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ABSTRACT 

Research aims: This study explores the Users’ opinion towards advertising done 

through Facebook. The study aims to examine the opinions of young Facebook Users’ on five 

key factors i.e. Entertainment, Product Information, Advertising Response, Brand Building 

and Consumer Manipulation. The rapid growth of Facebook as over the years has 

successfully attracted the marketers and consumers across globe. Broadly it comes under the 

umbrella of Social Media. Social Media has won the trust of consumers to some extent in 

present day world by connecting with them. Social Media presence has become very vital for 

the organizations to survive in this era of cut throat competition. There is no doubt in the fact 

that Facebook has emerged one of the significant Social Media platforms not only in India 

but across world.  

Design/ Methodology/ Approach: The study used a quantitative technique using a survey 

method to get the primary data. This study is based on online survey which involves 400 

young respondents as samples. The respondents consist of 200 young males and 200 young 

females. The five key factors i.e. Entertainment, Product Information, Advertising Response, 

Brand Building and Consumer Manipulation were studied. The Users’ opinion was measured 

by using 5-point Likert Scale.  

Research findings: The results reveal that there is advertising through Facebook is being 

appreciated by the consumers and there is a positive view regarding the same. The results 

show that male respondents hold more favourable view than female respondents.  

Theoretical contribution/ Originality: By comparing the opinions of male and female 

respondents, this paper will add more to the body of knowledge in terms of literature. While 

earlier studies examined the opinions of all Users’ in general, this study is focuses on the 

agre group between 18-30 years. 

Practitioner/Policy implication: The results produced with this study are very beneficial to 

the marketers who want to connect with their prospect customers through Social Media. The 

results can help a marketer to design his campaign on Social Media Platforms like Facebook 

in an effective manner. It will also help academicians to discover new factors which can be 

proved very helpful to business entities in general and society in particular. 

Research limitation: The sample size is insufficient to provide specific recommendations 

since it is too small. The small sample size makes it difficult to extrapolate the results. 

Keywords: Social Media, Facebook, Advertising, Consumer opinion, India. 

INTRODUCTION 

Internet is the most significant development that affects the advertising across the globe 

in this era of globalization. It has been very successful in terms of mass communication, 
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internet as a new communication tool has posed new challenges to mass media advertising. 

With this advancement in the communication, companies are trying to modify their 

traditional techniques of advertising to cater the vast range of public. Internet has tremendous 

potential as an advertising medium because of its universal presence. The purpose of social 

networking sites is to promote social interaction in a virtual setting. Communication is 

generally facilitated by the information provided in the profile. It frequently includes a 

member's photograph and personal information about his or her interests, both of which 

reveal information about one's identity. According to a latest study of college students in the 

United States, social networking sites are primarily used to maintain ties with offline 

acquaintances rather than to gain (Ellison et al. 2007). Youth media consumption, which 

accounts for a considerable percentage of their time, provides a vital backdrop for their 

social, emotional, and cognitive development (Roberts, et al. 2005). Facebook has become 

one of the important platforms for all the corporate across globe for advertising. Advertising 

through Facebook has become very popular nowadays. Social media is a type of media that 

allows people to interact socially and participate in public debates (Mohrah, 2012). Social 

media has touched almost the life of every individual throughout the globe. After the 

advancement of internet the world has become a global village. The boundaries throughout 

the globe blurred and people to people contacts developed beyond the limits. Social media 

has contributed to the lives of millions of people worldwide. Social media as all of us know is 

any online media that helps people to socialize with one another. Socializing here would 

mean interacting with one another and developing social contacts. 

LITERATURE REVIEW 

Advertising is a predictor of civilization's progress, improvement, and perfection. It is a 

part of our social, cultural, and economic landscape (Batra, Myers and Aaker 2002). The 

practice of connecting social network members to target categories that have been specified 

by the advertiser is known as social media targeting (Goyal, 2013). The process by which 

humans interpret sensory input has been termed as perception (Lahlry, 1991). Many studies 

have been conducted on the attitudes of social media users toward advertising (Campbell, et 

al. 2012; Kelly, et al.  2010; Wolin, et al. 2002), and they all conclude that customers have a 

strong desire to avoid advertisements. Previous research on social network users has revealed 

the benefits that members of online groups look for. The changes in media habits have also 

been noted (Palmer, Lewis, 2009). Facebook is the most popular and fascinating social media 

platform for businesses to use for marketing (Roberts, 2010). The emergence of social 

broadcasting technologies has substantially improved free access to information globally 

(Shi. et. al. 2014). After the 1970s, people's perceptions of advertising shifted from positive 

to unfavourable (Shavitt et. al. 1998). Social media is rapidly expanding and has enormous 

potential, but it is still in its infancy in India (Bashar et. al, 2012). Social media has evolved 

into a platform that anybody with Internet connection can use (Bajpai. et. al. 2012). Facebook 

is one of the efficient advertising platforms, because social interaction and communication is 

already taking place there. This permits different organisations to be directly merged into 

conversations simply by appearing on the website (Learmonth, 2009). Chu (2011) inspected 

the connection between Facebook mark related gathering support, publicizing reactions, and 

the mental variables of self - exposure and states of mind among individuals and non-

individuals from Facebook gatherings. The examination verified that clients who are 

individuals from bunches on Facebook will probably unveil their own information than non-

individuals are. Chu (2011) that clarifies gather cooperation and engagement with online 

advertisements requires a more elevated amount of individual data since clients transparently 

uncover their associations with Facebook gatherings and advance brands or items when they 
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pass on promotions to their companions. "Facebook bunches give channels that customers 

regard valuable when looking for self-status in an item classification, as does passing on 

viral substance about brands to their social contacts" (Chu, 2011). Facebook scrutiny can 

enable different companies to use disconnected and internet showcasing activities, by 

furnishing extra following information as for promoting. The quintessence to promoting on a 

web-based social networking medium, for this situation Facebook, is the thing that the 

business needs the prospects to do subsequent to review the notice. For example go to a site, 

call a telephone number, round out per user answer card, or call their business delegate 

(Hindshaw, 2005). These activities produce drives that achieve the coveted after effect of 

promoting. Web-based social networking have been acclaimed for having sensational effects 

on each phase of the customer basic decision process and also affecting general conclusions 

and behaviour development (Mangold & Faulds, 2009). Mangold & Faulds (2009) examine 

the effect of the collaborations among buyers of web-based social networking on the 

improvement and execution of IMC procedures, recommending another interchanges 

worldview be produced. Keller (2009) underpins this idea with his dialog of compelling 

brand working through IMC and the client based brand value show (Reid, et al. 2005). Thus 

the hypothesis is formulated as below. 

Ho-1: There is no significant perceptual difference towards Facebook Advertising among young male and 

female respondents. 

METHODOLOGY 

Factors 

As discussed earlier, five factors are considered for this study. A structured 

questionnaire with five point scale was used to collect opinions of the respondents, where 1 = 

strongly disagree and 5 = strongly agree. The questionnaire was circulated on Facebook and 

responses were collected from individuals in through their respective Facebook accounts. 

Questionnaire consists of two parts namely demographic profile and five factors adopted 

from famous study conducted by Pollay & Mittal in (1993). Table 1 shows that structured 

questionnaire, which is pre-tested and reliability (Cronbach’s Alpha) is found to 0.794 for 

Entertainment, 0.804 for Product Information, 0.918 for Advertising Response, 0.852 for 

Brand Building and 0.812 for Consumer Manipulation) in Table 1. 

 

Table 1 

CRONBACH’S ALPHA TEST 

Factors Cronbach’s Alpha 

Entertainment 0.794 

Product Information 0.804 

Advertising Response 0.918 

Brand Building 0.852 

Consumer Manipulation 0.812 

Participants  

In this study stratified random sampling technique was used. The respondents were split 

into four categories based on their occupation.’ viz. Govt. employees, Private employees, 

Students and Homemakers, also others were included in the sample like businessmen, daily 

wagers, and unemployed youth. The respondents were categorized into two groups: 200 
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males and 200 females. The study was carried out in Hyderabad, the capital of Telangana 

State, India, with the audience being heavily exposed to Facebook advertising. The city of 

Hyderabad was chosen for this reason since the researcher has personal and professional 

connections there. As a result, residents of the city had easier access to information. 

Furthermore, Hyderabad is expanding in terms of the IT industry, and the city's residents 

come from a variety of ethnic backgrounds in Table 2. 

Findings 

Descriptive statistics 

Table 2 

DEMOGRAPHIC PROFILE 

 

Gender 

 

Young Male 

 

Young Female 

  

 

Sample 

 

50% 

 

50% 

 

Frequency of Going online 

 

Daily 

 

Once a week 

Once a month 

 

 
 

Sample 

 

90.5% 

 

8.0% 

 

1.5% 

 

 

Profession 

 

Govt. Employees 

 

Private Employees 

 

Students 

 

Self-employed 

 

Sample 

 

5% 

 

35% 

 

32% 

 

28% 

 

Source: Questionnaire. 

Table 2 shows the demographic profile of respondents in terms of gender, frequency of 

going online and profession. The table clearly shows that young gender composition of 

respondents is 50% male and 50% female. It also displays that most of the respondents i.e. 

90.5% of the respondents are daily users of Facebook. It can be also seen that sample 

composition of profession is from each profession viz. Govt. Employees, Private Employees, 

Students and self-employed in Table 3. 

 

 

Table 3  

ENTERTAINMENT 

 

S.No 

 

Statements 

 

Strongly 

Agree 

 

Agree 

 

Neutral 

 

Disagree 

 

Strongly 

Disagree 

 

 

1 

 

Sometimes Facebook 

Advertisements are even more 

enjoyable than other media 

contents 

 

(20%) 

 

 (51.6%) 

 

 (22.0%) 

 

 (6.0%) 

 

 (0.4%) 

 

 

2 

 

Facebook Advertising is 

interesting and attractive 

 

 (31.2%) 

 

 (41.4%) 

 

 (22.6%) 

 

 (3.6%) 

 

 (1.2%) 
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Source: Questionnaire. 

Table 4 displays that 51.6% agree that sometimes Facebook Ads are even more 

pleasant than other media contents followed by 22% of the respondents who feel neutral 

about the same. Additionally 20% of the respondents strongly agree that sometimes Facebook 

Advertisements are even more pleasant than other media contents. Table 2 also reveals that 

41.4% of the respondents agree that Facebook Advertising is interesting and attractive 

followed by 31.2% of the respondents who strongly agreed about the same.  Additionally 

22.6% of the respondents were undecided about the same in Table 4. 

Table 4  

PRODUCT INFORMATION 

 

S.No 

 

Statements 

 

Strongly 

Agree 

 

Agree 

 

Neutral 

 

Disagree 

 

Strongly 

Disagree 

 

 

1 

Facebook Advertising is a 

valuable source of information 

about latest fashion 

 

 (32.0%) 

 

 (40.7%) 

 

 (21.3%) 

 

 (4.8%) 

 

 (1.2%) 

 

 

2 

Facebook Advertising helps 

me keep up-to-date about 

products/services available in 

the market places 

 

 

 (25.2%) 

 

 

 (47.8%) 

 

 

 (20.0%) 

 

 

 (5.4%) 

 

 

 (1.6%) 

Source: Questionnaire 

Table 4 shows that 40.7% of the users agree that Facebook Ads are valuable source of 

information about most recent style followed by 32.0% of the respondents who strongly agree 

with the same. It also displays that 47.8% agree that Facebook Advertising helps them keep 

up-to-date about products/services available in the market places followed by 25.2% of the 

respondents who strongly agree with the same. Additionally 20.0% of the respondents feel 

neutral that Facebook Advertising helps them to get recent updates about products/services 

available in the marketplace in Table 5. 

Table 5  

ADVERTISING RESPONSE 

 

S.No 

 

Statements 

 

Strongly 

Agree 

 

Agree 

 

Neutral 

 

Disagree 

 

Strongly 

Disagree 

 

 

1 

 

I will purchase a product 

advertised on Facebook 

 

 (7.6%) 

 

 (39.8%) 

 

 (31.8%) 

 

 (15.0%) 

 

 (5.8%) 

 

 

2 

I will visit a product website 

after being exposed to an ad 

on Facebook 

 

 (15.7%) 

 

 (46.0%) 

 

 (22.2%) 

 

 (11.3%) 

 

 (4.8%) 

Source: Questionnaire 

Table 5 shows that 39.8% of the respondents agree that they would like to purchase a 

product advertised on Facebook followed by 31.8% of the respondents who feel neutral about 

the same. Additionally 15.0% of the respondents disagree that they would like to purchase a 

product advertised on Facebook. 
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Tables also depicts that 45.0% agree that they would like to visit a product website after 

being exposed to it through Facebook advertisements, followed by 22.2% of the respondents 

who feel neutral about the same. 15.7% of the respondents strongly agree that they would 

visit a product website after being exposed to an ad in Facebook; additionally 11.3% of the 

respondents disagree with the same. 
Table 6  

BRAND BUILDING 

 

S.No 

 

Statements 

 

Strongly 

Agree 

 

Agree 

 

Neutral 

 

Disagree 

 

Strongly 

Disagree 

 

 

1 

It is easier for me to remember 

brands advertised through 

other media channels such as 

TV and radio as opposed to 

the ones advertised on 

Facebook 

 

 

 

 (12.6%) 

 

 

 

 (19.7%) 

 

 

 

 (49.7%) 

 

 

 

 (17.2%) 

 

 

 

 (0.8) 

 

 

2 

In my daily activities, I 

recognize brands that are 

advertised on Facebook 

 

 (15.0%) 

 

 (45.2%) 

 

 (25.4%) 

 

 (13.6%) 

 

 (0.8%) 

Source: Questionnaire. 

Table 6 depicts that 49.7% of the respondents feels neutral that it is easy for them to 

memorize brands advertised through other mediums such as broadcast media as opposed to 

the ones advertised on Facebook, 19.7% of the respondents agree with the same, whereas, 

17.2% of the respondents disagree that it is easy for them to memorize brands advertised 

through other mediums such as broadcast media as opposed to the ones advertised on 

Facebook. Table also shows that 45.2% agree that they recognize brands that are advertised 

on Facebook followed by 25.4% who opted neutral for the same. Additionally 15.0% of the 

respondents strongly agree that they recognize brands that are advertised on Facebook, 13.6% 

disagree and a negligible 0.8% strongly disagree that they recognize brands that are 

advertised on Facebook. 
Table 7  

CONSUMER MANIPULATION 

 

S.No 

 

Statements 

 

Strongly 

Agree 

 

Agree 

 

Neutral 

 

Disagree 

 

Strongly 

Disagree 

 

 

1 

Facebook Advertising persuades 

people to buy things they should 

not buy 

 

 (11.2) 

 

 (29.4%) 

 

 (41.1%) 

 

 (11.9%) 

 

 (6.4%) 

 

 

2 

Most Facebook Advertising 

insults the intelligence of the 

average consumer 

 

 (11.0%) 

 

 (31.2%) 

 

 (36.0%) 

 

 (15.4%) 

 

 (6.4%) 

Source: Questionnaire 

Table 7 depicts that 41.1% feel neutral that Facebook Advertising persuades people to 

buy things they should not buy followed by 29.4% of the respondents who agree with the 

same. Additionally 11.2% of the respondents strongly agree with the same, whereas, 11.9% 

of the respondents disagree that Facebook Advertising persuades people to buy things they 

should not buy and remaining 6.4% of the respondents strongly disagree that Facebook 

Advertising persuades people to buy things they should not buy. Table also reveals that 

36.0% feel neutral that most Facebook Advertising insults the intelligence of the average 
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consumer followed by 31.2% of the respondents who agree with the same. Additionally 

15.4% of the respondents disagree that most Facebook Advertising insults the intelligence of 

the average consumer, whereas, 11.0% of the respondents strongly agree that most Facebook 

Advertising insults the intelligence of the average consumer and remaining 6.4% of the 

respondents strongly disagree with the same. 

Test of Hypothesis 

Table 8 

GROUP STATISTICS OF GENDER 

 

Factors 

 

Gender 

 

N 

 

Mean 

 

Std. Deviation 

 

 

 

Entertainment 

 

 

Young Male 

 

200 

 

4.2701 

 

.73960 

 

Young Female 

 

200 

 

4.2263 

 

.57730 

 

Product Information 

 

 

Young Male 

 

200 

 

4.0406 

 

.53268 

 

Young Female 

 

200 

 

4.0026 

 

.78742 

 

Advertising Response 

 

 

Young Male 

 

200 

 

4.4156 

 

.71038 

 

Young Female 

 

200 

 

2.3386 

 

.63011 

 

Brand Building 

 

 

Young Male 

 

200 

 

4.2752 

 

.77367 

 

Young Female 

 

200 

 

2.1416 

 

.66273 

 

Young Female 

 

200 

 

2.5443 

 

.64886 

Source: SPSS Output. 

Table 8 displays the mean scores for all five variables by gender. As seen in the table of 

variables, male and female respondents had mostly identical mean scores for Entertainment 

and Product Information, indicating that both male and female respondents have a favourable 

opinion of these two aspects. Whereas on factors Advertising Response, Brand Building and 

Consumer Manipulation. 

Ho-1: There is no significant perceptual difference towards Facebook Advertising among 

young male and young female respondents.  

Table 9  

T-TEST GENDER 

 

Factors 

 

F 

 

Sig. 

 

 

Decision  

Entertainment   

0.057 

 

0.731 

 

NS 

Product Information   

0.741 

 

0.463 

 

NS 

Advertising Response   

16.12 

 

0.000 

 

S 

Brand  Building   

7.92 

 

0.003 

 

S 

Consumer Manipulation     
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15.00 0.000 S 

Source: SPSS Output (S=Significant) (NS=Not Significant) * Significant at 95% Confidence Level. 

In order to know the mean score difference across young respondents, an independent 

sample students’ test was performed. The results of the test are presented in the Table 9 as 

showed by the Table on two factors (Entertainment & Product Information) there was a 

significant difference. These two factors yielded p value more than 0.05. 

CONCLUSION 

Majority of the respondents use Facebook on a daily basis; most of the respondents 

think that Facebook advertisements may be more engaging at times. The majority of 

respondents also stated that Facebook advertising is a great source of knowledge about the 

current fashion trends and keeps them updated on products/services available in the market. 

Majority of the respondents agree that they recognize brands that are advertised on Facebook. 

On factors, Entertainment and Product Information male and female respondents have almost 

same mean score, This clearly shows that both male and female respondents had a favourable 

opinion of these 2 factors. Whereas on factors Advertising Response, Brand Building and 

Consumer Manipulation, Value Distortion male respondents have got highest mean score. On 

two factors (Entertainment & Product Information) there is statistically a significant 

difference. These two factors yielded p value more than 0.05. It would be safe to conclude 

that present paper clearly highlights that advertising through Facebook is being appreciated 

by the consumers and there is a positive view regarding the same, however there is still a 

room for improvement as results clearly shows that female respondents don’t hold a positive 

view in comparison with male respondents.  
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