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Abstract 

Mobile phone is a medium of promotion that people carry with them every time. The 

study aims to use the stimulus organism response mechanism to investigate the concept of 

customer engagement towards mobile advertising and the effect of visual content, source 

appearance, and self-influencer congruence in the COVID-19 lockdown context. Four in-depth 

focus group sessions were conducted, containing respondents from different Pakistan areas and 

data was analyzed using thematic analysis through NVIVO. The study recommends that visual 

content positively impacts customer engagement through source appearance and self-

influencer congruence in a more robust way, while there is no direct effect of the visual content 

on customer engagement behavior. The customers have free time and prefer to get information 

about the product during the pandemic period. However, these customers engage when the 

source is attractive and has a huge fan following. The lousy source in mobile advertisements 

intensifies the customers' irritation in the uncertain situation, and they evade it. The findings 

also illustrate that this study's theoretical model is valid and suggests gender differences play a 

significant role in engagement strength which is unique and peculiar. This study also minimizes 

the gaps by conducting qualitative research to explore the impact of COVID-19 lockdown 

uncertainty on customer engagement behavior.  

Keywords – Visual content, Source appearance, Self-influencer congruence, Customer 

engagement, Qualitative study  
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Introduction  

The growing mobile phone market 

opened new avenues for marketers as they 

started  using  mobile phones as an 

advertising channel (Clark et al., 2018). 

Mobile advertising refers to communicating 

advertisement messages through mobile 

devices (Ünal et al., 2011). The concept of 

mobile advertising emerged almost two 

decades ago and was studied by many 

researchers (Jebarajakirthy et al., 2021). 

Application developers put ads in their 

applications using the application 

programming interface (API) of the provider's 

library. They are then paid based on the users' 

click counts or the duration of exposure (Lee 

et al., 2019). As a result of the COVID-19 

impact, for instance, consumers are 

increasingly turning to online purchases; thus, 

managers need to be innovative in seeking 

alternative supplies that raise the interest in 

the facilitation between firms and consumers 

(Hudecheck et al., 2020).  

COVID-19 lockdown uncertainty has 

positively affected the customers watching 

mobile advertising experience. The pandemic 

has also affected the organizational initiatives 

that enable firms and customers to interact 

and have emotional and psychological bonds 

with mobile advertisements (Gill et al., 2017; 

Kumar & Pansari, 2016) in case of relevant 

information (Kim & Kim, 2021), also 

contributing to social media word of mouth 

(Pansari & Kumar, 2017). The promotional 

effects of communication depend on 

individual beliefs, consumer personality, and 

life experiences that shape people's 

confidence in advertising in general (Luo et 

al., 2020). Visual content is for getting users' 

attention (Pieters & Wedel, 2004; Underwood 

& Klein, 2002; Madzharov & Block, 2010); 

the growing popularity of social media 

platforms and content that focuses on visuals 

has made it harder to design firm-generated 

content which is an essential thing for a firm. 

Xu and Pratt (2018) used the ideal 

self-celebrity congruence model to look at the 

effect of social media influencer endorsement 

on the Chinese Generation Y in the context of 

destination marketing. They found that 

congruence positively affected the intention 

to visit the endorsed destination. Influential 

endorsements happen when there is a lot of 

similarity between the image of a social media 

influencer and the consumer's ideal self-

image (Shan et al., 2020). People follow 

particular influencers on social media to 

experience a sense of connection (Xiao et al., 

2021), which further impacts the customers' 

mobile advertisement engagement behavior 

in the COVID-19 pandemic era.  

Rather than this, there is little 

evidence available about customer 

advertising engagement behavior. This study 

aims to minimize this literature gap by 

determining customer engagement impacts 

visual content, source appearance, and self-

influencer congruence. The objectives of this 

research are:  

• To understand how the customer 

perceives and shows engagement 

behavior with the mobile advertisement. 

• To what extent do the visual content, 

source appearance, and self-influencer 

congruence affect customer advertising 

engagement behavior. 
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The theoretical base of this study is on 

the stimulus-organism-response framework, 

which describes the individuals' internal 

reactions, such as their cognitive functioning, 

which are impacted by external signals (or 

stimuli), which subsequently result in 

subsequent behavioral responses (Park & 

Park, 2020). The two mobile channels are 

examples of stimuli that impact consumers' 

cognitive processing (i.e., their level of 

recognition), affecting their behavioral 

reactions (e.g., their engagement with the 

mobile advertisement). Customers may have 

gender diversity to react differently to the ad; 

the authors added gender as a regulator to 

their model.  

A qualitative study was carried out to 

conduct this research for two reasons. First, 

most previous research has found customer 

engagement through quantitative methods. 

Secondly, the exploratory nature of the study 

focuses on the participant's point of view 

instead of measuring and testing theory 

(Diffley & McCole, 2019). Moreover, this 

approach provides a more profound 

understanding of the phenomenon from the 

participant's point of view (Priporas et al., 

2017; Diffley & McCole, 2019).  

The findings of this paper were in line 

with the researchers (Kim & Kim, 2021; 

Huang & Rust, 2013; Kunz & Walsh, 2020; 

Xu & Pratt, 2018), which stated that the 

attractive advertisement visual content having 

graphics and animations, containing the 

source looks physically attractive towards the 

opposite gender, especially females. The 

source's ability to influence their self or ideal 

congruence through the mobile 

advertisements makes them show more 

engaging behavior, motivating them to 

purchase the products or show loyalty 

towards the brands. Besides that, the behavior 

of mobile users declines when the source 

appearance is not good while watching the ads 

in the first impression during the pandemic 

period, neglecting the animations, graphics, 

and self-influencer behavior of mobile users. 

The female respondents expressed how they 

could get the chance to comment and criticize 

the advertisements during and after the 

COVID-19 lockdown period. Female users 

attract more to the source appearance and 

show self-influencer congruence behavior in 

the mobile ad than the male, which also 

discriminates the gender engagement 

behavior towards mobile advertisement 

(Abuhashesh et al., 2021). 

This paper examines previous 

literature on customer engagement and the 

constructs affecting it. Next is the 

methodology, followed by the discussion, 

conclusion, and limitations for future study 

possibilities. 

Literature review  

According to Van Doorn et al. (2010), 

customer engagement (C.E.) is defined as 

"the behavioral manifestation of a customer 

toward a brand or firm, beyond purchases, 

stemming from motivational cues." They 

believe that customer engagement will 

benefit a company overall if the goals of the 

customer and the company are linked. 

Customers' digital engagement is "brand-

related cognitive, emotional, or behavioral 

activity during or related to focused 
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consumer-brand interactions" (Eigenraam et 

al., 2018).  

Visual content is also a significant 

element in mobile advertising to grab users' 

attention during and after the COVID-19 

lockdown (Pieters & Wedel, 2007; Pieters & 

Wedel, 2004), drive customer satisfaction, 

loyalty, and purchase intentions (Pansari & 

Kumar, 2017; Rahi et al., 2021; Richards, 

2009). Most people remember 80 percent of 

what they see and only 20 percent of what 

they read (Manic, 2015). The attractive 

communicators are consistently loved more 

and have a more positive influence. Literature 

also suggests that attractiveness is associated 

with increased levels of positive sentiments 

and that the endorsers seen as beautiful are 

more likely to lead to buying aspirations 

(Samarasinghe, 2018). The statistics about the 

number of posts shared based on the visual 

content on social media platforms, including 

Facebook and Instagram (apps on mobile), 

containing the image post has more views on 

both platforms, 36,490 and 51,651, 

respectively, in the post-COVID-19 period 

(Ahmadi et al., 2022).  

Customers watch advertisements 

more when they perceive the visual content 

influences the source's appearance in the 

mobile ad. In contrast, customers also find 

something similar in themselves and the 

influencers working in the mobile 

advertisement, which enables their 

engagement behavior. Celebrity endorsement 

will change how and what consumers do, 

impacting customers' attitudes (Belch & 

Belch, 2021), and advertisers think that a 

celebrity can change how consumers see a 

company. People want to be like him because 

he is trustworthy and attractive and has much 

in common with them (Priyankara et al., 

2017).  

Self-congruence is the perceived 

match between a consumer's self-image and 

another's image (Zhu et al., 2019). Customers 

attract and feel emotionally good about the 

source's appearance when they are likable, 

influenced by the visual ability of the 

advertisement (Teng & Tsai, 2020; Sanders, 

2006). According to the self-congruity theory, 

the study's findings show that people follow 

particular influencers on social media to 

experience a sense of connection (Xiao et al., 

2021), especially this behavior found in the 

post-COVID-19 period. Besides that, self-

influencer congruence affects consumer 

behavior (Shan et al., 2020).  

However, gender has played an 

essential role in the traditional literature in 

impacting customers' behavior in the 

advertisement context. In most cases, a man's 

and a woman's decisions are dramatically 

opposed to one another, particularly when it 

comes to purchasing a specific product and 

incorporating newly emerging and prominent 

technology (Wong et al., 2014). Hew et al. 

(2015) have shown that gender affects 

people's intentions when using mobile apps. 

Although, gender has also been utilized as a 

regulator in determining the customer attitude 

toward advertising (Abuhashesh et al., 2021; 

Alam et al., 2019) and purchasing intention of 

customers (Samarasinghe, 2018).  

Therefore, this study uses visual 

content as the signal of the source appearance 

of the influencer and the self-influencer 
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congruence between the influencer and the 

customers and examines its effect on 

customer engagement as a response. Previous 

studies demonstrate that when people have 

good experiences with a product or ad and 

start giving positive feedback, they become 

more open to mobile advertising. People 

prefer ads tailored to their interests and values 

(Robins, 2003), and when they are happy, the 

ads they see on their phones make them feel 

good (Gao & Zang, 2016). People watch 

mobile ads in their free time for other reasons, 

especially in COVID-19 lockdown 

uncertainty justified by the respondents, 

which also continues in the post-COVID 

situation. The purpose of this research is to 

check further the impact of both males and 

females on the source appearance and the self-

influencer congruence. For this purpose, a 

qualitative approach has been utilized, and 

focus groups were conducted with mobile 

users to understand the spectacles in detail. 

The conceptual model of the exploratory 

study is following:

 

 

Research Methodology  

A qualitative research approach was 

utilized to address the customer mobile 

advertisement engagement behavior 

(Saunders et al., 2009). The purposive 

sampling technique was used to get the data 

relevant to the research topic (Bryman & 

Bell, 2007). To make the respondent's 

responses more meaningful to the research, 

their knowledge about the mobile 

advertisement was ensured. In addition, the 

interviews were taken from people who 

belong to diverse groups having diverse 

knowledge that allow for a better 

understanding of the engagement behavior. 

The respondents belonged to different cities 

in Pakistan, having an education at different 

levels, increasing the precision of the results.   

Figure 1:   The Research Model 
  

Source  

Appearance   

Self - influencer  

Congruence   

Visual  

Content   

Customer  

Engagement   
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Four in-depth focus groups (Foroudi et 

al., 2017) were conducted. Each focus group 

session contained six to seven participants to 

identify the research objectives. All the focus 

group interviews were recorded and also 

transcribed. The basic information about the 

topic was provided to the participants before 

conducting the focus group to promote 

credibility. The focus group interviews began 

by asking about the participant's perceptions 

of the mobile advertisement. Then they were 

asked to recall the attractive things about the 

ad on mobile platforms and the negative ones. 

Participants talked about their experiences 

with the ad on mobile and explained which 

type of mobile advertisement they prefer. In 

addition, the questions were asked in line 

with the respondents. They were focused on 

bringing more descriptions about the 

advertisement characteristics that enable 

them to express engagement (or skepticism) 

towards the advertisement. Further, the open 

and probing questions were asked, focused on 

participants' own experiences and points of 

view (Saunders et al., 2009). At the same 

time, gender diversity was also maintained in 

the session to reduce discrimination in the 

results.

 

Table 1: Focus group  

Focus Group  Participants    Age Gender  Duration  

1  7   18-30  Both  45 minutes  

2  7   22-38  Both 30 minutes  

3  7   19-28  Both  50 minutes  

4  7   21-42  Both  35 minutes  

 

Data analysis approach  

The traditional inductive qualitative 

approach was utilized in analyzing the data. 

Grounded theory was used to analyze the 

respondents' terms, categories, and codes 

through the NVIVO shown in Table 1 

(Strauss & Corbin, 1998). Furthermore, the 

respondent's centric first order codes (e.g., 

"The acting and expressions in the mobile 

advertisement attract," "Supernatural 

characters in the mobile advertisement are 

memorable") were grouped to generate 

second-order themes (e.g., "Source 

expressions"), which directed to the 

formation of the aggregate dimensions (e.g., 

"Visual content") of the developing data 

(Bryman & Bell, 2007). 

Table 1: Qualitative study data structure  
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Aggregate 

Dimensions 

Second Order 

themes 

First Order codes 

Visual 

Content 

Source expressions 

Mobile advertising 

precision and 

personalization 

Lifestyle and 

Travel advertising 

● The acting and expressions in the mobile advertisement 

attract. 

● Comic characters in the mobile advertisement are 

memorable. 

● I prefer mobile advertisements with attractive graphics, 

precise timing, and a message. 

● Personalized stories in the mobile social media apps drive 

purchasing intentions. 

● The mobile advertisement attracts a combination of good 

animation, source, and video and audio quality. 

● Mobile Advertisement attracts that comprises a person's 

lifestyle and travel information. 

Source 

Appearance 

Situation based 

appearance  

Factors overlooking 

source appearance 

effects 

Attractive source 

Wicked source 

● I prefer the mobile advertisement when the brand 

(Dawlance) advertises in the actual usage condition (home). 

● Source in the mobile advertisement influences watcher's 

personality. 

● Since the mobile advertisement contains humor, I would 

prefer it even if it has a lousy source appearance. 

● The source will be preferred if it has a good personality and 

huge fan base. 

● I would prefer to watch the advertisement on mobile having 

a beautiful actress wearing the traditional dress (Isra Bilgic 

in Mobilink ads). 

● The awkward looks of the source in the mobile app 

(YouTube) Advertisement (LGBT) bother most of the 

audience. 
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Self-

influencer 

Congruence 

Actual and ideal 

self-relevancy 

 

● I will do what the influencer does in the mobile ad to look 

identical. 

● I have changed my beard style as the source (Fawad khan) 

has in the mobile ad. 

● I prefer Hania Amir in the Sunsilk wedding diaries to look 

like her in my family weddings. 

● Engage with the ads to learn about the fashion trends and the 

ideal self in the pandemic context. 

COVID-19 

Lockdown 

Leisure time 

scrolling 

Shopping styles 

transformation 

Information 

searching 

● I have free time and prefer to watch mobile advertisements 

while scrolling. 

● The change in online shopping patterns of people towards 

mobile advertisement. 

● Getting information about the product from an official 

website advertisement is accessible in the situation. 

● Mobile Advertisement is not that irritating than the pre-

COVID-19 lockdown situation  

Customer 

Engagement 
Situational 

engagement 

Information 

relevancy 

Combination enable 

engagement 

● I would prefer to watch the mobile advertisement in a 

lockdown situation. 

● Engagement with the story in the mobile advertisement. 

● Whatever the mobile advertisement is, I will engage in it is 

shown to be the first time. 

● I will engage with the mobile advertisement to get 

information. 

● The graphics, source appearance, timing, and tune 

combination enable us to engage. 

 

Data analysis:  

Customer engagement  

COVID-19 lockdown uncertainty has 

positively affected the customers watching 

mobile advertising experience. The pandemic 

has also affected the organizational initiatives 
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that enable firms and customers to interact 

and have emotional and psychological bonds 

with mobile advertisements (Gill et al., 2017; 

Kumar & Pansari, 2016). As per customer 

engagement theory, the firms or brands 

impact the customer's emotional and 

affective experiences states, resulting in the 

customer's indirect engagement with the 

mobile advertisement, contributing to social 

media word of mouth (Pansari & Kumar, 

2017). Relate to that, the participants' quotes 

as;  

Before the COVID-19 lockdown, I don't 

need to find the information about the 

product through mobile. But in the 

pandemic, I search a lot by watching 

Daraz.pk, Olx.com.pk, and other multiple 

official website advertisements on mobile for 

finding product information. I also watch 

advertisements on different mobile 

platforms like web pages, brand apps, etc. 

(Focus group 2, Respondent 5).  

Another respondent claims to engage with 

mobile advertisement during the pandemic, 

mentioned as;  

I watch a mobile advertisement to reduce 

boredom; maybe I will get something on 

mobile during the COVID-19 Lockdown 

Situation to entertain me (Focus group 1, 

Respondent 6). 

Furthermore, the engagement towards the 

mobile advertisement can also depend upon 

the situation (Khan et al., 2013) in which the 

customers utilize their devices, e.g., free and 

no work to do, scrolling social sites, etc. At 

the same time, the relevant information 

enables the users to open the advertisement 

on their mobile phone's screens when 

advertisers expose them (Kim & Kim, 2021). 

The respondents also prefer the relevancy, 

situation, and the combination of visual 

content that makes the advertisement 

attractive on the mobile. They quoted this as 

follows;   

Scrolling Facebook and Instagram as a 

leisure activity let me know what is 

happening worldwide. At that time, 

watching advertisements while utilizing 

mobile applications was also common. They 

provide us with valuable and relevant 

information. The animations, graphics, text, 

and audio combination in the mobile 

advertisement make it more meaningful and 

drive behavior to watch that advertisement 

(Focus group 4, Respondent 3 & 7). 

 

Visual content effects  

The source nonverbal cues 

(expression) in mobile advertisements evoke 

multiple brand associations in the customer's 

mind (Mizik & Jacobson, 2003). Visual-

focused platforms like Snapchat and 

Instagram are becoming more popular, and 

visuals are becoming more important on 

platforms like Facebook and Twitter, which 

have changed their layouts to make more 

room for visual content (Hatmaker, 2021; 

Appel et al., 2020). The mobile advertisement 

will also be more engaging when the acting 
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of the advertisement's source is relevant and 

the influencer is physically attractive (Kim & 

Kim, 2021). The literature supports what the 

respondent said:  

The actor's good acting and expressions in 

the mobile advertisement enable me to 

watch the ad. The dressing and looks of the 

actor, animations, and graphics impact 

making the mobile advertising more 

engaging through visual content, especially 

the mobile ads in games (Focus group 1, 

Respondent 6).  

Moreover, the advertisement aid in 

differentiating a brand by creating a unique 

image compared to other competing brands, 

while the main concern is to create equity 

from mobile advertisement (Bruhn et al., 

2012). The respondents were told to prefer 

the visual contents of the mobile 

advertisement. They quote:  

Mostly comic characters in mobile 

advertisements look unnatural, but they are 

also attractive and memorable; on the other 

hand, just like using the tagline "YUM 

YUM YUM" in the ad on the YouTube app 

makes it more appealing, special, and 

unique. Lastly, the "Mola Jatt" character in 

the advertisement is also memorable (Focus 

group 4, Respondent 2).  

The leading actor and graphics have a more 

significant role in the mobile advertisement 

than the product they are advertising. The 

person's personality is relevant to the ad also 

matters (Focus group 3, Respondent 5).  

I enjoy a mobile advertisement if the colors 

are good and the message, text, and short 

and precise timing make me feel 

comfortable. At the same time, the stories in 

the mobile advertisement encourage us to 

watch even if we think to skip at the start 

(Focus group 1, Respondent 5).  

Respondents emphasize and show 

interest in advertisements on mobile 

containing authentic lifestyle and travel 

stories as social media sites allow their users 

to share travel-related information through 

electronic word-of-mouth behavior as well as 

user-generated content (Chu et al., 2019; 

Kang & Schuett, 2013; Kaosiri et al., 2019).  

I prefer the mobile advertisement containing 

the person's lifestyle information, especially 

how rich kids spend their lives. It influences 

my actions and, most probably, my lifestyle. 

At the same time, the travel guides' 

visualization on social media pages 

(Ukhano page on Facebook) enables me to 

learn about hidden travel places and the 

leading adventurous sites better (Focus 

group 3, Respondent 4).  

Furthermore, the participants alleged 

that they are not solely focused on the visual 

content of their mobile phones' 

advertisements. In contrast, the literature 

shows that social media advertising content is 

also the determinant in building brand 

success, just because of the repeated 

promotions on mobile, which increase the 

chance of recognition and recall (Yoo et al., 

2000). The appealing visual content engages 

more customers with mobile advertisements. 

In the COVID-19 lockdown uncertainty 

situation, participants showed engaging 

behavior with the mobile ad even though the 

visual content was terrible and there was no 
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other option outside. The participants explain 

the reason for watching the mobile 

advertising having lousy content. They 

quoted as;  

I would criticize the advertisement or maybe 

something interesting to watch through 

mobile advertisement during the pandemic 

period (Focus group 3,  

Respondent 7).  

I prefer to scroll and watch the 

advertisement on Facebook or Instagram on 

my mobile during the COVID-19 Lockdown 

Situation, whatever will show on social 

media apps (Focus group 4, Respondent 5).  

Shopping-related mobile advertisements 

attract me, whether they are good or not. 

Furthermore, I would watch an ad on my 

mobile to check what it is (Focus group 1, 

Respondent 3).  

 

Source appearance effects  

Customers rated bloggers higher who 

are more concerned with perceived similarity 

towards the bloggers than the advertisers, 

which ultimately leads to more favorable 

attitudes toward the product and the blog, and 

more significant information credibility 

(Chang, 2011). In addition, customers prefer 

what the source is doing and how it is done in 

the mobile advertisement. The participant 

explains this further as follows;  

Source Appearance in the mobile 

advertisement attracts the customer to wear 

or use the product the way the source has 

used it. We even sometimes want to wear 

clothes precisely the source in the mobile 

advertisement. Fashion comes from these 

advertising platform sources (Focus group 3, 

Respondent 2). 

Another participant shared her experience 

with mobile advertisement as;  

The Dawlance advertisement on the 

YouTube mobile app presents a household 

situation where a family lives and a 

refrigerator keeps the food cool the whole 

day. This mobile advertisement creates a 

memory in my mind (Focus group 4, 

Respondent 6).  

The previous literature suggests that 

anything that leads to the similarity 

judgments between individuals themselves 

and an advertisement source, e.g., individual 

social class (Williams et al., 1989), ethnicity 

(Wooten, 1995), and cultural orientation 

(Aaker & Williams, 1998) which impacts the 

target and nontarget market, even the source 

appearance is not that good-looking. The 

participants also explain this as follows;  

We enjoy the humor in the mobile 

advertisement. The rough source 

appearance may attract the targeted 

audience and entertain them but not for 

everyone. But it matters when I first see the 

mobile ad or especially when the source has 

a good personality and a huge fan following 

(Focus group 4, Respondent 3).  

The unique story, graphics, and animations 

in the mobile advertisement minimize the 

effect of the source appearance. I would 

focus attract when the ad is shown on my 
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mobile first time (Focus group 2, Respondent 

5).  

Moreover, the respondents prefer the 

looks of the familiar source on the mobile 

phone's applications (Huang, 2016). The 

participants share their views as follows;  

I would not engage when a random person 

acts in a mobile advertisement, and the 

person's credibility matters to me (Focus 

group 1, Respondent 2).  

I do not want to watch any advertisement 

when my mind is not relaxed, especially if 

the ad has an unfamiliar source appearance 

(Focus group 3, Respondent 6). 

The source's physical attractiveness 

determines how the people like the source 

and want to recognize themselves with the 

source (Cohen & Golden, 1972). According 

to that literature, people engage with 

advertisements on mobile when they see the 

source is attractive and credible. The 

respondent expresses that in their interview 

and differentiate the gender are as follows;  

The girls in the advertisements on my mobile 

phone motivate me to engage with it rather 

than focus only on source abilities. In 

addition, the engagement towards the male 

source in the mobile advertisements is 

comparatively less (Focus group 2, 

Respondent 3). 

Participants also suggested a positive 

relationship between the source appearance 

and the customer engagement with the 

mobile advertisements. The more the source 

looks attractive, the more customers engage 

with that ad. They also suggest no difference 

created by the pandemic on that relationship, 

whether they attract from the source 

appearance which makes the first impression. 

They said sometimes we analyses the source 

from its appearance, not from its background 

when it is exposed. The previous literature 

also signifies the source appearance in the 

mobile ads as they create the customers' 

purchase intention behavior (Onu et al., 2019; 

Centeno & Wang, 2020). The participants 

expressed this as follows; 

I don't want to watch the ad on mobile that 

I'm skeptical about because my mind will 

not accept the advertisement that I have 

already rejected due to the lousy source 

appearance. 

I will not focus on the Source Appearance; 

is it good or bad to watch an advertisement 

to check what it is or get information about 

the COVID-19 Lockdown Situation. 

Self-influencer congruence effects 

Self-influencer congruence creates 

the difference between the consumer self-

image and the source (influencer's) image in 

mobile advertisements. The respondents wish 

to be like the endorser due to their reputation 

in society, their image, and the fashion trends 

they must follow. Endorsers in mobile 

advertisement affect the consumers' 

parasocial identification (Shan et al., 2020). 

While this consumer relevancy with the 

mobile advertisement's influencer is more 

significant during and after the pandemic, 

users were doing work from home and 

engaging with the mobile advertisements to 

get tips on a self-influencer congruence basis. 

The respondent also quoted related to the 

literature as; 
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I like to be the Hania Amir; I love her 

beautiful hair in the Sunsilk wedding diaries 

advertisement. I wish my hairs are like her. 

Even I have started using Sunsilk to improve 

my hair and look beautiful for my upcoming 

family wedding (Focus group 2, Respondent 

1). 

Engage with the mobile ads to know about 

the latest fashion trends because I think the 

influencers in the advertisements start the 

fashion trends and show us the image of our 

actual and ideal selves (Focus group 3, 

Respondent 5).  

Moreover, the literature explains that 

the customers show purchasing intentions 

after watching the influencers utilizing the 

product in the mobile advertisement (Choi & 

Rifon, 2012; Shan et al., 2020). The 

customers try to utilize that product the same 

way the influencers have used it. Sometimes 

customers purchase the product to show their 

personality resemblance in their social 

gathering with the influencer. The 

respondents quoted this as following: 

I will do what the influencer does in the 

mobile ad to look identical. It also helps me 

get recognition from my friends and family 

members as I'm using the latest products 

that are still booming (Focus group 4, 

Respondent 6). 

Sometimes I avoid the mobile advertisement 

because I don't see anything in the ad 

relevant to my personality, especially the 

influencer's personality. I want to watch the 

ad to know the fashion brands or if I want to 

be like that influencer (Focus group 3, 

Respondent 7). 

Most respondents show engagement 

behavior on the self-influencer congruence 

basis; either they see the actual self or 

customers wish to be like the influencer. The 

literature supports this view of customer 

engagement with mobile advertisements (Xu 

& Pratt, 2018; Shan et al., 2020).  

Discussion 

Despite the rise in the usage of the 

mobile as the competitive medium for 

advertisers, the visual content, source 

appearance, and self-influencer congruence 

have gotten limited attention in the literature. 

The unique aspects of mobile ad engagement, 

such as customer involvement and 

participation, allow customers to have a 

positive attitude towards the mobile 

advertisement (Pansari & Kumar, 2017). This 

study explored the customer's engagement 

behavior by indicating the visual content 

impacted by the source appearance and the 

source-influencer congruence. In addition, 

the role of gender that respondents 

differentiate in accessing the mobile 

advertising engagement was identified. 

The respondents stated the source 

appearance positive role in shaping 

customers' engagement behavior. Notably, it 

enhances the advertiser's motivation to utilize 

mobile as the dominant advertising platform, 

resulting the customer loyalty (Huang & 

Rust, 2013; Kunz & Walsh, 2020) and 

purchasing intentions toward that advertised 

product (Onu et al., 2019; Centeno & Wang, 

2020). The male respondents express their 

positive attitude toward the mobile 

advertisements containing female source that 
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is visually (physically) attractive. It implies 

the difference in gender attitude towards the 

mobile ads focused on the source appearance. 

At the same time, female respondents prefer 

influencers more by perceiving their self-

relevancy with the female influencers in the 

mobile ads, which relates to the findings of 

Smith (2019) and also justified gender roles 

by another researcher (Abuhashesh et al., 

2021). 

This study also identified the 

situational aspects that shape the customer's 

mobile advertising engagement behavior. It is 

possible when the users scroll the social 

media apps as their leisure activity in their 

free time during the COVID-19 lockdown, 

and it also continues in the post-COVID-19 

situations.  

The respondents emphasize their self-

traits' relevancy with the influencers and 

prefer to watch those ads on their mobile. The 

customers may copy the behavior and attitude 

of a social media influencer whose image 

matches their ideal self in their mobile social 

media apps (Xu & Pratt, 2018). Some 

respondents like the influencers, so they can 

use the product the same way as the 

influencer has utilized in the mobile 

advertisements. Respondents also felt they 

were part of the upper class when associating 

with the influencers. A celebrity endorsing is 

likely to get customers to accept or want to 

use endorsed brands and products to convey 

endorsers' meanings and associations (Shan 

et al., 2020). According to the researcher 

Choi and Rifon (2012), consumers liked the 

mobile ad more when a consumer's ideal self-

image and a celebrity endorser's image were 

similar.  

The lack of the source appearance and 

self-influencer congruence abandons the 

effect of the visual content on customer 

engagement. Respondents prefer visual 

content, which contributes to the source 

appearance, and self-influencer congruence, 

resulting in the customer's engagement 

behavior towards the mobile advertisements. 

Implications for practice 

The respondents' inclination suggests 

that they show engagement behavior with the 

mobile advertisement during the pandemic 

when the advertisement exposed contains 

engaging visual content and the source is 

physically beautiful (Kim & Kim, 2021). 

This enables not only to watch the mobile 

advertisements but also to share that by 

copying the link, which will lead to customer 

loyalty (Rahi et al., 2021). In addition, this 

customer behavior also implies in the post-

COVID situation because customers shift 

patterns towards online and high usage of 

mobile devices. 

Exposing the false advertisement will 

discourage customers from mobile 

advertising engagement, while the relevant 

information and the visual content minimize 

this. Most respondents were encouraged by 

the appearance of the source containing the 

traits of similarity, likeability, and a little bit 

referring to familiarity to demonstrate 

customer engagement behavior. However, 

the source's physical looks have a more 

significant impact if it works with the 

attractive animations and graphics in the 
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mobile advertisements. On the other hand, 

incentives provide coins in the game app and 

free services that motivate users to click and 

watch the mobile ads fully, which sometimes 

allows them to get further information. 

The respondents attract to the 

opposite gender in most of the responses. 

Utilizing sources to grow self-influencer 

congruence ultimately increases the 

engagement of especially females with the 

mobile advertisements. 

Conclusion and limitations 

An exploratory research design was 

utilized to explore customer engagement 

behavior in mobile advertisements during and 

after the pandemic. Four in-depth, 

purposively sampled focus group sessions 

were conducted to address the research 

objective. Traditional inductive qualitative 

methods were used to analyze the data, and 

grounded theory was used to examine the 

respondents' terminology, codes, and 

categories. 

The findings of the qualitative study 

are significant, which provides the base for 

this study. In line with the researchers (Kim 

& Kim, 2021; Huang & Rust, 2013; Kunz & 

Walsh, 2020; Xu & Pratt, 2018), ads are 

appealing if it contains engaging visual 

content having graphics, animations, and 

physically attractive source. The source's 

ability to influence customers' actual or ideal 

selves through mobile advertisements 

enables more engaging behavior. In the 

dynamic environment, without these factors, 

user engagement declines. Thus, 

emphasizing the role of sharing customized 

information and content in the ad enhances 

the behavior of customer engagement. 

The female respondents expressed 

how they could get the chance to comment 

and criticize the advertisements during and 

after the COVID-19 lockdown period. 

Female users attract towards mobile ads 

based on self-influencer congruence than the 

males whose engagement is based on the 

source appearance, which also discriminates 

the gender engagement behavior towards 

mobile advertisement (Abuhashesh et al., 

2021). 

This study has some limitations. First, 

the quantitative method can be used, which 

increases the generalizability and validity of 

the results, to test the model in figure 1. 

Secondly, future studies could utilize the 

other demographic variables, e.g., the age of 

the respondents, as the regulator to check the 

level of engagement (high, low, and 

moderate) to mobile ads. Third, future 

research could study which congruence type 

(self or actual) has the more significant effect 

on advertising engagement. 

Fourth, future studies could also 

examine the difference between global and 

local brand advertisements, which further 

impacts the customers advertising 

engagement behaviors. Literature has 

suggested that international brands have more 

power, trust, and value than local brands 

(Akaka et al., 2013), which could also check 

in the case of mobile advertisement. Fifth, 

future research can also apply the uncertainty 

management theory (Schroll & Grohs, 2019), 

which can enhance the understanding of 
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customer behavior with mobile 

advertisement in case of the COVID-19 

pandemic and its post effect on the customers' 

minds in a better way.  

Finally, future research can utilize the 

constructs, e.g., memes, humor, duration of 

the message, quality of the advertising image, 

etc., to know their impacts on customer 

engagement towards the mobile 

advertisement.  

References 

Aaker, J., & Williams, P. (1998). Empathy 

versus pride: The influence of emotional 

appeals across cultures. Journal of Consumer 

Research, 25, 241-261.  

Abuhashesh, M. Y., Alshurideh, M. T., & 

Sumadi, M. (2021). The effect of culture on 

customers' attitudes toward Facebook 

advertising: the moderating role of 

gender. Review of International Business and 

Strategy, 31(3), 416-437. 

Ahmadi, I., Waltenrath, A., & Janze, C. 

(2022). Congruency and Users' Sharing on 

Social Media Platforms: A Novel Approach 

for Analysing Content. Journal of 

Advertising, 1-18. 

Alam, M. S. A., Wang, D., & Waheed, A. 

(2019). Impact of digital marketing on 

consumers' impulsive online buying 

tendencies with intervening effect of gender 

and education: B2C emerging promotional 

tools. International Journal of Enterprise 

Information Systems, 15(3), 44–59. 

Appel, G., Grewal, L., Hadi, R., & Stephen, 

A. T. (2020). The future of social media in 

marketing. Journal of the Academy of 

Marketing Science, 48(1), 79-95. 

Araujo, T., Copulsky, J. R., Hayes, J. L., Kim, 

S. J., & Srivastava, J. (2020). From 

purchasing exposure to fostering 

engagement: Brand–consumer experiences in 

the emerging computational advertising 

landscape. Journal of Advertising, 49(4), 

428-445. 

Aydin, G., & Karamehmet, B. (2017). A 

comparative study on attitudes towards SMS 

advertising and mobile application 

advertising. International Journal of Mobile 

Communications, 15(5), 514. 

Belch, G. E., & Belch, M. A. (2021). 

Advertising and promotion: An integrated 

marketing communications perspective 

12th. New York: McGraw-Hil l. 

Bruhn, M., Schoenmueller, V., & Schäfer, D. 

B. (2012). Are social media replacing 

traditional media in terms of brand equity 

creation?. Management research review. 

Bryman, A., & Bell, E. (2007). Business 

research methods second edition oxford 

university press uk. 

Centeno, D., & Wang, J. J. (2020). Effects of 

narrowed social distance on local and 

international celebrity-endorsed 

advertisement attitudes. Journal of 

Consumer Marketing. 

Chang, C. (2011). Opinions from others like 

you: The role of perceived source 

similarity. Media Psychology, 14(4), 415-

441. 

Choi, S. M., & Rifon, N. J. (2012). It is a 

match: The impact of congruence between 

celebrity image and consumer ideal self on 

endorsement effectiveness. Psychology & 

marketing, 29(9), 639-650. 

Chu, S.-C., Lien, C.-H. and Cao, Y. (2019), 

"Electronic word-of-Mouth (eWOM) on 

WeChat: examining the influence of sense of 

belonging, need for self-enhancement, and 

consumer engagement on Chinese travelers' 



PSYCHOLOGY AND EDUCATION (2022) 59(2): 1029-1050  

ISSN:1553-6939  

  

 

www.psychologyandeducation.net  

1045 
 

eWOM", International Journal of 

Advertising, Vol. 38 No. 1, pp. 26-49. 

Clark, K. R., Leslie, K. R., Garcia-Garcia, M., 

& Tullman, M. L. (2018). How advertisers 

can keep mobile users engaged and reduce 

video-ad blocking: Best practices for video-

ad placement and delivery based on 

consumer neuroscience measures. Journal of 

Advertising Research, 58(3), 311–325. 

Cohen, J. B., & Golden, E. (1972). 

Informational social influence and product 

evaluation. Journal of applied 

Psychology, 56(1), 54. 

Diffley, S., & McCole, P. (2019). The value 

of social networking sites in 

hotels. Qualitative Market Research: An 

International Journal. 

Eigenraam, Anniek W., Jiska Eelen, Arjen 

van Lin, and Peeter W.J. Verlegh (2018), “A 

Consumer-Based Taxonomy of Digital 

Customer Engagement Practices,” Journal of 

Interactive Marketing, 44, 102–21. 

Foroudi, P., Hafeez, K., & Foroudi, M. M. 

(2017). Evaluating the impact of corporate 

logos towards corporate reputation: a case of 

Persia and Mexico. Qualitative Market 

Research: An International Journal. 

Gao, S., & Zang, Z. (2016). An empirical 

examination of users' adoption of mobile 

advertising in China. Information 

development, 32(2), 203–215.  

Gill, M., Sridhar, S., & Grewal, R. (2017). 

Return on engagement initiatives: A study of 

a business-to-business mobile app. Journal of 

marketing, 81(4), 45-66. 

Giones, F., Brem, A., Pollack, J. M., 

Michaelis, T. L., Klyver, K., & Brinckmann, 

J. (2020). Revising entrepreneurial action in 

response to exogenous shocks: Considering 

the COVID-19 pandemic. Journal of 

Business Venturing Insights, 14, e00186. 

Grewal, D., Bart, Y., Spann, M., & Zubcsek, 

P. P. (2016). Mobile advertising: a 

framework and research agenda. Journal of 

Interactive Marketing, 34, 3-14. 

Hatmaker, Taylor. 2021. "Twitter is Testing 

Better Image Previews and Fewer Cropped 

Photos," 

https://techcrunch.com/2021/03/10/twitter-

cropped-image-previews test/. 

Hew, J. J., Lee, V. H., Ooi, K. B., & Wei, J. 

(2015). What catalyses mobile apps usage 

intention: an empirical analysis. Industrial 

Management & Data Systems. 

Huang, G. (2016). Moderating role of brand 

familiarity in cross-media effects: An 

information processing perspective. Journal 

of Promotion Management, 22(5), 665-683. 

Huang, M.-H. and Rust, R.T. (2013), "IT-

related service: a multidisciplinary 

perspective", Journal of Service Research, 

Vol. 16 No. 3, pp. 251-258. 

Hudecheck, M., Sirén, C., Grichnik, D., & 

Wincent, J. (2020). How companies can 

respond to the Coronavirus. MIT Sloan 

Management Review.  

Hudson, S. and Thal, K. (2013), "The impact 

of social media on the consumer decision 

process: implications for tourism marketing", 

Journal of Travel and Tourism Marketing, 

Vol. 30 Nos 1/2, pp. 156-160. 

Jebarajakirthy, C., Maseeh, H. I., Morshed, 

Z., Shankar, A., Arli, D., & Pentecost, R. 

(2021). Mobile advertising: A systematic 

literature review and future research 

agenda. International Journal of Consumer 

Studies, 45(6), 1258-1291. 

Kaar, C., & Stary, C. (2019). Intelligent 

business transformation through market-



PSYCHOLOGY AND EDUCATION (2022) 59(2): 1029-1050  

ISSN:1553-6939  

  

 

www.psychologyandeducation.net 
1046 

 

specific value network analysis: Structured 

interventions and process bootstrapping in 

geomarketing. Knowledge and Process 

Management, 26(2), 163–181. 

Kang, M., & Schuett, M. A. (2013). 

Determinants of sharing travel experiences in 

social media. Journal of Travel & Tourism 

Marketing, 30(1-2), 93-107. 

Kaosiri, Y.N., Callarisa Fiol, L.J., Moliner 

Tena, M.Á., Rodríguez Artola, R.M. and 

Sanchez García, J. (2019), “User-generated 

content sources in social media: a new 

approach to explore tourist satisfaction”, 

Journal of Travel Research, Vol. 58 No. 2, pp. 

253-265. 

Karamalis, P., & Vasilopoulos, A. (2021, 

April). Business transformation in the 

COVID-19 era: The case of the Greek private 

sector. In INTERNATIONAL CONFERENCE 

ON BUSINESS & ECONOMICS OF THE 

HELLENIC OPEN UNIVERSITY 2021. 

Khan, A. J., Jayarajah, K., Han, D., Misra, A., 

Balan, R., & Seshan, S. (2013, June). 

CAMEO: A middleware for mobile 

advertisement delivery. In Proceeding of the 

11th annual international conference on 

Mobile systems, applications, and 

services (pp. 125-138). 

Kim, D. Y., & Kim, H. Y. (2021). Trust me, 

trust me not: A nuanced view of influencer 

marketing on social media. Journal of 

Business Research, 134, 223-232. 

Kim, M., Song, D., & Jang, A. (2021). 

Consumer response toward native advertising 

on social media: the roles of source type and 

content type. Internet Research. 

Kumar, V., & Pansari, A. (2016). 

Competitive advantage through engagement. 

Journal of Marketing Research, 53(4), 497–

514. 

Kunz, W. H., & Walsh, G. (2020). After the 

revolution–new chances for service research 

in a digital world. Journal of Service 

Management. 

Lee, S., Go, M., Ha, R., & Cha, H. (2019). 

Provisioning of energy consumption 

information for mobile ads. Pervasive and 

Mobile Computing, 53, 49-61. 

Luo, B., Sun, Y., Shen, J., & Xia, L. (2020). 

How does green advertising skepticism on 

social media affect consumer intention to 

purchase green products?. Journal of 

Consumer Behaviour, 19(4), 371-381. 

Madzharov, A. V., & Block, L. G. (2010). 

Effects of product unit image on consumption 

of snack foods. Journal of Consumer 

Psychology, 20(4), 398-409. 

Manic, M. (2015). Marketing engagement 

through visual content. Bulletin of the 

Transilvania University of Brasov. Economic 

Sciences. Series V, 8(2), 89. 

Mariani, M., Styven, M. E., & Ayeh, J. K. 

(2019). Using Facebook for travel decision-

making: an international study of 

antecedents. International Journal of 

Contemporary Hospitality Management. 

Mizik, N., & Jacobson, R. (2003). The 

financial implications of shifts in and value 

appropriation. Journal of Marketing, 67(1), 

63-76. 

Mouzas, S. (2022). What drives business 

transformation? Evidence from 

manufacturer-retailer networks. Journal of 

Business Research, 143, 282-293. 

Onu, C. A., Nwaulune, J., Adegbola, E. A., & 

Kelechi, N. G. (2019). The effect of celebrity 

physical attractiveness and trustworthiness 

on consumer purchase intentions: A study on 

Nigerian consumers. Management Science 

Letters, 9, 1965-1976. 



PSYCHOLOGY AND EDUCATION (2022) 59(2): 1029-1050  

ISSN:1553-6939  

  

 

www.psychologyandeducation.net  

1047 
 

Pansari, A., & Kumar, V. (2017). Customer 

engagement: the construct, antecedents, and 

consequences. Journal of the Academy of 

Marketing Science, 45(3), 294-311. 

Park, S. S., & Park, B. (2020). Advertising on 

mobile apps versus the mobile web: Which 

delivers better advertisement recognition and 

willingness to buy?. Journal of Advertising 

Research, 60(4), 381-393 

Pieters, R., & Wedel, M. (2004). Attention 

capture and transfer in advertising: Brand, 

pictorial, and text-size effects. Journal of 

marketing, 68(2), 36-50. 

Pieters, R., & Wedel, M. (2007). Goal control 

of attention to advertising: The Yarbus 

implication. Journal of consumer 

research, 34(2), 224-233. 

Priporas, C. V., Stylos, N., & Fotiadis, A. K. 

(2017). Generation Z consumers' 

expectations of interactions in smart retailing: 

A future agenda. Computers in Human 

Behavior, 77, 374-381. 

Priyankara, R., Weerasiri, S., Dissanayaka, 

R., & Jinadasa, M. (2017). Celebrity 

endorsement and consumer buying intention 

with relation to the Television advertisement 

for perfumes. Management Studies, 5(2), 

128-148. 

Rahi, S., Ammara, U. E., & Qazi, T. F. 

(2021). The impact of advertisement on 

customer loyalty with mediating role of word 

of mouth (WOM). Economic and Social 

Development: Book of Proceedings, 224-229. 

Richards, J., Daugherty, T., & Logan, K. 

(2009). Advertising history. Encyclopedia of 

Journalism, 1-15. 

Robins, F., 2003. The marketing of 3G. 

Market. Intel. Plan. 21 (6), 370–378. 

Samarasinghe, H. M. U. S. R. (2018). 

Moderating role of consumer's gender on 

effectiveness of celebrity endorsement 

towards consumer's purchasing 

intention. Global Journal of Management 

and Business Research: EMarketing, 18(1), 

1-11. 

Sanders, T. (2006), The Likeability Factor: 

How to Boost Your L-Factor and Achieve 

Your Life's Dreams, Crown Business, New 

York. 

Saunders, M., Lewis, P., & Thornhill, A. 

(2009). Research methods for business 

students. Pearson education. 

Shan, Y., Chen, K. J., & Lin, J. S. (2020). 

When social media influencers endorse 

brands: The effects of self-influencer 

congruence, parasocial identification, and 

perceived endorser motive. International 

Journal of Advertising, 39(5), 590-610. 

Smith, K. T. (2019). Mobile advertising to 

Digital Natives: preferences on content, style, 

personalisation, and functionality. Journal of 

Strategic Marketing, 27(1), 67-80. 

So, K. K. F., Li, X., & Kim, H. H. (2020). 

Customer engagement in hospitality and 

tourism: A systematic review and future 

research agenda. Journal of Hospitality & 

Tourism Research, 44(2), 178-200. 

Strauss, A., & Corbin, J. (1998). Basics of 

qualitative research techniques. 

Schroll, R., & Grohs, R. (2019). Uncertainty 

in prerelease advertising. Journal of 

Advertising, 48(2), 167-180. 

Teng, H. Y., & Tsai, C. H. (2020). Can tour 

leader likability enhance tourist value co-

creation behaviors? The role of 

attachment. Journal of Hospitality and 

Tourism Management, 45, 285-294. 

Ünal, S., Ercis, A., & Keser, E. (2011). 

Attitudes towards mobile advertising–A 

research to determine the differences between 



PSYCHOLOGY AND EDUCATION (2022) 59(2): 1029-1050  

ISSN:1553-6939  

  

 

www.psychologyandeducation.net 
1048 

 

the attitudes of youth and adults. Procedia-

Social and Behavioral Sciences, 24, 361–377. 

Underwood, R. L., & Klein, N. M. (2002). 

Packaging as brand communication: effects 

of product pictures on consumer responses to 

the package and brand. Journal of Marketing 

Theory and Practice, 10(4), 58-68. 

Van Doorn, J., Lemon, K. N., Mittal, V., 

Nass, S., Pick, D., Pirner, P., & Verhoef, P. 

C. (2010). Customer engagement behavior: 

theoretical foundations and research 

directions. Journal of Service Research, 

13(3), 253–266. 

Verhoef, P. C., Broekhuizen, T., Bart, Y., 

Bhattacharya, A., Dong, J. Q., Fabian, N., & 

Haenlein, M. (2021). Digital transformation: 

A multidisciplinary reflection and research 

agenda. Journal of Business Research, 122, 

889-901. 

Williams, J. D., & Qualls, W. J. (1989). 

Middle-class Black consumers and intensity 

of ethnic identification. Psychology and 

Marketing, 6, 263-286. 

Wong, C. H., Tan, G. W. H., Loke, S. P., & 

Ooi, K. B. (2014). Mobile T.V.: a new form 

of entertainment?. Industrial Management & 

Data Systems. 

Wooten, D. B. (1995). One-of-a-kind in a full 

house: Some consequences of ethnic and 

gender distinctiveness. Journal of Consumer 

Psychology, 4, 205-224. 

Xiao, L., Saleem, A., Tariq, S. M., Ul Haq, J., 

& Guo, M. (2021). I wish I could Be like 

Her/Him! How self-congruence stimulates a 

desire to mimic. Journal of Theoretical and 

Applied Electronic Commerce 

Research, 16(7), 3025-3042. 

Xu, X., & Pratt, S. (2018). Social media 

influencers as endorsers to promote travel 

destinations: an application of self-

congruence theory to the Chinese Generation 

Y. Journal of travel & tourism 

marketing, 35(7), 958-972. 

Yoo, B., Donthu, N., & Lee, S. (2000). An 

examination of selected marketing mix 

elements and brand equity. Journal of the 

academy of marketing science, 28(2), 195-

211. 

Zhu, X., Teng, L., Foti, L., & Yuan, Y. 

(2019). Using self-congruence theory to 

explain the interaction effects of brand type 

and celebrity type on consumer attitude 

formation. Journal of Business 

Research, 103, 301-309.  

  



PSYCHOLOGY AND EDUCATION (2022) 59(2): 1029-1050  

ISSN:1553-6939  

  

 

www.psychologyandeducation.net  

1049 
 

Appendix:  

 

Table 2: Qualitative Questions 

1. Can you briefly explain your perception of mobile advertisement? 

2. What type of mobile advertisement do you prefer? 

3. What do you think about the visual content in ads? 
4. Can you briefly explain the mobile advertising Platform? 

5. Is there any mobile advertising platform you think is authentic? 

6. Is there any mobile advertising platform that is frustrating for you? 

7. What is your perception about the source's appearance in the advertisement? 

8. Do you think the Source Appearance affects mobile advertisement? 

9. Do you relate yourself to the influencer in the mobile ad? 

10. What will you do with the mobile ad in which there is any influencer that is similar to 

you? 

11. What is your perception about gender creating differences while engaging with the mobile 

advertisement? 

12. Do you think the COVID-19 uncertainty situation affects mobile advertisement watching 

routine? 
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Figure 2: Word Cloud 

 


