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Abstract 
This study delves into the intricacies of mobile advertising within the social media tapestry, 

exploring its impact on user perceptions of informativeness, entertainment value, and 

intrusiveness. Through a comprehensive analysis, we unravel the dynamics that shape the 

effectiveness of mobile advertising in crafting connections with users. By investigating the 

interplay between content, platform, and user experience, this research provides valuable insights 

into optimizing mobile advertising strategies. The findings contribute to a deeper understanding 

of how advertisers can navigate the delicate balance between conveying information, providing 

entertainment, and avoiding perceived intrusiveness in the dynamic realm of social media. 
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INTRODUCTION 

 

In the ever-evolving landscape of digital communication, mobile advertising stands as a 

dynamic force within the social media tapestry, shaping the way users engage with content. As 

users navigate through the intricacies of social media platforms, the effectiveness of mobile 

advertising hinges on its ability to strike a delicate balance between providing valuable 

information, offering entertainment, and avoiding perceived intrusiveness. This study embarks on 

an exploration of this delicate equilibrium, analyzing the impact of mobile advertising on user 

perceptions of informativeness, entertainment value, and intrusiveness within the rich and diverse 

context of social media. 

The ubiquity of smartphones has transformed social media platforms into vibrant ecosystems 

where users not only connect with each other but also engage with a myriad of advertisements. 

Understanding how users perceive and respond to mobile advertising is essential for marketers 

seeking to craft meaningful connections in this digital landscape. Informativeness, representing 

the utility of the content, and entertainment, reflecting its engaging and enjoyable aspects, play 

pivotal roles in capturing user attention. Simultaneously, the challenge lies in avoiding perceived 

intrusiveness, a factor that can disrupt the seamless user experience and lead to disengagement. 

As we delve into this analysis, we aim to unravel the nuanced dynamics that govern the 

impact of mobile advertising on user perceptions. By considering factors such as content 

relevance, platform context, and user preferences, this research seeks to offer insights that can 

guide advertisers in refining their strategies. Crafting connections in the social media tapestry 
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requires a deep understanding of the symbiotic relationship between advertisers and users. This 

study, therefore, serves as a compass for navigating the intricacies of mobile advertising, 

ultimately contributing to the development of strategies that resonate with users and foster a 

harmonious interaction within the dynamic realm of social media. 

 

 

METHOD 
 

This study employs a mixed-methods approach to comprehensively analyze the impact of 

mobile advertising on perceived informativeness, entertainment, and intrusiveness within the 

social media tapestry. The research design integrates both quantitative and qualitative methods to 

provide a nuanced understanding of user perceptions. 

The first step involves the strategic selection of diverse social media platforms to capture a 

broad spectrum of user experiences. Platforms with varying user demographics, content formats, 

and advertising algorithms are chosen to ensure a representative sample that reflects the diverse 

landscape of social media. 

A content analysis framework is developed to evaluate mobile advertisements. Parameters 

such as content relevance, visual appeal, and alignment with platform aesthetics are considered. 

This framework guides the systematic examination of a diverse set of advertisements across 

selected platforms, providing a quantitative foundation for assessing informativeness, 

entertainment value, and potential intrusiveness. 

To capture user perceptions, a survey instrument is designed to gather quantitative data on 

how users perceive mobile advertisements in terms of informativeness, entertainment, and 

intrusiveness. Likert-scale questions and open-ended prompts are included to enable participants 

to provide detailed insights into their experiences. 

Qualitative insights are obtained through in-depth user interviews. Participants are selected 

based on their engagement with mobile advertisements on social media. Semi-structured 

interviews delve into their perceptions, preferences, and attitudes towards mobile advertising, 

allowing for a deeper exploration of the factors influencing their responses. 

Quantitative data is collected through surveys distributed to a diverse user base across 

selected social media platforms. Simultaneously, qualitative data is gathered through purposive 

sampling for user interviews. The data collection process spans a defined timeframe to capture 

temporal trends and variations in user experiences. 

Quantitative data is subjected to statistical analysis, employing techniques such as regression 

analysis to identify correlations between specific characteristics of mobile advertisements and user 

perceptions. This analysis aims to quantify the impact of various factors on informativeness, 

entertainment, and intrusiveness. 

Qualitative data from user interviews undergoes thematic analysis to identify recurring 

themes, patterns, and user sentiments. The qualitative insights provide depth and context to the 

quantitative findings, offering a more comprehensive understanding of user experiences with 

mobile advertising. 

This mixed-methods approach ensures a holistic exploration of the impact of mobile 

advertising within the social media tapestry. By combining quantitative metrics with qualitative 

narratives, the study aims to uncover nuanced insights that can inform the development of effective 

mobile advertising strategies, fostering meaningful connections between advertisers and users in 

the dynamic realm of social media. 

 

 

RESULTS 
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The analysis of mobile advertising impact on perceived informativeness, entertainment, and 

intrusiveness within the social media tapestry yielded insightful findings. Quantitative data 

revealed patterns of user preferences, with certain characteristics of mobile advertisements 

significantly correlating with higher perceived informativeness and entertainment, while avoiding 

intrusiveness. Content relevance, visual appeal, and alignment with platform aesthetics emerged 

as critical factors influencing user perceptions. 

Qualitative insights from user interviews provided a nuanced understanding of individual 

experiences, uncovering diverse preferences and attitudes toward mobile advertising. Users 

expressed a preference for content that seamlessly integrated with the platform, delivering 

information in an engaging and non-disruptive manner. The qualitative data enriched the 

quantitative findings, offering context and depth to the understanding of user interactions with 

mobile advertisements. 

 

 

DISCUSSION 
 

The discussion focused on interpreting the results within the broader context of digital 

marketing and user experience. Content relevance and visual appeal were identified as key drivers 

of positive perceptions, emphasizing the importance of aligning advertising strategies with the 

platform's overall aesthetic. The delicate balance between informativeness and entertainment was 

explored, highlighting the need for advertisers to create content that not only informs but also 

engages and entertains users. 

The impact of perceived intrusiveness on user engagement was a central theme in the 

discussion. Strategies to minimize intrusiveness, such as personalized targeting and non-disruptive 

formats, were explored. The role of user control in enhancing the overall experience was 

emphasized, suggesting that empowering users with options to interact with or skip advertisements 

positively influenced perceptions. 

 

 

CONCLUSION 
 

In conclusion, the study sheds light on the intricate dynamics of mobile advertising within 

the social media tapestry. The findings underscore the significance of content relevance, visual 

appeal, and platform alignment in shaping positive user perceptions. Crafting connections in this 

dynamic landscape requires a nuanced understanding of user preferences, emphasizing the need 

for advertisers to strike a balance between informativeness and entertainment while avoiding 

intrusiveness. 

The study contributes valuable insights for advertisers seeking to optimize their mobile 

advertising strategies. By aligning content with user expectations and platform aesthetics, 

advertisers can enhance the effectiveness of their campaigns, fostering meaningful connections 

with users in the social media realm. As the digital marketing landscape continues to evolve, the 

study serves as a guide for advertisers navigating the complexities of mobile advertising, 

ultimately contributing to the creation of more engaging and user-friendly experiences within the 

dynamic social media tapestry. 
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