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- Abstract

This paper aimed to investigate the effect of creating value factors for YouTube

advertising which include = enterlainment, credibility; -advertising creativity,

Informativeness and Itritation. on advertising value, Data were collected from 410

_ " social networking sites customers. Multiple regression analysis is employed to-test the
. research hypotheses using WarpPLSG. )

The rgsearclu_fesqlts showed that there arc positive significant effects of entertainment,
credibility, advertising creativity, and Informativeness on advertising value. also, there
-is a hegative significant effect of irritation on advertising value. h
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