e S
Twitter A ICHT 5 4 X — I DL KT
Multidimensional analysis of consumer perceptions of Twitter advertisements

EE. —X .
f Q= T
Taka Kazuhiro

& K™

Asakawa Masami

i SR SR VN

Ishii Daiki

Abstract

In this study, factors affecting perceptions of Twitter advertisements on beverages were identified
and the impact of these factors on viewers’ attitudes towards the advertisements was examined. For
this purpose, 115 participants were asked to rate their impressions of five Twitter advertisements
with 17 semantic differential scales. They were also questioned about their attitudes towards the
advertisements and the brands, and their purchase intention. By performing a factor analysis on
the data, the following three dimensions were extracted: “Stimulus,” “Elegance,” and “Explanation.”
Furthermore, SEM analysis revealed that the factor which most determined the degree of like and
dislike of the Twitter advertisements was “Stimulus.”
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