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Perceived Enjoyment Social Influence, Advertising Online Social 
Networks

Abstract The purpose of the study was to find out the influence of perceived 
enjoyment and social influence variables on response to social networks 
advertisements of instagram users in Surabaya. This research uses quantitative 
approach. There were 150 respondents involved in this research. This research 
was analyzed using Structural Equation Modelinh (SEM) with the program 
LisWin32. This research found that perceived enjoyment had a significant 
influence on social identity and group norms. Social identity had a significant 
influence on group intentions. Social identity had no influence in perceived 
advertisement relevance. Group norms had no influence on group intentions. 
Group intentions had significant influence on perceived advertisement relevance 
and perceived advertisement value. Perceived advertisement relevance had an 
influence on perceived advertisement value. Perceived advertisement relevance 
had no influence on response to social networks advertisements. Perceived 
advertisement value had significant influence on response to social networks 
advertisments. 
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