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Changing technological conditions are reflected in our lifestyles and online shopping has
become more common day by day. In this case, social media tools used sparingly have
become a powerful marketing tool. The combination of advertising is the theory of
communication and is done with the aim of making them take the purchasing action. The
motivation that forms the beginning of purchasing is heavily influenced by emotions. The
concept of emotional intelligence, which is becoming more important day by day, has
achieved the success it deserves within the discipline. The purpose of this study is to
measure whether emotional intelligence has an impact on marketing or prospective
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Organ%zati onal Communication customers' perceptions of advertisements they have observed on social media. Depending
Theory on the situation of the study, it has been observed that emotional intelligence has a

statistically significant effect on social media advertising perception.

1. Introduction

The concept of emotion is the most difficult to
understand but is very effective in guiding
behaviour. Skills such as recognizing and managing
emotions and empathy come to the fore both in the
field of management and in other departments of
businesses. Advertisements target emotions and
users' emotional reactions. Social media
advertisements with details such as establishing an
emotional bond, analysing the target audience well,
using the power of visuals well, and storytelling can
be supportive of brand image and value as well as
product sales [1,2].

Emotional intelligence can be defined in the broadest
sense as being aware of one's own emotions,
recognizing them, managing their emotions,
managing their relationships, having the ability to
empathize, and being able to apply all these skills in
daily life [3,4,5].

Advertising is also an organizational communication
tool. Paul Argenti and Alan Belasen Issues such as
organizational image, organizational identity, media
relations,  organizational  advertising,  crisis
communication are closely related to advertising and
organizational communication [6,7].

In their study, Riel and his colleagues mentioned the
effect of integrated media advertisements on
organizational communication [8].

In this study, the effect of emotional intelligence
dimensions of customers or prospective customers
on social media advertising perceptions was
examined. The data obtained through the online
survey were analysed in the SPSS program and it
was observed that emotional intelligence had an
effect on social media advertising perception.

1.1 Emotional Intelligence

The concept of emotional intelligence was
introduced by Daniel Goleman in 1995 [9].
Establishing healthy relationships in both business
and social life is of great importance for a person's
success and psychological health. Thanks to
emotional intelligence skills, individuals can cope
with issues such as coping with stress, doing
effective team work, communicating effectively or
resolving conflicts.

When the literature is examined, it is observed that
the concept of emotional intelligence is generally
grouped under five subheadings. These are briefly as
follows:

Relationship management: Skills in resolving
conflicts, healthy communication, leadership, etc.
skill in the subject [10,11,12].

Empathy: It is the ability to understand the feelings
and perspectives of people with whom we
communicate [13,14,15,16]. The criteria of
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emotional intelligence regarding empathy with the
other are the basic criteria that should be sought in
the relations between the East and the West.
However, it is a clear fact that a relationship with
high emotional intelligence will enable the
formation of societies that truly understand each
other [16,17].

Managing emotions: It is the successful
management of especially negative emotions
[16,17]. There are different techniques for managing
emotions. These can be listed as follows:

Thinking positively [18].

Stress management [19].

Communication [18].

Empathy [20].

Social support [21].

Self-care [13].

Problem solving [22].

Awareness development [13].

Being aware of one's own emotions: It means
recognizing one's own emotions, being aware of
one's emotional state, and being able to express it
[18,23].

People should take some steps to understand the
importance of their own emotions and improve their
emotions. These can be briefly summarized as
follows:

Making time for emotional needs: It means
allocating time for one's own care. Activities such as
meditation or regular exercise are examples of this
[24,25].

Developing empathy: Trying to develop skills to
understand the emotional states of other people.
Understanding other people's emotions also helps a
person understand his own emotions [18,23].
Introspection: One should observe one's emotional
states and reactions. It is important to understand the
reasons for emotional reactions in some situations
[26].

Recognizing triggers: Identifying what triggers
emotional reactions. Any person, situation or event
can trigger emotions. Identifying triggers is
important for the individual to understand his or her
own emotions [27].

Naming emotions: It is the process of trying to
describe one's emotions by naming them [28].
Keeping a diary: It is especially important to write
down our feelings to recognize them [29].
Application: It is the integration and application of
emotional intelligence skills into daily life [9,10,15].
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1.2 Advertising, Social Media Advertising And
Perception

Perception is a way of interpreting the environment
[30]. The process of acquiring, interpreting and
giving meaning to information is shaped by
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perception. Perception, which is a concept that can
be shaped according to people's value judgments,
beliefs and attitudes, enables people to understand
the situations around them and has a significant
impact on human behavior [31].

Perception has a number of basic components.
These; It can be grouped under four subheadings:
interpretation, organization, selectivity and sensors
[32]. Perception is a very important issue for the
marketing discipline and plays an important role in
creating marketing strategies [33,34].

Advertising perception is about how consumers
interpret the advertising. Advertising is done to
persuade the purchase of products, to increase brand
awareness, and to create a positive impact about the
product or brand [35,36].

Ad perception is important in terms of knowing how
the message contained in the advertisement is
perceived, what effect the advertisement has on the
consumer, and how the advertisement is processed
in the consumer's mind [36,37]. How advertisements
are perceived can directly affect purchasing
behavior.

When the factors affecting advertising perception
are examined, the following headings emerge:

v characteristics

Individual and
[38,39].
v" Cultural influences [40].

v" Advertising content [39].

experiences

Social media advertisements are the execution of the
advertising process through social media. It can be
customized according to the characteristics of the
target audience [41] and provides easier access to the
target audience in today's technological conditions
[42]. It has advantages such as determining the target
audience [43], providing stronger interaction [41],
monitoring reactions [44], more diverse visual
content [43], receiving real-time feedback [1], and
the possibility of users sharing the ad [39].

1.3 Advertising in The Context Of Organizational
Communication Theory

Organizational communication theories provide
theoretical ~ frameworks  for  understanding
communication and interaction processes in any
organization. Advertising strategies are promotions
aimed at selling products and branding [45].

Organizational communication, which focuses on
efforts to establish both internal and external
communication in an organization, creates the image
of the brand against the outside world with
advertising strategies, while also helping internal
communication employees perceive the institution,
brand and products better [46]. One of the main
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goals of both organizational communication theories
and advertising is to create brand image and value
[47]. In this context, creating a good brand image
perception is important for internal and external
communication. Advertising strategies are shaped
towards the target audience and use different
communication  tools  for  this  purpose.
Organizational communication theories explain how
to  effectively coordinate and  manage
communication processes in this process.

According to Argenti and Belesan, who have studies
on organizational communication, advertising has a
significant impact on creating the image of the
organization [6,7]. Riel and his colleagues examined
organizational =~ communication  under  three
subheadings. These; management communication,
consistency and marketing communication, and
advertising has an important place in marketing
communication  [8]. Similarly, in Joseph
Cornelissen's organizational communication theory,
organizational advertising constitutes one of the
foundations of organizational communication [48].

2. Material and Methods

The aim of the study is to reveal whether emotional
intelligence has an effect on the perception of media
advertisements. Advertising perception scale and
emotional intelligence scale were used in the
research.

2.1 Hall's Emotional Intelligence Scale and
Advertising Perception Scale

The emotional intelligence assessment scale was
developed by Hall in 1999 [49]. A Likert-type scale
consisting of 30 items was used, with a Likert
answering system ranging from 1 (Strongly
Disagree) to 6 (Strongly Agree). The scale has five
subscales, each consisting of six items. These
dimensions are as follows:

Dimension 1: Being aware of your emotions.
Dimension 2: Controlling your emotions.

3rd Dimension: Self-motivation.

Dimension 4: Empathy.

Dimension 5: Social skills.

Calculation of subscales is done as in Table 1:

2.2 Advertising Perception Scale

Advertising perception scale is a 10-item
unidimensional scale used by Senel in his study in
2008. The scale consists of 10 Likert-type items and
is scored as 5: absolutely true, 4: true, 3: neither true
nor not true, 2: not true, 1: absolutely not true. High
scores from the survey indicate high advertising
perception.

67

Table 1. Scoring of the Emotional Intelligence
Assessment Scale

Sub-Dimensions Less Normaly High
of the Scale
Being Aware of 25 and 26-30 31 and
Your Emotions under over
Controlling Your 26 and 27-31 32 and
Emotions under over
Motivating 26 and 27-30 31 and
Yourself under over
Empathy 25 and 26-30 31 and
under over
Social Skills 24 and 25-29 30 and
under over
Total 129 and | 130-154 | 155and
under over
2.3 Data

In the study, data was obtained by online interview
method through a survey form. The analysis of the
data obtained in the study was made with the help of
the Statistical Program for Social Science (SPSS)
package program. The population of the research
consisted of academics working at different
foundation universities in Istanbul. A total of 630
surveys were conducted. 612 survey results suitable
for analysis were analyzed. Research data were
collected using SPSS 21 (The Statistical Package for
Social Sciences) statistical program. Mean tests,
percentage distribution tests, t test, Anova and
Mann-Whitney U, Kruskal-Wallis tests were
applied.

3. Results and Discussions

When the demographic characteristics of the
customers were analyzed in the study (Table 2), it
was seen that the majority of the participants were
women (55.4%), 64.5% were between the ages of
41-50, 41.6% had a master graduate degree and
66.5% were single. The average scores that can be
obtained from the emotional intelligence assessment
scale are shown in the table below. When the scale
dimensions were examined, it was determined that
the lowest score that could be obtained in total was
30 and the highest score was 180. Table 3 shows the
sub-dimension averages of the participants. Table 4
shows the comparison of the demographic
characteristics of the participants with the emotional
intelligence assessment scale averages.

When the total score average was examined
according to the table (125.81£32.71), it was
determined that it was higher for male participants.
It was determined that the difference between the
gender status of the customers and the average score
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Table 2. Demographic Distribution

n(612) %
Gender Female 339 55.4
Male 273 44.6

Age 18-30 4 | 7.2
31-40 108 | 17.7
41-50 395 | 645
51 + 65 10.6
Education | Bachelor's Degree 190 31.1
Master Graduate 255 41.6
Doctorate 94 15.3

Associate professor 56 9.2

Professor 17 2.8
Married Married 205 335
single Single 407 66.5

Table 3. Distribution of Possible and Average
Scores Received from the Emotional Intelligence
Assessment Scale

Lowest and Average Scores
Highest Scores
Scale . from the Scale
to be Obtained XSS
from the Scale
Emotional
Intelligence Scale
Being Aware of 6-36 24.20+7.90
Your Emotions
Controlling Your 6-36 22.69+6.80
Emotions
Motivating 6-36 24.18+7.65
Yourself
Empathy 6-36 24.87+7.58
Social Skills 6-36 23.20+7.80
Total 30-180 124.56+33.88
Advertising 10-50 4.1240,78
Perception Scale

of the Awareness of Emotions, Self-Motivation,
Empathy  sub-dimensions  was  statistically
significant (p<0.05), while the difference between
the sub-dimension averages of Controlling
Emotions, Social Skills and the total score was not
statistically significant. (p>0.05). It was determined
that the total score average (126.59+42.72) of the
participants in the age group of 42 years and above
was higher than other age groups. It was determined
that the difference between the age groups of the
participants and the scale subscale score averages
and total score averages was not statistically
significant (p>0.05).

It was found that the total score average
(141.24+23.59) of postgraduate participants was
higher than the other groups. It was observed that the
difference between the educational status of the
customers and the subscale average scores of
Awareness of Emotions, Empathy, Social Skills and
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the total score was statistically significant (p <0.05).
It was determined that the total score average of
married participants (125.76+34.98) was higher than
that of single participants. It was determined that the
difference between the marital status of the
customers and the scale subscale score averages and
total score average was not statistically significant
(p>0.05).

The relationship between the advertising perception
scale score average and the Emotional intelligence
evaluation scale score average is seen in Table 5. It
was determined that there was a statistically
significant positive relationship between the
emotional intelligence assessment scale sub-
dimensions of “Being Aware of Your Emotions”,
“Motivating Yourself”, “Empathy” and the total
score average (p<0.05). There was no statistically
significant difference between the sub-dimensions
of the emotional intelligence assessment scale,
Controlling Your Emotions and Social Skills, and
the average score of the Advertising Perception scale
(p>0.05).

4. Conclusions

As can be seen from the study results, emotional
intelligence can help understand the emotional
reactions of the target audience and turn this thought
into behaviour. In other words, emotional
intelligence that can be integrated effectively has the
power to significantly affect the perception of social
media ads.

In this way, marketers can create content that suits
the emotions of the target audience, and this helps
the brand to be perceived in the desired direction. By
recognizing and responding to their target audience's
emotional cues, advertisers can encourage active
engagement, leading to increased brand visibility
and a positive brand image.

Thanks to emotional intelligence, customer feedback
will be responded to the emotions of the target
audience, and this is important in terms of creating
loyal customers.
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Table 4.Comparison of Participants' Demographic Characteristics with Emotional Intelligence Assessment Scale

Averages
SUBDIMENSIONS
Scale Being Aware of Controlling Your Motivating Empathy Social Skills Total
Your_Emotlons Erlotlons Yﬂjrself X +SS X +SS X +SS
X £8S8 X £88 X £88
F,fﬂr';fe'e 25.68+7.79 23.85+6.76 2557+7.55 | 2628+7.39 | 24404682 | 125.81432.71
23.40+8.39 23.47+7.85 23.85+8.60 24.4248.48 23.81+8.08 118.96+38.34
Testand t=2.60, t=0.49, t=1.99, t=2.20, t=0.75, t=1.82,
value P p<0.05 p>0.05 p<0.05 p<0.05 p>0.05 p>0.05
%2:52 25.39+7.37 22.99+6.53 24.53+7.14 25.63+7.11 24.01+6.90 122.57431.58
34.41 25.38+8.00 24.07+6.78 25.68+7.48 26.36+7.38 24.33+6.75 125.84+32.66
42 and over 25.27+8.24 24.03+£7.29 25.2648.52 25.72+8.34 24.21+7.75 124.51+36.79
24.1149.26 24.81£9.08 26.0749.94 25.4449.18 26.14+7.34 126.59+42.72
Testand KW=0.58 KW=6.18 KW=6.31 Kw=1.81 KW=3.59 KW=3.68
i p p>0.05 p>0.05 p>0.05 p>0.05 p>0.05 p>0.05
Lisans
Yiiksek 24.1948.75 23.5847.26 24.8348.30 gg'fgﬁg(l) 23.58+7.69 ﬁ?;ii;;g
Lisans 28.89+5.68 26.37+6.33 28.4845.22 6174705 28.29+5.45 12473432 08
Doktora 25.43+7.60 23.70+6.73 25.2147.52 =375 24.19+6.72 =366,
Te\s/'fa ?Sed p =3.53, p<0.05 £=1.90, p>0.05 =2.38, p>0.05 0<0.05 f=4.53, p<0.05 0<0.05
Married 25.47+8.15 23.97+7.04 25.58+8.09 26.13+7.94 24.58+7.24 125.76+34.98
Single 25.03+7.60 23.52+6.82 24.8247.21 25.72+7.08 23.88+6.74 122.99+31.90
Testand p t=0.65, t=0.76, t=1.15, t=0.62, t=1.16, t=0.95,
value p>0.05 p>0.05 p>0.05 p>0.05 p>0.05 p>0.05
Table 5. Determination of the Relationship Between References

the Advertising Perception Scale Average Score
and the Emotional Intelligence Assessment Scale
Average Score

Advertising
Perception
Scale
Being Aware of Your | r 125 **
° Emotions p .003
2 . Controlling Your r .056
S E Emotions p 194
§ 2 Motivating Yourself r 095 *
£S p 021
— *
g % Empathy L 0332
G 2 . . r 149
£ < Social Skills 0 o1
r 113 *
Total 0 002
** p<0.01
*p<0.05
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o Data availability statement: The data that
support the findings of this study are available on
request from the corresponding author. The data
are not publicly available due to privacy or
ethical restrictions.

69

[1]Sundaram, R., Sharma, D. R., & Shakya, D. A. (2020).
Power of digital marketing in building brands: A
review of social media advertisement. International
Journal of Management, 11(4).

[2]Al Tamime, R., & Weber, I. (2022). Using social media
advertisement data to monitor the gender gap in
STEM: opportunities and challenges. PeerJ Computer
Science, 8, 994,

[3]Mayer, J. D., Salovey, P., Caruso, D. R, &
Cherkasskiy, L. (2011). Emotional intelligence.
https://doi.org/10.1017/CB0O9780511977244.027
https://www.cambridge.org/core (05.10.2023)

[4]Nelson, D. B., & Low, G. R. (2011). Emotional
intelligence. Boston: Prentice Hall.

[5]Gottman, J. (2014). Emotional
https://cchangeandassociates.com/wp-
content/uploads/Emotional_Intel_8pgs.pdf
(20.10.2022)

[6]Argenti, P. A. (1996). CorporateCommunication as a
Discipline: Toward a Definition, Management
CommunicationQuarterly, C. X, No: 1,73-97.

[71Belasen, A. T. (2008). TheTheoryandPractice of
CorporateCommunication: A Competing Values
Perspective, California, Sage Publications.

[8]Riel Cees, B. M. ve Van and Fombrun, C. J. (2007).
Essential of CorporateCommunication, New York:
RoudledghePub.

[9]1Goleman, D. (2001). Emotional intelligence: Issues in
paradigm building. The emotionally intelligent
workplace, 13, 26.

intelligence.



Menekse KILICARSLAN / IJCESEN 10-1(2024)65-71

[10]Adeoye, H., & Torubelli, V. (2011). Emotional
intelligence and human relationship management as
predictors of organizational commitment. IFE
PsychologlA: An International Journal, 19(2), 212-
226.

[11]Nehrt, C. (2011). Conceptual ability, emotional
intelligence and relationship management: A
multinational study. Journal of Management, 12(4),
59.

[12]Sofiyabadi, J., Karimi, A., & Nasab, S. N. (2012).
Emotional intelligence: A critical factor to success in
tourist relationship management. International
Business Research, 5(8), 199.

[13]Vyatkin, A. V., Fomina, L. V., & Shmeleva, Z. N.
(2019, August). Empathy, emotional intelligence and
decision-making among managers of agro-industrial
complex. The role of tolerance for uncertainty in
decision-making. In 10P Conference Series: Earth
and Environmental Science (Vol. 315, No. 2, p.
022081). IOP Publishing.

[14]Sa, B., Ojeh, N., Majumder, M. A. A., Nunes, P.,
Williams, S., Rao, S. R., & Youssef, F. F. (2019). The
relationship ~ between  self-esteem,  emotional
intelligence, and empathy among students from six
health professional programs. Teaching and learning
in medicine, 31(5), 536-543.

[15]Guasp Coll, M., Navarro-Mateu, D., Giménez-Espert,
M. D. C., & Prado-Gasco, V. J. (2020). Emotional
intelligence, empathy, self-esteem, and life
satisfaction in Spanish adolescents: regression vs.
QCA models. Frontiers in psychology, 11, 1629.

[16]Deng, X., Chen, S., Li, X., Tan, C., Li, W., Zhong, C.,
... & Ye, M. (2023). Gender differences in empathy,
emotional intelligence and problem-solving ability
among nursing students: A cross-sectional study.
Nurse Education Today, 120, 105649.

[L7]Hasson, G. (2019). Emotional intelligence:
Managing emotions to make a positive impact on your
life and career. John Wiley & Sons

[18]Pandey, G. P., Haldhar, D., & Dixit, D. A. K. (2022),
Emotional Intelligence Competencies: Theoretical
Perspective. Stochastic Modeling & Applications Vol.
26 No. 3 (January - June, Special Issue 2022 Part - 11).

[19]Sekaryanti, R., Darmayanti, R., Choirudin, C.,
Usmiyatun, U., Kestoro, E., & Bausir, U. (2022).
Analysis of Mathematics Problem-Solving Ability of
Junior High School Students in Emotional
Intelligence. Jurnal Gantang, 7(2), 149-161.

[20]Durnali, M., Orakci, S., & Khalili, T. (2023).
Fostering creative thinking skills to burst the effect of
emotional intelligence on entrepreneurial skills.
Thinking Skills and Creativity, 47, 101200.

[21]Loi, N. M., & Pryce, N. (2022). The role of mindful
self-care in the relationship between emotional
intelligence and burnout in university students. The
Journal of psychology, 156(4), 295-309.

[22]Mohammadi, F., & ShoaaKazemi, M. (2022). The
relationship between emotional intelligence and
parental stress management during the Covid-19
pandemic. Brain and Behavior, 12(8), €2692.

[23]De Jesus, R. A. H. C. (2023). Teachers’knowledge Of
Emotional Education. International Academic
Research & Reviews in Educational Sciences—I, 63

70

[24]Bartos, L. J., Funes, M. J., Ouellet, M., Posadas, M.
P., Immink, M. A., & Krigeloh, C. (2022). A
feasibility study of a program integrating mindfulness,
yoga, positive psychology, and emotional intelligence
in tertiary-level student musicians. Mindfulness,
13(10), 2507-2528

[25]Perez, A. M. (2023). South Texas Educators’
Perceptions of Emotional Intelligence Proficiency
After COVID-19 (Doctoral dissertation, Texas A&M
University-Kingsville).

[26]DeMaria, T. R. (2022). Grounded Theory: How
Millennials Describe the Process of Developing
Empathy at Work (Doctoral dissertation, Capella
University).

[27]White, B. A. A., Fleshman, J. W., Picchioni, A,
Hammonds, K. P., Gentry, L., Bird, E. T, ... &
Papaconstantinou, H. T. (2023). Using an Educational
Intervention to Map our Surgical Teams’ Function,
Emotional Intelligence, Communication and Conflict
Styles. Journal of Surgical Education, 80(9), 1277-
1286.

[28]Vucenovic, D., Sipek, G., & Jelic, K. (2023). The
Role of Emotional Skills (Competence) and Coping
Strategies in Adolescent Depression. European
journal of investigation in health, psychology and
education, 13(3), 540-552.

[29]Qanwal, S., & Ghani, M. (2023). Enhancing ESL
Learners” Emotional Intelligence Skills through
Explicit Emotional Intelligence Instruction. Journal of
Social Sciences Review, 3(1), 93-103.

[30]Drasar, M. (2023). Perception of the Environment. In
Autonomous Intelligent Cyber Defense Agent (AICA)
A Comprehensive Guide (pp. 47-61). Cham: Springer
International Publishing.

[31]Martinez-Levy, A. C., Rossi, D., Cartocci, G.,
Mancini, M., Di Flumeri, G., Trettel, A, ... &
Cherubino, P. (2022). Message framing, non-
conscious perception and effectiveness in non-profit
advertising. Contribution by neuromarketing research.
International Review on Public and Nonprofit
Marketing, 19(1), 53-75.
https://doi.org/10.1007/s12208-021-00289-0

[32]Lin, S., Zhu, J., Yu, W., Wang, B., Sabet, K. A., Zhao,
Y., .. & Emaminejad, S. (2022). A touch-based
multimodal and cryptographic bio-human-machine
interface. Proceedings of the National Academy of
Sciences, 119(15), €2201937119.
https://doi.org/10.1073/pnas.2201937119

[33]Marino, V., Resciniti, R., & D’Arco, M. (2020). It’s
all about marketing! Exploring the social perception in
the Italian context. Italian Journal of Marketing, 2020,
7-23.https://doi.org/10.1007/s43039-020-00004-7

[34]Worfel, P., Frentz, F., & Tautu, C. (2022). Marketing
comes to its senses: a bibliometric review and
integrated framework of sensory experience in
marketing. European journal of marketing, 56(3),
704-737. https://doi.org/10.1108/EIJM-07-2020-0510

[35]Maison, D., & Adamczyk, D. (2020). The relations

between materialism, consumer decisions and
advertising perception. Procedia Computer Science,
176, 2526-2535.

https://doi.org/10.1016/j.procs.2020.09.320



Menekse KILICARSLAN / IJCESEN 10-1(2024)65-71

[36]Sun, Y., Luo, B., Wang, S., & Fang, W. (2021). What
you see is meaningful: Does green advertising change
the intentions of consumers to purchase eco-labeled
products?. Business Strategy and the Environment,
30(1), 694-704. https://doi.org/10.1002/bse.2648

[37]Brosch, T. (2021). Affect and emotions as drivers of
climate change perception and action: a review.
Current Opinion in Behavioral Sciences, 42, 15-21.
https://doi.org/10.1016/j.cobeha.2021.02.001

[38]Gil-Soldevilla, S., Palao-Errando, J. A., & Marzal-
Felici, J. (2019). Advertising communication and
spirituality: a critical approach of academics and
professionals. Communication & Society, 32(3), 139-
152. https://doi.org/10.15581/003.32.33251

[39]Lampert, C., Schulze, A., & Dreyer, S. (2021). ‘This
might be advertising’: Perception, Understanding and
Handling of Online Advertising by Children.
MedienPéadagogik: Zeitschrift fiir Theorie und Praxis
der Medienbildung, 43, 1-18.
https://www.medienpaed.com/article/view/1042/104
0 (10.10.2023)

[40]Spasova, L. (2021). Empirical Research on the
Relationship between Consumer Attitudes and Values
towards Advertisements by Mobile Operators.
Izvestiya. Journal of Varna University of Economics,
65(3), 277-293. DOI: 10.36997/1JUEV2021.65.3.277

[41]Eid, M., Nusairat, N., Alkailani, M., & Al-Ghadeer,
H. (2020). Internet users’ attitudes towards social
media advertisements: The role of advertisement
design and users’ motives. Management Science
Letters, 10(10), 2361-2370. DOl:
10.5267/j.msl.2020.2.029

[43]Sriram, K.VV. Namitha, K.P. & Kamath, B.G., (2021).
Social media advertisements and their influence on
consumer purchase intention. Cogent Business &
Management, 8(1), 2000697.
https://doi.org/10.1080/23311975.2021.2000697

[42]Igbal, A., Hussain, T., & Aslam, R. (2020). Exposure
to Social Media Advertisements and Youth’s
Response. Global Regional Review, 3, 144-
150.https://doi.org/10.31703.grr.2020(V-111).16

[44]Wajid, A., Raziq, M. M., Ahmed, Q. M., & Ahmad,
M. (2021). Observing viewers’ self-reported and
neurophysiological responses to message appeal in
social media advertisements. Journal of retailing and
consumer services, 59, 102373.
https://doi.org/10.1016/j.jretconser.2020.102373

[45]Muhamad, J. W., Harrison, T. R., & Yang, F. (2019).
Organizational communication: Theory and practice.
An integrated approach to communication theory and
research, 359-374.

[46]Lee, Y., & Yue, C. A. (2020). Status of internal
communication research in public relations: An
analysis of published articles in nine scholarly journals
from 1970 to 2019. Public Relations Review, 46(3),
101906.
https://doi.org/10.1016/j.pubrev.2020.101906

[47]Caidor, P., & Mensah, E. (2022). Organizing
(Organizational Communication). Canadian Journal
of Communication, 47(4), 772-778.
https://doi.org/10.3138/cjc.2022-0048

[48]Cornelissen, J. (2004). Corporate Communications:
TheoryandPractice, Sage Publications, London

71

[49]Hall, C. (2006). Emotional intelligence and
experiential learning. In Human Learning (pp. 139-
156). Routledge.



