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1 INTRODUCTION 
 

1.1 Background 

 

The statement of Myers (1995) “The promotion is everywhere” (p.5) is a clear evidence 

of the current worldwide situation in regard of advertising. Whether the people are willing to 

admit it or not, advertising plays a great role in their everyday life. Linda Kaplan Thaler, the 

chief executive of New York ad agency, the Kaplan Thaler, explains the continuing 

development of advertisements by means of following words: "We never know where the 

consumer is going to be at any point in time, so we have to find a way to be everywhere" 

(Story, 2007). Therefore, people can view advertisements when engaging in various activities 

at various places and moreover, at different period of the day. As a consequence, marketers 

must be extremely careful when devising their advertisements. The last thing they want is for 

an advert to negatively impact on their target audiences.  

Although the purpose of all forms of advertising media, which advertisers use to deliver 

their messages to people, is the same or predominantly similar, there is still a need for 

distinguishing them (Sinclair, 2012). Firstly, there is what is known today as the traditional 

media such as newspapers, television and radio. Secondly, there is the phenomenon of recent 

years known as the Internet which is considered still to be a new medium. The differences 

between these categories are significant. Just by a way of illustration, when it comes to buying 

and selling, in the case of traditional media, customers need to go to a store and conduct a 

purchase outside of their homes after seeing the advertisement. Now, in the era of the Internet, 

customers are able to complete their purchases from the comfort of their own homes just by 

clicking on the website.  

When it comes to the selection of a medium, advertisers need to consider questions 

relating to appropriate audience targeting, the total costs of advertising and also the 

effectiveness of the selected medium (Dennis and DeFleur, 2010). Therefore, Wilmshurst and 

Maclay (1999) define the core of an advertising approach as the delivery of "controlled 

messages to many people simultaneously and at low cost per message" (p.24). In this context, 

passing the messages to people is also considered as the basic limitation of advertising 

(Wilmshurts and Mackay, 1999). The advertisements are required to be addressed to many 
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people and that is why it is hard to adapt the particular advertisement to the individual needs 

and expectations. 

As time goes by, not only the type of media has changed, but also trends in advertising 

approaches have changed (Dennis and DeFleur, 2010). At the beginning, advertising was 

oriented mainly towards products and the effort of the advertisers was in persuading people to 

make a purchase. Therefore, one kind of advertisement related to a specific product or service. 

These advertisements try to persuade the customer and enhance their decision about 

additional purchase. As advertising developed, the product orientation was shifted more 

toward users. The messages hidden in advertising focus on the interests and needs of the 

customers. These advertisements are more abstract rather than reflecting a specific product. 

An example can be advertising highlighting the need of a green environment. These particular 

advertisements are called institutional. 

The debate continues about the importance of the development of media in the 

advertising sphere (Dennis and DeFleur, 2010). Advertisers have started to use a large variety 

of marketing tools in order to promote their brands and make people more aware of them. 

Today, they seldom only use the options of newspapers, radio or television. They are much 

more oriented towards the Internet and in particular the new medium known as social 

networking. It is evident, that the businesses which are able to adapt to the up-to-date 

technology and innovations are more successful that those which are not (Shih, 2009). In 

other words, the current population has become a part of a map of people connected through 

the World Wide Web. This demonstrates a shift from a technology orientation to a people 

orientation.  

At the beginning, social networks were just about communication and sending messages 

to other people, additionally they were used for sharing photos or details of events (Shih, 

2009). However, the users were still expecting more from these networks. Therefore, the 

social networking platforms were introduced to enable the development of further 

applications. These continually developing platforms are not just for fun and games as they 

were at the beginning. They now include areas, such as sport, fashion, travel, food, finance 

and music. Today, not only do the users want to spend more time on social networks, but so 

do the networks. The reason is clear. The platforms enable the business to get closer to their 

customers or partners in a way in which simply was not possible previously. The more time 

people spend online, the more advertisements they see and the more clicks are made. There is 
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no doubt that the focus of the majority of new large social networks is now predominately to 

make money.  

 

1.2 Aim of the study 

 

It is becoming difficult to ignore the invasiveness of advertisements from the different 

possible advertising mediums. In recent years, there has been an increasing interest in online 

advertising and more specifically in advertising on social networks. Previous researchhas 

tended to concentrate on advertising from the advertisers´ point of view, rather than from 

users´ perspective. However, these rapid changes and increasing visibility is having a serious 

effect on social network users. Therefore, questions have been raised about the perceptions of 

people with regard to the mentioned advertisements. 

The purpose of this paper is to examine the attitudes of Czech and Slovak social 

network users towards advertisements on their chosen networks, particularly on Facebook as 

this is the most popular one. This investigation focuses on university users who present a 

considerably large group of users participating in the social network world. In order to assess 

the problem three elements related to online advertisements have been examined, in particular 

the informativeness, entertainment and invasiveness of the social network advertising. 

The main objectives of this research are: 

 To understand the general perception about social network advertising among Czech 

and Slovak Facebook users. 

 

 To examine to what extend the informativeness and entertainment elements of an 

advertisement are valuable for Czech and Slovak Facebook users. 

 

 To evaluate the relationship between social network usage, the amount of 

advertisements and developing attitudes towards advertising among Czech and Slovak 

Facebook users. 
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 To examine whether there are significant differences between genders of Czech and 

Slovak Facebook users in their attitudes towards advertising. 

 

 To draw conclusions and recommendations based on analysis of the data collected by 

the research. 

 

1.3 Outline 

 

After this introduction, the rest of this dissertation is organised in the following way. 

Chapter two begins by laying out the theoretical dimensions of the research. This part 

distinguishes three sections. The first section focuses on the origins of Internet advertising and 

its development throughout the years. Then it also looks more deeply into the term online 

advertising and critically evaluates advantages and limitations related to this subject. The 

attitudes of people to these kinds of advertisements are also discussed. The second section 

describes advertising in more detail; it focuses especially on social media advertising. 

Subsequently, the history of social networking is discussed followed by an account of the 

importance of personal orientation from the business perspective. Aside from the advertisers´ 

point of view, the attitudes of the consumers are discussed. 

Chapter three draws a closer view on four hypotheses based on the literature review 

which have been examined by the research. Thereupon, the evaluation of the chosen research 

method of the questionnaire is provided. Also the sample selection for this research is 

introduced and the limitations of the study are delineated. 

The issues addressed in chapter four are based on the primary data collected by the 

research among Czech and Slovak social network users. At the beginning, the characteristic of 

the participants are described. Then, the statistical overview of the results together with their 

analysis is presented. 

The fifth chapter discusses the findings from the research. Moreover, it focuses on the 

relationship of the gathered data with the four selected hypotheses. Besides that, their 

connection with the previous studies mentioned in the literature review is provided. 
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Finally, the last chapter does not only summarise the key findings of the research butit is 

also concluded by a summary of the whole study. Suggestions for possible future research are 

also given. 
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2 LITERATURE REVIEW RELATED TO 

ADVERTISING 
 

2.1 Introduction 

 

The aim of this paper is to examine the attitudes of the Internet users towards 

advertising on the social networks. The different factors such as content of the particular 

advertisements, the amount of advertising or the manner of social network usage will be 

considered. It will also pay attention to gender differences with regard to online advertising. 

This chapter provides a theoretical base for the research and is divided into three parts. 

First, the development and the circumstances of advertising on the Internet will be explained. 

Then the second part will describe advertising in the case of social media with a detailed look 

at social networks. The last short part will define the possible ways for measuring the 

advertising issues. The more specific issues about advertising on Facebook social network are 

attached in Appendix A. 

 

2.2 Internet advertising 

 

It is important to note a necessary need of effectiveness‟ point of view by choosing the 

right medium for advertising purposes (Wilmshurts and Mackay, 1999). The message flow 

through the selected medium should be clearly understandable and directed to as large 

audience as possible, simultaneously with a low cost level. These criteria are all met in the 

case of the Internet.  

The meaning of advertising has changed a lot after introduction of the Internet (Sinclair, 

2012). The beginning of Internet advertising is associated with static basic website 

advertisements or the other form of digital advertisements commonly known as pop-ups 

(Dennis and DeFleur, 2010). After implementing a new technology the marketing world 

developed more interesting tools which have outperformed the traditional advertising media‟s 

opportunities. This saw the development of video streaming and other accomplished graphic 

specialties.  
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2.2.1 Web 1.0 

 

When considering past technological progress, during the 1970s, all attention focused 

on computing (Shih, 2009). Then, in the 1980s, the main point of discussions was the PC. 

Further computing advances brought about the phenomenon known as the Internet and the 

conceptual evolution of Web 1.0. In the case of Web 1.0, the advertisements were based on a 

marketing or content meaning and the message flow was predominately one-way (Dennis and 

DeFleur, 2010). There was no direct interaction with audience; nevertheless since the mid-

1990s the Internet as an advertising medium has attracted an ever increasing number of 

marketers (Sinclair, 2012). 

In the early days of the Web, it was a new thing for people and they did not have much 

experience with the medium (Ducoffe, 1996). This lack of familiarity was applicable to both 

sides, the consumers as well as the advertisers. As a consequence, attitudes could be affected 

by this and could cause negative perceptions until people became accustomed to web 

advertising. The Internet brought an opportunity for people to communicate not only with 

individuals but also to whole communities and moreover on a semi-public basis rather than 

merely a private one (Lister et al., 2003). 

 

2.2.2 Web 2.0 

 

In the era of Web 2.0 there is an opportunity for a more interactive approach with 

regards to advertising (Dennis and DeFleur, 2010). The base of this possibility lies within 

social networking. Advertisers can utilise numerous different methods to reach the right 

audience and to deliver the right and most suitable message for them.  

Arguably, the whole marketing strategy and also specifically advertising is a question of 

globalisation (Sinclair, 2012). The majority of brands that the people know are not from their 

local area but are known worldwide. They are global brands but their core beginnings were 

established through local interests and conditions. To become a globally known company, 

development in technology and communication is essential and has played a vitally important 

role in recent years. Therefore, the Internet is the right tool for spreading the businesses 

messages to people around the world and for promoting their name on the worldwide base. 
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2.2.3 Online advertising 

 

There are several circumstances which encourage advertisers to use the Web as an 

advertising medium (Myers, 1999). Firstly, they can use posters, for example in combination 

with banners and this can lead users to the next website with further information. Secondly, 

the Web can be treated as a bulletin board where people post messages. Furthermore, it is 

plainly clear that many of the traditional forms of media have transformed themselves to cater 

for the online audience. This is especially true in the case of newspapers and magazines.  

The online world provides an opportunity to publish a range of different materials at the 

same time and in the same place (Myers, 1999). Another possibility of using the Web is as 

part of a group or community. These groups are likely to set up because of common interests 

and are changed and improved upon all the time to become more attractive for the visitors. In 

addition, the Web can play a role of an interactive catalogue. With this in mind, advertisers 

have also begun to treat it as a shop as well.  

To demonstrate the advantage and effectiveness of the online advertising, the Chart2.1 

shows the rate of online advertising revenue with a gradual rising trend (Indvik, 2012, b). The 

evidence shows that the revenue of advertising according to the first quarters of particular 

years is still growing. In the first quarter of 2012 the peak figure was higher than $8 billion, 

which indicates a sharp increase in comparison with revenue from, for example 1999 when it 

reached a peak of not even $1 billion. 
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Chart 2.1 - First quarter revenue growth trends from the online advertising - 1996-2012 

(in billions) 

 

Source of data: Indvik, 2012, a 

 

2.2.4 Advantages of the online advertising 

 

One of the most significant advantages of online advertising is that of no limitations 

when it comes to geographical position or regulation of the local area as it is in the cases, for 

example, of the print journals or posters (Rothenberg, 1998, cited in Myers, 1999). Moreover, 

the Web is available to both the end users and the advertisers as well. They can visit websites 

with advertisements whenever they want and whenever it is most suitable for them. There is 

no defined schedule unlike television channels.  

Furthermore, the Web has no form of deadlines as the traditional media have and which 

are associated as their disadvantages (Ducoffe, 1996). For example, advertising for television 

or print media needs to be done in advance and any further changes are very difficult to make 
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in such a short timeframe. In comparison, Web advertising is able to adapt its features much 

more rapidly to changes in the market. 

Although the advertisers are interested in reaching as large audience as possible, costs 

need to be taken into account (Myers, 1999). The marketing and thus also advertising on the 

Internet is a very cheap way to promote the brand or firm´s ideas (Rothenberg, 1998, cited in 

Myers, 1999). The Internet is freely available. When marketers want to publish 

advertisements in other forms of media, they are required to pay for something which has a 

limited lifespan. In addition, the Web provides a two-way flow of information. The 

advertisers can get information about the users together with the feedback from them and vice 

versa.  

 

a) Necessity related to the advertisement 

 

Sinclair (2012) puts forward the observation that advertisers need to be resourceful to 

attract an audience because they are likely to click to another item before they become 

engaged. Therefore, the message which is destined to be delivered to the potential audience 

should be crafted carefully to enable the advertiser to obtain the required outcome or further 

action (Dennis and DeFleur, 2010). As a result when choosing the right form of 

advertisement, the advertisers are able to cope with competition in the market and therefore 

gain an advantage. 

It is recommended to include some photograph, image or text which seems to be 

attractive for the viewers to be able to make a great advertisement (Black, 2011). These parts 

need to be chosen very carefully in order to encourage the people to click on the 

advertisement and for these advertisements to do what the advertisers want them to do. 

Moreover, it is evident that a photo of smiling people has a greater impact on the actions of 

users with regard to clicking and watching certain advertisements.  

Another recommendation for advertisers is not to use the same advertisement all the 

time (Black, 2011). It is more favourable to create a similar one. Even a little change in words 

usage can be useful and can change the click rate. It is very important to keep in touch with 

the users, so it is not enough to just post one advertisement and leave it at that, not publishing 
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anything else for an extended period of time. There is a requirement for a steady and 

considered development of a Facebook Wall. 

 

b) Problems of advertising through digital media 

 

Although the digital media brings a lot of improvement and simplification, it is not 

without its own negative aspects and limitations. First, there is the problem of fragmentation 

(Dennis and DeFleur, 2010). For example, the number of new websites or blogs has been 

rising markedly by the minute and is considered a negative aspect of online advertising. 

Secondly, there is a huge amount of various competing information, advertisements, messages 

and materials which people have to face.  

Next point is linked to a few years ago, when there was no possibility for a user to avoid 

published advertisements (Dennis and DeFleur, 2010). However, recent developments are 

more permissive and enable a user to skip the advertisements. An accurate example of this 

can be Youtube (Pashkevich et al., 2012). The developers introduced a possibility of skipping 

the in-stream advertising and directing the users right to the desired video. As a consequence, 

the space for the advertisers‟ promotion has been reduced. On the other hand, this change has 

reduced the negative attitudes of the users by about 30 per cent. In addition, this progress 

towards users´ satisfaction has made Youtube more popular and more in demand.  

Advertisement avoidance is one of the most common reactions to online advertising 

(Cho and Cheon, 2004). Attention has been paid to discovering the reasons for this 

behavioural action. In the study by Cho and Cheon (2004), the three main elements which are 

associated as the stimulus for avoiding the advertisements are identified.  

Firstly, the amount of advertisements can lead to a reduction or even stoppage of the 

users´ interaction with them (Cho and Cheon, 2004). On the other hand, some customers 

might find the advertisements useful and they decide to click on them and follow the further 

information.  

The second reason is related to “goal impediment” (Cho and Cheon, 2004). In this 

context, the participants of the study preferred the advertisements with content that was 

directed to right people. The most significant finding was based on previous experience. 
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When the users have had a negative experience with advertisements in the past, the other ones 

can be associated with a lack of practicality or impulse and can result in avoiding the 

generator of this negative experience.  

However, the reasons also depend on given situation (Cho and Cheon, 2004). There 

could be the limitations based on an available time. Specifically, people who spend more time 

on the Internet just for fun and relaxation are less time constrained and therefore they have 

more time for browsing the websites.  

Moreover, the reasons for avoidance of advertisements may vary by format and type of 

advertising (Cho and Cheon, 2004).Finally, the threat of a new device, software and other 

innovations has become a growing trend (Dennis and DeFleur, 2010). The advertisers are 

afraid of rapid development and demonstrate an inability to cope with the changes and 

continued development of the advertising platforms. 

 

2.2.5 The attitudes towards online advertising 

 

It is not surprising that it is said that the attitudes of people towards advertising differ on 

the base of various factors considered as having a significant impact (Schlosser et al., 1999). 

The study by Schlosser et al. (1999) shows that in general there is a similar number of people 

who like the advertising and those who do not like it. Obviously, there are individuals who 

express a neutral attitude towards online advertising.  

Millan and Mittal (2010) point out seven factors which affect people when forming an 

opinion towards advertising. The Chart 2.2 provides the visual overview of these elements 

together with their expected impact when it comes to positivity or negativity. The negatively 

evaluated factors are falsity together with corrupt value and materialism. Conversely, the 

positive appreciation is associated with items, such as product information, social role and 

image, hedonic pleasure and good for an economical situation. 
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Chart 2.2 – Factors influencing the consumer attitude towards advertising 
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Source of data: Millan and Mittal, 2010 

 

Ducoffe (1996) points out elements, such as informativeness, entertainment or irritation 

as those which can affect people´s attitudes the most. When it comes to the content of 

advertisements, a higher number of positive attitudes were related to the informative rather 

than the enjoyable value. Similarly, Yang (2003) highlights the importance of the information 

included in the advertisement. However, the negative attitudes are identified as well. They are 

linked to an impact on society in regard to pushing people to buy something and then impress 

other people. To attract the customers and enhance their attitudes based on informative values 

positively, the interactive point of advertising should be taken into consideration (Cheng et 

al., 2009). 
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In contrast, a study by Petrovici and Marinov (2007) involves a comparison of the 

attitudes of Romanians and Bulgarians. The investigation uncovers a finding that Romanians 

find the entertainment point of the advertisements more valuable than the informative one. 

Similarly, Gordon and De Lima-Turner (1997) draw attention to the entertaining content and 

point out that these advertisements are more preferred by the users than those based on 

information value.  

A study by Schlosser et al. (1999) examines the connection with purchases, where only 

about a third of the respondents make a purchase influenced by an advertisement. On the 

other hand, the users find the informative basis of the advertisements useful but to encourage 

them to make further purchases they expect more entertainment in the advertisements.  

Almost a half of respondents report they can trust the advertisements in general 

meaning (Schlosser et al., 1999). After this, there are those who are insulted, offended or 

misled by advertisements. When people perceive the advertising as intrusive and as irritant it 

is not surprising that they do not retain their positive attitudes (Li et al., 2002, Cheng et al., 

2009). Often they start to avoid or even ignore the advertisements completely (Li et al., 2002). 

It has conclusively been shown that users, who spend more than five hours online per 

day, consider Internet advertising in a positive way and prefer it to a larger extent than those 

who do not spend so much time online (Korgaonkar and Wolin, 2002). The active users find 

web advertising important and suggest that the advertisements lower the prices of the 

products. A difference of only one per cent is related to the question of advertising impact on 

price of the product (Schlosser et al., 1999). The participants report either non effect on the 

price or experienced lower prices. A lot of neutral opinions are presented which can be caused 

by a lack of previous experience with the purchases made thanks to the advertisements 

influence.   

 

2.2.6 Criticisms of advertising 

 

The two criticisms with regard to advertising are based on a statement that the 

advertising stimulates the competition which is crucial for both groups, advertisers together 

with producers and also for consumers (Dennis and DeFleur, 2010). The first criticism points 

out that the advertising is unnecessary. It does not help people to make a decision and 



19 

 

moreover they must pay more because the advertising increases the price of the products and 

services.  

The second criticism is related to the size of business (Dennis and DeFleur, 2010). In 

essence, the advertisement does not encourage the competition but instead of that it creates 

the monopoly. In other word, in contrast with smaller firms, the large companies with strong 

performance are able to invest a lot of money in advertising.  

Besides, the advertisement can affect society in a bad way and therefore the public can 

find the advertisements manipulative or misleading (Dennis and DeFleur, 2010). From the 

point of the Marxist critique, there is a predominate opinion that advertising leads to the 

manipulation of people followed by a control over demand (Sinclair, 2012).  

 

2.3 Social media advertising 

 

Ostrow (2012) demonstrates that people have started ignoring advertisements more 

often. The evidence shows that there has been a marked fall in the click rates on banners. He 

notes that the click rate was nearly 10 per cent in 2000 and now the current percentage is 

around 0.2 per cent. As a consequence of this decline the advertisers need to shift their 

attention to places where the users spend the most time (Shih, 2009, Ostrow, 2012).  

However, the customers are not concentrated only in the stores as it was usual before 

(Shih, 2009, Ostrow, 2012). Recently, the trend shows an increase in customers´ time spent on 

social networks. That is why, the business world is pushing to access this phenomenon to 

enable them to influence their customers and promote their product or service in people´s 

minds. 

At this point, it is necessary to clarify what exactly is meant by advertising through 

social networks. Taylor et al. (2011) use the term „SNA‟ [social network advertising] to refer 

to  

“a general term capturing all forms of advertising – whether explicit  

(e.g., banner advertising and commercial videos) or implicit (e.g. fan pages or firm-

related “tweets”) – that are delivered through SNSs [social networks sites]” (p.259). 
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Generally, social media is considered to be a great tool for spreading messages to 

consumers (Zarrella, 2010). From the business point of view, the big companies benefit from 

the lower costs of this marketing option and the smaller ones get a considerable opportunity to 

highlight their brand names.  

Sales representatives use social networks in two ways (Shih, 2009). Firstly, it is as a 

fruitful place for new ideas from the customer perspective. Secondly, the social network 

provides an opportunity for making the relationship with customers closer. It enables the 

salesmen to communicate with their consumers much more easily. 

Also Stelzner (2010) highlights several benefits which advertisers can get while using 

social media as their marketing tool. One of these benefits is generated exposure for the 

business and which is considered to be the most highly prized one. Stelzner (2010) notices 

that although companies invest less time to improve their marketing performance through 

social media the biggest exposure is uncovered within small businesses. Another result of the 

survey shows the fact that the more time the business invests in this kind of marketing, the 

more new partnerships they are able to build. Moreover, social media reduce expenses and in 

this case the largest costs are associated with the time which is necessary for the development 

of the effort. All benefits from social media marketing mentioned by Stelzner (2010) are 

presented on the Chart 2.3. 
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Chart 2.3- The benefits of social media marketing 

 

Source of data: Stelzner, 2010 

 

More specifically, social networks are one of the various sorts of social media and 

provide a large variety of opportunities for marketers to make their access to the customers 

and communication with them easier (Zarrella, 2010). According to a definition provided by 

Zarrella (2010) a social network is "a website where people connect with friends, both those 

they know offline and those who are online-only buddies” (p.53).The most popular social 

media tools among marketers are Twitter, Facebook, LinkedIn and also blogs (Stelzner, 

2010).  

The survey conducted by Stelzner (2010) indicates a significant majority of marketers 

using social media for promotion and other marketing purposes. The differences between 

those who adopt the social media advertising are in the level of their experience. As can be 

seen from the Chart 2.4 the most often used network for businesses which are just getting 

started is Facebook, followed by Twitter, LinkedIn and finally by blogs. When a business is 

promoting a brand through a social network for a few months, the preference is shifted 

towards Twitter and Facebook is considered as the second most popular one. The same 

situation is presented when it comes to a business using social networking for several years.  
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Chart 2.4 - Preference of social networks according to level of their usage by businesses 

 

Source of data: Stelzner, 2010 

 

However, Facebook is actually the leader among social networks from the users´ point 

of view (Shih, 2009). Every second, more than 150 million people worldwide are “logged into 

Facebook, updating their status, interacting with friends, interacting with brands, providing 

valuable information” (p.2). 

It is therefore now important to ask the question why there is a need for cooperation and 

focus on individuals also in the case of selling to an organisation (Shih, 2009). The answer is 

explained by the opinion that the final decision is, in all cases, made by the individual. And 

therefore, the social network can be used as an essential tool for improving the trust between 

the brands and customers.  
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However, there is still some evidence that people prefer advertisements from other 

media rather than from the social networks (Hadija et al., 2012). They substantiate it by the 

fact that an advertisement shown through other media is for them memorable in easier way. 

There is also a group of people who do not perceive advertisement on a social network at all. 

Quite a small number of people from the study by Hadija et al. (2012) believe that the social 

network advertising can help the business to improve its performance. 

 

2.3.1 History of social networking 

 

Social network environment has had to go through many developmental stages and 

changes in order to reach the point that it has today (Zarrella, 2012). In the 1990s social 

networking was based on the bulletin board systems which enabled people to connect, share 

certain information, send messages and even published messages in the message boards 

available for public use (Zarrella, 2012). However, this system was very slow and expensive. 

Later, the development allowed the users to use the Internet to a larger extent. They could 

create personal profiles and events, chat and text messages both privately and also publicly.  

In 2002, Jonathan Abrams created Friendster which was designed for dating (Zarrella, 

2012). The core of this social network was improved which resulted in MySpace being 

launched. Then, in 2003 Mark Zuckerberg misappropriated the university database of the 

students and launched Facemash. The main principle was based on a selection of one more 

attractive ID photo from two randomly assigned ones. The site soon became legal, was 

rebranded as “The Facebook” and used only among Harvard students. Later, the other 

colleges were allowed to join, The Facebook was renamed again as simply Facebook and has 

since become known worldwide. 

 

2.3.2 Viral marketing 

 

Viral mediums usually use images, videos, text or games to support the advertisement 

(Shih, 2009). They are designed to enhance the message which the advertiser is trying to 
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convey to their audience. In some cases, using an image is more favourable and can complete 

the whole viewpoint.  

There are various reasons for the statement that social network sites are convenient for 

communication through viral messages (The Associated Press, 2012). Firstly, it is due to the 

number of people using social networks. For instance, today more than 1 billion people are on 

Facebook, which is nearly one seventh of the entire population of the world.  

Secondly, the broadcast format plays a very important role (Shih, 2009). To make it 

clear, sending messages and spreading out information does not have limitations. There 

needn´t be just the one-to-one or one-to-few flows, instead the boundaries are extended even 

further. This means that the message can be distributed in the form of one-to-many. Thirdly, 

the message on Facebook has a longer life expectancy. This is due to the fact that the Wall 

element of Facebook enables the display of the users´ historical information. 

 

2.3.3 Audience 

 

It is a priority for advertisers to sell as much as possible (Dennis and DeFleur, 2010). 

However, while they aim to sell as many of their goods as possible, they are aware they 

cannot address and persuade everyone. Therefore, it is profitable to focus instead on a 

particular segment of the audience to reach their goals in sales or whatever else their focus 

may be.  

With social filtering allowable on social networks it is less complicated to make the 

content of shared information “more relevant, interesting, and personal than ever before” 

(Shih, 2009, p.25). Therefore, the statement by Dennis and DeFleur (2010) is essential to be 

noted. It declares that in a situation where the targeting audience does not understand the 

advertisement, the advertisement is as a result effortless. They also state that attention is the 

most valuable element. 
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2.3.4 The attitudes towards social network advertising 

 

Media Partners Asia (2010) examines the attitudes of Australian users of social 

networks towards advertising. Surprisingly, more than half of surveyed participants expressed 

a willingness to see more advertisements on social networks. This decision is caused by the 

potential threat of payment for use of the networks. Moreover, more than a half of users, who 

had been against the advertisements, would accept the advertising in the future if the network 

will be kept free.  

As a consequence of the advertising, there are users who follow the advertisement to a 

website of the brand or follow it further to the store (Media Partners Asia, 2010). The most 

popular pages for advertising on social networks are related to the companies based on online 

shopping, technology, and food or retail purposes. 

With this in mind, the sales are the result of mutual trust between buyer and seller and 

hence, the social network is the right place to enhance this trust (Shih, 2009). In many cases, 

the relationship plays a great role in the deal between users as potential buyers and sellers. It 

might even happen that trust can replace the strength of price in a purchase decision-making.  

Therefore, it is more than clear, that people are more likely to trade with people they 

know as with those they cannot trust (Shih, 2009). The findings supporting previous statement 

are presented in the study by Soares et al. (2012). Interestingly, the users do not evaluate trust 

towards the advertising and the social networks in the same way (Soares et al., 2012). There is 

evidence that they do not necessarily trust the advertisement itself but because it is on the 

social network a certain amount of trust is created. Recently, people have become much more 

cynical and distrusting with regard to advertising (Wilmshurts and Mackay, 1999). However, 

they tend to be influenced by close relatives or friends who theylook to for advice. 

Handel et al. (2007, cited in Taylor et al., 2011) suggest that the higher the exceedance 

of advertising benefits above the perceived costs, the more positive the attitudes towards the 

advertisements the users have. The benefits from advertising can take the form of information 

or entertainment (Taylor et al., 2011). When the advertisements are based on an information 

or entertainment value, the attitudes of the users, when it comes to advertising, are more 

positive. Eze and Lee (2012) concur with the parallel findings. They report that the product 

information and also the pleasure associated with an advertisement generate the positive 
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attitudes of users towards advertising. The study by Taylor et al. (2011) shows that the 

preferences of users are more disposed towards entertainment followed by information worth. 

The study by Millan and Mittal (2010) identifies the information contribution as the 

most significant effect influencing the customers. They also reported possible differences 

among consumers and which can be caused by age, education and income. Specifically, the 

older the person, the less positive the attitude. Also people who are less educated show a more 

favourable approach to advertising. When it comes to income the positive perceptions about 

advertising come from people with high or conversely low income whereas the middle-

income groups are much cautious and critical. 

Also when advertising posts include certain kind of a social capital, they are more 

confident (Taylor et al., 2011). Such social capital can be delivered to the users thanks to their 

peers or their self-expression of an identity through brand engagement. The impact of 

advertising is real but on the other hand unpredictable (Myers, 1999). Therefore, it is very 

hard to say clearly that advertisements encourage people into buying. The positive attitudes 

are often presented in a form of further engagement and following rather than the purchases of 

the products or services (Wilmshurts and Mackay, 1999). 

Facebook users do not tend to visit the social network in order to view the 

advertisements but they are used to spending their time online by viewing and enjoying both 

the commercial and the non-commercial posts (Taylor et al., 2011). There is evidence by 

Darley and Smith (1995, cited in Taylor et al., 2011) that there are possible differences 

between men and women regarding perceptions about social network advertising. They have 

indicated that men show a bigger interest in browsing a network for entertainment and 

information research. However, the study of Taylor et al.(2011) has found the opposite results 

and suggests that women have a stronger impulse for these interests. In regard of age, the 

more positive attitudes are presented by college-age users of social networks than by older 

participants. 

 

2.4 Measurement of advertising issues 

 

There are different methods used for measuring the attitudes of people when it comes to 

advertising and its effect (McCollum Spielman Worldwide, 1992). The studies related to 
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attitudes towards advertising have differed, for example by background of sample or by the 

way the data is collected (Schlosser et al., 1999).  

The respondents are usually expected to answer the questions about their opinions and 

attitudes towards advertising in general but also the more detailed spheres of advertising are 

likely to be examined (Schlosser et al., 1999). The topics are linked to the trust, worth, 

information value, entertainment and sometime also to hatefulness (Schlosser et al., 1999) or 

to communication, memorability or simply liking (McCollum Spielman Worldwide, 1992). 

Moreover, they have to do with regulation policy and the impact on the price of the promoted 

products (Schlosser et al., 1999).  

However, attention should be paid when considering the product or the commercial 

(McCollum Spielman Worldwide, 1992). That is why not every possible kind of measurement 

is applicable to any advertisement. The marketers need to take into account the purpose of the 

advertisement. 

The basic metrics for social networks are directed to the pages and groups, and the 

number of people who have joined a certain group or “like” the page (Zarrella, 2010). In the 

case of Facebook, it is not difficult to obtain past data because the history is able to be seen. 

Other possible elements which could be measured are age, gender or other demographic 

background of users. 

The measurement of attitudes is also very important because they influence the 

behaviour and can affect not only the individual but the society as well (Reid, 2006). From the 

psychologists‟ point of view, the attitudes of people are measured by an „agree-disagree‟ scale 

related to various statements (Wilmshurts and Mackay, 1999). It is possible to enlarge this 

scale to a more staged one, for example „strongly agree-slightly agree-neither agree nor 

disagree-slightly disagree-strongly disagree‟ to get a more detailed insight of the issue. Reid 

(2006) highlights evidence that although the questions are measuring the same thing, taken 

together they give better accuracy. 

On the other hand, often used statistics relate to the mean of the particular variables can 

cause some problems (Reid, 2006). It is worthy to note that the purpose of the mean is to 

show common value for a selected variable (Boslaugh and Watters, 2008). It can happen that 

the respondents reach the same score but they do not have the identical answers, which is in 

some cases a serious problem (Reid, 2006).Moreover, when Likert items, there is an issue that 
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although the items are ordered, the intervals between them need not be equal (Boslaugh and 

Watters, 2008). 

 

2.5 Conclusion 

 

The literature review addressed the question about Internet advertising. It described the 

development of the Web, the advantages as well as the drawbacks related to online 

advertising were discussed. With regard to the objectives of this study, the opposed opinions 

linked to the informative and entertaining value of the advertising were considered. Moreover, 

the gender differences in preferences between these two elements were mentioned. Besides 

that, the question of the amount of the advertisements was linked to attitudes towards 

advertising published online. 

The next chapter will show the hypotheses based on the evidence from this literature 

review and then will provide an overview of the process of primary data collection.  
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3 METHODOLOGY 
 

3.1 Introduction 

 

This chapter will begin with the presentation of the selected hypotheses for this research 

study. It will also describe the strategy of the research and explains the reasons why the 

specific research method was chosen. Then its main advantages as well as disadvantages will 

be discussed. The rest of this chapter will define the process of how the questionnaire, as the 

most suitable research method, was created and distributed. The next part will present an  

in-depth view on the explanation of the role of the pilot study and on the sample of 

respondents. Afterwards, the limitations of the study will be determined.   

 

3.2 Hypotheses 

 

The hypotheses chosen for this research are based on the previous research studies 

mentioned in the literature review. The aim of this study is to examine the attitudes of Czech 

and Slovak social network users towards advertising on one particular social network, 

Facebook. Although the literature review provides an insight into the attitudes of people not 

only towards social network advertising but also towards advertising published through other 

mediums, the author has decided to fill this gap in the literature and therefore to apply this 

research just to one more specific area which is in this case a social network.  

The first hypothesis is linked to the usage of social network. It tries to find out if there is 

any relationship when it comes to the perception of advertising and hours spent on Facebook. 

This study examines whether there is a linkage between these two variables as it is shown in 

the study by Korgaonkar and Wolin (2002) when it came to the term of Internet advertising. 

The second one deals with the content of the published advertisements on the social 

network. It consists of two variables, in particular informativeness and entertainment, which 

have an influence on users in regard of forming their attitudes towards presented advertising. 

The evidence from the literature differs in the opinions whether the informative value is 

perceived more positive than the entertaining one (Ducoffe, 1996; Yang, 2003) or vice versa 
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(Gordon and De Lima-Turner, 1997; Petrovici and Marinov, 2007; Millan and Mittal, 2010; 

Taylor et al., 2011).Therefore, this study set the goal to find out what content of the 

advertisements is more preferable among university students when it comes to the social 

networks. The author decided to focus on the findings of studies highlighting the 

entertainment value of advertising over the informative value. 

This hypothesis is followed by another based on the same principle but moreover it 

considers whether the category of gender demonstrates the differences within the attitude 

outcomes. In this case, there are the opposing findings from the previous studies. This third 

hypothesis follows the evidence resulting from the study by Taylor et al. (2011) which 

demonstrates the more positive attitudes among women.  

The last hypothesis focuses on the amount of advertising faced by the users while 

spending their time on social network site. The evidence declares that recently there is a 

visible increase in advertising in terms of the amount and also various kinds of advertisements 

(Dennis and DeFleur, 2010). This research takes the chance to find out the perceptions of 

university students regarding this aspect of development. 

In summary, the hypotheses selected for this research study are: 

 Hypothesis (1) - Higher number of hours spent on social network site leads to more 

positive attitude towards social network advertising. 

 

 Hypothesis (2) - The entertainment value of the advertising shown on the social 

network site is found more positive than the informative value with regard to the 

attitudes of the users towards social network advertising. 

 

 Hypothesis (3) - The informative and entertainment value of the social network 

advertisements is evaluated as more positive among woman than men in regard to the 

attitudes of the users towards social network advertising. 

 

 Hypothesis (4) - Invasiveness of advertisements on a social network site is negatively 

related to the attitude towards social network advertising. 
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3.3 Research strategy and approach 

 

It was decided that the best strategy to adopt for this investigation was a survey. The 

reason for this choice is in the acknowledgement that the survey is usually connected with a 

deductive approach (Easterby-Smith et al. 2002). That means, that firstly the information from 

the literature is explored and then the purpose of the study is narrowed down to set similar 

specific hypotheses which are tested through the research.  

At the beginning, it is important to note that quantitative research was chosen for this 

study. It offers an opportunity for the objective collection of data and moreover, the 

researcher has a greater control over the research process (Kelemen and Rumens, 2008). From 

the forms for how to collect quantitative data the questionnaires are used to be associated as 

the most common method for data collection. 

 

3.3.1 Internet research 

 

“The Internet has had a high impact on the ways in which information flows and where 

information resides” (Easterby-Smith et al., 2002, p.168). Lee (2000, cited in Easterby-Smith 

et al., 2002) points out four advantages of the Internet research. First, it is easier to access 

different types of people without limitations related to time. Secondly, there is a possibility 

for monitoring of social interactions and trends on the Internet. Then, the values guarantee 

anonymity for the researcher as well as for respondents. The last point is, in the case of the 

researcher from the social sphere, it is more convenient to use this form of research than a 

face-to-face one. Moreover, Sekaran (2003) demonstrates that the advantage of using the 

Internet for providing research is in the acknowledgement that this network connects people 

around the world thus it is not difficult to collect data from other countries. 
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3.4 Research method 

 

In this section the choice of questionnaire will be discussed as well as the importance of 

the ethics forms for the research. Then also the process of building the questionnaire and the 

role of the pilot study will be described. 

 

3.4.1 Choice of questionnaire 

 

The questionnaire overcomes other methods by its effectiveness when it comes to time, 

energy and costs (Sekaran, 2003). Moreover, the questions are created in advance, which 

enables the researcher to become more prepared and also it reduces the possibility of mistake 

made whilst the research.  

The form of the questionnaire was also selected because it is one of the more practical 

ways of collecting data through the Internet, which presents an easy distribution methodand 

eliminates the barrier of distance between the researcher and the respondents. In addition, the 

study by Denscombe (2009) shows that the online form of the questionnaire has a lower item 

non-response rate in comparison with the paper one. 

Furthermore, the questionnaire enables the researcher to gather considerably more data 

than it would be collected through other methods, which is more satisfactory in respect to the 

aim of this study. In other words, the larger the number of responses, the more accurate and 

objective the findings. 

Last, but certainly not least, there is an advantage of the possibility of using the whole 

structure of previous questionnaires or just their parts which are the most suitable for the 

study being created (Easterby-Smith et al., 2002, Cooper and Schindler, 2006).  

On the other hand, the disadvantage of the questionnaire is the inability to change or 

adapt the questions during the research process (Sekaran, 2003). All questions used in the 

questionnaires as a result have been formulated and structured in advance. 

Moreover, thanks to the voluntary base of the questionnaires, the people cannot be 

compelled to participate in the research. This can result in a reduced response rate. 
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A problem can also be created by the questionnaires which are not filled in correctly. 

There is no space for explaining the issues misunderstood by the respondents whilst 

conducting the research.  

 

3.4.2 Ethic issues 

 

The term ethics embodies a multitude of concepts which try to define it (Kelemen and 

Rumens, 2008). One possible definition of ethics has come to be used to “refer to the systems 

of morality that govern how people ought to go about their everyday life” as stated by 

Kelemen and Rumens (2008). The ethics issues are therefore an important part of the research 

process. In order to conduct the required data the study has gained ethical clearance (see 

Appendix B). 

 

3.4.3 Questionnaire design 

 

In the process of designing the questionnaire there is a need to consider the types of the 

questions used for the research and also the format of the whole questionnaire is an important 

aspect (Easterby-Smith et al., 2002). The questionnaire should be created carefully and its 

final version should be easy for respondents to complete. 

In the questionnaire, designed for this study, there are questions to obtain facts related to 

gender, level of university studies and nationality. The second group of questions are oriented 

toward expression of attitudes and agreement as well as disagreement with the selected 

statements according to the chosen variables. To avoid the possibility that the respondents do 

not fill in some of the questions, all of those selected for this study are closed and marked as 

the required ones. The whole overview of the questionnaire is provided in the Appendix C. 

The questionnaire was prepared according to the previous studies used by several 

researchers. The first questions examined the usage of the social network and also the general 

attitudes were viewed usable in the study of Korgaonkar and Wolin (2002)and therefore 

adapted for this research, too. Then, questions relating to informativeness were taken from the 

study by Cheng et al. (2009). The entertainment category was synthesised using the same 
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questions that were detailed for the study conducted by Lastovicka (1983). The last group of 

questions connected with invasiveness were used previously by Li et al. (2002). 

However, at this point is noteworthy to report that all questions used in previous studies 

were transformed for the basis of this research and adapted for the area of the social network, 

instead of the original subject which was television, mobiles and other traditional media. 

When it comes to scale, the category, Likert and itemized rating scales are used. The 

first three questions of the questionnaire are the category ones and are used in order to find 

out the gender, the academic level of the participants and their nationality. The questions 

created for the rest of the questionnaire belong to the Likert and itemized scales groups.  

The statements designed to examine the social network usage were initially used for the 

measurement of Web usage by Korgaonkar and Wolin (2002) as well as the scale chosen for 

the study. The particular statements are measured on the scale “never – sometimes – often-

regularly”.  

Three questions linked to the general perceptions of users towards social network 

advertising ask how they generally consider this form of advertising on the five-point scale 

“very bad - very good”. Then the five-point scale “strongly dislike it – strongly like it” is used 

to assess the degree of liking social network advertising. The last question is connected with 

the four-point scale “very essential-not essential at all”. All these scales were used according 

to their previous usage in the study by Schlosser et al. (1999). 

When it comes to the measurement method for the statements connected to the 

informativeness, entertainment and invasiveness, the original questionnaires used different 

scales, which is not acceptable. The group of questions relating to informativeness (Ducoffe, 

1996; Cheng et al., 2009) and invasiveness (Li et al., 2002) used 7-point scale “Strongly 

Disagree – Strongly Agree”. The term of entertainment was measured by 6-point scale 

“Strongly Disagree – Strongly Agree” in the study by Lastovicka (1983).  

To make the scale for measurement homogenous, the author considered the five-point 

scale used by Taylor et al. (2011). The scale used for the measurement has the form of 

“Strongly disagree - Slightly disagree – Neither agree nor disagree – Slightly agree – Strongly 

agree”. This is usable and applicable because the evidence suggested that they also used all 

the mentioned categories of questions for their research.  
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The closer view on the particular questions chosen for the questionnaire together with 

their purpose and also with relationship with the evidence mentioned in the literature review 

are provided in the Appendix D. 

The questionnaire needs to be developed in a way which ensures the validity and 

reliability (Easterby-Smith et al., 2002). The aspect of validity means for researcher has to be 

sure about the ability of measurement of the selected elements in the study. It also notices if 

the results of the research are the reflex of the situation in reality. Moreover, the form should 

verify the criterion of the reliability. The reliability of the scales for particular areas of the 

research was checked by a Cronbach´s Alpha. The first part of questions, related to 

informativeness has good internal consistency reliability for the scale with a Cronbach´s 

Alpha 0.805. Moreover, the scale used for the part linked to invasiveness of the advertising 

has a Cronbach´s Alpha 0.901, which is a preferable value. However, the reliability of the 

scale in case of the entertainment section is not sufficient because of a low Cronbach´s 

Alpha0.397.  

 

3.5 Pilot study and restructuring 

 

In all cases, it is advisable to use a pilot study to find out the weaknesses and possible 

misunderstanding of the certain questions or statements used in the questionnaire (Easterby-

Smith et al., 2002, Cooper and Schindler, 2006). This pilot study usually involves a small 

group of people. 

At first, after the creation of the questionnaire for this research, the supervisor checked 

the aspects of the quality and relevance to enable the author to distribute the questionnaires to 

the people. 

Then, the pilot study for this research was conducted by 10 people from a sphere of 

friends related to the author. These people helped to find a few deficiencies in the form of the 

questionnaire. 

One thing which was discussed during the investigation was the introduction. It was 

recommended to expand the part relating to the aim of the research. After the pilot study the 

author added the objectives, which presented the purpose of the study in more specific way.    
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Another problem the helpers mentioned was related to the last group of questions about 

the invasiveness of the advertising. They reported a problem in distinguishing the meaning of 

the words used in the particular statements. Their opinions led to the discomposure that the 

meaning of these words is still the same or at least very similar. However, as soon as the 

author explained the process of the borrowing of these statements from previous studies, they 

were willing to accept this issue as unproblematic and able to be completed. 

 

3.6 Sample of respondents 

 

The researches should try to show that their chosen sample is reasonably representative 

of the whole population (Kelemen and Rumens, 2008). On the basis of the evidence that the 

organisations which started to use the World Wide Web for promotion at first were just the 

universities (Myers, 1999), the author decided to focus on users associated with universities. 

As a result, the questionnaires were addressed to the university students of two states, in 

particular Slovakia and Czech Republic. 

Moreover, the acknowledgement of the recent situation with regard to social networks 

and the most common age of their users support the choice of university students as the most 

representative population. The biggest group of the social network users are those aged 18 to 

29 (Duggan and Brenner, 2013; Marketing Charts, 2013), which matches with the age of 

people usually connected to university studies.  

 

3.7 Questionnaire distribution and data collection 

 

The questionnaires can be distributed to people personally, through the mail or they can 

be processed electronically on the Internet (Sekaran, 2003). This research was distributed 

electronically directly through the Facebook social network. The topic itself is related to the 

Facebook social network; therefore it was reasonable to go straight to the source. The link for 

the online questionnaire was posted regularly at various times during the day in order to 

attract as large response as possible.  
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At the beginning of the data collection, the respondents were addressed indirectly. They 

could answer the questions after the announcement was posted by the author. Also the 

snowball effect was taken into account due to willingness of certain participants to resend or 

share the link leading to the questionnaire. Later, to increase the responsiveness rate, the 

participants were addressed directly through the social networks message system. 

The data collection started on 7
th
 of March and was terminated on 12

th
 of the March. 

Conclusively, 111 questionnaires were submitted, which corresponds with the expectations. 

 

3.8 Limitations of research 

 

Finally, a number of important limitations need to be considered. The most important 

limitation lies in the fact that no everyone has access to link. The author also had a limited 

access to the users of the Facebook social network. The sample was composed of users who 

are in some kind of relationship with the author or friends of the author 

Similarly, the research does not cover the whole population of users using the Facebook 

social network although it is known and popular worldwide. The sample was nationally 

representative of the Slovak and Czech Republics´ but tended to miss people who were from 

other countries. 

Moreover, the research is based upon data collected on a voluntary basis; therefore the 

findings are limited by the willingness of the respondents. The participants were more willing 

to respond when the link was sent to them from the author directly. 

The results could also be affected by the time when the respondents accessed the link 

for filling the questionnaire. Although, the link was posted regularly, they did not have an 

opportunity to fill in the questionnaire because they had to deal with other things while 

surfing the social network.  
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3.9 Conclusion 

 

This chapter described the process of creation of the questionnaire and also the process 

of data collection. The gathered data will be examined in the next chapter. Firstly, the 

demographics of the respondents will be presented followed by the results related to the other 

questions used in the questionnaire. The various statistic methods used for the analysis will 

show whether there are any relationship between the chosen variables or not; or whether there 

are any differences when comparing the selected groups of respondents. 
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4 RESULTS AND ANALYSIS 

 

4.1 Introduction 

 

This part will give a closer insight into the result of the research conducted for this 

study. It will follow the structure of the questionnaire, so firstly it will describe the 

characteristics of the respondents. The second section will focus on the particular groups of 

questions related to the examined areas of the topic. In addition, the whole responses gathered 

by the research are provided in Appendix E.  

Several methods were used for analysis of the data. In some cases, simple descriptive 

statistical analysis was sufficient. Another set of analyses examined the relationship between 

selected variables. These were assessed by Pearson product-moment correlation coefficient 

and Chi-Square Test. The dependence of two variables was examined by a one-way ANOVA. 

Moreover, in order to compare groups a MANOVA analysis was used. 

 

4.2 Process of data collection 

 

Of the study population, 111 respondents completed and submitted the questionnaire. 

The highest response rate was 41% on the second day of the data collection followed by 33% 

connected with the first day of the process. In contrary, the response rate of only 1% was on 

the day before the end of gathering of data and 0% of responses were found during the last 

day (see Table 4.1).  
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Table 4.1 - Process of data collection 

 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

7th March 37 33.3 33.3 33.3 

8th March 45 40.5 40.5 73.9 

9th March 10 9.0 9.0 82.9 

10th March 18 16.2 16.2 99.1 

11th March 1 .9 .9 100.0 

Total 111 100.0 100.0  

 

 

4.3 Population and sample 

 

This size of sample used to analysis is sufficient in the view of the confidence and the 

margin of error related to the population selected for this research. For 476 219 potential 

respondents, which is the number of undergraduate together with postgraduate Czech and 

Slovak university students (MŠMT, 2013, Ústav informácií a prognóz školstva, 2013), it is 

sufficient to collect 96 responses. This study overcomes this limit and therefore the results can 

reflect the population in relevant level. The details of population and sample are shown in the 

Table 4.2.  

 

Table 4.2 - Population and sample of respondents 

Number of 

undergraduate 

and  postgraduate 

university students 

2011/2012 

Slovakia 150 510 
Confidence 

level 
95% 

Sufficient 

sample 
96 

Czech 

Republic 
325 709 

Margin of 

error 
9.3 Sample of 

this study 
111 

Total 476 219 Percentage 50% 
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4.4 Demographics of respondents 

 

To assess the demographic characteristics of the participants, the questionnaire asked 

them to answer questions about their gender, level of university studies and nationality. A 

simple descriptive statistic is used to present the results related to these aspects. 

 

4.4.1 Gender 

 

In the case of gender, from the total number of respondents, 58 were males and 53 

females (see Table 4.3). 

 

Table 4.3 - Gender 

 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

Female 58 52.3 52.3 52.3 

Male 53 47.7 47.7 100.0 

Total 111 100.0 100.0  

 

 

4.4.2 Level of university studies 

 

When it comes to level of study at university, the sum of the majority of respondents 

were undergraduate students. More specifically, 96 of all participants responded that they are 

undergraduate students and only 15 represented the postgraduate ones (see Table 4.4). 
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Table 4.4 - Level of university studies 

 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

Postgraduate 15 13.5 13.5 13.5 

Undergraduate 96 86.5 86.5 100.0 

Total 111 100.0 100.0  

 

 

4.4.3 Nationality 

 

The last variable presented in this demographic part is nationality of the respondents. 

The division of the participants were almost equal. 51% of them were Slovaks and 49% 

Czechs (see Table 4.5). 

 

Table 4.5 –Nationality 

 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

Slovak 57 51.4 51.4 51.4 

Czech 54 48.6 48.6 100.0 

Total 111 100.0 100.0  

 

 

4.5 Results of the research 

 

This section will give an account of the results based on the general perceptions of the 

users towards social network advertising in greater detail.  Also the results with regard to 

content of the advertisements and the amount of the published advertisements as the factors 
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affecting the attitudes of the users will be presented. While the descriptive statistics will be 

provided, the specific analysis methods used for support of the examined hypotheses will be 

also initiated.  

 

4.5.1 Relationship with Facebook usage 

 

In response to the question “How many hours do you spend on Facebook per day?”, 

most of those surveyed students (45%) indicated that they spent between 1 and 3 hours on 

Facebook per day. Only two respondents answered that they use Facebook for more than 10 

hours per day. The mean for this question is 2.75 (SD = 1.59) which represent a usage 

duration of between 3 and 4 hours (see Table 4.6).  

 

Table 4.6 – Facebook usage per day (hours) 

 

 N Mean Std. Deviation 

On average, how many hours do you 

spend on Facebook per day? 

 

111 2.75 1.587 

Valid N  111   
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Chart 4.1 – Facebook usage per day (hours) 

 

 

 

A Chi-square test for independence indicated no significant association between 

nationality and the number of hours spent on Facebook, (6, n = 111) = 6.20, p = 0.40, 

according to Cramer` s V = 0.24 there was only small effect size (see Table 4.7) (Pallant, 

2007). 

 

 

 

 

 

 

 

 

 

0% 10% 20% 30% 40% 50%

More than 10 hours

More than 6 up to 10 hours

More than 5 up to 6 hours

More than 4 up to 5 hours

More than 3 up to 4 hours

1 hour up to 3 hours

Less than one hour

Zero hours

2%

8%

6%

12%

9%

45%

18%

0%



45 

 

Table 4.7 – Chi-Square test for relationship between nationality and number of hours 

spent on Facebook 

Chi-Square Tests 

 Value df Asymp. Sig. (2-

sided) 

Pearson Chi-Square 6.201
a
 6 .401 

Likelihood Ratio 7.142 6 .308 

Linear-by-Linear Association 3.388 1 .066 

N of Valid Cases 111   

a. 7 cells (50.0%) have expected count less than 5. The minimum expected count is .97. 

 

Symmetric Measures 

 Value Approx. Sig. 

Nominal by Nominal 
Phi .236 .401 

Cramer's V .236 .401 

N of Valid Cases 111  

a. Not assuming the null hypothesis. 

b. Using the asymptotic standard error assuming the null hypothesis. 
 

 

 

In terms of period of the day, the research demonstrates that when it comes to morning 

hours, 74% of asked students indicated that they only sometimes use Facebook during this 

period of day. However, there were also 10 of the whole sample who tend to use it regularly 

even in these early hours. Not surprisingly, 5% of respondents answered that they never use 

Facebook during the morning. The mean of answers for morning hours is shown as 

“Sometimes” (M = 1.24, SD = 0.69) (see Table 4.8). 

When it comes to afternoon hours, the respondents expressed the same usage of 

Facebook in the cases of maximum and minimum as during the morning hours. It means that 

the most frequent answer was “Sometimes” with 47% and conversely only 5% of respondents 

do not use the social network in the afternoon at all. However, the percentage of those who 

tend to use Facebook regularly at this time increased to 13% in the comparison with 9% in the 
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case of the morning hours, with a mean of 1.55 (SD = 0.78) represented the option “Often” 

(see Table 4.8). 

In the case of evening hours, the response that was pointed out by most of the 

respondents was “Often” and also the mean of 2.08 (SD = 0.75) is related to this option (see 

Table 4.8). It can be said that half of them chose this form of the answer. Exactly 30% of the 

students claimed that they use Facebook regularly during the evening hours. In addition, there 

were 3 respondents who never use the social network in the evening. 

The last question asked about the night time usage. The significant difference was found 

in the number of answers related to the option “Never”. The 32% of students responded with 

this answer. Meanwhile 13% of them visited Facebook during the night regularly and the 

mean for this question is 1.25 (SD = 0.94) associated with “Sometimes” (see Table 4.8). 

 

Table 4.8 – Facebook usage (period of the day) 

 N Mean Std. Deviation 

Do you usually use Facebook during 

the morning hours 

 

111 1.24 .690 

Do you usually use Facebook during 

the afternoon hours 

 

111 1.55 .783 

Do you usually use Facebook during 

the evening hours 

 

111 2.08 .752 

Do you usually use Facebook during 

the night time 

 

111 1.25 .939 

Valid N  111   

 

According to the answers of the questionnaire related to the particular days when the 

students tend to use Facebook, there was no big difference between those who use this social 

network all seven days often and those who use it regularly. The difference was represented 
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only on the basis of one person. The mean of the answers is 1.99 (SD = 0.93) linked to 

“Often” (see Table 4.9). There were also 8 respondents who never use Facebook every day of 

the week. 

In the question regarding weekend usage, the responses were quite similar. 36 students 

indicated that they use Facebook during the weekend only sometimes, 35 others visit the 

network often and finally 37 students use Facebook regularly during the weekend. On the 

other hand, 3% of the survey participants ignore using Facebook during the weekends. This 

question is associated with the mean of 1.95 (SD = 0.88), thus with the option “Often” (see 

Table 4.9). 

Subsequently, the next question asked about the usage of Facebook during the 

weekdays. An equal number of 42 respondents expressed that they use Facebook either often 

or regularly on Monday through to Friday with the mean of 2.11 (SD = 0.84) represented the 

option “Often” (see Table 4.9). There were only 3% of the students who never use the social 

network during weekdays.  

 

Table 4.9 – Facebook usage (days) 

 N Mean Std. Deviation 

How often do you use Facebook all 

seven days of the week? 

 

111 1.99 .929 

How often do you use Facebook 

during weekends (Saturday and 

Sunday)? 

 

111 1.95 .878 

How often do you use Facebook 

mainly during the weekdays 

(Monday through Friday)? 

 

111 2.11 .835 

Valid N  111   
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4.5.2 Relationship with the social network advertising 

 

Turning now to the evidence of the perceptions of users about advertising published on 

Facebook, three questions in the questionnaire were devised for this purpose. This part will 

describe the responses of the surveyed students in order to get the general overview. 

The first question was about the evaluation of Facebook advertising where the 

respondents should decide to what extent they consider these advertisements bad or good. It is 

not surprising, that the most frequent answer was “Neither bad nor good” with the mean 1.84 

(SD = 0.92) (see Table 4.10). In this research almost half took the chance of the neutral 

answer. There were only 2 students who claimed that they consider the advertising on 

Facebook to be very good. In contrast, 9 respondents pointed out that in their opinion this 

kind of advertising is very bad.  

The second question asked whether the participants like or dislike the advertising on 

Facebook and to what extent they feel that way. Correspondingly with the first question, 41%, 

a majority of the respondents indicated that they feel neutral about that. However, 16% of 

surveyed students expressed they dislike it to the strong level. Aside from this, no one chose 

the option “Strongly like it”. More respondents tended to have their opinion in the negative 

half of attitude scale with the mean of 1.48 (SD = 0.91) linked to the option “Somewhat 

dislike it” (see Table 4.10). 

The last question of this section is linked to the essentiality of Facebook advertising. 

There was no significant difference between the groups of participants, except those 5% who 

considered this advertising very essential. However, the majority of the respondents, 34%, 

reported that this sort of advertising is not essential at all. Taken the answers all together, the 

students find the advertising on Facebook somewhat essential with the mean of 1.94  

(SD = 0.92) (see Table 4.10). 
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Table 4.10 – General attitudes towards Facebook advertising 

 N Mean Std. Deviation 

Overall, do you consider Facebook 

advertising a good or bad thing? 

 

111 1.84 .920 

Overall, do you like or dislike 

Facebook advertising? 

 

111 1.50 .913 

I consider Facebook advertising: 

 
111 1.94 .917 

Valid N  111   

 

 

A one-way between groups analysis of variance (ANOVA) was conducted to assess the 

impact of the hours spent on Facebook on perception about Facebook advertising measured 

on the like-dislike scale. Subjects were divided into eight groups according their hours spent 

on social network per day. Since nobody answered that he or she spent zero hours visiting this 

social network, the findings were related to the seven groups (see Table 4.11). 
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Table 4.11–Descriptive for one-way ANOVA analysis related to comparison of hours 

spent on Facebook and overall perceptions about Facebook advertising 

 N Mean Std. 

Deviation 

Std. 

Error 

95% Confidence Interval for 

Mean 

Lower Bound Upper Bound 

Group 1 -  

less than one hour 

 

20 1.60 .940 .210 1.16 2.04 

Group 2 -  

1 hour up to 3 hours 

 

50 1.54 .885 .125 1.29 1.79 

Group 3 - 

more than 3 up to 4 

hours 

 

10 1.20 .919 .291 .54 1.86 

Group 4 -  

more than 4 up to 5 

hours 

 

13 1.54 .877 .243 1.01 2.07 

Group 5 - 

more than 5 up to 6 

hours 

 

7 1.57 .976 .369 .67 2.47 

Group 6 - 

more than 6 up to 10 

hours 

 

9 1.33 1.118 .373 .47 2.19 

Group 7 - 

more than 10 hours 

 

2 1.00 1.414 1.000 -11.71 13.71 

Total 111 1.50 .913 .087 1.32 1.67 
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As can be seen from the Table 4.12, there was not a statistically significant difference at 

the p < 0.05 level for seven groups: F (6, 104) = 0.38, p = 0.89 (Pallant, 2007). The effect 

size, calculated using eta squared, was 0.02, which was considered a small effect size (Cohen, 

1988 cited in Pallant, 2007).  

 

 

Table 4.12 – ANOVA analysis related to comparison of hours spent on Facebook and 

overall perceptions about Facebook advertising 

 

[Overall, do you like or dislike Facebook advertising?] 

 Sum of Squares df Mean Square F Sig. 

Between Groups 

 
1.983 6 .330 .383 .889 

Within Groups 

 
89.765 104 .863 

  

Total 91.748 110    

 

 

Moreover, the difference in mean scores between the particular groups was quite small 

(Pallant, 2007). Post-hoc comparison using the Tukey HSD test indicated that the most 

significant difference in mean score was for Group 1 (M = 1.60, SD = 0.94) in comparison 

with Group 7 (M = 1.00, SD = 1.41). In contrary, the smallest difference was found in case of 

Group 2 (M = 1.54, SD = 0.89) in comparison with Group 4 (M = 1.54, SD = 0.88).  

 

The mean plot (see Chart 4.2) makes the mean comparison much easier to imagine. 

However, it is important to take the scale used for measurement of the perceptions into 

account when considering the findings from this plot (Pallant, 2007). Although the differences 

seem to be significant, actually they are very small. 
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Chart 4.2 – Means plot related to comparison of hours spent on Facebook and overall 

perceptions about Facebook advertising 

 

 

 

 

4.5.3 Relationship with the content 

 

This section will give a closer view on particular areas connected to the content of the 

advertisements published on the Facebook social network. In brief, it will consider the 

informative and entertaining value of the advertising and then also the aspect of the amount of 

Facebook advertisements. The gender will also play a role in considering a specific analysis. 
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a) Informativeness 

 

When the respondents were asked about their commitment with the statement i1 

“Facebook advertising makes product information immediately accessible”, the majority 

indicated that they agree slightly.  In turn, the second largest group of the participants are 

associated with uncertainty about agreement or disagreement. However, both extreme points 

of view were also achieved. In other words, 8% of the students strongly disagreed with the 

statement and in contrary, 3% strongly agreed. 

In the statement i2 applying to Facebook advertising as a convenient source of 

information about product, most of the respondents neither agreed nor disagreed with the 

statement. Subsequently, 32% of the students answered with the option “Slightly agree”. 

14%answered with the option “Strongly disagree” which was the same as those who choose 

“Slightly disagree”. 

The results confirmed that Facebook advertising is associated with good and sufficient 

up-to-date information (statement i3). Almost 40% of the respondents slightly agreed with 

the given statement. Second place was taken again by the opinion that the students neither 

agreed nor disagreed with the content of the statement. In the case of those who disagreed 

12% of respondents strongly disagreed and 13% slightly disagreed. 

Of the sample, 39 students reported that they neither agreed nor disagreed with the 

statement i4 that Facebook advertising provides relevant product information. The rest of the 

respondents were associated more with the disagreement than to the points of the agreement. 

Only 2 participants strongly agreed with the given statement. 

Moreover, considering the view of the latest products and information available on the 

market (statement i5), the respondents reported their slight agreement as the most frequent 

answer. However, there was a difference only by one person in comparison between answers 

related to uncertainty of decision and slight agreement. Similarly as in the previous cases, the 

lower percentage, only 6% is linked to those students who strongly agreed with the statement. 

The last argument (statement i6) related to information value of Facebook advertising 

reported major slight disagreement of the surveyed students. One-third of the respondents 

chose this option of the answers. Only 1 student strongly agreed with this statement, so it 

appears that for most of the participants this point of view is negatively evaluated. 
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In summary (see Chart 4.3), the mean of the first statement is 2.10 (Neither agree nor 

disagree) (SD = 0.99), for the second statement it is 1.95 (Neither agree nor disagree) (SD = 

1.07), followed by 2.18 (Neither agree nor disagree) (SD = 1.14) for the third question. Not 

surprisingly, the next two statements are also connected with the mean associated with 

“Neither agree nor disagree” (M = 1.62, SD = 0.97; M = 2.01, SD = 1.12). However, the last 

statement is represented with the mean 1.41 (Slightly disagree) (SD = 1.07).  

 

 

Chart 4.3 - Informativeness (mean, standard deviation) 

 

 

 

b) Entertainment 

 

A minority of the participants, 2%, indicated that they strongly agreed with the 

statement e1 declaring the fun related to watching and listening to Facebook advertisements. 

Most of the respondents either strongly disagreed or slightly disagreed with this statement. 
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When it comes to consideration of the previous viewing of advertisements published on 

Facebook (statement e2), the responses were allocated more equally. Not surprisingly, most 

of respondents chose the neutral answer. The rest of the participants were more connected to 

the opinion that they have already seen these advertisements before. Representation of those 

who reported strong or slight disagreement was associated with 11% and 18%. 

Of the 111 students who completed the questionnaire, just 28% indicated that they 

strongly agreed with the statement e3 associated with the tiredness of people caused by 

Facebook advertisements. On the other hand, only 12% of the respondents expressed the 

opinion that they strongly disagree with the statement. 

The majority of the respondents, 34%, slightly disagreed with the statement e4 that 

Facebook advertisements are clever and quite entertaining. The overall responses to this 

question were predominately negative. Only 3% of the students indicated the strong 

agreement. 

The next statement e5 concerned with the comparison of the function of Facebook 

advertisements. The highest number of responses was connected with the strong 

disagreement. 33% of strong disagreeing respondents were followed by those who disagreed 

as well but to a lower extent. 4% of the examined students found this kind of advertising more 

entertaining than predestined to influencing people´s purchasing.  

To conclude the descriptive statistics related to the entertainment (see Chart 4.4), the 

mean of the first statement is 1.17 (Slightly disagree) (SD = 1.07), of the second 2.37 (Neither 

agree nor disagree) (SD = 1.35), of the third 2.41 (Neither agree nor disagree) (SD = 1.37). 

The last two statements are linked to the mean 1.30 (SD = 1.06) and 1.22 (SD = 1.12), which 

represent “Slightly disagree”.  
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Chart 4.4 - Entertainment (mean, standard deviation) 

 

 

To distinguish between the informative and entertainment value with regard to 

advertisements on Facebook, there was a slight predominance of informativeness over 

entertainment when it came to the mean as can be seen from the Table 4.13. Although, the 

means of both areas were associated with the option "Neither agree nor disagree", the mean 

from the total informativeness is 1.88 (SD = 4.53) which is more than the value of 1.69  

(SD = 3.25) related to the mean of entertainment. To conclude, one could say that the 

informative value of advertising was perceived by the users more positive than the 

entertaining one. 
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Table 4.13 – Comparison of total informativeness and entertainment 

 

 N Minimum Maximum Mean Std. Deviation 

Total informativeness 

 
111 0 19 11.27 4.529 

Mean informativeness 

 
111 0 3 1.88 .755 

Total entertainment 

 
111 0 16 8.47 3.250 

Mean entertainment 

 
111 0 3 1.69 .650 

Valid N  111     

 

 

 

However, when it came to the comparison of the findings related to informativeness and 

entertainment by gender, there was a slight difference. In order to assess this difference, a 

one-way multivariate analysis of variance MANOVA was used (Pallant, 2007) (see Table 

4.14 and Table 4.15). Two dependent variables were used: informativeness and entertainment. 

The independent variable was gender. There was not a significant difference between males 

and females on the combined dependent variables, F (2, 108) = 2.22, p = 0.11,  

Wilks´ Lambda = 0.96, partial eta squared = 0.04.When the results for the dependent variables 

were considered separately, there was no difference in statistical significance using a 

Bonferroni adjusted alpha level 0.025.  

However, in investigation of the mean scores indicated that females reported slightly 

higher level of perceived value of informativeness (M = 12.12, SD = 3.75) than males  

(M = 10.34, SD = 5.13). Additionally, the females also reached slightly higher level of 

perceived entertainment values (M = 8.74, SD = 3.14) than males (M = 8.17, SD = 3.37). 

Although these differences were statistically significant to a certain level, the real difference 

between females and males was very small, fewer than 2 scale points in the case of 

informativeness and slightly more than 0.5 scale points in relation to entertainment. 
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Table 4.14–Findings from MANOVA analysis comparison of females and males 

 
Gender Mean Std. 

Deviation 

N 

Total informativeness 

Female 12.12 3.751 58 

Male 10.34 5.125 53 

Total 

 
11.27 4.529 111 

Total entertainment 

Female 8.74 3.138 58 

Male 8.17 3.373 53 

Total 8.47 3.250 111 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



59 

 

Table 4.15 – Findings from MANOVA analysis - Tests of Between-Subjects Effects 

Source Dependent 

Variable 

Type III 

Sum of 

Squares 

df Mean 

Square 

F Sig. Partial Eta 

Squared 

Corrected 

Model 

Total 

informativeness 
87.850

a 1 87.850 4.417 .038 .039 

Total 

entertainment 
9.047

b 1 9.047 .856 .357 .008 

Intercept 

Total 

informativeness 
13970.517 1 13970.517 702.379 .000 .866 

Total 

entertainment 
7920.074 1 7920.074 748.997 .000 .873 

Gender 

Total 

informativeness 
87.850 1 87.850 4.417 .038 .039 

Total 

entertainment 
9.047 1 9.047 .856 .357 .008 

Error 

Total 

informativeness 
2168.042 109 19.890 

   

Total 

entertainment 
1152.592 109 10.574 

   

Total 

Total 

informativeness 
16355.000 111 

    

Total 

entertainment 
9122.000 111 

    

Corrected Total 

Total 

informativeness 
2255.892 110 

    

Total 

entertainment 
1161.640 110 

    

a. R Squared = .039 (Adjusted R Squared = .030) 

b. R Squared = .008 (Adjusted R Squared = -.001) 

 

 

 

 



60 

 

4.5.4 Relationship with the amount 

 

To examine other potential aspect which plays a significant role in the creation of 

attitudes towards the social network advertising, the questionnaire asked about the perceptions 

of the users related to the amount of the published advertisements. 

The set of questions related to the invasiveness of the advertisements on Facebook (see 

Chart 4.5) examined the attitudes of the users in the view of distracting (statement in1), 

disturbing (statement in2), forced (statement in3), interfering (statement in4), intrusive 

(statement in5), invasive (statement in6) and obtrusive (statement in7) impact. Because all 

the statements are connected with the negativity, the results are explained as a whole.  

 

Chart 4.5 - Invasiveness (mean, standard deviation) 
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The results displayed the finding that the majority of respondents were not able to 

decide whether to more agree or disagree with the selected statements. Therefore, the most 

frequent answer was “Neither agree nor disagree” with the count 245. In this context, the 

highest response number, 43, was connected to the interfering aspect of the advertising. In 

contrary, the lowest number, 31, was found in two cases, in particular with the disturbing and 

forced effect of Facebook advertisements.  

According to a simple statistical analysis, excluding the responses “Neither agree nor 

disagree” which represent the mean of each statement in this section, the majority of the rest 

of the answers were closer to a negative point of view of the issue. 226 responses were 

associated with the students who slightly agreed and 113 answers were connected with those 

who strongly agreed with the selected statements. In comparison, only 49 participants 

strongly disagreed and 144 responses related to the option “Slightly disagree” with the 

statements giving closer view to the problem of the amount of the presented advertisements 

on Facebook. 

 

Table 4.16 – Total invasiveness 

 

 N Minimum Maximum Mean Std. Deviation 

Total invasiveness 

 
111 0 28 15.89 6.187 

Mean invasiveness 

 
111 0 4 2.27 .884 

Valid N  111     

 

 

However, to examine the relationship between the invasiveness of the advertisements 

published on the Facebook social network (as measured by the Total invasiveness – see Table 

4.16) and the general attitudes of users toward these advertisements (as measured by three 

particular scales related to the question shown in the Table 4.17) Pearson product-moment 

correlation coefficient was used. It uncovered that there was medium, negative correlation 

when it came to good-bad evaluation,  r = -0.30, n = 111, p < 0.0005. In other words, the more 
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positive the users reported their attitudes; the less they perceived the effect of the invasiveness 

of the advertisements in the negative way expressed by the words used in the statements 

(distracting, disturbing, forced, interfering, intrusive, invasive, obtrusive). Similarly, the 

medium, negative correlation was found in the relationship with the like-dislike scale,  

p = -0.31, n = 111, p < 0.0005. In contrast, medium, positive correlation was between the 

variables of total invasiveness and Facebook consideration related to essentiality (r = 0.43,  

n = 111, p < 0.0005), with high level of perceived invasiveness associated with higher levels 

of perceived essentiality.  

 

Table 4.17 – Correlation between invasiveness and general attitudes towards advertising 

on social network 

 1 2 3 4 

1. Overall, do you 

consider Facebook 

advertising a good 

or bad thing? 

 

Pearson 

Correlation 
1 .724

**
 -.142 -.303

**
 

Sig. (2-tailed)  .000 .138 .001 

N 111 111 111 111 

2. Overall, do you 

like or dislike 

Facebook 

advertising? 

Pearson 

Correlation 
.724

**
 1 -.201

*
 -.306

**
 

Sig. (2-tailed) .000  .034 .001 

N 111 111 111 111 

3. I consider 

Facebook 

advertising: 

Pearson 

Correlation 
-.142 -.201

*
 1 .433

**
 

Sig. (2-tailed) .138 .034  .000 

N 

 
111 111 111 111 

4. Total invasiveness 

Pearson 

Correlation 
-.303

**
 -.306

**
 .433

**
 1 

Sig. (2-tailed) .001 .001 .000  

N 111 111 111 111 

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

*. Correlation is significant at the 0.05 level (2-tailed). 
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4.6 Conclusion 

 

This chapter presented the results from the research. It showed the users´ usage of the 

social network, more specifically their habits and preferences in terms of the hours spent on 

Facebook and the days and various periods of the day when they tend to use it. Then, the 

findings about their general attitudes towards Facebook advertising were uncovered.  

The next part examined the informative and entertainment value when considering the 

content of the advertisements, and also the recent invasiveness of advertising. Thanks to 

various statistic methods some relationships between selected variables were examined as 

well as the differences between compared groups of people. The following chapter will 

discuss these findings and will also link them back to previous studies mentioned in the 

literature review. 
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5 DISCUSSION AND RECOMMENDATIONS 

 

5.1 Introduction 

 

This chapter will provide a discussion based on the findings from the research and the 

relationship between this and the evidence from previous studies mentioned in the literature 

review. The first part will deal with mainly with the results from the sections connected to 

social network usage and the general view of the respondents about social network 

advertising. The second part will discuss the hypotheses selected for the research. The 

following part gives the several recommendations for the future research. 

 

5.2 Discussion about results of the research 

 

By studying the number of hours spent on the social networking site by the users, it is 

evident that the participants prefer spending fewer hours for using Facebook. From the large 

scale of categories given regarding the hours spent using Facebook, the results show the 

students usually spend, on average, between 3 and 4 hours per day using the network. Some 

students even tend to spend more than 10 hours a day there, which is a significant share of the 

day. In addition, this study did not find a significant difference between nationality and these 

hours, so it means that Czech and Slovak students invest approximately equal time in utilising 

the Facebook network. 

The findings suggest that Czech and Slovak students visit the social network most 

regularly in the evenings and some of them during the night time as well. The minimum time 

spent on the social network is in the mornings; however there are some individuals who 

sometimes visit it during this period of day. It is interesting to note that social networking 

consumes the time for all seven days of the week in the case of more than one-third of the 

students. Only a very small group of the Czechs and Slovaks avoid Facebook either during the 

weekends or during the week days. This is an indication of the breadth in Facebook usage by 

different users. 
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The general perception about social network advertising by Czech and Slovak 

university students are quite undetermined. The majority of the people either try to avoid 

expression their opinion or they are actually indecisive. Aside from these students, there are 

those who express their attitude in more definite way. A few of them consider Facebook 

advertising very good, however there is no case of appreciation of strong liking. The reason 

can be missed trust in this kind of advertising as highlighted by Soares et al. (2012) or worse 

remembering in a comparison with the advertisements from other media (Hadija et al., 2012).  

On the other hand a small number of students respond that this kind of advertising is 

very bad and it is somewhat surprising that no student was recorded in the option regarding 

strong liking. When including the social network advertising in the category of online 

advertising, this finding is in contrast with the statement of Schlosser et al. (1999) who states 

that there is a similar number of those who like online advertising and those who do not like 

it. However, they allow the option of the neutral opinion as was supported in this study, too. 

Similarly, the students regard the essential viewpoint of the advertisements. On the other 

hand, Dennis and DeFleur (2010) suggest that advertising is unnecessary and does not help 

people, for example when it comes to decision-making about purchasing.  

Therefore, the advertisers should consider several recommendations to support and 

improve their social network presence. They need to attract the audience before the 

consumers decide to click somewhere else (Sinclair, 2012) even more recently when the 

number of sites with various information and materials is increasing (Dennis and DeFleur, 

2010). Consequently, they could include some photographs or images (Black, 2011), or video 

into the advertisement as recommended by Shih (2009). 

 

5.3 Discussion about the hypotheses 

 

 This section will come back to the hypotheses selected for this study and will discuss 

them in regard to the final findings. The linkage to the previous studies mentioned in the 

literature review will be also provided.   

 



66 

 

5.3.1 Hypothesis (1) 

 

Higher number of hours spent on social network site leads to more positive 

attitude towards social network advertising. 

Very little was found in the literature on the question of time spent on social network by 

particular groups of people. However, this study produced results which do not corroborate 

the findings of the previous accessible work. Korgaonkar and Wolin (2002) suggest that in the 

case of Internet advertising, the more hours the users spent, the more positive attitude they 

have. However, the results of this study did not show any significant increase in positive level 

of attitudes when it came to the hours spend on Facebook. Therefore, Hypothesis (1) was not 

supported.  

 

5.3.2 Hypothesis (2) 

 

The entertainment value of the advertising shown on a social network site is found 

to be more positive than the informative value with regard to the attitudes of the users 

towards social network advertising. 

The findings of this current study do not support the previous researches (Gordon and 

De Lima-Turner, 1997; Petrovici and Marinov, 2007; Millan and Mittal, 2010; Taylor et al., 

2011) which highlight the entertainment value of the advertising over the informative one. On 

the other hand, there are similarities between the attitudes expressed by Czech and Slovak 

university students in this study and those described by Ducoffe (1996) and Yang (2003). As 

shown in the results from their studies as well as from this one, the users evaluate the 

informative point of view more positive than the entertainment value. However, as 

recommended by Cheng et al. (2009), when the advertisement is based on informative value, 

it is essential to include some interactive point. Additionally, in case of persuading people to 

make a purchase the connection of the informativeness and entertainment is useful (Schlosser 

et al., 1999). Therefore, it can be concluded that both informative and entertainment value of 

the advertising are worthy as suggested by Taylor et al. (2011) and Eze and Lee (2012). This 

finding has important implication for developing the existing advertisements or can play a 

role of the recommendation for the future advertisements.  
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5.3.3 Hypothesis (3) 

 

The informative and entertainment value of social network advertisements is 

evaluated more positive among woman than men in regard to the attitudes of the users 

towards social network advertising. 

As mentioned in the literature review, there are two opposing opinions relating to 

gender differences when it comes to the informative and entertainment value of the 

advertising. Although the analysis conducted for this certain study indicated no significant 

difference between men and women, there was a slight difference showing the slightly higher 

level of value perception in the case of both variables among women. The findings of this 

study are consistent with those of study by Taylor et al. (2011). Now it cannot be surprising 

that these findings have been unable to demonstrate that the value of the informativeness and 

entertainment was found more positive among men as suggested by Darley and Smith (1995, 

cited in Taylor et al., 2011). 

 

5.3.4 Hypothesis (4) 

 

Invasiveness of advertisements on a social network site is negatively related to the 

attitude towards social network advertising. 

It was hypothesized that the students consider the invasiveness of the advertising 

negatively. As mentioned in the literature review, when the people find the advertisement 

intrusive and irritant, it is difficult to keep their attitudes in a positive line (Li et al., 2002; 

Cheng et al., 2009).  The findings from this study show a predominately negative perception 

about the advertisements published on Facebook and therefore Hypothesis (4) was supported. 

This negative evaluation in the form of slight or strong disagreement was indicated twice as 

much as than the positive one expressed by slight or strong agreement with the given 

statements. Furthermore, more than one-third of the examined students answered that they 

found the advertising interfering. These findings are rather disappointing because this can lead 

to the avoidance or ignoring of the advertising as outlined by Li et al. (2002) and Cho and 

Cheon (2004). This conclusion would support the statement by Ostrow (2012) that the 

advertisements are becoming more and more ignored. 
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Another important finding was that the more positive the users reported their attitudes; 

the less they perceived the effect of invasiveness of the advertisements in the negative way 

expressed by the words used in the statements (distracting, disturbing, forced, interfering, 

intrusive, invasive, obtrusive). Surprisingly, high level of perceived invasiveness associated 

with higher levels of perceived essentiality was found by MANOVA analysis. This indicates 

that although the amount of the published advertisements is received negatively, to some 

extent it is essential and fulfils its marketing role. 

 

5.4 Recommendations for the future research 

 

To get the better results, there is a need to include more people and not only from the 

sphere of university students, but also from other groups of people, for example older people 

as well as children who regularly visit the social network and are able to view the 

advertisements published there.  

Not only had the age of the participants, but also their origin needed to be taken into 

account when examining the larger sphere of users. Social networking is well known and 

extremely popular worldwide; therefore a survey should be conducted also on the basis of 

other countries, not only within the Slovak and Czech Republics´ as it is in this particular 

study. 

Furthermore, to get more accurate findings about the examined area the option “Neither 

agree nor disagree” should be excluded from the scale.  Otherwise, the respondents tend to 

choose this option to avoid their decision-making. To dilute the effect of the neutral point in 

scales, it is recommended to use the longer scale where the effect is lowered by neighbouring 

items (Leung, 2011). 

This study has only been able to touch on three areas of the possible impact of 

advertising; therefore more research on this topic and its subtopics needs to be undertaken to 

be able to clearly and deeply understand the question and particular connections within the 

advertising issues. 
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In case of repeated usage of the statements in regard to entertainment, the researchers 

should be aware of a low Cronbach´s Alpha, which indicates the weak consistence within this 

group. 

 

5.5 Conclusion 

 

This chapter provided the discussion about the results of the research conducted for this 

study. In pursuance of this discussion the four hypotheses were evaluated, from which two 

were supported and two rejected. However, if the findings showed some linkage or difference 

between the selected variables, the effect was not significant. Therefore, it can be said that  

a further research is needed. A number of recommendations for the future research will be 

provided in the next chapter. The following chapter will conclude the whole study, consider 

the set objectives and associate them with the findings from the research.  
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6 CONCLUSION 

 

The purpose of this study was to examine the attitudes of Czech and Slovak university 

students towards advertising on the social networks, particularly on Facebook. Primary data 

collection was made through the online questionnaire and for the analysis of the gathered data 

the several statistic methods were applied to provide as good an analysis as possible. This 

study identified the main findings related to the set objectives and these were then discussed 

with linkage to the previous studies mentioned in the literature review. Four hypotheses were 

stated for this study which have either been supported or rejected. 

In this investigation, one of the objectives was to understand the general perception of 

social network advertising. The study identified the preferences of users when it came to the 

number of hours spent on Facebook. These were found to be between three and four hours per 

day. Moreover, the research found out the frequencies of the visits of this social network 

during different periods of the day. The findings showed that the students regularly use 

Facebook in the evenings.  

In general, it seems that the student did not find the advertisements engaging because 

they did not express any strong commitment with the positive point of view. However, when 

considering the essentiality of Facebook advertising, the findings suggest a support to a 

certain level of agreement.  

Furthermore with regard to other objectives, it should be noted that in this study, only 

three various aspects of the advertising were addressed. Thus, the study has been carried out 

by separating the issue into three categories of possible impact: informativeness, 

entertainment and invasiveness. Then these categories deal with the general perceptions of 

Czech and Slovak social network users towards Facebook advertising. 

Therefore, the research was interested in the comparison of the informative and 

entertaining value of the advertisements. The findings indicated that the students prefer more 

the informative value than the entertaining one.  

One of the more significant findings to emerge from this study is that while no 

considerable difference between males and females with regard to the content evaluation was 
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uncovered, the analysis showed slightly higher level of perceived value of both 

informativeness and entertainment among women than men. 

The following conclusion can be drawn from this study when paying an attention to the 

amount of published advertisements. This research gave evidence that the invasiveness of the 

advertising was perceived negatively, although it did not have any significant connection with 

the general attitudes of the users towards this kind of advertising. 

Finally, it is worth pointing out that the knowledge of potential factors affecting the 

attitudes of the users will help the advertisers with development their marketing strategies 

related to advertising sphere as well as with improvement in the case of the advertisements 

themselves.  
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