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ABSTRACT 

A rapid growth and an increasing popularity of social media such as Facebook, 
YouTube and Twitter etc. have drawn more and more attention from marketers and 
researchers. Companies now are throwing big money at advertising on social media, 
hoping to attract consumers’ eyeballs. But what are the social media users’ attitudes 
towards social media advertising? What are affecting their attitudes towards it? 
Unfortunately, there is a lack of quantitative studies on social media users’ perceptions 
of or attitudes towards advertising on social media. So we take this challenge as an 
opportunity to conduct a study on investigating social media users’ attitudes towards 
social media advertising. 

In order to answer our research question, theories and literatures regarding advertising, 
Internet advertising, social media advertising and attitude are reviewed. Based on our 
review, a conceptual framework model is established. Within the model, three 
dimensions of factors that affect attitude towards social media advertising are taken into 
account: (1) four characteristics of social media advertising such as informativeness, 
entertainment, credibility and interactivity, (2) psychographic factors like reference 
group and privacy concern, and (3) demographic factors including gender, age and 
social media usage. 

To fulfill our research objectives, 252 students are selected as a group of respondents 
for this study at Umeå University in Umeå, Sweden. Both online and paper-based 
surveys are conducted with self-administered questionnaires. With the help of SPSS, we 
test our hypotheses with descriptive analysis, correlation analysis and linear regression 
analysis. 

The result of the survey indicates that the overall attitude towards social media 
advertising is negative. We also find out that attitude is influenced by the characteristics 
of social media advertising such as informativeness, entertainment and interactivity. In 
addition, there is a significant difference of attitudes in the different usage groups, but 
our result does not support that credibility, reference group, privacy concern, gender and 
age would affect attitude. With our findings, we expect this study could contribute to 
marketing communication research. However, the representativeness of our samples 
limits our ability to generalize to social media users, and a further study on cultural 
influence on attitude towards social media advertising might be needed. 
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1.  INTRODUCTION 

1.1. Background 

Over the last 10 years, we start to feel our lives have been changed: we are now writing 
our daily life on blogs or Twitters instead of on diaries, spending more time with friends 
on Facebook rather than meeting in person, and dreaming to become an overnight 
sensation on YouTube… our world has changed with these new places of socializing. 
It's possible that these new places are just the beginning of something, and they could 
lead to ways of finding and interacting with one another we never imagined, but 
whatever happens, you can't dismiss them easily nowadays. While these new places are 
called social media, which is defined as “a group of Internet-based applications that 
build on the ideological and technological foundations of Web 2.0 that allow the 
creation and exchange of user-generated content” (Kaplan & Haenlein, 2009, p. 61). 

There are many obvious real life evidences and different studies showing the increasing 
usage of social media. For example, the research work of Kim (2008) draws a 
demographic picture of social media users, who are “primarily teenagers, a growing 
population of 25 to 34-year-olds and white-collar professionals”. The growth of these 
demographics of social media users more generally demonstrates the growing 
applicability of social media to everyday life. The four social network sites attract the 
majority of social network users: Facebook has the largest share with approximately 44 
percent, namely 500 million of users (a half of them visiting everyday). Followed by 
Twitter with 29 percent. Yahoo and MySpace have relatively smaller shares compared 
with Facebook and Twitter with 18 percent and 9 percent respectively. 

Social media now are increasingly attracting the marketer’s attention, not only because 
of huge regular user base and rapid growth, but also because of its huge market 
potential for advertising. Social media advertising is one type of advertising that 
particularly uses social media as the platform to deliver messages to their targeted 
customers. Nowadays, most of the marketers in some industries such as fast moving 
consuming goods, fashion, travel, and electronics etc. are using social media as an 
important supplementary to traditional media such as TV to deliver advertising 
messages as to reach groups of consumers, and there is a trend that social media would 
become as a primary advertising option in some fast-changing industries. Cook and 
Buckley (2008, p. 271) predicted that companies would increase to focus their 
marketing tactics on social media in the future. The total advertising spending on social 
media in the world is estimated as $6 billion in 2010 and the large share of the 
expenditure occurred in US as $3.1 billion (Williamson, 2011). By the end of 2011, the 
advertising expenditure will continuously grow, and by then Facebook will lead the 
position in the market with expectation to gain revenue about $4 billion worldwide and 
Twitter will receive about $150 from the customer spending (Williamson, 2011). All 
these information demonstrate that social media would be a new arena for the 
advertisers to grab the attention of consumers. 

To evaluate the effectiveness of advertising is primary interest for both the academics 
and the marketers, who have been studying the advertising across different media from 
various perspectives and investigating on what factors might affect the effectiveness of 
advertising. For example, the research showed that one of important variables that 
measure advertising response is attitude (MacKenzie & Lutz, 1989, p. 52). Attitudes are 
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the way that the individuals perceive the environment surround them and make 
corresponding reaction to it (Aaker, Kumar, Day, & Leone, 2010, p. 286). Attitude 
could also refer to a general assessment by an individual by having a favorable or 
unfavorable perception with regards to a given object. According to Churchill and 
Iacobucci (2005, p. 261) a person’s preferences and feelings could also be regarded as 
an attitude. Attitude towards advertising is “a learned predisposition to respond in a 
consistently favorable or unfavorable manner towards advertising in general” 
(MacKenzie & Lutz, 1989, p. 54) 

1.2. Problem Statement 

Despite the popularity of the social media, there is very limited research literature 
regarding social media advertising itself and measuring attitude towards social media 
advertising. Based on our research, most of previous research studies had been working 
on investigating consumers’ attitudes towards advertising on traditional media 
(O'Donohoe, 2001, pp. 91-108), or attitudes towards advertising on new media such as 
the Internet (Shavitt, Lowrey, & Haefner, 1998) or mobile phone (Tsang, Ho, & Liang, 
2004). 

Of relevance to this study, there are some literatures discussing different aspects of 
social media but with certain limitations. For example Zeng, Huang and Dou (2009) 
have been studied on how the group norms and social identity affect social networking 
sites users’ perception on online advertising, but the one of limitation of that study is 
that it lacks an investigation on reference group’s influence on social networking sites 
user’s attitude towards advertising. 

There is also a study by Hoy & Milne (2010) about gender differences in privacy beliefs 
towards social media among young adult aged between 18-24, but there is expectation 
for a further study in order to understand how privacy concern impacts on attitude 
towards advertising. Moreover it also needs to extend its research sample to other age 
segments rather than young adults. 

Another study made by Kelly, Kerr and Drennan (2010), discusses about the teenager’s 
advertising avoidance on social networking sites. It concludes that teenager’s avoidance 
on advertising on social networking sites because of their previous bad experience with 
it regardless of medium. However it only focuses on qualitative research and needs a 
future study on how the credibility of social media affects its targeted audiences. 

At last, Wolin and Korgaonkar’s study (2003) presents the attitude differences between 
genders. The finding of their study concludes that the females are more favorable 
towards online advertising. However, so far little research work discusses about the 
different attitudes towards social media advertising between genders. Therefore there is 
demand for investigating on gender issue. 

1.3. Research Question & Purpose 

As a limited number of empirical studies working on social media advertising, 
especially attitude towards social media advertising, the primary objective of our study 
is to investigate social media advertising with the focus on measuring the attitude 
towards it by using quantitative method. 
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Therefore our research question is “what is a user’s attitude towards advertising on 
social media?” 

Within the research question, we also aim to fulfill several purposes in this study: 

1. To determine social media users’ attitudes (positive or negative) towards social 
media advertising 

2. To explore what factors would most likely affect users’ attitudes towards social 
media advertising 

3. To discuss the role of social media that could play as part of the broader 
marketing communication mix 

These purposes of our study will cover the limitations of previous research work on 
social media advertising. This study also aims to facilitate the marketers in a practical 
way with regard to advertising on social media. 

1.4. Disposition 

This section gives a general outline of the main parts of this research study, and it will 
provide our reader with a clear picture of the structure of our thesis as shown in Figure 
1: 

1. Introduction explains the general background, the problem statement, the 
research question, and the purposes of the study; it will discuss about what we 
are writing about and why; 

2. In literature review, we will review some of important existing theories and 
concepts on advertising, Internet advertising, social media advertising and 
attitude. Based on the review, we will further develop a model based on those 
existing models and theories in order to establish our study framework. The 
hypotheses regarding our research question would also be established; 

3. In methodology part, we will discuss about both theoretical and practical 
methodology. The theoretical methodology describes our research philosophy, 
research strategy and research approach in this thesis. Then we will present our 
practical methodology that explains our research design such as sampling and 
questionnaire design for our data collection. The quality criteria of research and 
ethical consideration will also be covered in this part to ensure the credibility of 
this study; 

4. Empirical results & data analysis are composed of a presentation and an 
interpretation of our collected data. In this part a thorough analysis of data 
would be provided with the help of different quantitative analysis techniques. It 
will also provide some reflections on the significance of our findings for our 
research questions. The hypotheses will also be revisited and the model will be 
evaluated; 

5. Conclusion & implication will focus on summarizing the results of the study, 
arguing on the research questions, fulfilling the research purposes, and 
discussing the theoretical contributions to marketing research and limitations of 
our study. At last, the implications for marketers will be developed in order to 
provide some practical suggestions based on our findings. 
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Figure 1 Structure of Thesis 
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2. LITERATURE REVIEW 

As advertising on the social media is a rather new form of marketing communication, 
there are some important issues about how to assess social media users’ attitudes 
towards advertising. The following section presents the current relevant concepts and 
theories regarding traditional advertising, Internet advertising, social media 
advertising and attitudes, and it also reviews the constructs of our adapted model 
explaining social media users’ attitudes towards advertising. The hypotheses based on 
the model will also be established. Figure 2 presents a main structure of this section. 

Figure 2 Structure of Literature Review 

 

2.1. Advertising 

Advertising is one type of communication tools that are adopted by marketers in order 
to deliver company or promotional messages to targeted audience (Cook, 2001, p. 281). 
Most commonly, advertising messages are sponsored and could be categorized by 
media platforms: (1) traditional media such as newspapers, magazines, television, radio, 
outdoor and direct mail, and (2) new media such as Internet websites, text messages or 
social media (Graydon & Clark, 2003, p. 210). Advertising also could be considered as 
a non-personal way of communication of information, and they are usually paid by the 
sponsors to persuade the audience to change actions or perception about products, 
services or viewpoints via the various media. (Bovee, Thill, & Schatzman, 2003, p. 37) 

2.2. Internet Advertising 

Advertising on the Internet began in the middle of the 1990’s, in the form of banner 
advertisements that appeared in commercial websites (Zeff & Aronson, 1999, p. 30). 
Nowadays, even though there are numerous different new contents, types or 
appearances of advertising popping out on the Internet, majority of advertising on the 
Internet are still in the forms of banners. The domination of banner ads on web 
advertising makes them as a standard advertising format on the Internet (Cho, Lee, & 
Tharp, 2001, p. 50). People will be redirected to the advertisement pages by clicking the 
banners. This banner ads clicking are believed to be the first advertising that created the 
interactivity through the Internet (Shamdasani, Stanaland, & Tan, 2001, p. 9). 

Advertising 

Internet Advertising 

Social Media 
Advertising 

Attitude 

Attitude towards 
Internet Advertising 

Framework of Attitude towards Social Media 
Advertising 
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It is identified that there are four different characteristics of Internet advertising: “active 
control, two-way communication, freedom of choice, and felt synchronicity”, and 
these characteristics enable the Internet based advertising to provide higher interactivity 
than most of advertising delivered in traditional media such as TV, radio or printed 
media (Liu, 2001, p. 2). According to Liu (2001), the consumers consider they have no 
control of advertisement on majority of current traditional media, but Internet users may 
take action of controlling whenever they want and even whatever they want to see, for 
example, by clicking links of advertising. And this interactivity is directly influences the 
experience of Internet users on advertising. 

Another difference between Internet advertising and advertising on traditional media 
according to (Liu, 2001, p. 3) is that as traditional media only provide one-way 
communication with the ad viewers, there is no way for the advertisers to monitor the 
number of viewers and measure effectiveness of advertising. However, the interactivity 
of the Internet advertising that create two-way communication, can not only allow the 
consumers to have a freedom of choice by clicking on the ads they want to see, but also 
facilitate the advertisers to timely monitor the number of viewers through examining the 
clicks or traffic. 

2.3. Social Media Advertising 

Social media is “an on-line environment established for the purpose of mass 
collaboration” (Bradley, 2011). It is the media for social interaction by adopting highly 
open and accessible communication techniques. Social media uses web-based and 
mobile technologies to turn one-way communication into interactive dialogue (Kaplan 
& Haenlein, 2009, p. 63). Social media combines user-generated content and Web 2.0 
that users interaction by creating, delivering, sharing and modifying information, and 
participating different activities such as discussion etc. 

According to Kaplan and Haenlein (2009, p. 62), there are six different types of social 
media as shown in Figure 3: (1) collaborative projects, (2) blogs and microblogs, (3) 
content communities, (4) social networking sites, (5) virtual game worlds, and (6) 
virtual social worlds. 

Figure 3 Classifications of Social Media 

(Source: Kaplan & Haenlein, 2009, p. 62) 
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Social network sites are most often visited among all types of social media, and Boyd 
and Ellison (2008, p. 220) define social network sites as “web-based services that allow 
individuals to construct a public or semi-public profile within a bounded system, 
articulate a list of other users with whom they share a connection, and view and traverse 
their list of connections and those made by others within the system”. Facebook is one 
of the most popular social networks (Schubarth, 2011, p. 12). Facebook was launched in 
2004 and currently have 500 million users worldwide (Facebook, 2011). Each user on 
Facebook could have a personal page where the user could entry comments, share 
photos and be friends with others on Facebook. The company could also use Facebook 
to create a page for their products or services, or even the company itself. This would be 
attracts different customers as a fan of that company. 

Blogs and microblogs are also attracted a large number of traffics as well. According to 
Blood (2000), a blog is a type of website or part of a website where the bloggers (the 
people who use blog) could use it as a platform to share the texts that they write, and 
entry comments on the other’s blogs. Twitter and WordPress are belonging to this type 
of social media. 

Another major type of social media is content community, where the users would 
collaboratively create, build, and share the content of texts, pictures or videos etc 
(Kaplan & Haenlein, 2009, p. 62). Most popular content communities are YouTube, 
Metacafe, Vimeo, Flickr and so on. 

Currently, advertising appears on all these different types of social media websites. All 
these advertising that is carried on social media could be referred as social media 
advertising, and it could be categorized as part of Internet advertising. It adopts many 
common features from Internet advertising such as interactivity, freedom of choice, and 
two-way communication. But social media advertising also has its uniqueness because 
of distinctive characteristics of social media, which make it different from Internet 
advertising (Kolek & Saunders, 2008, p. 2), for example advertising on social media has 
evolved from the characteristics of social media such as user-generated content. The 
social media users could upload and publish the video of their own advertisement of 
their favorite products or brands on the content community sites such as YouTube. The 
advertising content itself is no longer generated or control by the company itself as it 
used to be in traditional media or on Internet. 

Social media advertising could measure the effectiveness of the marketing tactics that 
firms invest in by calculating their Return on Investment (ROI). It could not be 
measured by the amount of money the firms generate but it could be judged by the 
actual and potential customers who interact with the company’s social media sites 
(Fisher, 2009, p. 191). Marketers could calculate the effectiveness of advertising on the 
social media such as social networking sites, blogs, widgets and social media 
applications. For example, the indicators, such as unique visitors, cost per unique 
visitors, and pages views, could measure the ROI of advertising social networking sites. 
For advertising on blogs, its ROI could be measured by conversation size and size 
relevance etc. For widgets and social media applications, the indicators could be the 
number of applications, audience profile, and unique user reach. (Fisher, 2009, p. 191). 
Internet Advertising Bureau (IAB) provides a framework of methods and indicators for 
measuring the ROI of social media advertising. 
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Because of the characteristics such as interactivity, openness and abundance of 
information on social media, the number of users on social media grows rapidly. The 
huge user base of social media, the richness of data within social media environment 
and the inclination of people to post information have attracted advertisers' attention 
(Ko, Cho, & Roberts, 2005, p. 60). The advertisers use user’s demographic information 
to segment people and, along with behaviors, tailor advertising for their target 
customers. When people join certain activity groups or become a fan of company page, 
this information of advertising will be shared with third parties so as to collect users’ 
consuming habits or preferences. 

2.4. Attitude towards Advertising in General 

Attitude is an important concept in research on marketing. Attitude is defined as “a 
learned predisposition of human beings” (Fishbein, 1967, p. 200). Based on this 
predisposition, “an individual would respond to an object (or an idea) or a number of 
things (or opinions).” Kotler stated, “an attitude is a person’s enduring favorable or 
unfavorable evaluations, emotional feelings, and action tendencies towards some object 
or idea” (Kotler, Keller, Brady, Goodman, & Hansen, 2009, p. 261). 

It have been long found out in different research works that the consumer attitudes 
towards advertising in general are inclined to be negative. For example, the early 
research work made by Zanot (1984, p. 4) concluded of the tendency that attitude 
towards advertising has increasingly become negative since 1970’s. And there are more 
studies later supporting that finding and providing more evidences on unfavorable 
attitude towards advertising in general such as the studies by Alwitt & Prabhaker (1994) 
and Mehta & Purvis (1995) 

There are more studies of advertising specifically on traditional media, such as TV, 
radio, magazines and newspapers etc., still indicating the overall negative attitude. Elliot 
and Speck (1997, p. 63) have found out that major issues regarding negative attitudes 
towards advertising on these traditional media are because of the problems such as high 
interruption on TV, radio or magazine. It is irritating to consumers if the TV program is 
interrupted by the advertisements. As a result, this interruption has related to the 
consumers’ less favorable attitude and avoidance towards advertising on the traditional 
media. 

2.5. Attitude towards Internet Advertising 

Compared with traditional media, the Internet based advertising can provide higher 
interactivity than many of advertising carried in traditional media. Also the Internet 
advertising can be customized easily in order to meet a consumer’s needs. Therefore 
would the attitude towards Internet advertising different from traditional media?  

Apparently compared with the negative attitude towards traditional advertising, there is 
a mixture of different attitudes of the Internet users towards web-based advertising. For 
example, according to Korgaonkar and Wolin’s (2002, p. 191) study, the more 
frequently the Internet users surf online, the more positive are their attitudes towards 
Internet advertising. However, a study of measuring attitude towards online consumer 
generated advertising indicates that the Internet users still have negative attitudes 
towards consumer-generated ads, especially concerning about the quality of the ads 
(Steyn, Ewing, van Heerden, Pitt, & Windisch, 2011, p. 133). Moreover, there is 
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another study shows that consumers found online advertisements annoying and thus 
quit the website altogether (Gao, Koufaris, & Ducoffe, 2004, p. 1). 

So why there is a mixture of attitudes towards the Internet advertising and what factors 
influence it? Since the advent of the Internet as a new medium for communication, it 
has drawn a huge amount of research works focusing on advertising on Internet. A 
survey made by Schlosser, Shavitt, & Kanfer (1999, p. 40) indicates that interactivity, 
informativeness and enjoyment of watching Internet advertising have significantly 
contributed to attitude towards Internet advertising, and therefore the consumers 
perceive more positive attitude towards advertising on Internet than advertising on 
traditional media in general. Moreover, another research work (Luo, 2002) finds out that 
informativeness, entertainment, and irritation of Internet advertising have influenced 
on attitude, Internet usage, and customer satisfaction. It concludes that consumers who 
perceive the Internet as entertaining and informative generally show a more positive 
attitude towards the Internet advertising. 

2.6. Research Framework 

Based on the existing literatures about attitudes towards advertising, in our thesis a 
conceptual framework is constructed to illustrate how the factors affect social media 
users’ attitudes towards advertising. The most of factors in the model are adapted from 
the research work of Ducoffe (1996) and Brackett and Carr (2001), and both of their 
work have investigated consumer’s attitude towards Internet advertising. In Ducoffe’s 
(1996, p. 26) model, it shows that informativeness, entertainment and irritation are three 
elements of the characteristics of advertising, which influence consumers’ attitude 
towards Internet as a medium of communicating advertising messages. Brackett and 
Carr (2001), extend Ducoffe’s model by adding credibility also as one of the 
characteristics of Internet advertising, in addition, demographic variables are also 
considered. As all of the advertising on social media are carried out on Internet, they 
share some of common characteristics of Internet advertising as what Ducoffe and 
Brackett and Carr find out. 

After reviewing different research papers of advertising, Internet advertising and 
attitude and also, we have categorized the factors affecting attitude towards social media 
advertising into the following three dimensions: the first dimension is (1) the 
characteristics of social media advertising, which include informativeness, 
entertainment, credibility, and interactivity. Based on Ducoffe’s study (1996), irritation 
should also be one of the characteristics of social media advertising, but the one of 
distinctive features of social media different from other media is that social media users 
have the freedom of choice upon what they want to see. Therefore, social media users 
could be less irritated than other traditional banner advertisement viewers on the 
Internet. Irritation will not be included as one of the factors in this thesis paper. The 
second dimension is (2) psychographics: reference group and privacy concerns. The 
third dimension is (3) demographics including gender, age and usage. Figure 4 is the 
framework model that depicts our framework of user’s attitude towards advertising on 
social media. 
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Figure 4 Conceptual Framework Model 

 

 

2.6.1. Dimension 1: Characteristics of Social Media Advertising 

Based on the research work of Ducoffe (1996) and Brackett and Carr (2001) about 
attitudes of consumers towards advertising on the Internet, we have identified 
informativeness, entertainment, credibility, and interactivity -these four elements as the 
characteristics of social media advertising that might affect attitude towards social 
media advertising. 

Informativeness 

The information delivered to the end-users needs to present qualitative features like 
accuracy, timeliness, and usefulness (Siau & Shen, 2003, p. 92). Sung-Joon and Joo-Ho 
(2001, p. 57) also states that adequacy of information on the Internet is an important 
incentives for marketers to utilize the Internet as a marketing tool that delivers 
information. The effectiveness of information delivery would allow the consumers 
search for information without limitations in terms of time and place, and this 
effectiveness is very critical to consumers on the Internet (Chen & Nath, 2004, p. 3). As 
part of the Internet, social media is also full of information. However, the quality of the 
information placed on social media might have an influence on the social media users’ 
perceptions of companies and their products or services in advertisements. Here we thus 
consider information would be positively associated with perceived value and social 
media users’ attitudes. 

H1: Informativeness of the advertising message is positively associated with users’ 
attitudes towards advertising on social media. 
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Entertainment 

The degree of entertaining of advertising information is not only important to 
advertising delivered on traditional media, but also a crucial factor for the one on the 
Internet as well as social media (Ducoffe, 1996, p. 26). The entertainment of advertising 
refers to the concept that the message of advertising should be not only concise 
considering the limited attention span of consumers, but also humorous or sexy, thus it 
would immediately draw consumers’ attention. Therefore, an entertaining advertising 
message could increase the attention to a company’s products or services, bringing 
opportunity for the company. This is a trend that the effectiveness of advertising would 
continuously deliver entertaining messages throughout different media including social 
media. Therefore we assume that an entertaining advertising message would be 
perceived more positively by social media users and would eventually affect their 
attitudes towards it. 

H2: Entertainment of the advertising message is positively associated with users’ 
attitudes towards advertising on social media. 

 

Credibility 

MacKenzie and Lutz (1989, p. 52) define credibility of advertising as consumers’ 
perceptions of the reliability and trustworthiness about advertising, while Pavlou and 
Stewart (2000) refer it as “predictability and fulfillment of implicit and explicit 
requirements of an agreement”. Advertising credibility has been proven to be a critical 
factor that affects advertising on the Internet (Brackett & Carr Jr, 2001, p. 25). However, 
there is no empirical evidence on overall credibility of messages delivered through 
social media will much influence on attitudes towards it. Based on the findings above, 
we here assume that the credibility of a social media message has a positive influence 
on social media users’ attitudes towards advertising on social media. 

H3: Credibility of the advertising message is positively associated with users’ attitudes 
towards advertising on social media. 

 

Interactivity 

Based on the findings of previous studies, interactivity is one of the most distinctive 
characteristics of advertising that are delivered on the Internet. The interactivity is 
defined as the immediate response caused by actions that are taken by the consumers in 
order to satisfy their needs and wants (Brackett & Carr Jr, 2001, p. 27). The essential of 
this interactivity is to exchange the information between consumers and advertising 
providers. The interactivity of advertising is aim to change the perception or the 
behavior of consumers through this action and reaction response. In the context of 
social media interactivity, information needs from social media users could be satisfied 
through clicking the links that are shared by other users. Moreover, the degree of 
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information neediness of social media users could be determined by the importance or 
the relevance of this particular advertising information to them, and that neediness in 
the other way will affect their attitudes towards advertising (Bradley, 2011, p. 7). 
Therefore, interactivity drives the neediness for information, which will eventually 
influence attitude towards advertising. Thus, we have the following hypothesis: 

H4: Interactivity of the advertising message is positively associated with users’ 
attitudes towards advertising on social media 

 

 

2.6.2. Dimension 2: Psychographic Factors 

Reference Group 

The study of Fue, Li and Wenyu (2009, p. 5) indicates that the social identity of social 
networking community members could much influence on their perceptions of attitude 
towards advertising in these online communities. It concludes that the stronger social 
identity, the more likely for these members to have a positive attitude towards 
advertising in these online communities. The reason is that a member of community 
would expect other members to accept him or her through obtaining common social 
identity, which has a strong effect on their perceptions of or attitudes towards 
advertising in the communities. Therefore, Fue, Li and Wenyu’s study directs us to 
another factor that might influence the attitude towards advertising on social media, and 
that factor is reference group. 

Reference group refers to a group that individual or another group use as a standard to 
evaluate their own behaviors (Thompson & Hickey, 2010, p. 235). In Bearden and 
Etzel’s study (1982, p. 188), it concludes that the reference group plays an important 
role in stimulating the demand that leads to have positive perceptions towards 
advertising. In the context of social media, the reference group on social media could be 
social media users’ friends or certain celebrities they admire, or even certain companies 
or TV shows that they like or their friends recommend. Based on the findings of 
previous studies, we establish the following hypothesis: 

H5: Reference group has a positive influence on users’ attitudes towards advertising 
on social media. 

 

 

Privacy Concern over Social Media Advertising 

The abundance of information on Internet indeed brings some economic benefits for its 
users, and the convenience of online searching saves a huge amount of time compared 
with traditional paper-based searching. However, the Internet is a double-edge sword, as 
it also has disadvantages such as privacy infringement. The privacy concerns over social 
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media are also drawn attention from regulators, advocacy groups, and consumers as 
well. There are several studies about the different privacy concerns over social media 
from many perspectives such as gender and age. For example, one of previous research 
has found that females are more likely to disclose more personal information than males 
on their social media profiles (Hoy & Milne, 2010, p. 35). 

As more and more privacy breaching events are happening around us, the social media 
users are now becoming more and more concerned about the privacy of their profiles on 
social media, and they concern about their personal information could be stolen and 
used by others without authorization. On the other hand, lack of the knowledge of 
privacy protection over social media sites would be another reason that affects the users’ 
perception on disclosures of personal information (Hoy & Milne, 2010, p. 37). 
Therefore, in their study, the users’ privacy concerns about their Facebook profile 
information are significantly correlated with their assessment of social media' efforts to 
protect their privacy. Thus, perception or attitude towards advertising might be 
influenced by the privacy protection behavior of advertisers and social media sites. 

H6: Privacy concern has a positive influence on users’ attitudes towards advertising 
on social media 

 

 

2.6.3. Dimension 3: Demographic Factors 

The demographic variables are also important factors that might influence the attitude 
of social media users towards advertising. As one of the characteristics of advertising on 
social media is freedom of choice, the social media users could have a possibility to 
select the advertisements they want to see, therefore it is necessary to study on whether 
there are different attitudes within different gender groups, age groups and usage groups 
etc. In this study the demographic factors such as gender, age and usage will be assessed. 
The previous study on attitudes towards Internet advertising (Wolin & Korgaonkar, 
2003, p. 380) indicates that females in general have more negative attitude towards 
Internet advertising, as they believe Internet advertising is annoying and irritating. 
Regarding age, we decide to investigate whether there is difference among the majority 
of users (18-30 year-old people) in different age groups. At last, the usage of social 
media will also be considered, and the average of social media usage would also be 
surveyed. 

H7: Users’ attitudes towards advertising on social media would vary within 
demographic factors (gender, age and usage) 

 

Here is the list of all the hypotheses: 

H1: Informativeness of the advertising message is positively associated with users’ 
attitudes towards advertising on social media. 
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H2: Entertainment of the advertising message is positively associated with users’ 
attitudes towards advertising on social media. 

H3: Credibility of the advertising message is positively associated with users’ attitudes 
towards advertising on social media. 

H4: Interactivity of the advertising message is positively associated with users’ 
attitudes towards advertising on social media 

H5: Reference group has a positive influence on users’ attitudes towards advertising on 
social media. 

H6: Privacy concern has a positive influence on users’ attitudes towards advertising on 
social media 

H7: Users’ attitudes towards advertising on the social media would vary within 
demographic factors (gender, age and usage) 

All in all, based on the above theories and models that we reviewed, we establish our 
model that measures the users’ attitudes towards advertising on social media with seven 
hypotheses from three different dimensions –the characteristics of social media 
advertising, psychographic factors and demographic factors. 
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3. METHODOLOGY 

In this section, we will discuss about both theoretical and practical methodologies that 
we apply in this thesis: from the research philosophy to the research strategy and 
approach, as well as the specific data collection method. The discussion of quality 
criteria is also captured as the copestone to the section. In addition, the ethical 
consideration is discussed at last to ensure the integrity of this thesis work. 

3.1. Philosophy of Research 

Research refers to a process that systematically and methodically creates or increases 
new knowledge through a series of enquiries and investigations. It is conducted in a way 
with the purpose to answer all or some of the questions posed in a study. The research 
should be guided by theory, which would much influence the process and the result of 
research. Research should also be conducted in a scientific way that facilitates the 
researchers to investigate, explore, examine, obtain and interpret the findings to 
questions. It should also be approached in a systematic way of gathering and analyzing 
the data. This systematic and scientific approach to research studies is fundamental to a 
low possibility of errors and biases (Johnson, 2009, p. 5). 

Research philosophy is critical to any research, because it could much influence on the 
result of the whole study. The research philosophy is not only important to the 
researchers, but also necessary to be presented by the researchers to the readers or the 
audiences, because it could show how the researcher’s idea is organized, or what 
structure of the study is best fit for obtaining the result. 

According to Bryman & Bell (2007, p. 15), there are two different branches of 
philosophy: ontology, and epistemology. Ontology refers to the assumption of 
phenomena made by researchers (Marschan-Piekkari & Welch, 2004, p. 164). It defines 
the fundamental categories of reality. Ontological considerations attempt to answer the 
questions about the nature of social entities and whether social constructions are formed 
by the perceptions and actions of social factors or not (Bryman & Bell, 2007, p. 22). In 
terms of social ontology, there are two opposing ontological positions: objectivism and 
contructionism. The objectivism position seeks to place the research within the society 
and explains the existence of social phenomena as independent ones. Conructionism 
position otherwise connects social phenomena with social factors as they are replied on 
each other (Bryman & Bell, 2007, pp. 22-23). 

Epistemology concerns about the nature, origin and scope of knowledge (Marschan-
Piekkari & Welch, 2004, p. 163). It is defined as a theory of the nature and the 
boundaries and validity of our knowledge. There are two main epistemological 
positions: positivism and interpretivism. Positivism deals with the natural social 
sciences and emphasizes the rules of science in studying social reality (Thorpe, 
Easterby-Smith, Lowe, & Jackson, 2008, pp. 40-60). In the world of positivism, the 
existence of things are objective, therefore it is essential to follow the scientific method 
in order to test hypothesis of knowledge. Positivism research always adopts quantitative 
design and researchers should stay neutral to the research subjects. Positivism research 
also uses a deductive method in order to test a theory that is obtained in real life 
observations (Bryman & Bell, 2007, p. 16). 
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In contrast, interpretivism emphasizes the differences between subjectivity of social 
science and objectivity of natural science, with attempt to understand complex 
phenomena in social science (Saunders, Lewis, & Thornhill, 2009, p. 82). As a result, 
the researchers accept that humans are subjective and complex, and it impacts 
researchers’ approach to solve the problems. In interpretivism, the researchers would 
adopt an inductive way to test and interpret theories, and it is different from positivism 
(Bryman & Bell, 2007, pp. 17-18). The following table provides the summary of 
different branches of research philosophy. 

 

Table 1 Summary of Research Philosophy 

(Adapted from: Bryman & Bell, 2007, pp. 11-60) 

Philosophy Position 

Ontology Objectivism Constructionism 

Epistemology Positivism Interpretivism 

 

In this research work, we take an objectivism position for ontological considerations 
and a positivism position for epistemological considerations. The reasons that we stand 
on these positions are because firstly we are expecting to find the general applied model 
that would enable us to evaluate the attitude of social media users towards advertising: 
do they have positive or negative attitude? Moreover, we do not attempt to investigate 
the casual relationship of different factors affecting user’s attitude towards social media 
advertising. Secondly, the relationship between three dimensions -characteristics of 
advertising on social media, psychographics and demographics, and attitude is 
considered as objective. It exists independently and externally to researchers. The 
phenomena do exist by its rules and regulations, and we only have an expectation to 
capture the nature of it. 

3.2. Research Strategy 

The research strategy refers to the choice of researchers on research method: either 
quantitative or qualitative method. The method adopted for data collection is much 
depended on the nature of research (Saunders, et al., 2009, p. 68).  

The purpose of research strategy is to looking for a way to recognize the patterns and 
regulations of the research subject, establishing the rules of data collection and analysis. 
In general, quantitative method attempts to collect numbers and the data that will be 
used to establish or support the findings of the research. On the other hand, qualitative 
method more often seeks the answers through words and observations in the field. The 
following Table 2 compares the quantitative method with qualitative one. 
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Table 2 Contrast of Research Strategy 

(Adapted from: Saunders, et al., 2009, p. 68) 

Quantitative Qualitative 

Numbers Words 

Point of view of researcher Point of view of participants 

Researcher distant Researcher close 

Theory testing Theory emergent 

Static Process 

Structured Unstructured 

Generalization Contextual understanding 

Hard, reliable data Rich, deep data 

Macro Micro 

Behavior Meaning 

 

In this thesis work, we use quantitative method rather than qualitative one. The most 
appropriate way to answer the research question is to use a quantitative method and 
collect data from our targeted population (Umeå University) by conducting self-
administered surveys. It will enable us to collect a large amount of data in a highly 
economical way. Another benefit of using this method is that we will have a good 
control during the whole research process, and it is of utmost importance if the research 
is conducted in limited time and resources. But the disadvantage of it is that a bulk of 
the time will be spent on designing and pilot testing the questionnaire together with 
analyzing the data using SPSS. However, this time spending on data collection is highly 
independent as opposed to the qualitative research strategy that is more dependent on 
the knowledge and cooperation of interviewees. In addition, this quantitative data 
collection method allows us to study factors and relationships, which cannot be directly 
observed, together, with the advantage of the ability to detect small differences 
(Saunders, et al., 2009, p. 92). 

The data richness of this method is not as high as when utilizing other collection 
methods e.g. in-depth unstructured interviews. In addition, the number of questionnaire 
questions is limited due to the goodwill of the respondent investing time into 
completing the questionnaire.  

3.3. Research Approach 

Theory and empirical study are two important parts of all different research work. A 
scientific approach is needed in order to facilitate the researchers to achieve their 
research objective. There are also two different approaches to research work: deductive 
approach and inductive approach. If a theory comes first before the data collection, then 
it would be deductive approach. In contrast, in an inductive approach, the researchers 
would use findings to infer a theory (Bryman & Bell, 2007, pp. 11-12). Deductive 
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approach is often recognized as the nature of quantitative method while inductive 
approach often is considered by qualitative method. 

This research design is most appropriate to reach the research objective as this study 
intends to provide conclusive information to describe the existing characteristics of 
targeted research group (Shiu, 2009, p. 63). This research work is also a study of a 
particular phenomenon (attitudes towards social media advertising) at a particular time. 
In other words, this study is a “snapshot” of the attitudes of students at Umeå University 
towards social media advertising (Saunders, et al., 2009, p. 96). 

 

Figure 5 Comparison of Research Approach 

(Adapted from: Bryman & Bell, 2007, p. 14) 

 

 

In this research the deductive approach is also adopted with the objective to test our 
model of theory rather than build or find a new theory. We firstly start with review 
theories about the social media advertising. Then we take this to derive a model of 
relationships between attitude and three dimensions of factors such as characteristics of 
advertising on social media, psychographics and demographics. Then, the hypotheses 
will be developed to test the model. We expect results will be either rejecting or 
confirming hypothesis. At last, the model and theory will both be reviewed in order to 
establish the conclusion.  

In the cause of this research, scientific method and procedures of survey are used to 
collect raw data to create data structures that describe existing characteristics. For this 



19 

study the characteristics are attitudes towards social media advertising and 
psychographic attributes of the respondent. The objective is to determine the degree to 
which the characteristics are related to the social media advertising phenomena. The 
credo of this approach is that data follows theory; it is based on scientific principles, the 
collection of quantitative data, the application of controls to ensure validity of data, the 
utilization of a highly structured approach and has the necessity to select samples of 
sufficient size in order to generalize conclusions (Saunders, et al., 2009, p. 89). 

3.4. Sampling 

After determining our research philosophy, strategy and approach, we will decide our 
sample frame to fulfill our research purposes. We discuss about the definition of the 
appropriate target population, decide sampling methods, establish the procedural steps 
in drawing the required sample, and determine the appropriate size of the sample. To 
avoid the ambiguities, we define our target population as: social media users in Umeå 
University who are aware that there is advertising on social media. 

In most of the cases, researchers decide the sampling methods based on the purpose of 
their study. In our study, as both paper-based and online questionnaire surveys will be 
conducted, we decide that for online questionnaire survey we will use convenience 
sampling, and for paper-based questionnaire survey both convenience sampling and 
random sampling will be adopted. 

First, due to the limited time schedule and realistic reasons, we decide to select 
convenience-sampling technique to draw the samples from the students who are 
currently studying at Umeå School of Business of Umeå University (USBE) for part of 
our paper-based survey. At the meantime, we will also distribute online questionnaires 
to our selected students at Umeå University from different majors and levels. Since 
convenience sampling is a sampling technique in which interviewers are asked to find 
respondents who happen to be conveniently accessible (Kent, 2007, p. 235), we can 
collect the completed questionnaire back immediately. Another benefit of using this 
method is high response rate. Even though this sampling method has been widely used, 
it brings problems to our study as well. The usage of such strategy cannot ensure the 
sample representative of the whole population (Bryman & Bell, 2007, p. 198; Saunders, 
et al., 2009, p. 147), as we could only intentionally collect the data from the students at 
our convenience. In addition, the students who study the same major might share some 
same characteristics, and they might answer the research questions from similar 
perspectives, therefore we need to take random samples to increase the 
representativeness of our sample. 

In our survey, we will use random sampling method to collect data as well. Usually, the 
accurate probability of random sampling could not be able to be predetermined. But the 
randomization of sample would be much affected by the time and place that the survey 
is conducted. Because of its representativeness of random sampling, we wish to use 
such a sample to make generalization. Based on our independent judgment, we select 
sample sizes from a list of population units such as social science, nature science, 
business school and etc. With the randomization technique, the systematic selection 
could characterize the pattern of the entire population and at meantime eliminate our 
human judgment, which would impose danger to the randomization of our sample 
(Kent, 2007, p. 235). Therefore, we decide to choose to conduct our paper-based survey 
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by intercepting the students at Social Science Building, Natural Science Building, 
Mathematics and Information Technology (MIT) Building, and Medical School during 
the lunchtime. By doing so, we can select respondents from different faculties at the 
university in order to ensure the randomization of our samples. 

Considering the number and variability of our target population, we expect our final 
sample size to be 250 in order to yield more accurate information about targeted 
population. Taking in account factors such as the class attendance rate and the low 
online questionnaire response rate, we extend our initial sample size to 350. Among 
these 350 samples, 150 will be collected through online questionnaire while the rest of 
200 will be through paper-based questionnaire. 

Then, we follow the predetermined procedures to collect the data by using both online 
and paper-based surveys. For online survey, 150 students from Umeå University are 
selected based on our personal network and the links of online questionnaire are sent to 
their email addresses or personal Facebook pages. For 200 paper-based questionnaires, 
there are also 150 paper-based questionnaires are distributed at Social Science Building, 
Natural Science Building, Mathematics and Information Technology (MIT) Building, 
and Medical School. The other 50 paper-based questionnaires are distributed in selected 
classes. 

For the paper-based survey in the selected class, we use the following procedures to 
collect data: 

1. Check the dates and the classroom locations of all classes of Umeå School of 
Business (USBE) in week 16 and week 17 in 2011 

2. Determine the classes or sample units that are met the time requirement for our 
survey 

3. Email the professors of these sample units for their permission 
4. After confirmations from the professors, 55 questionnaires are sent out and 

collected in the class. In order to obtain the expected result quality, we do the 
survey during the beginning of their class. We also filter the students who have 
been sent online questionnaire before in order to avoid duplicate 

All in all, there are totally 252 students responded to our online and paper-based 
questionnaire at university. Among total 252 replies, respondents for our online 
questionnaire are 69 and paper-based questionnaire 183. For paper-based 
questionnaires, the number of randomly intercepted questionnaire interviews at 
university is 131; and the number of questionnaires collected in the Finance class (B-
level) at USBE is 52. The following Table 3 is the summary of our sample distribution 
in different survey methods and sampling methods: 

Table 3 Sample Distributions 

  Online 
Questionnaire 

Paper-based 
Questionnaire 

Total 

Number of Questionnaire sent out 150 200 350 

Number 
of 
Effective 
Reply 

Convenience Sampling 69 52 121 

Random Sampling 0 131 131 

Total 69 183 252 
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Response Rate  46% 92% 72% 

 

3.5. Questionnaire Design 

In order to achieve our research objectives, we determine to use questionnaire survey, 
which is a systematic process of data collection, to obtain the consistent data in a 
coherent manner. According to Kent (2007, p. 152), for our thesis work, we follow the 
below procedures to design questionnaire survey in order to collect data for our 
analysis: 

1. Specify information needed 
2. Determine the method of questionnaire administration 
3. Determine the content, format and wording of each question 
4. Craft a draft of the complete questionnaire 
5. Pre-test questionnaire 

Firstly, based on our research question and purposes, we would measure the attitude 
towards social media advertising, and examine whether the different factors such as the 
characteristics of social media advertising, psychographic and demographic variables 
will affect attitude. Therefore, in our survey we should serve a number of questions 
measuring these factors, which could be categorized into three dimensions as we 
mentioned in previous chapter. 

In order to measure three dimensions of factors, a measuring method should be 
determined. In our thesis work, we determine to use both online and paper-based self-
administered surveys to collect data for our analysis. For the online survey, it is 
distributed to Umeå University students via Facebook or their student emails. The 
respondents are provided with a link to an online questionnaire page, filling out the 
answers there. The paper-based self-administered questionnaires are distributed to the 
students who are either intentionally selected in the classes or randomly intercepted at 
Umeå University. The reason that we use these two types of questionnaires is to collect 
a sufficient amount of data to achieve statistically reliable and significant results. 
Moreover, another benefit of using two types of questionnaire is to diversify our sample 
group. 

Then, we design a one-page questionnaire for both online and paper-based surveys. The 
questionnaire is divided into three sections. The first section asks about the social media 
usage history and social media advertising awareness of respondents with multiple-
choice questions. This part contains 2 questions (Question 1 to 2) with the aim of 
identifying qualified respondents as well as providing basic concept of “social media 
advertising” to the respondents in order to avoid ambiguity or misunderstanding of 
research subject. 

The questions in the second section are designed to collect opinion data on the 
characteristics of social media advertising such as informativeness, entertainment, 
credibility and interactivity, and psychographic factors such as reference group and 
privacy concern. We use multidimensional measurements to evaluate these factors, 
because this could draw a more complete picture for the profile of each factor than 
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single-item measurement (Kent, 2007, p. 139). All the questions in this section are used 
by 5-point Likert scale. Respondents are asked to rate their responses from 1 “Strongly 
Disagree” to 5 “Strongly Agree” with the statements about different perspectives of the 
characteristics of social media and psychographic factors. In order to avoid confusion, 
the statements have the same order of response categories. (i.e. the option “Strongly 
Agree” is always on the far left side). To make sure that the respondent assigns 
cognitive capacity to each question, the statements are both positive and negative in 
nature. At last, these Likert scale items are used to summate a single average score for 
each measured factor. 

The last section collected data about the demographic information of respondents. This 
section used category questions, which allow only one response from a given set of 
categories including gender, age, and social media usage. Table 4 is a summary about 
the factors measured by corresponding coded questions we used in our questionnaire. 

Table 4 Factors & Question Codings 

 

In order to make sure the reliability and validity of our questionnaire, we have made a 
pre-test of questionnaire by collecting 33 responses from our targeted sampling group. 
These 33 responses are collected separately and are not included in our samples 
collection for the final data analysis. In our pre-test, reliability test is run to check 
Cronbach’s alpha of multidimensional scales measuring the factors. The result of pre-
test indicates that all the construct measurements except “Privacy Concern” are reliable 
(with Cronbach’s alpha > 0.5). Based on the comments of all the respondents, the 
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statements of questions are clear with no confusion, therefore no major modification of 
questionnaire is made but only a few language grammar errors. 

A multidimensional construct could be measured reflectively or formatively (Jarvis, 
Mackenzie, Podsakoff, Mick, & Bearden, 2003, p. 201). According to Jarvis et al. 
(2003, p. 202), if a construct is a principle factor and different measurement scales are 
just reflected on different facets of that principle factor then it should be reflective 
construct. Oppositely, if a construct is a composite factor and measurement scales are 
forming different parts of that composite factor, then the construct should be formative 
construct. Unlike the reflective constructs, whose measures are all caused by a single 
underlying construct, formative constructs assumes that the measures all have an impact 
on (or cause) a single construct. Therefore, internal consistency reliability is not an 
appropriate standard for evaluating the adequacy of the measures in formative 
constructs. For the measurement of “Privacy Concern”, as it is a formative construct 
that is composed of different aspects of privacy concern measured by multiple 
questions, thus, although its Cronbach's alpha (0.136 < 0.5) is very low, we will still 
include this construct in our analysis. 

3.6. Quality Criteria of Research 

In this section we will discuss about the quality criteria of our thesis study. The quality 
criteria should not be neglected because it involves credibility of research findings. As 
our study is a quantitative research, in our attempts, the method used in this study 
should be controlled within the scope of predetermined quality criteria. According to 
Bryman & Bell (2007, p. 40), we will discuss three principle quality criteria for 
quantitative research: reliability, replication and validity. 

Reliability 

Reliability concerns with the repeatability of empirical findings (Bryman & Bell, 2011, 
p.40). It is a term commonly used in relation to the question of how to ensure the 
consistency of measures. There are three factors affecting the reliability of a research 
work: (1) stability, (2) internal reliability and (3) inter-observer consistency. Firstly, 
stability consideration means that the measures should not fluctuate over time. 
Therefore when the measures are re-administered, there should be little variation to the 
results. The stability involves with the correlation or the strength of relationship 
between two variables. The higher correlation, the more stable measures of these tow 
variables are. The correlations of all the variables in our study will be calculated and 
presented in later chapter. 

Secondly internal reliability refers to the indicators of measurement scale should be 
consistent as well. When using multidimensional items to measure a variable, there is a 
possibility that these items are not related to the same thing (Bryman & Bell, 2007, p. 
163). Therefore, researchers should make sure that all the indicator items are related to 
each other. To make sure the reliability of our research work, we manage to set the 
value of Cronbach’s alpha at least 0.5, and this value would have sufficient internal 
validity for the measurement scales in our survey. In most of social scientific research 
work, the critical level for Cronbach’s alpha should be reached to 0.7, however, 
considering the limitation of student thesis, the critical value of Cronbach’s alpha at 0.5 
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would still be acceptable. We also do a pre-test of our questionnaire to check the 
Cronbach’s alpha value of measures. 

Lastly, inter-observer consistency refers to the degree of subjective judgment of 
recording observations, or interpretation of data in a research work, emphasizing the 
importance of conformity and consistency of different observers involvements into the 
data collection thing (Bryman & Bell, 2007, p. 163). In this thesis work, we manage to 
minimize our subjectivity on designing questionnaire, attempting to achieve maximized 
objectivity regarding the nature of our research subject. Therefore, the result of research 
is not expected to be fluctuate if re-administrate the survey overtime. However, as the 
other uncontrollable dimension of factors might affect the responses of research subject, 
the result might be changed, but it is out of our current research scope. 

Replication 

Replication entails asking whether or not researchers are able to replicate the findings of 
others. According to Bryman & Bell (2011, p. 42), in order to achieve replication, a 
study should be replicable, and it means the researchers of the study should document 
the procedures in details. The ability of replication of a study is very important for 
quantitative research because, by documenting every step, it is possible for other 
researchers to examine the objectivity of the study. So in our thesis work, in order for 
other researchers to assess the replication of our findings, we have explicitly described 
our procedures that constitute our study step by step.  

Validity 

The validity refers to the degree of instrument reflecting on what it should represent 
(Bryman & Bell, 2011, p.41). Validity has three main concepts: (1) measurement 
validity, (2) internal validity, and (3) external validity. Measurement validity, is also 
referred to as construct validity, and it involves how a measure truly reflects the thing it 
should measure. Internal validity, in the other hand, deals with casual relationship of 
two or more than two variables. External validity evaluates how the result could be 
generalized to the other context (Bryman & Bell, 2011, p. 42). In our study, we could 
not conduct specific validity tests such as Factor Analysis in this thesis paper, however, 
if we use Cronbach’s alpha as the indictor of validity, then we could affirm the validity 
of our measurements. 

To make sure the reliability and validity of our research work, a pre-test of our 
questionnaire is run. With the help of SPSS statistics tool, the result of pre-test indicates 
that the reliability and validity of our research are good, as Cronbach’s alpha of all the 
measurements for each different dimension of attitude have been tested. The result will 
show in the analysis part. 

3.7. Ethical Consideration 

According to Bryman and Bell (2007, p. 47) there are four main concerns regarding 
ethical considerations to researchers when they are conducting a study: lack of informed 
permissions, privacy invasion, physical or emotional harm to participants, and 
manipulation of the results. In this study we follow the principles of ethical conduct for 
a researcher. For the online survey, the participants are informed about the purpose of 
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our survey, and how the data will be recorded and handled at the beginning of our 
questionnaire. For the paper-based survey, all the participant permissions are obtained 
beforehand. In our case, there is no personal information is intended to be acquired. All 
the information provided by the respondents is coded to ensure the participants 
anonymity. Naturally any personal and identifying information must and will be kept 
confidential, the data are used for research only without any manipulation. 
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4. EMPIRICAL RESULT & DATA ANALYSIS  

In this part we will present our empirical result of data analysis that is divided into four 
sections connected respectively with the dimensions of model in our thesis work: the 
first section is about the question of what is overall attitude of respondents towards 
social media advertising, is it positive or negative attitude. In the following second 
section, the question about the respondents’ evaluation on the characteristics of social 
media advertising would be answered. Then in the third section, we will discuss about 
the psychographic and the demographic factors’ impacts on attitude towards social 
media advertising; finally in the last section it will evaluate our research model about 
the attitude towards social media advertising by testing the hypotheses. We used the t-
test and Analysis of Variance (ANOVA) to assess the statistical differences of mean 
values. Besides, correlation and regression analysis techniques are also applied to test 
the significant relationships among different variables. The error rate we accept for this 
research is 0.05 (95 % level of confident). 

4.1. Attitude towards Social Media Advertising 

In our questionnaires, we have one question regarding the evaluation of users’ overall 
attitude towards social media advertising: “I feel positive social media advertising”. The 
statement would be used to evaluate the perception of respondents’ attitudes towards 
social media advertising, with rating from 1 as “Strongly Disagree” to 5 as “Strongly 
Agree”, therefore the higher the rating result the more positive attitude of respondent 
holds. As the 5-point Likert scale used to present the perception of attitude, we 
determine that if the rating from 1 to 3 (inclusive) would be negative attitude, otherwise 
it would be positive attitude. Based on the 252 responses from our data collection, 
which is without any missing data, the result in Table 5 indicates that the average rating 
of attitude towards social media advertising is 2.51, so our respondents hold overall 
negative attitude towards social media advertising. 

Table 5 Statistics for Attitude towards Social Media Advertising 

Statistics 

I feel positive towards social media advertising 

Mean 2.51 

Median 3.00 

Mode 3.00 

Std. Deviation 1.12 

* N = 252  
 

Then, the frequency distribution of the respondents’ ratings on attitude is also checked, 
and the result shows that less than 19% of respondents rate more than 3, who hold 
positive attitudes towards social media advertising, while 81% of total respondents have 
negative attitudes (see Table 20 in Appendix). The following Figure 6 shows the shape 
of the normal curve of the respondents’ attitudes. The standard deviation of attitude is 
1.124, which is relatively small, indicating that the ratings are close to the mean value 
of attitude. 
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Figure 6 Frequency Distribution of Attitude 

 

4.2. Characteristics of Social Media Advertising 

As stated in last chapter, we use multidimensional measurement to evaluate factors from 
different perspectives. The score results of several questions are computed into a new 
variable. In this way, new variables measuring the characteristics of social media 
advertising “Informativeness” “Entertainment”, “Credibility” and “Interactivity” are 
computed. All the measurement scales for the above four new variables are taken as 
reliable because their Cronbach’s alpha values are at least in the level of 0.5 (see Table 
4). 

Table 6 below shows that the mean, the median and the mode of respondents’ ratings on 
these new variables. Since these four variables are measured at 5-point scales, with 1 as 
“Strongly Disagree” and 5 as “Strongly Agree”, it shows that our respondents has 
higher ratings on the “Informativeness” and “Interactivity” of social media 
advertising, while they consider social media advertising has relatively low ratings in 
terms of “Entertainment” and “Credibility”. The Table 6 is also used to compare 
respondents’ perception level on four factors. The standard deviations of four factors 
(0.78, 1.07, 0.95 and 1.05) are relatively small and indicate the responses are 
reasonable close to the sample means of four factors. 
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Table 6 Statistics for Characteristics of Social Media Advertising 

Statistics 

 Mean Median Mode Std. Deviation 

Informativeness 2.87 3.00 3.00 .78 

Entertainment 2.23 2.00 1.00 1.07 

Credibility 2.17 2.00 2.00 .95 

Interactivity 2.32 2.00 1.00 1.05 

 

Based on ANOVA analysis of Table 7 with four characteristics “Informativeness”, 
“Entertainment”, “Credibility” and “Interactivity” of social media advertising as factors 
and overall attitude measured by the question “I feel positive towards social media 
advertising” as dependent variable, the result indicates that all of these means of four 
characteristics are significantly different from each other, as all their sig values are 
less than 0.05. 

Table 7 ANOVA on Characteristics of Social Media Advertising 

ANOVA 
  Sum of 

Squares 
Df Mean Square F Sig. 

Informativeness Between Groups 63.94 5.00 12.79 35.15 .00 

Within Groups 89.50 246.00 .36   

Total 153.43 251.00    

Entertainment Between Groups 145.58 5.00 29.12 50.59 .00 

Within Groups 141.59 246.00 .58   

Total 287.17 251.00    

Credibility Between Groups 69.72 5.00 13.94 21.87 .00 

Within Groups 156.86 246.00 .64   

Total 226.58 251.00    

Interactivity Between Groups 137.85 5.00 27.57 48.90 .00 

Within Groups 138.69 246.00 .56   

Total 276.53 251.00    

 

Accordingly, our respondents give higher rating to “Informativeness” than other three 
factors since its mean of rating (2.87) is the highest one. The means of the other three 
factors “Entertainment”, “Credibility” and “Interactivity” are 2.23, 2.17 and 2.32 
respectively. Therefore, the frequency tables of respondents’ rating on each factor are 
checked to ensure the finding. The result (Frequency tables are shown in Table 21 in 
Appendix) shows the percentage of respondents who have rated more than the mean 
values of four factors: 35% of respondents rate 3 or more than 3 (as the mean value is 
2.87) for “Informativeness”. In contrast, 30% respondents rate more than 2.5 for 
“Entertainment”. And for “Credibility” and “Interactivity” the percentage of 
respondents who rate more than 2.5 are 26% and 34% respectively. Therefore based on 
the statistics indicated above, we could conclude that the respondents are relatively 
more favored with “Informativeness”, “Entertainment” and “Interactivity” 
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characteristics of social media advertising and they are less likely to agree that social 
media advertising are very credible. 

4.3. Psychographic Factors 

In this section we will examine two psychographic factors that might affect the attitude 
towards social media advertising: reference group and privacy concern. The “Reference 
Group” is measured by the questions such as “I always look at the advertisement page 
that my friend likes” and “My friend has a strong influence on the advertisement page 
that I like”. The “Privacy Concern” tests whether the social media users’ concern about 
privacy protection on social media would affect their attitude towards social media 
advertising. 

The result in Table 8 indicates the respondents’ rating on these two new computed 
variables. It shows that the respondents have relatively high concern about privacy 
protection within the social media with 2.93 rating out 5-point scale with the standard 
deviation 0.71, namely it means that the respondent’s ratings are close to the mean 
value. Compared with privacy concern, the respondents think the reference group has 
less influenced on their attitudes with the mean value 2.12 and standard deviation 1.07. 

Table 8 Frequency Distributions of Psychographic Factors 

Statistics 
 

Reference Group Privacy Concern 

Mean 2.12 2.93 

Median 2.00 3.00 

Mode 1.00 2.67 

Std. Deviation 1.07 .71 

 

 

4.4. Demographic Factors 

We have determined three different demographic factors that might have impacted on 
attitudes towards social media advertising: gender, age and social media usage. In our 
252 responses, there are 103 males (41%) and 149 females (59%). Considering age, 
27% of the respondents are aged from 18-22, 48% from 23-26, 19% from 26-30 and the 
rest from >30. So the majority of our respondents are from age group of above 23, since 
our targeted sample group is students, it means most of respondents are the seniors of 
undergraduate students and the graduate students. We have categorized our usage group 
according to their time spent on social media sites per day: the person who spends less 
than 1 hour is “Occasional Users”; 1 to 3 hours is “Often Users”; 4 to 6 hours is “Very 
Often Users” and more than 6 hours is “Heavy Users”. Based on the result, the most of 
social media users spend 1-3 hours per day on social media as “Often Users”, they 
account for 57% of total numbers of respondents. It is followed by “Occasional Users” 
(< 1 hour per day) with 27%. The results are shown in Table 9. 

 



30 

Table 9 Frequency Distributions of Demographic Factors 

Gender 
 

Frequency Percent Valid Percent Cumulative 

Percent 

Valid Male 103 40.9 40.9 40.9 

Female 149 59.1 59.1 100.0 

Total 252 100.0 100.0 
 

 
Age 

 
Frequency Percent Valid Percent Cumulative 

Percent 

Valid 18-22 68 27.0 27.0 27.0 

23-26 120 47.6 47.6 74.6 

27-30 48 19.0 19.0 93.7 

>30 16 6.3 6.3 100.0 

Total 252 100.0 100.0 
 

 
Usage 

 
Frequency Percent Valid Percent Cumulative 

Percent 

Valid <1 55 21.8 21.8 21.8 

1-3 143 56.7 56.7 78.6 

4-6 32 12.7 12.7 91.3 

>6 22 8.7 8.7 100.0 

Total 252 100.0 100.0 
 

 

In our theoretical model, we hypothesize that the demographic factors of users’ like 
gender, age and usage would affect the attitudes towards social media advertising. 

H7: Users’ attitudes towards advertising on the social media would vary within 
demographic factors (gender, age and usage) 

 

Difference between Male and Female 

An independent t-test was run for testing the difference on the attitude between the 
males and the females. The Table 10 below shows that the level of the attitude of female 
(2.60) is higher than male (2.39). The standard deviation of female is also less than male. 
However, according to the information in the column Sig. (2-tailed) in Table 11, we 
find that the means between male and female are not significantly different (sig 0.147 > 
0.05). 
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Table 10 Statistics for Means of Attitude between Genders 

Group Statistics 

 
Gender N Mean Std. Deviation Std. Error 

Mean 

I feel positive towards 

social media advertising 

Male 103 2.39 1.15 .11 

Female 149 2.60 1.10 .09 

 

Table 11 Independent t-Test on Means of Attitude between Genders 

Independent Samples Test 

Equal variances assumed 

I feel positive 

towards social 

media advertising 

Levene's Test for Equality of 

Variances 

F .909 

Sig. .341 

t-test for Equality of Means t -1.454 

df 250 

Sig. (2-tailed) .147 

Mean Difference -.20897 

 

 

Difference among Age Groups 

ANOVA analysis is tested to evaluate the differences of the attitudes among different 
age groups. The Table 12 indicates that the largest respondent age group of 23-26 and 
the second largest age group of 27-30 have relatively higher attitudes towards social 
media advertising compared with other groups, 2.53 and 2.54 respectively. However, 
we find that the means among these age groups are not significantly different (sig 0.97 
> 0.05) as Table 13 shows. 

Table 12 Statistics for Means of Attitude among Age Groups 

Descriptives 

I feel positive towards social media advertising 
 

N Mean Std. Deviation Std. Error 95% Confidence Interval for 

Mean 

Minimum Maximum 

Lower Bound Upper Bound 

18-22 68 2.4559 1.09863 .13323 2.1900 2.7218 1.00 5.00 

23-26 120 2.5333 1.10715 .10107 2.3332 2.7335 1.00 5.00 

27-30 48 2.5417 1.11008 .16023 2.2193 2.8640 1.00 5.00 

>30 16 2.5000 1.46059 .36515 1.7217 3.2783 1.00 5.00 

Total 252 2.5119 1.12375 .07079 2.3725 2.6513 1.00 5.00 
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Table 13 ANOVA on Means of Attitude among Age Groups 

ANOVA 

I feel positive towards social media advertising 
 

Sum of Squares df Mean Square F Sig. 

Between Groups .313 3 .104 .082 .970 

Within Groups 316.651 248 1.277 
  

 

Difference among Usage Groups 

In order to test the differences of the attitudes among usage groups, ANOVA analysis is 
made. The Table 14 below indicates that as the mean values of attitude go up along with 
the increase of the amount of time spending on social media, it means that the more 
time spent by the users on social media, the higher level of the attitude they would 
hold towards social media advertising. The “Heavy Users” group (> 6 hours per day) 
has the highest attitude mean value 3.45, and the mean values gradually decrease to 2.07 
in the least-time-spenders group “Occasional Users” (< 1 hour per day). Sig. (2-tailed) 
in Table 15 indicates that the means among usage group are significantly different (sig 
0.00 < 0.05). 

Table 14 Means of Attitude among Usage Groups 

Descriptives 

I feel positive towards social media advertising 
 

N Mean Std. Deviation Std. Error 95% Confidence Interval for 

Mean 

Minimum Maximum 

Lower Bound Upper Bound 

<1 55 2.0727 1.10310 .14874 1.7745 2.3709 1.00 5.00 

2-3 143 2.4685 1.04007 .08698 2.2966 2.6405 1.00 5.00 

4-6 32 2.8125 1.11984 .19796 2.4088 3.2162 1.00 5.00 

>6 22 3.4545 1.10096 .23473 2.9664 3.9427 1.00 5.00 

Total 252 2.5119 1.12375 .07079 2.3725 2.6513 1.00 5.00 

 

Table 15 ANOVA on Means of Attitude among Usage Groups 

ANOVA 

I feel positive towards social media advertising 
 

Sum of Squares df Mean Square F Sig. 

Between Groups 33.317 3 11.106 9.710 .000 

Within Groups 283.647 248 1.144 
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Based on the analysis above, we could conclude that the hypothesis H7: Users’ 
attitudes towards advertising on the social media would vary within demographic 
factors (gender, age and usage) could be rejected, as there is attitude only different 
within usage groups and there is no significant difference of attitude among gender and 
age groups. 

 

4.5. Discussion on Framework Model 

In our literature review we have established a model, and the result shows that the 
hypothesis regarding demographic factors such as gender and age is rejected and only 
the differences in usage group are significant. Here we will examine the other six 
hypotheses regarding the relationship between other factors and the attitudes towards 
social media advertising: 

H1: Informativeness of the advertising message is positively associated with users’ 
attitudes towards advertising on social media. 

H2: Entertainment of the advertising message is positively associated with users’ 
attitudes towards advertising on social media. 

H3: Credibility of the advertising message is positively associated with users’ attitudes 
towards advertising on social media. 

H4: Interactivity of the advertising message is positively associated with users’ 
attitudes towards advertising on social media 

H5: Reference group has a positive influence on users’ attitudes towards advertising on 
social media. 

H6: Privacy concern has a positive influence on users’ attitudes towards advertising on 
social media 

 

In order to test these hypotheses, firstly a Pearson correlation analysis is carried out in 
order to find out whether these factors show significant relationships as assumed in the 
research model. The result of correlation analysis in Table 16 shows that all correlation 
coefficients are highly significant (p < 0.01). All the variables in the model are 
positively correlated with each other. Among these variables, “Entertainment” has the 
highest correlation coefficient value (0.706) with attitude, followed by “Interactivity” 
(0.695) and “Informativeness” (0.623). “Privacy Concern” has the lowest correlation 
coefficient value (0.354) with attitude towards social media. “Reference Group” has the 
second lowest correlation coefficient with the attitude. 
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Table 16 Matrix of Correlation 

Correlation 

 
Informativeness Entertainment Credibility Interactivity Reference 

Group 

Privacy 

Concern 

Attitude* 

Informativeness 1       

Entertainment .653** 1      

Credibility .562** .617** 1 .    

Interactivity .579** .678** .629** 1    

Reference Group .508** .635** .722** .661** 1   

Privacy Concern .353** .360** .382** .407** .388** 1  

Attitude .623** .706** .544** .695** .579** .354** 1 

Mean 2.871 2.2321 2.1687 2.3194 2.1171 2.9339 2.5119 

SD 0.78185 1.06963 0.95011 1.04963 1.07358 0.70729 1.12375 

* Attitude (towards social media advertising) = “I feel positive towards social media advertising” 

** Correlation is significant at the 0.01 level (2-tailed) 

 

Then, a linear regression analysis is carried out. The result in Table 17 shows that 
“Informativeness”, “Entertainment” and “Interactivity” of social media advertising 
are good predictors to the attitude towards social media advertising, which is measured 
by dependent variable “I feel positive towards social media advertising”. These three 
variables are highly significant correlated relationship with attitude, as all of these three 
sig values are 0.00 (< 0.05). In contrast, the other variables such as “Credibility”, 
“Reference Group” and “Privacy Concern” have no significant correlation with 
attitude (sig. > 0.05). Therefore hypotheses H1, H2, and H4 could not be rejected, while 
H3, H5, and H6 could be rejected. 

Table 17 Significance Levels of the Model 

Coefficientsa 

 

Untd. 
Coefficients 

Std. 
Coefficients 

t Sig. 
Correlations 

Collinearity 
Statistics 

B 
Std. 

Error 
Beta Zero-order Partial Part Tolerance VIF 

(Constant) -.038 .224  -.169 .866      

Informativeness .284 .080 .198 3.549 .000 .623 .221 .142 .514 1.947 

Entertainment .338 .066 .322 5.083 .000 .706 .309 .203 .398 2.512 

Credibility -.037 .074 -.031 -.498 .619 .544 -.032 -.020 .405 2.470 

Interactivity .348 .066 .325 5.252 .000 .695 .318 .210 .416 2.403 

Reference Group .078 .067 .075 1.165 .245 .579 .074 .047 .388 2.580 

Privacy Concern .029 .071 .019 .412 .680 .354 .026 .016 .792 1.263 

a. Dependent Variable: I feel positive towards social media advertising 
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The model of relationship between attitude and factors could be explained by the 
following equation: 

!""#"$%&  !"#$%&'  !"#$%&  !"#$%  !"#$%&'(')*

=   !! +   !!  ×  !"#$%&'()*+"+,, +   !!  ×  !"#$%#&'"($"# +   !!  ×  !"#$%&'#()(#* +   ! 

Based on the result, the equation of the model should be written as following: 

Attitude towards Social Media Advertising 

= 0.026 + 0.286 ×  Informativeness + 0.356 ×  Entertainment + 0.375 ×  Interactivity 

The regression model is significant with probability level .000b (Table 18). The adjust 
R-Square in the summary of model (Table 19) indicates that the coefficient of 
determination for structured equation in overall model is 0.602, namely 60 % of the 
variation in “Attitude towards Social Media Advertising” can be explain by these three 
constructs “Informativeness”, “Entertainment” and “Interactivity”. 

Table 18 ANOVA on Regression Model 

ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

Regression 192.290 3 64.097 127.499 .000b 

Residual 124.675 248 .503   

Total 316.964 251    

a. Dependent Variable: I feel positive towards social media advertising 

b. Predictors: (Constant), Entertainment, Interactivity, Informativeness 

 

 
Table 19 Summary of Regression Model 

Model Summary 

R R Square Adjusted R Square Std. Error of the Estimate 

.779a .607 .602 .70903 

a. Predictors: (Constant), Entertainment, Interactivity, Informativeness 

 

In summary, based on the data collected from the respondents, the overall score of 
attitude towards social media advertising is 2.51, below the neutral score of 3 (with 1 
strongly negative and 5 strongly positive), therefore the attitude of respondents are 
negative. The attitude of social media advertising is correlated with “Informativeness”, 
“Entertainment” and “Interactivity” characteristics of social media advertising, and 
these three constructs are good predictors (R-square = 60%, sig. = 0.00, p < 0.05) of 
regression model of attitude towards social media advertising, while the other 
characteristics such as “Credibility” is not strong correlated with attitude (sig. = 0.619, p 
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< 0.05). In terms of psychographic and demographic factors, there is only strong 
difference of attitude among social media usage (sig. = 0.00, p < 0.05), namely the 
heavier usage of social media, the more positive attitude they hold. There is no 
significant difference of attitude among gender groups (sig. = 0.147, p < 0.05) or age 
groups (sig. = 0.97, p < 0.05), and “Reference Group” (sig. = 0.265, p < 0.05) and 
“Privacy Concern” (sig. = 0.601, p < 0.05) are also not strongly correlated with attitude 
regression model. Figure 7 provides the result of our framework model. 

Figure 7 Result of Framework Model 

 

In Figure 7, the result from this research study shows that there are three factors that 
correlate with previous literature reviews that are informativeness, entertainment, and 
interactivity. First, with significant level equal to zero for informativeness, this proved 
that there is a positive correlation between Informativeness and attitude towards social 
media advertising, so the effectiveness of information delivery would allow the 
consumers search for information without limitations in terms of time and place (Chen 
& Nath, 2004, p.3). Second, entertainment shows positively correlation with attitude 
towards social media advertising and this result supports the previous study that the 
concept that the message of advertising should be not only concise considering the 
limited attention span of consumers, but also humorous or sexy, thus it would 
immediate draw consumers’ attention (Blanco, et al., 2010, p.3).  Lastly, interactivity 
also positively correlates attitude towards social media advertising in this research result.  
This result also supports the study that interactivity drives the neediness for information, 
which will eventually influence attitude towards advertising (Bradley, 2011, p.7) 

However, reference group shows that there is a negative result from respondents 
influencing on users’ attitude towards advertising on social media. Moreover, this 
research study show different from previous study that reference group doesn’t play an 
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important role in stimulating the demand that lead to have positive perceptions towards 
advertising.   

Privacy concern also one of the main factors that doesn’t show similar result from 
previous study in which lack of the knowledge of privacy protection over social media 
sites would be another reason that affects the users’ perception on disclosures of 
personal information (Hoy & Milne, 2010, p.37).  

After measuring the demographic factors, the result indicates that there is no different 
attitude among different gender and age groups, but it exists a significant different 
attitude among usage group, so only usage factor is supported.  
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5. CONCLUSION & IMPLICATION 

5.1. General Conclusion 

As the landscape of media has gradually changed, new media such as Internet-based 
social media keeps increasing, while the traditional media such as magazine and 
newspaper decline, especially among the young demographics of social media users, 
now advertisers might rethink about the balance of shares of voice among different 
advertising media. So what attitudes of social media users hold towards advertising in 
this new arena of media? In this study we try to answer the question about which factors 
would most likely affect consumer’s attitude towards social media advertising. It is a 
challenge for authors to work in this specific area with limited supporting literatures. 

The purpose of this research is to investigate the social media users’ attitudes towards 
social media advertising. Based on our results, the social media users hold negative 
attitude towards the advertising on social media. Our conclusion is just in line with the 
findings of many previous studies, which conclude that the attitude towards advertising 
in general is negative. So why the social media users still hold negative attitude towards 
advertising in this new form of media and what factors influence their perceptions? 

Then, our thesis paper discusses the important factors affecting attitudes towards social 
media advertising. Based on the review of previous studies, we have determined that 
there are three dimensions of factors affecting it: the characteristics of social media 
advertising such as informativeness, entertainment, credibility and interactivity, the 
psychographic factors such as reference group and privacy concern and lastly the 
demographic factors such as gender, age and usage. However the result of our survey 
only supports the factors such as informativeness, entertainment, interactivity, and 
usage. The other factors such as credibility, reference group, privacy concern, gender 
and age are not supported. 

In our study, we also find out that currently the social media users consider advertising 
on social media provided abundance of information in an entertaining and interactive 
ways. It also indicates that the social media users do need to find information from 
social media and the information should be entertaining and interactive. On the other 
hand, their concerns on the credibility of advertising on traditional media are still 
haunting social media, so the low credibility of advertising is not much improved across 
different media even though it is new. 

As the previous study by Fue, Li and Wenyu (2009) indicates that within the online 
communities, social identity of members would influence the perceptions of attitude 
towards online advertising. Our study does not support the finding that reference group 
could affect attitude. Moreover, even though the result shows there is no strong 
correlation between privacy concern and negative attitude towards social media 
advertising, the social media users worry that social media sites will disclose their 
personal information to advertisers. 

The previous study of Wolin & Korgaonkar (2003) shows that females are more 
negative towards Internet advertising. However, our study does not find any different 
attitude between the males and the females or different ages towards social media 
advertising. As we investigate the advertising on social media in general and not 
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specific a particular category of advertising or a particular type of products, then it 
might be the reason that there is no significant different attitude between genders or 
among ages. 

5.2. Contribution 

As a limited number of studies have been done on social media advertising, our thesis 
paper provides an empirical research study on measuring the attitude towards social 
media advertising. Moreover, we also test and discuss whether factors such as 
characteristics of social media advertising could affect attitudes towards it. Our result 
confirms the findings of previous studies that the characteristics of social media 
advertising such as informativeness, entertainment, interactivity and usage might 
influence the attitude. Our study also finds that there is no different attitude among 
different gender and age groups. Furthermore, our study could provide other researchers 
with a theoretical model if there is a similar research topic or a further research 
conducted on the same topic. 

In addition, our work will contribute to the marketers, who would like to extend their 
reach to social media users. We see the importance of contributing to increased 
knowledge and understanding of social media advertising. Hopefully our thesis could 
provide some value information for marketers that may aspire to improve marketing 
related activities aimed at social media users at Sweden universities. 

5.3. Limitation & Future Research 

As there are many different types or forms of advertising on social media. Our study 
will only investigate advertising on social media in general, and the aim of doing that is 
to establish an understanding of attitude towards social media advertising in general 
rather than specific type of advertising on social media. But attitudes towards 
advertising of a specific product or specific service targeted at certain consumers might 
be much influenced by the interests of different recipient groups. Therefore, a further 
study on attitudes towards specific categories of advertising on social media might be 
needed in future. 

Considering psychographic factors, different cultural group might have different 
attitude, but due to limited sample size and constrained time, in our research work we 
do not measure the cultural influence on the attitude of social media users towards 
advertising. Consequently, there is a demand for other researches to cover the culture as 
influence factor in future. 

In additional, the sample size of students we take is still quite small compared with the 
whole population of Umeå Univerisity. Besides, one of the limitations of convenience-
sampling technique we adopt in this research is that it could not affirm the 
representativeness of the sample. It might limit possibility of the result of this study to 
generalize. 

5.4. Implications for Marketers 

With the increasing number of people using social media in order to communicate, 
entertain, interact, and search for information, there are more and more companies 



40 

paying attention to advertising or promoting their products on social media websites. 
Thus, in this research paper, there are three main factors that are informativeness, 
entertainment, and interactivity that could to be the best implication for marketers to use 
social media advertising as a tool to increase their effectiveness of their strategies. 

With the study of attitude towards social media advertising, the result showed that 
people are more favorable to informativeness characteristic of social media advertising. 
This factor could help companies to increase brand awareness through their social 
media advertising. Marketers should provide up to date information on their social 
media sites. Later, existing customers or potential customers will search for information 
that they want then compare with others products. Once consumers can recognize the 
brand, there is a relatively high chance for consumers to buy that company’s products 
and/or services. 

From this research paper, the result showed that people are more favorable towards 
interactivity of social media advertising, so it will enable marketers to collect and 
evaluate customer information and feedback from the users. Today, customers’ 
information and their feedback are significantly important for companies in analyzing 
their consumers’ want and needs. Then, firms will use this information to come up with 
new products and/or services or modify the existing products and/or services they offer 
to consumers in the market. Moreover, today, consumers make their decision to buy 
products and/or services dependent from not only products and/or services but also after 
sales services companies offer as well. Many companies compete with their competitors 
by offering better after sales services. Thus, marketers should pay more attention to 
customers’ information and feedback that they could get from social media advertising 
they provide on the Internet, because social media advertising is considered to be two-
way communications. Since social media advertising is the interaction between users 
and creators through the use of web boards and comment sections.  

In addition, interactivity has a strong influence towards social media advertising. It 
means marketers could use social media advertising as a tool to create interaction with 
current and potential customers. As traditional media advertising considers being one-
way communication. There is no interaction between consumers and sellers. Thus, it has 
a low involvement from both parties in order to get useful information. However, with 
the growth of social media advertising and the trend of consumers to search information 
on social media websites, it helps to interact with current and potential customers. 
Within the web pages firms create on the social media sites, current customers could 
enjoy activities, comments, and find the latest news. Also, the potential customers could 
search information on social media to match with their preferences and become a fan of 
the pages they like. This new social media advertising could also be called two-way 
communication, in which both parties (consumers and sellers) could interact with each 
other. In this research paper, interactivity has a strong influence towards social media 
advertising. It means marketers could use social media advertising as a tool to create 
interaction with current and potential customers. 
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APPENDIX 

Appendix 1 Tables 

Table 20 Frequency Distributions of Attitude towards Social Media Advertising 

I feel positive towards social media advertising 
 

Frequency Percent Valid Percent Cum. Percent 

Valid Strongly Disagree 58 23.0 23.0 23.0 

2.00 65 25.8 25.8 48.8 

3.00 82 32.5 32.5 81.3 

4.00 36 14.3 14.3 95.6 

Strongly Agree 11 4.4 4.4 100.0 

Total 252 100.0 100.0 
 

 
Table 21 Frequency Distributions of Characteristics of Social Media Advertising 

Informativeness 
 

Frequency Percent Valid Percent Cum. Percent 

Valid Strongly Disagree 3 1.2 1.2 1.2 

1.25 3 1.2 1.2 2.4 

1.50 8 3.2 3.2 5.6 

1.75 14 5.6 5.6 11.1 

2.00 14 5.6 5.6 16.7 

2.25 24 9.5 9.5 26.2 

2.50 26 10.3 10.3 36.5 

2.75 33 13.1 13.1 49.6 

3.00 39 15.5 15.5 65.1 

3.25 24 9.5 9.5 74.6 

3.50 20 7.9 7.9 82.5 

3.75 23 9.1 9.1 91.7 

4.00 9 3.6 3.6 95.2 

4.25 4 1.6 1.6 96.8 

4.50 3 1.2 1.2 98.0 

4.75 1 .4 .4 98.4 

Strongly Agree 4 1.6 1.6 100.0 

Total 252 100.0 100.0 
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Entertainment 
 

Frequency Percent Valid Percent Cum. Percent 

Valid Strongly Disagree 59 23.4 23.4 23.4 

1.50 40 15.9 15.9 39.3 

2.00 44 17.5 17.5 56.7 

2.50 33 13.1 13.1 69.8 

3.00 31 12.3 12.3 82.1 

3.50 17 6.7 6.7 88.9 

4.00 19 7.5 7.5 96.4 

4.50 1 .4 .4 96.8 

Strongly Agree 8 3.2 3.2 100.0 

Total 252 100.0 100.0 
 

 

Credibility 
 

Frequency Percent Valid Percent Cum. Percent 

Valid Strongly Disagree 49 19.4 19.4 19.4 

1.50 48 19.0 19.0 38.5 

2.00 52 20.6 20.6 59.1 

2.50 37 14.7 14.7 73.8 

3.00 29 11.5 11.5 85.3 

3.50 23 9.1 9.1 94.4 

4.00 7 2.8 2.8 97.2 

4.50 3 1.2 1.2 98.4 

Strongly Agree 4 1.6 1.6 100.0 

Total 252 100.0 100.0 
 

 

Interactivity 
 

Frequency Percent Valid Percent Cum. Percent 

Valid Strongly Disagree 51 20.2 20.2 20.2 

1.50 36 14.3 14.3 34.5 

2.00 43 17.1 17.1 51.6 

2.50 40 15.9 15.9 67.5 

3.00 30 11.9 11.9 79.4 

3.50 24 9.5 9.5 88.9 

4.00 18 7.1 7.1 96.0 

4.50 5 2.0 2.0 98.0 

Strongly Agree 5 2.0 2.0 100.0 

Total 252 100.0 100.0 
 

 



Appendix 2 Questionnaire

Attitude Towards Social Media Advertising Questionnaire

Dear respondents,

We are the master students from Umea School of Business. The following questions are for our graduate thesis. 

The information provided by the respondent will be confidential. Thank you for your cooperation.

1). Have you ever used any of social media? If yes, please select or specify the one not on the list. 

Social media refers to the Internet-based applications that allows creation and exchange of user-generated contents, including blogs, 

social networking sites, and online content communities etc.

Facebook

Twitter

LinkedIn

MySpace

Flickr

Youtube

Other …………….. ([Please Specify)

2). Are you aware that there is advertisement in social media? 

Yes

No

Section 1
In this section, there is a list of statements for which there are no right or wrong answers. 

Please select the number indicating your extent of agreement with 5 being "Strongly Agree" and 1 being "Strongly Disagree".

Strongly Strongly 

Disagree Agree

3). Social media is a good source of information for me 1 2 3 4 5

4). Social media advertising provides the information that I need 1 2 3 4 5

5). I can always find timely information on social media 1 2 3 4 5

6). I found that the content of advertisement in social media is enjoyable and entertaining 1 2 3 4 5

7). I enjoy watching advertisement on social media 1 2 3 4 5

8). I trust social media advertisement as a source of information 1 2 3 4 5

9). I use social media advertisement as a reference for purchasing 1 2 3 4 5

10). I only trust social media advertisement page that my friend likes or suggests 1 2 3 4 5

11). I always look at the advertisement page that my friend likes 1 2 3 4 5

12). My friend has a strong influence on the advertisement page that I like 1 2 3 4 5

13). I feel positive towards social media advertising 1 2 3 4 5

14). I always join activities or become a fan of advertisement page that I like 1 2 3 4 5

15). I like advertisement in social media because of its interactivity 1 2 3 4 5

16). I always provide false personal information to set up my social media accounts 1 2 3 4 5

17). I believe social media site that I signed up will not disclose my private information 1 2 3 4 5

18). I control my privacy settings so that only my friends can see my profile 1 2 3 4 5

Section 2

19). Gender

Male

Female

20). Age

< 18

18 - 22

23 - 26

27 - 30

> 30

21). How many hours (on average) do you spend on social media per day? 

< 1

1 - 3

4 - 6

> 6



 

 

Umeå School of Business 
Umeå University 
SE-901 87 Umeå, Sweden 
www.usbe.umu.se 
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