular, limited research 

exists on how clickbait influences attitudes, subjective norms, and perceived behavioral control—key elements 

in shaping consumer intentions and behavior. 

This study aimed to address that gap by examining whether clickbait advertising can influence consumer 
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decision-making regarding new or existing products. Specifically, it sought to assess the effects of clickbait ads 

on customer purchasing decisions in terms of attitude, subjective norms, and perceived behavioral control, as 

guided by the Theory of Planned Behavior (TPB). 

THEORETICAL FRAMEWORK 

Technology Acceptance Model 

The Technology Acceptance Model (TAM) was proposed by Fred Davis in 1986. It is specifically designed to 

model how users come to accept and use information systems or technologies. Davis introduced TAM to explain 

the key factors that influence technology adoption, helping clarify user behavior across a variety of end-user 

computing technologies and demographic groups. 

The core of the TAM framework centers on two primary beliefs: 

Perceived Usefulness (PU) refers to the degree to which an individual believes that using a particular technology 

will enhance their performance or offer specific benefits. This belief is influenced by how strongly the person 

feels about the advantages of the technology and the perceived value its provide. 

Perceived Ease of Use (PEOU) refers to the degree to which an individual believes that using the technology 

will be free of effort and easy to navigate. As the perception of ease increases, users are more likely to adopt and 

engage with the technology. 

According to TAM, both perceived usefulness and perceived ease of use influence a person’s attitude toward 

using the technology, which in turn affects their behavioral intention to use it, and ultimately, their actual usage. 

In the context of this study, TAM is relevant because it helps explain how consumers respond to clickbait 

advertisements on digital platforms. If users perceive clickbait ads as easy to engage with and potentially useful 

in guiding their purchase decisions, they may be more inclined to interact with them, affecting their overall 

consumer behavior.  

Figure 1. Technology Acceptance Model 

 

Theory of Planned Behavior  

The Theory of Planned Behavior/Reasoned Action was proposed by Ajzen and Fishbein (1991). A psychological 

framework utilized for the prediction and understanding of human behavior asserts that individuals' actions are 

predominantly influenced by their intentions, which are shaped by three principal factors: their attitudes towards 

the  specific behavior, their subjective perceptions of social pressures (termed subjective norms) to either engage 

in or abstain from the behavior, and their perceived degree of control over executing the behavior, evaluating its 

perceived ease or difficulty. 

Attitude denotes a person's assessment or judgment of a particular behavior. It includes how the person feels, 
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what they believe, and how they judge the behavior, whether it is good, bad, or neutral. These attitudes are very 

important because they affect what someone wants to do and how they act. 

Subjective norms regarding behavior refer to an individual's perceptions of the social pressures or expectations 

associated with the execution or non-execution of a specific behavior. This part of the psychological framework 

looks at how social norms, opinions, and perceived societal expectations affect how people make decisions and 

behave. It shows how people judge how others feel about the behavior in question, which can have a big effect 

on what they plan to do and what they actually do. 

Perceived behavioral control is how easy or hard a person thinks it is to do something. It encompasses the 

perceived ability to control or influence the outcome of behavior, taking into account both internal and external 

factors, such as skills, resources, constraints, and environmental conditions. This part of the psychological 

framework recognizes how important it is for people to evaluate their own ability to do something, as this directly 

affects their plans and actions. 

Figure 2. Theory of Planned Behavior 

 

CONCEPTUAL FRAMEWORK   

The study employed the Independent and Dependent Model as its conceptual framework to examine the 

existence of a cause-and-effect relationship between the two variables. It was intended to demonstrate how strong 

the technology is in order to retain individuals in Cabiao, Nueva Ecija, through online shopping applications. 

The independent variable was a clickbait ad, whereas the dependent variable was the purchasing intent of 

customers. 

Figure 3. Research Paradigm  

 
Statement of the Problem  

This study aimed to examine the effectiveness of clickbait advertisements on customer purchase intentions and 

explore the mechanisms behind this influence under varying conditions. Specifically, it sought to address the 

following research questions: 
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What is the level of effectiveness of clickbait advertisements in terms of: 

perceived usefulness; 

perceived ease of use? 

What are the effects of clickbait advertisements on customer purchasing decisions based on the following 

behavioral components: 

attitude; 

subjective norms; 

perceived behavioral control? 

Is there a significant relationship between the effectiveness of clickbait advertisements and customer purchasing 

decisions? 

Hypothesis  

There is no significant effect of clickbait advertisements on customer purchasing decisions that influence their 

behavior when buying products from various shopping platforms.  

Scope and Limitation  

Scope  

This research aimed to determine the effects of clickbait advertising on customer buying decisions within the 

Cabiao community. The focus was on how clickbait advertisements shape consumers’ perceptions of product 

offerings and influence their purchasing intentions. The study utilized survey questionnaires and quantitative 

data analysis to explore the role of clickbait in an academic setting, providing insights into consumer behavior 

in response to digital marketing strategies. 

Limitations  

The study was limited to the population of Cabiao, which may not fully represent the broader consumer 

demographics of other regions. Time constraints restricted the study’s scope, including the number of 

respondents and the depth of analysis. Furthermore, the research relied on self-reported survey responses, which 

may be subject to bias or inaccuracies. External factors—such as current events, advertising independently of 

clickbait. Additionally, the study did not control for individual differences in consumer perception, meaning that 

varying personal motivations and responses to clickbait may not have been fully captured. 

Significance of the Study  

The findings of this study are expected to benefit the following stakeholders: 

Business Owners- Companies can utilize the insights gained from this study to understand how consumers 

respond to clickbait advertisements. This understanding can guide strategic decisions about whether such ads 

effectively drive customer engagement and lead to actual purchases. 

Customers- By understanding the psychological tactics used in digital marketing, customers can become more 

discerning and informed in their online interactions. This knowledge can help them make more conscious choices 

when engaging with clickbait and other forms of online content. 

Future Researchers- The study can serve as a foundation for future academic inquiries. Researchers may use 

the results for comparative studies, replication, or to explore the effects of clickbait across various demographics, 

industries, or digital platforms. 
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Definition of Terms  

To ensure clarity and shared understanding, the following terms are defined as used in the context of this study: 

Attitude – Refers to an individual’s evaluative tendencies or feelings toward clickbait content. This was 

measured using a Likert scale (e.g., 1 = Strongly Disagree to 5 = Strongly Agree) based on perceptions of 

trustworthiness, usefulness, annoyance, and emotional appeal. 

Clickbait – Digital content (e.g., headlines, thumbnails, or links) designed to attract attention and entice users 

to click by using exaggerated, misleading, or sensationalized language. Its effectiveness is often measured by 

click-through rates (CTR) relative to the actual informational or entertainment value of the content. 

Perceived Behavioral Control – An individual’s perception of their ability to perform a specific behavior, 

measured through responses evaluating ease, confidence, available resources, or opportunities. 

Perceived Ease of Use – Refers to how easy an individual believes it is to understand and interact with clickbait 

content. This was assessed through self-reported responses to statements like “Clickbait content is easy to 

recognize” or “Clickbait links are easy to navigate.” 

Perceived Usefulness – Describes the belief that using a particular system, product, or content (in this case, 

clickbait) enhances one’s performance or provides benefits. This was evaluated using statements about 

applicability, efficiency, and user-perceived value. 

Sites You Visit Often – Refers to websites or platforms that respondents frequently access or browse. 

Subjective Norms – The perceived social pressure to engage or not engage in a specific behavior. This includes 

the influence of friends, family, peers, or societal expectations on consumer actions. 

LITERATURE REVIEW 

Perceived Usefulness  

According to Ankit Shrestha et al. (2024), clickbait is a helpful kind of text or hyperlink that is generated to 

entice attention and encourage users to click on it and look at the associated online content, typically being 

misleading or exaggerated. Also, clickbait is common on social networking sites. engineering tactics that fool 

people into clicking on links or messages that take them to harmful websites. Clickbait is a risk to internet 

security; thus, both industry and research have tried to limit it in several ways. Clickbait still works. Relevance 

theory can help us understand this. It suggests that people tend to process information that is most relevant to 

them. Clickbait uses different allusions, superlatives, and boosters to create an information gap and get the reader 

to click on the link in the hopes of finding useful information.Clickbait is a problematic and recognizable feature 

of making content for the internet, according to Ainur Aiesyah Ahmad Azam et al.(2024). 

 

Clickbait methods can get people interested and bring more people to your website, but they can also hurt the 

relationship between producers and customers by putting engagement ahead of honesty. This increases the 

prevalence of dishonesty and sensationalism online. Individuals must employ critical thinking and media literacy 

to ascertain the veracity and utility of the information presented. Content creators have to put ethics and honesty 

first in order to create a real and authentic online culture. A balance has to be struck between the need for open 

communication and the need to present interesting content without crossing the line into dishonest clickbait. 

Developing and utilizing technologies to locate clickbait is a giant leap in the direction of making the internet 

world more genuine and reliable. Technological advancement has been useful in discovering and labeling 

clickbait content.   

 

This technology enhances people's ability to comprehend what they read and enables them to discover and steer 

clear of deceptive or sensational headlines when incorporated into web browsers and platforms. Ángela Bazaco 

et al. (2019) argue that the use of attention-getting headlines and sensationalized reporting, known as clickbait, 
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by news media organizations on social media engages audiences and affects the quality of information. This 

practice is not only found in popular media but also in established serious news media.  

 

When you look at stories on Facebook and Twitter from Spain's top newspapers, El País and El Mundo, you can 

see that they often have inadequate information, clickbait titles, exaggerations, a concentration on light news, 

and the same content that has gone viral. These tactics aim to attract readers and boost website traffic. This 

illustrates that clickbait is a regular part of many communications on a wide range of topics, which makes it a 

useful way to get people to visit a website. 

 

Ankit Shrestha and others (2024) say that clickbait is a useful type of text or link that is made to get people's 

attention and get them to click on it to see the web material that goes with it. This type of text or link is usually 

deceptive or exaggerated. Also, social media sites commonly use clickbait. engineering tactics that fool people 

into clicking on links or messages that take them to harmful websites. Clickbait is a risk to internet security; 

thus, both industry and research have tried to limit it in several ways. Clickbait still works. Relevance theory can 

help us understand this. It suggests that people tend to process information that is most relevant to them. Clickbait 

uses unique allusions, superlatives, and boosters to create an information gap and get the reader to click on the 

link in the hopes of finding useful information.  

According to Ainur Aiesyah Ahmad Azam et al. (2024), clickbait is a contentious and recognizable element in 

the production of internet content. Clickbait methods can get people interested and increase website traffic, but 

they can also hurt the relationship between producers and customers by putting engagement ahead of honesty. 

This creates a culture of sensationalism and lying online. People need to use critical thinking and media literacy 

to figure out if the information being given is true and useful. Content creators need to put ethics and honesty 

first in order to make the internet a real and honest place. It is necessary to find a balance between the need for 

honest communication and the need to make entertaining material without using misleading clickbait. 

Creating and using technology to find clickbait is a big step toward making the internet world more honest and 

trustworthy. These kinds of technology advances have helped find and identify clickbait content. Embedding 

this technology on internet platforms and browsers makes users more informed about the content they read, 

enabling them to recognize and avoid misleading or sensationalized headlines. As per Ángela Bazaco et al. 

(2019), a technique used by news media corporations on social media in the form of catchy headings and 

sensational reporting, or clickbait, is a practice that attracts the attention of social media users and has an 

influence on the quality of news. Not only popular media, but also old-style serious news media are involved in 

its practice. 

Perceived Ease of Use  

In the realm of digital media, clicks are gaining importance as they enable real-time tracking of audience 

reactions to content (Karlsson and Clerwall, 2013; Kormelink and Meijer, 2018). Specifically, to understand 

clicking behavior, one of the most commonly studied constructs is intention to click. This is because actual 

behavior is strongly predicted by behavioral intention (Ajzen 1991; Davis 1989). Numerous studies have 

examined the intention to click on online banner ads and social media advertising (Gauzente 2010; Idemudia 

and Jones 2015; Kim et al., 2019). Nonetheless, since clickbait arises unexpectedly, this paper focuses on the 

desire to click rather than the intention behind clicking. Due to their short attention spans, many Internet users 

tend to process information superficially and are willing to switch tasks during their online activities (Castillo et 

al. 2014; Hillesund 2010; Mangen 2008). Unable to overlook such novel stimuli, their gaze often shifts rapidly 

between the desired material and the enticing distraction (Hillesund, 2010; Thiel, 2018). In this process, the 

gratification they perceive from clickbait might stimulate their desire to click. 

Thus, informed by existing research (Castillo et al. 2014; Hillesund 2010; Mangen 2008), the article defines the 

compulsion to engage with clickbait as the inclination to succumb to the assurance of fulfilling a surprising 

information requirement. Considered a distorted version of banner advertisements, clickbait appears in various 

formats, including misleading news and deceptive promotions. To primarily increase web traffic, clickbait is 

crafted to entice users into clicking. Still, the desire to engage with clickbait has not garnered significant 

academic focus.  
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Hensinger, Flaounas & Cristianini (2013) state that these clickbait titles must also be engaging enough to 

motivate Facebook users to share them on their own profiles for their friends to view the stories firsthand. 

Usually, these headlines feature unclear and frequently sensational claims regarding the material they are 

advertising, such as “You’ll never believe what happened when…,” “This is the cutest thing ever…,” and “This 

is the biggest mistake you can make…” (Shire, 2014). It is shown that clickbait headlines are effective in gaining 

clicks from readers, as notable users of the strategy enjoy large readership (Elliss, 2014). For instance, 

Buzzfeed.com attracts over 14 million unique visitors daily (Quantcast, 2015), whereas Unworthy achieved 88 

million unique visitors in one month in 2013, employing clickbait headlines as a main tactic (Abebe, 2014). 

There has been criticism regarding the use of clickbait as a strategy for content marketing. In autumn 2014, 

Facebook declared they would implement alterations to lessen the presence of clickbait headlines displayed in 

users' timelines (El-Arini & Tang, 2014). Facebook stated that users were expressing concerns that clickbait 

headlines frequently belong to the "spam" category, or content they find undesirable and prefer to avoid (Owens 

& Turitzin, 2014). Facebook describes clickbaiting as “when a publisher posts a link with a headline that 

encourages people to click to see more, without telling them much information about what they will see” (El-

Arini & Tang, 2014, p. 1) 

Facebook claims that, over time, clickbait headlines “drown out content” that users want to see instead (El-Arini 

& Tang, 2014, p. 1).  This study suggests that “the use of clickbait headlines to attract readers to view science 

news has a negative impact on the credibility perceptions of the source of the science news. Further, sources 

with pre-existing low credibility are hurt even more by the effect of clickbait use. Both news and university 

sources appear to be similarly affected by this phenomenon, so any source of science news should take 

precautions when considering the use of clickbait headlines”. In the end, news and university sources have to 

choose between getting more readers and keeping their credibility with their current readers, even if it hurts their 

credibility in the long run. A deeper investigation into the emotional mechanisms activated in readers upon 

encountering clickbait headlines may yield further insights into the motivations behind individuals' news-seeking 

behavior on Facebook. Research on clickbait has mostly focused on “clickbait detection (Chakraborty et al. 

2016; Pandey and Kaur 2018; Potthast et al. 2018)”. It suggests that clickbaits can be distinguished from ordinary 

news feeds using content-based features that range from hyperbolic words (e.g., breathtakingly, soul-stirring), 

punctuation patterns (e.g., ..., !!!), and possessive pronouns (like its and you) to the length of the words, the 

length of the headlines, and the bait phrases (like You Won't Believe and Will Blow Your Mind). Jason Freeman, 

Yiting Chai, and Christen Buckley say that this study gives us important information about how the type and 

length of a listicle affect how people interact with it and how engaged they are in digital environments. The study 

shows that the format and length of listicles are important because they affect how users feel and what they like.  

The study specifically found that listicles that are more likely to get clicks are generally more popular. This 

indicates that readers like content that they can readily locate and find engaging. Additionally, important 

psychological variables, such as perceived control and frustration of the user, were identified as essential 

mediators in the relationship between listicle design and communicative effects. These findings indicate how 

users' perceptions of control and affect can influence how much they are interested in online content. The study 

also demonstrates how presentation and the interface features can alter what users perceive and interact with. 

Perceived credibility of the sponsor was likely the most critical element, frequently even more critical than 

listicle type and length. This highlights that users value the credibility of source content, which far outweighs 

their responses regardless of content format.   

 

Yingren Shi states that this study investigates the influence of consumer innovativeness on the propensity to 

engage with advertising on social networking sites (SNS), a relatively neglected domain in digital marketing 

research. Prior research has primarily focused on the influence of consumer innovativeness on new product paper 

employs the Technology Acceptance Model (TAM) to investigate the effect of innovativeness on attitudes 

towards social networking site (SNS) advertisements. The findings indicate that consumer innovativeness 

significantly influences the perceived utility, usability, and enjoyment of a product. People who are very 

innovative are more open to new things and have a positive attitude toward new types of advertising, like those 

on social networking sites.  

These consumers are not only more likely to accept SNS ads, but they are also more likely to click on them 

because they are curious or want something new. Prior research has primarily focused on the influence of 
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consumer innovativeness on new product development; this paper employs the Technology Acceptance Model 

(TAM) to investigate the effect of innovativeness on attitudes towards social networking site (SNS) 

advertisements.   

The findings indicate that consumer innovativeness significantly influences the perceived utility, usability, and 

enjoyment of a product. People are more likely to pay attention to an ad if they think it has useful or informative 

content. The study finds that advertisers should focus on making their ads easier to use and more useful if they 

want to get more people to click on them, especially when they are trying to reach people who are open to new 

ideas. 

Attitudes  

This research offers empirical data from an experimental context concerning the impacts of unverified clickbait 

headlines, suggesting possible consequences for upcoming studies (Jeff Chen et al., 2021). Additionally, this 

research demonstrates that the cognitive-affect model can serve as an appropriate theoretical foundation for 

internet users' motivations to read and share news articles in online news environments. By observing that certain 

online news headline features impact perceived knowledge quality, arousal, and curiosity, future studies can 

investigate the mechanisms by which cognitive and emotional factors shape attitude intentions. Further, reading 

and shared intentions are also influenced by perceived knowledge quality, arousal, and curiosity. While earlier 

studies have analyzed such connections in online news, this is the first study to validate them specifically in the 

context of clickbait.  

Following Matthew Tingchi Liu et al. (2021), scholars have developed an interest in social business studies 

because of the impact of social media on communication effectiveness and efficiency. Customers spend a 

considerable amount of time using social media in their daily lives (Chiu et al., 2012; Zhang et al., 2017). Online 

media outlets often use clickbait strategies to get readers to visit their platforms with the aim of making money 

through higher traffic and advertising. Yet, in the recent study, over a set of three experiments, it was found that 

using clickbait will decrease customers' likelihood to make a purchase due to the influence of source credibility, 

perceived norm, and perceived benefit, with a moderating effect from social connection. 

Madeline Fulton (2017) describes how this research is a development of what we know in communications and 

marketing through the exploration of the performance of personalization, channels, and product categories that 

exist within these spaces. Through understanding how people see personalization and alleviating privacy issues 

surrounding personalization practice, marketing and advertising practitioners are able to have stronger 

relationships with consumers. But what is interesting here is that while personalization has benefits, there are 

still privacy concerns legitimate with personalization practices. Thus, there is a need to understand how to adjust 

personalization strategies to coincide with consumers' beliefs by allowing them to coordinate their offline privacy 

behaviors with their disclosure intentions. 

This research necessitates expansion to achieve a comprehensive understanding of the evolving marketing 

landscape, with future studies examining emerging marketing platforms, privacy concerns across diverse 

marketing channels, and the influence of personalization strategies on various age demographics. The speed at 

which personalization technology is developing is astounding. Soon, we may see personalized ads in our homes 

on things like toasters, refrigerators, watches, and even mirrors. 

Munger, Guess, Lyons, and Nyhan (2018) analyzed clickbait through demographic and political lenses, focusing 

on the responses and consumption behaviors of diverse groups. According to their comprehensive experimental 

study, users who were older and more conservative were more inclined to click on clickbait-style headlines, 

particularly those with political implications. It was unexpected that the study discovered that individuals were 

not less united politically or less inclined to believe the news as a result of observing clickbait. How users felt 

was mostly based on what they already thought and believed. This means that clickbait might not be the cause 

of problems in society, but rather a result of them. Their study is important because it shows that clickbait affects 

people in different ways. Their findings are significant as they illustrate that the efficacy and impact of 

sensationalism vary among different demographics. Instead, they are shaped by users' digital literacy, political 

views, and age. This study offers substantial insights into the impact of personal values and group identity on 

media engagement for researchers examining the sociopolitical ramifications of sensationalism. 
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Subjective Norms  

This research, as per Menik Kurnia Siwi (2023), examines how perceived utility will affect purchasing behavior. 

Perceived ease of use, digital self-efficacy, subjective norms, and control over behavior on online buying itself 

are the other factors that affect decisions. Later, further research can be done on other factors affecting purchasing 

decisions, like the consumer's age and background, or maturity level. The academic and working environment 

may influence decisions made when purchasing. In the context of online retailers, consumers are able to 

contribute to research on feature completeness and service quality, deciding what to purchase. Since internet 

commerce continues to evolve, research and development have to continually be conducted in order to assist the 

economy in developing along with progress in technology. 

This study finds that Armenian clickbait headlines tend to be more formal, while English ones are often more 

casual and conversational. Upon deeper inspection, clickbait headlines across languages often employ similar 

attention-grabbing techniques.  To get quick answers, they regularly employ these strategies, which create 

interest and emotions.  Regardless of the language, Clickbait often employs scarcity, urgency, and 

personalization to lure clicks. 

This paper examines the influence of language on behavior and highlights the psychological tactics that clickbait 

employs. By exploring how people from various cultures write, choose their words, and try to persuade others, 

we can gain a better understanding of what makes clickbait so effective at capturing attention. 

Related to this study, Eric Zeng (2021) looked at how people responded to different online ads they saw. He 

found that while online advertising is central to the digital economy, most people strongly dislike ads—and are 

quite good at identifying exactly which elements bother them. The researchers examined a great deal of 

advertising in our own sample, with both specific numbers and detailed commentary. These answers allowed us 

to look for patterns and cluster together ads that repeatedly elicited negative responses, to establish clear 

categories of what users deem to be "bad" ads. 

The constructed and delineated by evoking specific negative responses. The results are such that taxonomy and 

labeled ad datasets furnish a user-centered basis for future studies and regulation for removing objectionable 

content in online ads and enhancing the quality of content in general. 

Lee (2021) examined the foundation of social media influencers' perceived authenticity and their influence on 

consumers. In "What Does Authenticity Mean for Social Media Influencers?", audience reactions to influencer 

postings show the importance of authenticity.  According to the survey, honest, real, reliable, and compassionate 

influencers are more credible. Folks prefer to create relationships that are akin to close friendships, as stated by 

Lee, when they feel that an influencer is authentic and dependable. These improve influencer marketing 

performance and engagement. As per the survey, authenticity is important as perceived by people because if they 

feel that an influencer is real, they are more likely to trust them, have fun watching content they endorse, and 

buy from them.  The book is an excellent guide for researchers who are interested in how social media influences 

purchasing behavior, particularly influencer marketing. It suggests that people are more likely to trust and believe 

in influences they think are real and honest.  Lee's (2021) research establishes a robust framework for exploring 

supplementary digital marketing strategies, especially in utilizing authenticity to boost engagement and revenue. 

Perceived Behavioral Control 

Chakraborty et al. (2016) proposed a method utilizing “text mining to automatically identify clickbait headlines” 

(Anand et al. (2017) utilize Recurrent Neural Networks (RNN), a type of artificial neural network, to analyze 

“clickbait headlines” and focus on those that are unclear and deceptive. Rony et al. (2017) apply the distributed 

subword embedding method to analyze a substantial dataset of 1.67 million Facebook posts from 153 media 

organizations, discovering that clickbait posts (links or videos) garner more engagement 

(reactions/shares/comments) compared to non-clickbait posts. 

This research seeks to enhance our understanding of online users' views on clickbait headlines by examining the 

suggested hypotheses and research framework created based on theories that elucidate the connections between 

users' attitudes and behavioral intentions. This study utilizes the “cognitive-affective” communication process 

http://www.rsisinternational.org/


INTERNATIONAL JOURNAL OF RESEARCH AND INNOVATION IN SOCIAL SCIENCE (IJRISS) 

ISSN No. 2454-6186 | DOI: 10.47772/IJRISS | Volume X Issue VI June 2026 
 

Page 18033 
www.rsisinternational.org 

 

  

 

model (Bagozzi, 1982) to clarify the steps an online user experiences when assessing a clickbait headline. The 

cognitive and emotional dimensions are among the key elements that account for decision-making and actions 

within the realm of information systems (e.g., Davis, Bagozzi, & Warshaw, 1989; Wu & Wang, 2005). This 

cognitive-affective model holds significant relevance for application in this research, as the inherent nature of 

online news makes both cognition and emotion crucial factors in capturing individuals' attention (Uribe & 

Gunter, 2007).  

Loewenstein (1994) states that, acting as an online tabloid adaptation of classic news, a clickbait headline offers 

soft-news material that typically arouses readers’ interest while delaying the disclosure of the story's content. 

Typically, clickbait headlines are crafted using a narrative technique that refers ahead, taking advantage of a 

curiosity gap. These headlines offer references that spark curiosity, which then drives readers to click on the 

embedded link and read the full stories to satisfy their curiosity. Nevertheless, because the actual stated aim is to 

create web page views rather than deliver credible information, clickbait titles typically fail to meet readers' 

expectations. 

The marketing and journalism literature indicates that limited research has explored clickbait headlines and their 

effects. For instance, Chen et al. (2015) investigated techniques for identifying clickbait and offered possible 

indicators for detecting “both textual and non-textual clickbait”. 

Synthesis of the Study 

Clickbait is a prevalent strategy on social media and online platforms, designed to attract users through 

exaggerated or misleading content. According to Shrestha et al. (2024), clickbait operates on relevance theory, 

leveraging information gaps that compel users to click in search of further details. While effective in boosting 

engagement, it also raises serious concerns regarding online security and trustworthiness. Ahmad Azam et al. 

(2024) stress the importance of ethical content creation and the development of clickbait detection technologies 

to counteract deceptive practices. Bazaco et al. (2019) found that clickbait is widely used not only by 

entertainment media but also by established and reputable news outlets. Although this increases site traffic, it 

often results in diminished content quality. 

Clickbait’s appeal lies in its ability to capture short attention spans and stimulate emotional engagement. Chen 

et al. (2021) observed that such headlines drive readers to read and share articles based on perceived 

informational value and emotional arousal. Loewenstein (1994) described clickbait as exploiting the curiosity 

gap—raising questions without immediate answers—to stimulate user clicks. However, while platforms like 

BuzzFeed and Upworthy have succeeded using this tactic, others like Facebook have taken action to reduce 

clickbait due to its negative impact on credibility and user satisfaction. 

Cultural and linguistic differences also shape clickbait strategies. For instance, Armenian headlines tend to be 

more formal, while English clickbait headlines are typically more casual and conversational, though both rely 

heavily on sensationalism, urgency, and emotional appeal. Research by Chakraborty et al. (2016) and Anand et 

al. (2017) used text mining and neural networks to identify the linguistic features of clickbait. Similarly, Rony 

et al. (2017) demonstrated that clickbait posts garner more engagement—in the form of likes, comments, and 

shares—than non-clickbait posts on Facebook, underscoring their influence in shaping user behavior. 

Beyond engagement metrics, clickbait also affects consumer purchasing decisions and advertising credibility. 

Liu et al. (2021) showed that while clickbait headlines attract attention, they may also reduce consumer trust and 

willingness to purchase due to perceived lack of credibility. Fulton (2017) emphasized the need to adapt 

personalized marketing strategies that also address privacy concerns in order to maintain long-term consumer 

trust. Siwi (2023) highlighted additional factors—such as demographics and service quality—that influence 

online purchasing decisions and suggested these areas warrant further study. Meanwhile, Zeng (2021) identified 

common elements in online advertising that provoke negative user reactions, pointing to the importance of 

regulatory frameworks and improved ad quality. 

While clickbait remains an effective tool for attracting user attention, its adverse consequences on credibility, 

trust, and content quality call for strategic and ethical use. As such, the integration of advanced clickbait detection 
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technologies, combined with responsible content production, is essential to fostering a trustworthy digital 

environment. Future research should continue to explore how clickbait influences emotional responses and 

consumer behavior, as well as how it can be responsibly integrated into digital marketing strategies. 

METHODOLOGY 

This chapter outlines the research methods employed in the study. It includes details about the participants, the 

sampling criteria, the selected research design, and the rationale behind the methodological choices. The purpose 

of this chapter is to provide a clear overview of how the study was conducted to assess the effects of clickbait 

advertisements on consumer purchasing decisions. 

Method of Research 

The primary objective of this study was to examine the effects of clickbait advertisements on consumers’ 

purchasing decisions. To achieve this, the researcher utilized a descriptive research design, which is appropriate 

for investigating attitudes, perceptions, and behaviors within a defined population. In this context, residents of 

Cabiao were selected as the target population. 

Descriptive research, as defined by Creswell (2014), is a method used to describe the characteristics of a 

population or phenomenon. It is particularly effective in developing knowledge about a group or issue based on 

observable and quantifiable data. According to Voxco (2021), descriptive research also aids in addressing 

essential questions such as “Who,” “What,” “When,” “Where,” “Why,” and “How.” 

The study employed a descriptive-survey research design, commonly used in the social sciences to collect data 

that illustrates the characteristics, behaviors, or attitudes of a population. Data were collected using a 

combination of structured surveys, interviews, and direct observation to provide a comprehensive analysis of 

consumer behavior influenced by clickbait advertisements. 

To enhance the validity and reliability of the study, quantitative research methods were adopted. The research 

emphasized systematically collecting objective data through standardized tools such as questionnaires, survey 

instruments, and existing statistical data. Quantitative research is characterized by the use of statistical, 

mathematical, and numerical techniques to analyze and interpret collected data rigorously. 

Furthermore, the use of modern computational tools and analytical software has increased the accuracy and depth 

of data analysis. The integration of descriptive and quantitative approaches provided a holistic framework for 

understanding the impact of clickbait advertising on the purchasing behavior of consumers in Cabiao. 

Population and Sample Size  

The research was conducted in Cabiao, Nueva Ecija, where the researchers selected 100 respondents through 

purposive sampling. According to Mark Morton, a renowned expert in statistical analysis, “a sample size of 100 

is generally adequate for most business and social science research studies.” This number was considered 

sufficient to generate meaningful and reliable data necessary to address the objectives and answer the research 

questions.  

Description of Respondents  

The respondents of this study were 100 residents of Cabiao, Nueva Ecija, selected based on specific criteria 

relevant to the study. The participants were chosen purposively, as they were considered effective and reliable 

sources of information for the research. Specifically, these individuals had prior exposure to online shopping 

websites and online advertisements, including clickbait ads. This ensured that they possessed the necessary 

familiarity to provide accurate and relevant responses. 

The insights provided by the respondents were crucial in generating comprehensive and meaningful data on the 

influence of clickbait advertising on consumer purchasing behavior. 
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The researchers also upheld the highest ethical standards throughout the data collection process. All private and 

sensitive information shared by the respondents was treated with strict confidentiality and securely stored to 

protect their privacy. Participation in the study was entirely voluntary, and informed consent was obtained from 

each respondent prior to data collection. 

Sampling Technique 

The researchers utilized purposive sampling to select the respondents for the study. Also known as judgmental 

sampling, this non-probability sampling method involves selecting participants based on specific characteristics 

that align with the objectives of the research. In this case, the researchers targeted consumers who were active 

users of various e-commerce platforms and had prior awareness of clickbait advertising. This approach ensured 

that the respondents possessed the relevant experience and background knowledge necessary to provide accurate 

and insightful responses regarding the study topic. 

Instrumentation  

The researchers used a structured survey questionnaire as the primary instrument for data collection. The 

questionnaire was divided into two main parts: 

Part I measured the effectiveness of clickbait advertisements in terms of perceived usefulness and perceived ease 

of use. 

Part II assessed the impact of clickbait advertising on customer purchasing decisions, focusing on the variables 

of attitude, subjective norms, and perceived behavioral control. 

A five-point Likert Scale was used throughout the questionnaire to gauge the respondents’ perceptions. The scale 

included the following options: 

1. Very Ineffective 

2. Ineffective 

3. Effective Enough 

4. Effective 

5. Very Effective 

 

This standardized scale allowed the researchers to quantitatively assess the level of effectiveness perceived by 

respondents and enabled a more objective statistical analysis of the data. 

Validation of the Instrument 

Validating a research instrument is crucial to ensure that it accurately measures the intended variables, thereby 

enhancing the credibility, validity, and reliability of the study’s findings. A validated instrument increases 

confidence that the data collected truly represents the constructs under investigation, reducing potential biases 

and measurement errors. 

On May 28, 2025, the instrument underwent validation under the supervision of the thesis adviser, Mr. Erwin 

M. Matunan. It was then reviewed by Mr. Ville Adrei M. Villano, a master’s degree holder in Applied Statistics, 

who recommended minor adjustments, specifically revising the format of the survey from question-based to 

paragraph-based. Following this, the revised instrument was forwarded to Mrs. Dina Grace T. Magnaye, the 

Research Coordinator at Polytechnic University of the Philippines – Bunsuran Campus, for further validation. 

These multi-level validations helped ensure the instrument’s clarity, relevance, and accuracy for data collection. 

Ethical Consideration 

The study adhered strictly to ethical research standards to ensure the dignity, rights, and well-being of all 

participants. 
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Prior to data collection, informed consent was obtained from all respondents after a clear explanation of the 

study’s purpose, objectives, procedures, and their rights as participants. Participation in the study was entirely 

voluntary, and respondents were informed of their right to withdraw at any time without facing any negative 

consequences. 

To maintain confidentiality and anonymity, all personal information was securely handled and excluded from 

the final report. Data were kept strictly confidential, with no identifying details disclosed or used beyond the 

scope of the study. 

The researchers also ensured that no physical, emotional, or psychological harm was inflicted on any participant 

throughout the study. All processes complied with the ethical guidelines of the institution and relevant standards 

for academic research. 

Data Gathering Procedures 

After the selection of respondents using purposive sampling, each participant was provided with a consent form 

prior to completing the survey. This form served as formal documentation that the respondent voluntarily agreed 

to participate in the study. Once the consent was signed, the researcher clearly explained the study’s purpose and 

provided instructions before the respondents proceeded with the questionnaire. 

A total of 100 survey questionnaires were photocopied and manually distributed to the identified participants. 

The data collection process was completed over a period of seven (7) days, during which all 100 completed 

questionnaires were successfully retrieved. 

Statistical Treatment of Data  

The statistical treatment of data involved converting raw numerical responses into interpretable information to 

derive insights and conclusions regarding the study objectives. The following statistical tools were utilized: 

Weighted Mean  

The weighted mean was used to determine the overall response of the participants to each survey item, allowing 

the researcher to assess the level of effectiveness perceived by respondents:  

X=∑fx/n  

X= weighted mean  

F= Frequency obtained from the # of respondents  

N= total number of respondents  

 Likert Scale   

A five-point Likert Scale was employed to measure the effectiveness of clickbait advertisements based on 

participants’ perceptions. This scale was used across various constructs such as perceived usefulness, perceived 

ease of use, attitude, subjective norms, and perceived behavioral control.   

Scale                             Weighted mean                   Interpretation  

     5                                      4.21 – 5.00                       Very Effective  

    4                                      3.41 – 4.20                       Effective         

     3                                      2.61 – 3.40                       Effective Enough  

2                                      1.81 – 2.60                       Ineffective              

1                                      1.00 - 1.80                        Very Ineffective  
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Spearman’s Rho 

Spearman’s Rho was utilized to determine the significant relationship between the effectiveness of clickbait 

advertisements and the customer’s purchasing decision. This non-parametric test evaluates the strength and 

direction of association between two ranked variables. 

Figure 4. Spearman’s rho formula 

 

 

 

 

Decision Rule 

The Spearman correlation coefficient, rs, ranges from +1 to -1. A rs of +1 signifies a flawless correlation of 

ranks, a rs of zero signifies no correlation among ranks, and a rs of -1 signifies a flawless inverse correlation of 

ranks. The nearer rs is to zero, the less strong the connection between the ranks. 

RESULTS AND DISCUSSION 

This chapter presents the data gathered from the respondents, organized in tabular form and accompanied by 

corresponding textual interpretation and analysis.  

Respondents' Level of Effectiveness of Clickbait Advertisement 

As shown in Table 1, the respondents rated the effectiveness of clickbait advertisements in terms of perceived 

usefulness with an overall weighted mean of 4.02, verbally interpreted as “Effective.” 

The following statements received the highest to lowest weighted means:“How effective are clickbait 

advertisements in offering insight into ongoing promotions or discounts” – 4.10, “How effective are clickbait 

advertisements in introducing you to innovative products or solutions that you were unaware of” – 4.09, “To 

what extent do clickbait advertisements provide useful information about the features of a product or service” – 

4.06, “To what extent do clickbait advertisements effectively address questions or concerns you may have about 

a product or service” – 4.05, “How effective are clickbait advertisements in providing useful comparisons 

between competing products or services” – 4.03, “How effectively does a clickbait advertisement help you 

discover products or services that meet your needs” – 4.02, “To what extent do clickbait advertisements offer 

content that is relevant and helpful to your purchasing decisions” – 4.01, “To what extent does the clarity of 

information presented in clickbait advertisements affect your decision-making process” – 3.99, “How effective 

clickbait advertisements in helping you save time when searching for products or services online” – 3.95, “To 

what extent do clickbait advertisements provide valuable guidance on product usage or benefits” – 3.94 

Table 1 Respondents' Level of Effectiveness of Clickbait Advertisement in terms of Perceived Usefulness 

Perceived Usefulness WM Verbal 

Interpretation 

   

 1. How effectively does a clickbait advertisement help you discover products or 

services that meet your needs? 

4.02 Effective 

   

 = Spearman's rank correlation coefficient 

 = difference between the two ranks of each observation 

 = number of observations 

Σd² = is the sum of the squared differences in rank. 
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2. To what extent do clickbait advertisements provide useful information about the 

features of a product or service? 

4.06 Effective 

   

3. How effective are clickbait advertisements in offering insight into ongoing 

promotions or discounts? 

4.10 Effective 

   

4. To what extent does the clarity of information presented in clickbait 

advertisements affect your decision-making process? 

3.99 Effective 

   

5. How effective are clickbait advertisements in providing useful comparisons 

between competing products or services? 

4.03 Effective 

   

6. To what extent do clickbait advertisements effectively address questions or 

concerns you may have about a product or service? 

4.05 Effective 

   

7. How effective are clickbait advertisements in introducing you to innovative 

products or solutions that you were unaware of? 

4.09 Effective 

   

8. To what extent do clickbait advertisements provide valuable guidance on product 

usage or benefits? 

3.94 Effective 

   

9. How effective are clickbait advertisements in helping you save time when 

searching for products or services online? 

3.95 Effective 

   

10. To what extent do clickbait advertisements offer content that is relevant and 

helpful to your purchasing decisions? 

4.01 Effective 

   

Overall  4.02 Effective 

 

Legend:4.21-5.00 Very Effective;3.41-4.20 Effective;2.62-3.40 Effective Enough;1.81-2.60 Ineffective;1.00-

1.80 Very Ineffective 

These findings indicate that respondents perceive clickbait advertisements as generally effective in delivering 

useful content, particularly in introducing ongoing promotions and new product innovations. The high ratings 

reflect the potential of clickbait ads to serve as informative tools rather than mere attention-grabbers, especially 

in helping consumers make more informed purchasing decisions. This aligns with Lamot and Paulussen (2024), 

who emphasized how news media and advertisers use strategic visibility tactics—such as headline optimization, 

platform placement, and cross-platform promotion—to maximize engagement in a competitive digital 

environment. Thus, while clickbait is often criticized for being sensational, the results here suggest that when 

executed effectively, such advertisements can offer meaningful utility to consumers. 

Table 2 Respondents' Level of Effectiveness of Clickbait Advertisement in terms of Perceived Ease of Use  

Perceived Ease of Use WM Verbal 

Interpretation 

   

 1. How effectively does the design of clickbait advertisements make it easy for 

you to understand the advertised content? 

4.06 Effective 

   

2. To what extent is it easy to navigate from a clickbait advertisement to the page? 3.98 Effective 

   

3. How effective is the simplicity of clickbait advertisements in encouraging you 

to click on them? 

4.07 Effective 
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4. To what extent does the clarity of information presented in clickbait 

advertisements affect your decision-making process? 

4.02 Effective 

   

5. How effectively do clickbait advertisements reduce the effort required to find 

product information? 

4.20 Effective 

   

6. To what extent is the loading speed of clickbait advertisement pages important 

to your engagement with them? 

4.03 Effective 

   

7. How effective is the intuitive design of clickbait advertisements in influencing 

your purchasing decisions? 

4.00 Effective 

   

8. To what extent does the ease of interaction with clickbait advertisements affect 

your likelihood of purchasing a product? 

3.94 Effective 

   

9. How effective are clickbait advertisements in allowing you to quickly access 

additional product information? 

4.01 Effective 

   

10. To what extent does the absence of technical difficulties when clicking on 

clickbait advertisements influence your purchasing intention? 

3.89 Effective 

   

Overall  4.02 Effective 

 

Legend:4.21-5.00 Very Effective;3.41-4.20 Effective;2.62-3.40 Effective Enough;1.81-2.60 Ineffective;1.00-

1.80 Very Ineffective 

As shown in Table 2, the respondents rated the effectiveness of clickbait advertisements in terms of Perceived 

Ease of Use, with an overall weighted mean of 4.02, verbally interpreted as “Effective.” This indicates that 

respondents generally find clickbait ads easy to use and navigate when engaging with product-related content 

online. 

The following statements were rated with the corresponding weighted means: “How effectively do clickbait 

advertisements reduce the effort required to find product information” – 4.20, “How effective is the simplicity 

of clickbait advertisements in encouraging you to click on them” – 4.07, “How effectively does the design of 

clickbait advertisements make it easy for you to understand the advertised content” – 4.06, “To what extent is 

the loading speed of clickbait advertisement pages important to your engagement with them” – 4.03, “To what 

extent does the clarity of information presented in clickbait advertisements affect your decision-making process” 

– 4.02, “How effective are clickbait advertisements in allowing you to quickly access additional product 

information” – 4.01, “How effective is the intuitive design of clickbait advertisements in influencing your 

purchasing decisions” – 4.00, “To what extent is it easy to navigate from a clickbait advertisement to the product 

page” – 3.98, “To what extent does the ease of interaction with clickbait advertisements affect your likelihood 

of purchasing a product” – 3.94, “To what extent does the absence of technical difficulties when clicking on 

clickbait advertisements influence your purchasing intention” – 3.89. 

Table 3 Respondents' Level of Effectiveness of Clickbait Advertisement on Consumer Purchasing Decision 

in terms of Attitudes 

Attitude  WM Verbal 

Interpretation 

   

1. How effectively does the visual appeal of clickbait advertisements influence your 

attitude toward clicking on them? 

4.11 Effective 
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Legend:4.21-5.00 Very Effective;3.41-4.20 Effective;2.62-3.40 Effective Enough;1.81-2.60 Ineffective;1.00-

1.80 Very Ineffective 

Respondents' Level of Effectiveness of Clickbait Advertisement on Consumer Purchasing Decision in 

terms of Subjective Norms 

As shown in Table 4, the respondents evaluated the effectiveness of clickbait advertisements in influencing 

purchasing intentions through subjective norms, with an overall weighted mean of 3.94, which is verbally 

interpreted as “Effective.” This indicates that social influences play a meaningful role in shaping consumer 

attitudes and behavior toward clickbait content. 

The weighted means for the individual statements are as follows: “How effective are influencers or content 

creators in influencing your purchasing intention through clickbait advertisements” – 4.10, “How effectively do 

close social relationships (friends, family) shape your purchasing intention when exposed to clickbait 

advertisements” – 4.07, “How effective are online communities (e.g., social media groups) in shaping your 

perception of clickbait advertisements” – 4.01, “To what extent do social norms on social media platforms 

influence your engagement with clickbait content” – 3.98, “To what extent does societal approval affect your 

intention to make purchasing decisions based on clickbait advertisements” – 3.95, “How effectively does peer 

influence (friends or colleagues) encourage you to trust clickbait advertisements” – 3.88, “To what extent does 

the cultural acceptance of clickbait affect your likelihood of clicking on such advertisements” – 3.88, “How 

effective are family members in encouraging you to trust clickbait advertisements” – 3.86, “To what extent do 

your family members influence your decision to click on a clickbait advertisement” – 3.84, “How effectively 

does the opinion of your workplace environment influence your response to clickbait advertisements” – 3.83 

   

2. To what extent does the content curiosity generated by clickbait advertisements 

positively affect your purchasing attitude? 

4.18 Effective 

   

3. How effective are exaggerated headlines in shaping your initial positive 

perception of clickbait advertisements? 

4.02 Effective 

   

4. How effectively do past experiences with clickbait advertisements affect your 

attitude toward future engagement? 

4.05 Effective 

   

5. To what extent does the trustworthiness of the platform displaying clickbait 

advertisements influence your attitude toward them? 

4.08 Effective 

   

6. How effective is the presence of familiar brand names in clickbait advertisements 

in shaping your purchasing attitude? 

4.07 Effective 

   

7. How effectively do emotionally appealing phrases in clickbait advertisements 

influence your attitude toward purchasing the promoted products? 

3.96 Effective 

   

8. To what extent does the perceived entertainment value of clickbait 

advertisements shape your attitude toward engaging with them? 

3.98 Effective 

   

9. How effective is the alignment between clickbait advertisements and your 

personal interests in forming a positive attitude toward purchasing? 

4.11 Effective 

   

10. To what extent does your doubt in clickbait ads affect how you feel about their 

content? 

3.98 Effective 

   

Overall  4.05 Effective 
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Table 4 Respondents' Level of Effectiveness of Clickbait Advertisement on Consumer Purchasing Decision in 

terms of Subjective Norms 

Subjective Norms WM Verbal Interpretation 

   

1. To what extent do your family members influence your decision to click on a 

clickbait advertisement? 

3.84 Effective 

   

2. How effectively does peer influence (friends or colleagues) encourage you to 

trust clickbait advertisements? 

3.88 Effective 

   

3. How effective are online communities (e.g., social media groups) in shaping 

your perception of clickbait advertisements? 

4.01 Effective 

   

4. To what extent does societal approval affect your intention to make purchasing 

decisions based on clickbait advertisements? 

3.95 Effective 

   

5. How effective are influencers or content creators in influencing your 

purchasing intention through clickbait advertisements? 

4.10 Effective 

   

6. How effectively does the opinion of your workplace environment influence 

your response to clickbait advertisements? 

3.82 Effective 

   

7. To what extent does the cultural acceptance of clickbait affect your likelihood 

of clicking on such advertisements? 

3.88 Effective 

   

8. How effective are family members in encouraging you to trust clickbait 

advertisements? 

3.86 Effective 

   

9. To what extent do social norms on social media platforms influence your 

engagement with clickbait content? 

3.98 Effective 

   

10. How effectively do close social relationships (friends, family) shape your 

purchasing intention when exposed to clickbait advertisements? 

 

4.07 Effective 

   

Overall  3.94 Effective 

Legend:4.21-5.00 Very Effective;3.41-4.20 Effective;2.62-3.40 Effective Enough;1.81-2.60 Ineffective;1.00-

1.80 Very Ineffective 

These findings suggest that consumer behavior is heavily influenced by social dynamics, including family, peer 

groups, online communities, and influencers. Among the most significant influences are content creators and 

social media influencers, whose credibility and perceived authenticity play a vital role in shaping consumers’ 

trust and willingness to engage with clickbait advertisements. 

This aligns with the findings of Widjaja, Widjaja, & Daryanto (2022), who emphasized that the credibility of 

social media influencers has a substantial impact on consumer attitudes and purchasing intentions, especially in 

digital marketing contexts. Their study supports the idea that consumers are more likely to respond positively to 

marketing messages—such as clickbait—when they feel those messages are socially approved or endorsed by 

people they trust. 

In today’s digital-first environment, where consumers are constantly exposed to socially shared content, 

subjective norms have emerged as powerful drivers of engagement. The presence of shared values, cultural 
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acceptance, and peer approval enhances the perceived legitimacy and trustworthiness of clickbait content, 

thereby increasing the likelihood of interaction and purchase. 

Table 5 Respondents’ Level of Effectiveness of Clickbait Advertisement on Consumer Purchasing Decision 

in terms of Perceived Behavioral Control 

Perceived Behavioral Control WM Verbal Interpretation 

   

1. How effectively do you feel you can control your impulse to click on 

clickbait advertisements despite their attention-grabbing nature? 

3.92 Effective 

   

2. To what extent does your ability to distinguish between genuine and 

deceptive clickbait advertisements affect your purchasing decisions? 

4.13 Effective 

   

3. How effectively do time constrain influence your decision to engage 

with clickbait advertisements? 

3.90 Effective 

   

4. How effectively does your level of internet literacy help you avoid 

being influenced by clickbait advertisements? 

4.19 Effective 

   

5. To what extent do you perceived yourself as capable of resisting 

purchases influenced by clickbait advertisements? 

4.14 Effective 

   

6. How effectively does the complexity of accessing the product through 

a clickbait advertisement affect your purchasing intention? 

3.97 Effective 

   

7. To what extent does your financial capacity control your engagement 

with purchases promoted through clickbait advertisements? 

4.02 Effective 

   

8. How effective are security concerns (e.g., fear of scams) in controlling 

your purchasing decisions from clickbait advertisements? 

4.21 Very Effective 

   

9. To what extent does your previous experience with clickbait 

advertisements help you manage future purchasing behaviors? 

4.12 Effective 

   

10. How effective is your ability to seek additional product information 

in reducing impulsive purchases influenced by clickbait advertisements? 

4.29 Very Effective 

   

Overall  4.09 Effective 

 

Legend:4.21-5.00 Very Effective;3.41-4.20 Effective;2.62-3.40 Effective Enough;1.81-2.60 Ineffective;1.00-

1.80 Very Ineffective 

As shown in Table 5, the respondents evaluated the effectiveness of clickbait advertisements on consumer 

purchasing intentions in terms of perceived behavioral control, resulting in an overall weighted mean of 4.09, 

verbally interpreted as “Effective.”  

This indicates that respondents perceive themselves as having a significant degree of control when interacting 

with clickbait content, particularly in managing impulses, evaluating credibility, and making informed 

purchasing decisions. 

The weighted means for individual statements are as follows: “How effective is your ability to seek additional 

product information in reducing impulsive purchases influenced by clickbait advertisements” – 4.29, “How 

effective are security concerns (e.g., fear of scams) in controlling your purchasing decisions from clickbait 
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advertisements” – 4.21, “How effectively does your level of internet literacy help you avoid being influenced by 

clickbait advertisements” – 4.19, “To what extent do you perceive yourself as capable of resisting purchases 

influenced by clickbait advertisements” – 4.14, “To what extent does your ability to distinguish between genuine 

and deceptive clickbait advertisements affect your purchasing decisions” – 4.13, “To what extent does your 

previous experience with clickbait advertisements help you manage future purchasing behaviors” – 4.12, “To 

what extent does your financial capacity control your engagement with purchases promoted through clickbait 

advertisements” – 4.02“How effectively does the complexity of accessing , the product through a clickbait 

advertisement affect your purchasing intention” – 3.97, “How effectively do you feel you can control your 

impulse to click on clickbait advertisements despite their attention-grabbing nature” – 3.92, “How effectively do 

time constraints influence your decision to engage with clickbait advertisements” – 3.90 

These results indicate that consumers’ self-perception of control—including internet literacy, prior experience, 

financial capacity, and skepticism—significantly influences how they respond to clickbait advertisements. 

Respondents generally felt confident in evaluating and managing their engagement with such content. This 

supports the findings of Wang, Hu, Tang, and Yang (2025), who emphasized that hyperbolic and visually 

provocative clickbait formats rapidly capture attention and trigger emotional responses, while vague or 

suggestive formats require greater cognitive engagement.  

This means that although clickbait is designed to attract immediate attention, consumers with higher perceived 

control can evaluate the content critically, allowing them to make more informed decisions rather than reacting 

impulsively 

Overall, the findings underscore that perceived behavioral control plays a critical role in moderating the influence 

of clickbait advertisements, especially when consumers are aware of the tactics used and have developed 

strategies to manage their purchasing behavior accordingly. 

Significant Relationship between the Effectiveness of Clickbait Advertisements on Consumer Purchasing 

Intentions 

Table 6 Spearman’s rho on the Significant Relationship between the Effectiveness of Clickbait 

Advertisements on Consumer Purchasing Decision in terms of Perceived Usefulness 

Perceived Usefulness 

 Spearman’s rho P-value Decision Conclusion 

Attitude 0.751 <.001 Reject Ho Significant 

     

Subjective Norms 0.739 <.001 Reject Ho Significant 

     

Perceived Behavioral Conrol 0.643 <.001 Reject Ho Significant 

Legend: Accepts Ho if computed x2  x2  0.05 = Not Significant; Rejects Ho if computed x2  < x2 0.05 

Significant 

The Spearman’s rho correlation analysis was conducted to examine the strength and direction of the association 

between the selected variables. Results revealed that attitude (p = 0.0751, p = <.001) and subjective norms (p = 

0.739, p = <.001) exhibit a very effective positive correlation, while perceived behavioral control (p = 0.643, p 

= <.001) shows an effective positive correlation. In all cases, the null hypothesis was rejected, confirming that 

perceived usefulness plays a significant role in customer purchasing intention across different psychological 

dimensions. 

The Spearman’s rho correlation analysis was conducted to examine the strength and direction of the association 

between the selected variables. Results revealed that attitude (p = 0.0754, p = <.001) exhibits a very effective 

positive correlation, while subjective norms (p = 0.686, p = <.001) and perceived behavioral control (p = 0.636, 

p = <.001) show an effective positive correlation. In all cases, the null hypothesis was rejected, confirming that 

perceived ease of use plays a significant role in customer purchasing intention across different psychological 
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dimension. 

Table 7 Spearman’s rho on the Significant Relationship between the Effectiveness of Clickbait 

Advertisements on Consumer Purchasing Decision in terms of Perceived Ease of Use 

Perceived Ease o Use 

 Spearman’s rho P-value Decision Conclusion 

Attitude 0.754 <.001 Reject Ho Significant 

     

Subjective Norms 0.686 <.001 Reject Ho Significant 

     

Perceived Behavioral Control 0.636 <.001 Reject Ho Significant 

 

Legend: Accepts Ho if computed x2  x2  0.05 = Not Significant; Rejects Ho if computed x2  < x2 0.05 = 

Significant 

SUMMARY OF FINDINGS, CONCLUSIONS, AND RECOMMENDATIONS 

This chapter presents a summary of the findings derived from the analyzed data, draws relevant conclusions, and 

provides recommendations based on the interpretation of the study’s results.  

Summary of Findings  

Based on the analysis and interpretation of the data presented in the previous chapter, the following key findings 

were summarized: 

Respondents’ Level of Effectiveness of Clickbait Advertisements in Terms of Perceived Usefulness and 

Perceived Ease of Use 

 

The respondents’ overall assessment of clickbait advertisements in terms of perceived usefulness and perceived 

ease of use yielded an overall weighted mean of 4.02, indicating that they were generally perceived as 

“Effective.” 

 

Specifically, clickbait advertisements were most effective in offering insights into promotions or discounts, with 

a weighted mean of 4.10. 

 

In terms of ease of use, they significantly reduced the effort required to find product information, with a weighted 

mean of 4.20. 

 

Respondents’ Level of Effectiveness of Clickbait Advertisements on Consumer Purchasing Decisions in Terms 

of Attitude, Subjective Norms, and Perceived Behavioral Control 

 

The participants rated the overall effectiveness of clickbait advertisements as follows: 

Attitude – 4.05 (Effective) 

Subjective Norms – 3.94 (Effective) 

Perceived Behavioral Control – 4.09 (Effective) 

In terms of attitudes, the visual appeal of clickbait advertisements had the greatest impact, receiving the highest 

weighted mean of 4.18, indicating its strong influence on consumers’ purchasing decisions. 

 

Regarding subjective norms, the influence of content creators and social influencers was found to be particularly 

significant, with a weighted mean of 4.10. 
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For perceived behavioral control, respondents most strongly agreed that their ability to seek additional product 

information helped reduce impulsive buying decisions influenced by clickbait advertisements, with a notable 

weighted mean of 4.29. 

 

Relationship Between the Effectiveness of Clickbait Advertisements and Consumer Purchasing Decision in 

Terms of Perceived Usefulness and Perceived Ease of Use 

 

Spearman’s rho correlation analysis revealed a strong positive correlation between perceived usefulness and ease 

of use and the psychological dimensions of attitude, subjective norms, and perceived behavioral control. These 

results confirm that the effectiveness of clickbait advertisements—in terms of both usefulness and ease of use—

significantly influences consumer purchasing intentions across cognitive, emotional, and social dimensions.. 

CONCLUSION 

Based on the findings of the study, the following conclusions were drawn: 

Effectiveness of Clickbait Advertisements in Terms of Perceived Usefulness and Perceived Ease of Use 

 

The respondents generally perceived clickbait advertisements as effective, particularly in terms of usefulness 

and ease of use. They agreed that such advertisements serve as valuable tools for providing detailed information 

about product promotions or discounts. Furthermore, clickbait ads were seen as convenient and accessible 

sources of product information, effectively engaging users motivated by curiosity and intent. 

 

Effectiveness of Clickbait Advertisements on Consumer Purchasing Decisions in Terms of Attitude, Subjective 

Norms, and Perceived Behavioral Control 

 

Clickbait advertisements were also found to be effective in shaping consumer purchasing decisions, particularly 

through: 

 

Attitude – by capturing consumer attention and stimulating curiosity; 

 

Subjective Norms – through the influence of content creators and social influencers; 

 

Perceived Behavioral Control – by enabling consumers to seek additional product information that may reduce 

impulsive buying behaviors. 

 

These findings highlight the significant psychological impact of clickbait on consumers’ behavioral intentions 

and decision-making processes. 

Significant Relationship Between the Effectiveness of Clickbait Advertisements and Consumer Purchasing 

Decision 

 

The study rejected the null hypothesis, confirming that perceived usefulness and perceived ease of use have a 

significant positive relationship with consumer purchasing decisions. This suggests that clickbait advertisements 

influence consumers not only through curiosity and convenience but also through deeper cognitive and social 

factors that guide decision-making. 

RECOMMENDATION 

Based on the findings and conclusions of this study, the following recommendations are proposed: 

For Business Owners 

 

Business owners are encouraged to strategically utilize clickbait advertisements to share detailed information 

about ongoing promotions, discounts, and essential product features. 
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They should focus on creating compelling and curiosity-driven content that includes accurate and clear product 

details. Leveraging influencers or content creators can further enhance the effectiveness and reach of such 

advertisements. 

 

For Future Researchers 

 

Future researchers are advised to conduct further studies on optimizing the clarity and credibility of clickbait 

content, especially in relation to how it influences intent-driven consumers. 

 

Additional research may focus on the psychological triggers behind curiosity-driven engagement and the role of 

influencers in enhancing or diminishing the perceived trustworthiness of clickbait ads. 

 

For Customers 

 

Customers are advised to carefully evaluate the authenticity and source of clickbait advertisements before 

making any purchase decisions. 

They should focus on the actual product benefits, verify promotional claims, and avoid impulsive buying based 

solely on emotionally driven or sensationalized content. 
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