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APPENDICES 

 

Appendix A 

 

Facebook and advertising 

Introduction 

One of the effects of Facebook is that the more people using Facebook, the more people 

start to use Facebook (Shih, 2009). This is linked to the psychological pressure because when 

they know that their friends are on Facebook and when they want to be aware of their news, 

photographs, events, videos, they feel a need for joining Facebook as well.  

Facebook had approximately 584 million of active users per day in September 2012 

(The Associated Press, 2012). The Chart A.1 shows that there has been a gradual increase in 

the number of Facebook users since 2004. It is clear that the number has started to grow 

rapidly in last five years. In September 2012 it reached a peak with 1.01 billion of users 

worldwide. Not surprisingly, approximately 268 million of users are from Asia which 

represents the highest number of users (Socialbakers, 2013). In contrary, Oceania represents 

the continent with the lowest number. 

Chart A.1 - Number of users on Facebook (2004-2012) (in millions) 

 

Source of data: The Associated Press, 2012 

0 200 400 600 800 1000 1200

End of 2004

End of 2005

End of 2006

October 2007

August 2008

End of 2009

End of 2010

End of 2011

September 2012

1

5.5
12

50
100

350

608
845

1010



2 

 

Facebook advertising 

Facebook is a popular location for advertising mainly for a small business (Black, 

2011). Recent data show that 22 per cent of them have taken an opportunity to promote 

themselves online through Facebook Advertisements. Facebook advertising accounted more 

than one billion of US Dollar in the third quarter of 2012 (Indvik, 2012, a). The advertisers 

like a flexible and easy approach offered by Facebook (Black, 2011). However, there are also 

those who are not keen on Facebook advertisements and do not want to continue or even start 

this kind of promotion.  

Facebook has the various advertising options (Black, 2011). If a company or other 

organisation wants to find a real base of fans and become more known among people, it can 

start with setting up a “Facebook Page”. There the users can express their awareness and 

engagement or interest by clicking on the button “Like”. In another case, when a brand has 

already had a basis of fans it can improve their marketing action through a “Page Like 

sponsored story”. It allows them to find the friends of those users who have already clicked 

“Like” on the Page of the brand. The advertisers can also use a “Page Post” to publish the 

news or any other special information and then these items will be seen in a “News Feed” on 

users´ “Wall”. 

Facebook developers are working steadily on the improvement of the other options for 

network´s use (Del Ray, 2012, Wasserman, 2012, b). They are planning to start a new sort of 

advertising items at the first half of 2013. This new would be based on video advertisements. 

Although the length of this video advertisement should be shorter than usual television one, 

there is information about an automatic start.  

This new video-based advertisement for Facebook sphere should be able to target an 

audience on the desktop version but also on mobile devices and tablets (Del Ray, 2012). It 

could be considered as a great form of promotion from the investors´ sphere (Wasserman, 

2012, b). On the other hand there are numerous doubts about users´ satisfaction with these 

advertisements. The video advertising could be associated as a disturbing element connected 

with intrusiveness or even a fraud regarding their autoplay function (Del Ray, 2012). There is 

also a threat of possible tiredness in the view of users. The primary decisions are linked to 

making these advertisements visible just on New Feed of users who has already marked the 

brand page with “Like”. Additionally, this approach is enlarged to the extent of users´ friends. 
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However, there are certain ideas that advertisers would be able to target an unlimited sphere 

of users.  

Word of mouth marketing 

Tim Kendall, director of Monetization at Facebook (cited in Shih, 2009) demonstrates 

that “Facebook advertising doesn´t feel like advertising because it comes from your friends” 

(p.81). Facebook is a leader in social distribution of information (Shih, 2009). Thanks to New 

Feed, which shows last activity of member, all friends of a particular user can see that and 

also this way the spreading process of information is provided. In addition, people are more 

likely to trust someone they know and also they do not consider this kind of information 

spreading as a spam.  

Word of mouth marketing is considered as the most-effective sort of the marketing 

activity but the people must really love the product to start to talk about it and express their 

attitude toward it (Shih, 2009). Word of mount can be associated with uploading a status, 

posting a photo or video, making a comment, joining an event, becoming a fan or even 

playing a game.  

Social communities are an advantageous utility because almost every person the 

advertisers need to target has already set up the account on the social network (Shih, 2009). 

Therefore, it is more convenient for the business to join the social network and set up a Page 

than to set up a new website. For customers it is also beneficial. They do not need to look for 

the page, sign up with the same information, but they just can join the community through 

Facebook. Another advantage of the social network is a more personal approach, which is 

appreciated mainly by the customers. Finally, the Facebook environment is significantly 

cheap way of doing the marketing. 

Hypertargeting 

The opportunity of using the hypertargeting and social filtering on Facebook, solve the 

difficulties about differentiation of the messages in the market and looking for people who are 

interested in particular information (Shih, 2009, Black, 2011). Facebook allows the marketers 

to target the right people, even in the right place and in the right time (Shih, 2009). The 

advertisers can use filters related to, for example gender, age, location, relationship status, 

interests or workplace.  
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To make possible to target an audience for the marketers, it is needed to share some 

information from particular users (Shih, 2009). This is not difficult on Facebook because 

people want to introduce themselves, so they usually share  

“gender, birthday, hometown, employer, college, and high school 

information...relationship status, political views, religious beliefs, activities, interests, 

and favourite music, TV shows, movies, and books” (p.83).  

 

The shared information from the users can be used for advertisement hypertargeting 

even if they are under privacy control of the users (Shih, 2009). As a result, the advertisers 

can focus more on what customers consider more important than on general features of the 

product. Moreover, this system can aim the passive buyers as well. These kinds of buyers are 

people who do not find the information about the product or service but they can be interested 

in that. 

In regard to hypertargeting, the target audience needs to be chosen carefully (Shih, 

2009). Here are several variables according which this process can be provided. Firstly, it is 

gender which is the most important factor in advertisements linked to retailing. This can be 

taken from two perspectives. If the product is explicitly, for example for women, on one hand 

advertisements are directed right to women. On the other hand, the product can be bought 

from men as a gift for women, and therefore it is essential to make the advertisement visible 

for men as well. This approach needs to be considered during a decision-making of targeting.  

The second thing is a relationship status. This is important in case of the product 

connected to, for example dating, engagement, wedding. Moreover, the status can be 

understood also as a way of life. For instance, a single person would be less interested in 

advertisements linked to “purchasing a home in a good school district” (p.164).  

Another variable could be an age. In this context, there can be a problem from the users´ 

perspective. It is a very common situation that they do not justify their age or they published 

the wrong one. Because of that, the targeting needn´t be useful in right way. However, the 

users are likely to publish their education. As a result, it enables to find out their approximate 

age.  

If the product in the advertisements is directed towards a particular area of the industry, 

it is useful to take into account also the workplace. Similarly, if the product is vulnerable for 
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the particular geographic area, the location, either city or country, can plays a role. Last, but 

not at least, the interests, such as preferred music, books, movies are the very important part 

of hypertargeting criteria.   

Responsiveness of users 

Those users who actively respond to the advertisements are affected by numerous 

elements of the posts to which they are willing to react (Wasserman, 2012, a). One of the 

significant findings to emerge is that although Saturday´s and Sunday´s posts have 69 per cent 

higher interaction, just only 11 per cent of all posts are published during the weekends. 

Moreover, the best day for the posts about fashion is Thursday and Monday as the beginning 

of the week is the most favourable for general retail. The advertisers should avoid the 

marketing activities on Wednesdays because the interaction in these days is 7.4 per cent lower 

than the average one.  

There are also the differences in the effectiveness of the posts in various periods of a 

day (Wasserman, 2012, a). The findings suggest that the posts created during the day, 

specifically between 8 am and 7 pm show 14 per cent lower the interaction that those 

published mainly in the night, between 8 pm and 7 am. Interestingly, the effectiveness is also 

related to the number of the posts per day. The evidence shows that the less the better. The 

survey has reported 19 per cent lower interaction activity in case of brands which publish 

three and more posts a day.  

The next notice is based on a context of the posts (Wasserman, 2012, a). Those ones 

including a photo have 39 per cent higher interplay results than the average is. Also the posts 

based only on text have higher rate than average with their 12 per cent. However, the lower 

than the average interaction have the posts containing the video or link. Moreover, the 

position of a question in a text should be considered. The study points out that the better place 

for the question is at the end than in the middle of the post. In this case, there is 15 per cent 

higher general interaction and the comments are twice more likely than in those with the 

question in the middle.  

Limitations of advertising on Facebook 

Obviously, all aspects of life, whether personal or business, have some limitations and 

disadvantages (Shih, 2009). In the case of Facebook, firstly it is an unwanted kind of 

advertising. That means that the customers are not very keen on certain kind of 
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advertisements. The most common and popular advertising is linked to sport, recreation, 

books, movies, fashion or celebrities. They are welcome due to their basic idea and users are 

used to express their identity through them. On the other hand, there are advertisements 

related to the expensive cars or jewellery which the customers could see as bragging and thus 

these advertisements are not fancied so much.  

Moreover, the users often feel exhausted from the amount of advertisements posted on 

Facebook. In this context, the situation of an ignorance and turning off the usage of the social 

networks can happen. Additionally, the advertisers have not a great power to control the 

messages and reactions to advertisements.  

Also a negative buzz is very common because the users are likely to talk about the 

products and services. Often the expressions can be mindless. Here, the brands can take action 

and respond to their comments or opinions. Of course, this feedback from consumers can be 

very helpful for the firm. On that basis, they can improve and develop their services or 

products. 
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Appendix B 

 

The ethics form 

 

University of Huddersfield 

The Business School  

 

STUDENT PROJECT / DISSERTATION ETHICAL REVIEW 

 

APPLICABLE TO ALL UNDERGRADUATE AND POSTGRADUATE TAUGHT PROGRAMMES 

 

Please complete and return via email to your Project / Dissertation Supervisor along with 

the required documents (shown below) 

 

Before completing this section please consult the ‘Ethics Policy and Procedures’ section on 

Blackboard.  Students should consult the appropriate ethical guidelines.  The student’s supervisor 

is responsible for advising the student on appropriate professional judgement in this review.  

 

 

            SECTION A: TO BE COMPLETED BY THE STUDENT 

 

Project Title: The attitudes of Czech and Slovak Internet users towards social 

network advertising 

Student name: Petra Lapunikova 

Student number: U1273612 

Course: European Business 

Supervisor: Eleanor Davies 

Proposed start date of 

data collection 

7th March 2013 

 

 

 

 

 

https://h1.hud.ac.uk/webapps/portal/frameset.jsp?tab=community&url=%2Fbin%2Fcommon%2Fcourse.pl%3Fcourse_id%3D_31114_1
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           SECTION B: PROJECT OUTLINE (TO BE COMPLETED IN FULL BY THE STUDENT) 

 

Issue Please provide sufficient detail for your supervisor to 

assess strategies used to address ethical issues in the 

research proposal.  

Aim / objectives of the study 

These need to be clearly 

stated and in accord with the 

title of the study.  (Sensitive 

subject areas which might 

involve distress to the 

participants will be referred to 

the Ethics Committee 

Representative).  

 

 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. 

 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. 

 

Research methodology 

The methodology needs to be 

explained in sufficient detail to 

show the approach used (e.g. 

survey) and explain the 

research methods to be used 

during the study.   

The research approach chosen for this study is a survey. 

Then, the questionnaire as a research method was 

considered as the most appropriate form for collecting data. 

More specifically, the online self-administrated 

questionnaire is using. 

Does your study require any 

permissions for study?  If so, 

please give details. 

 

The study does not require any permission. 

Participants 

Please outline who will 

The participants chosen for the study will be Czech and 

Slovak university students who have set an account on the 
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participate in your research.  

You should comment explicitly 

about whether your 

participants are able to offer 

informed consent.  If your 

research involves vulnerable 

groups (e.g. children, adults 

with learning disabilities), it 

must be referred to a Ethics 

Committee member.   

selected social network and tend to visit this site.  

Access to participants 

Please give details about how 

participants will be identified 

and contacted.   

 

The participants will be addressed through the Internet, 

particularly directly through the social network by providing 

the link for the online questionnaire. They will be contacted 

by the author or through the other person who will resend 

them the link related to the questionnaire. 

How will your data be 

recorded and stored? 

Because of the online questionnaire, all data will be 

recorded electronically and saved by the program intended 

for this purpose (Google docs) during the research process. 

Later, the data will be stored also by the author in specific 

folder in the computer. 

Confidentiality 

Please outline the level of 

confidentiality you will offer 

respondents and how this will 

be respected.  You should also 

outline who will have access to 

the data and how it will be 

stored.  (This information 

should be included on 

‘Information Sheet’.) 

 

All the answers of the respondents will be confidential. Only 

the author will have an access to the data during the 

research process as well as the author will be the one who 

will store the collected data. 

Anonymity 

If you offer your participants 

anonymity, please indicate 

how this will be achieved.   

 

The research will be provided on the base of anonymity. 

The form of the online questionnaire insures that nobody 

will be able to find out the identity of the respondents. Also 

the author does not require the personal details of 

respondents in the questionnaire.  
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Could the research induce 

psychological stress or 

anxiety, cause harm or 

negative consequences for 

the participants (beyond the 

risks encountered in normal 

life)?   If yes, you should 

outline what support there will 

be for participants.   

The research could not induce any kind of stress or anxiety 

as well as could not affect the respondents in any negative 

way. 

Retrospective applications.  

If your application for Ethics 

approval is retrospective, 

please explain why this has 

arisen.  

 

The application is not retrospective. 

 

          SECTION C – SUMMARY OF ETHICAL ISSUES (TO BE COMPLETED BY THE STUDENT) 

 

Please give a summary of the ethical issue and any action that will be taken to address the 

issue(s).   
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Appendix C 

 

The questionnaire used for the research 

Attitudes towards advertising on social network Facebook 

I am a student of the University of Huddersfield and this research is conducted as part of my 

final year project. The aim of this survey is to examine the attitudes of Czech and Slovak 

Facebook users attending the university towards advertising presented on this social network. 

The objectives set for this study are to understand the general perception about social network 

advertising among users; to examine to what extent the informativeness and entertainment in 

regard of advertising context are valuable for the users; to evaluate the effect of the aspects of 

social network usage and the amount of advertisements on forming the users´ attitudes; and to 

examine whether there are any significant differences among genders in attitudes towards 

advertising. 

Your participation is voluntary and you may withdraw from this research any time you wish. 

It may take approximately five minutes of your time. Only researcher will have access to view 

any data collected during this research and the results will remain anonymous. Please make 

sure that you have responded to all statements and do not forget to click -Submit- on the 

bottom of this questionnaire.  

Thank you for your participation, interest and time! 

* Required 

Gender * 

 Male  

 Female  

Level of study * 

 Undergraduate  

 Postgraduate  
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Nationality * 

 

 

  

Facebook usage per day * 

 

zero 

hours 

less 

than 

one 

hour 

1 hour 

up to 3 

hours 

more 

than 3 

up to 4 

hours 

more 

than 4 

up to 5 

hours 

more 

than 5 

up to 6 

hours 

more 

than 6 

up to 10 

hours 

more 

than 10 

hours 

On average, how 

many hours do 

you spend on 

Facebook per 

day? 

        

 

Do you usually use Facebook during the: * 

 
never sometimes often regularly 

morning hours     

afternoon hours     

evening hours     

night time     

 

How often do you use Facebook: * 

 
never sometimes often regularly 

all seven days of the week     

weekends (Saturday and Sunday)     

mainly during the weekdays (Monday through Friday)     
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General attitudes * 

 
very bad 

somewhat 

bad 

neither 

bad or 

good 

somewhat 

good 
very good 

Overall, do you consider 

Facebook advertising a good 

or bad thing? 

     

 

strongly 

dislike it 

somewhat 

dislike it 

feel 

neutral 

somewhat 

like it 

strongly 

like it 

Overall, do you like or 

dislike Facebook 

advertising? 

     

 
very essential quite essential 

somewhat 

essential 

not essential at 

all 

I consider 

Facebook 

advertising: 

    

 

 

Informativeness * 

 

strongly 

disagree 

slightly 

disagree 

neither 

agree or 

disagree 

slightly 

agree 

strongly 

agree 

Facebook advertising makes 

product information immediately 

accessible. 
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strongly 

disagree 

slightly 

disagree 

neither 

agree or 

disagree 

slightly 

agree 

strongly 

agree 

Facebook advertising is a 

convenient source of product 

information. 

     

Facebook advertising is a good 

source of up-to-date product 

information. 

     

Facebook advertising supplies 

relevant product information. 
     

Facebook advertising informs me 

of the latest products and 

information available on the 

market. 

     

Facebook advertising helps me 

get special product price news. 
     

 

Entertainment * 

 

strongly 

disagree 

slightly 

disagree 

neither 

agree or 

disagree 

slightly 

agree 

strongly 

agree 

Facebook advertisements are fun 

to watch and listen to. 
     

I have seen Facebook 

advertisements before. 
     

I have seen Facebook 

advertisements so many times 

that I am tired of it. 
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strongly 

disagree 

slightly 

disagree 

neither 

agree or 

disagree 

slightly 

agree 

strongly 

agree 

I thought Facebook 

advertisements are clever and 

quite entertaining.  

     

Facebook advertisements are not 

just selling - they are entertaining 

me. I appreciate that. 

     

 

Invasiveness * 

 

strongly 

disagree 

slightly 

disagree 

neither agree 

or disagree 

slightly 

agree 

strongly 

agree 

I find advertisements shown 

on Facebook distracting. 
     

I find advertisements shown 

on Facebook disturbing. 
     

I find advertisements shown 

on Facebook forced. 
     

I find advertisements shown 

on Facebook interfering.      

I find advertisements shown 

on Facebook intrusive. 
     

I find advertisements shown 

on Facebook invasive. 
     

I find advertisements shown 

on Facebook obtrusive. 
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Appendix D 

 

Selection of particular question and their relationship with the literature review 

The group of questions 

 

The purpose of the questions 

 

 

The relation to the 

literature review 

 

Three question related to the 

Facebook usage 

 

To find out the average amount of 

hours per day spent by the users on 

Facebook, the allocation of this time 

into various periods of the day into the 

several parts of the week. 

 

Korgaonkar and Wolin 

(2002) 

Three questions related to the 

general attitudes towards 

Facebook advertising 

 

To uncover the overall attitudes of the 

respondents based on their 

consideration of the objective of 

advertising, their general attitude 

toward the advertisements on 

Facebook. 

 

Schlosser et al. (1999) 

Korgaonkar and Wolin 

(2002) 

Dennis and DeFleur (2010) 

Six questions related to 

informativeness 

 

To detect if the respondents find the 

Facebook advertisement as valuable, 

convenient, actual and accessible 

source of information. 

 

Ducoffe (1996) 

Gordon and De Lima-Turner 

(1997) 

Schlosser et al. (1999) 

Yang (2003) 

Petrovici and Marinov 

(2007) 

Cheng et al. (2009) 

Millan and Mittal (2010) 

Taylor et al. (2011) 

Eze and Lee (2012) 
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Five questions related to 

entertainment 

 

To disclose if the advertisements on 

Facebook are evaluated on the base of 

fun, and entertainment. 

 

Lastovicka (1983) 

Ducoffe (1996) 

Gordon and De Lima-Turner 

(1997) 

Schlosser et al. (1999) 

Yang (2003) 

Petrovici and Marinov 

(2007) 

Cheng et al. (2009) 

Millan and Mittal (2010) 

Taylor et al. (2011) 

Eze and Lee (2012) 

Seven questions related to 

invasiveness 

 

To reveal the impact of the amount of 

advertising on the respondents linked 

to the distracting, disturbing, forced, 

interfering, intrusive, invasive and 

obtrusive effects. 

 

Ducoffe (1996) 

Li et al. (2002) 

Cho and Cheon (2004) 

Cheng et al. (2009) 
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Appendix E 

 

Responses to the particular questions of the questionnaire 

 

“How many 

hours do you 

spend on 

Facebook per 

day?” 

 Count Percentage 

Zero hours 0 0% 

Less than one hour 20 18% 

1 hour up to 3 hours 50 45% 

More than 3 up to 4 hours 10 9% 

More than 4 up to 5 hours 13 12% 

More than 5 up to 6 hours 7 6% 

More than 6 up to 10 hours 9 8% 

More than 10 hours 2 2% 

Total 111 100% 

 

"Do you usually use 

Facebook during the 

morning hours?” 

 Count Percentage 

Never 6 5% 

Sometimes 82 74% 

Often 13 12% 

Regularly 10 9% 

Total 111 100% 

 

"Do you usually use 

Facebook during the 

afternoon hours?” 

 Count Percentage 

Never 6 5% 

Sometimes 52 47% 

Often 39 35% 

Regularly 14 13% 

Total 111 100% 
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"Do you usually use 

Facebook during the 

evening hours?” 

 Count Percentage 

Never 3 3% 

Sometimes 18 16% 

Often 57 51% 

Regularly 33 30% 

Total 111 100% 

 

"Do you usually use 

Facebook during the 

night time?” 

 Count Percentage 

Never 24 32% 

Sometimes 49 43% 

Often 24 22% 

Regularly 14 13% 

Total 111 100% 

 

“How often do you 

use Facebook all 

seven days of the 

week?” 

 Count Percentage 

Never 8 7% 

Sometimes 24 22% 

Often 40 36% 

Regularly 39 35% 

Total 111 100% 

 

“How often do you 

use Facebook during 

the weekend 

(Saturday and 

Sunday)?” 

 Count Percentage 

Never 3 3% 

Sometimes 36 32% 

Often 35 32% 

Regularly 37 33% 

Total 111 100% 

 

“How often do you 

use Facebook mainly 

during the weekdays 

(Monday through 

Friday)?” 

 Count Percentage 

Never 3 3% 

Sometimes 24 21% 

Often 42 38% 

Regularly 42 38% 

Total 111 100% 
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“Overall, do you 

consider Facebook 

advertising a good or 

bad thing?” 

 Count Percentage 

Very bad 10 9% 

Somewhat  bad 25 22% 

Neither bad nor good 51 46% 

Somewhat good 23 21% 

Very good 2 2% 

Total 111 100% 

 

“Overall, do you like 

or dislike Facebook 

advertising?” 

 Count Percentage 

Strongly dislike it 18 16% 

Somewhat dislike it 34 31% 

Feel neutral 45 41% 

Somewhat like it 14 12% 

Strongly like it 0 0% 

Total 111 100% 

 

“I consider Facebook 

advertising:” 

 Count Percentage 

Very essential 6 5% 

Quite essential 32 29% 

Somewhat essential 36 32% 

Not essential at all 37 34% 

Total 111 100% 

 

“Facebook 

advertising makes 

product information 

immediately 

accessible.” 

 Count Percentage 

Strongly disagree 9 8% 

Slightly disagree 19 17% 

Neither agree nor 

disagree 
38 34% 

Slightly agree 42 38% 

Strongly agree 3 3% 

Total 111 100% 
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“Facebook 

advertising is a 

convenient source of 

product information.” 

 Count Percentage 

Strongly disagree 16 14% 

Slightly disagree 15 14% 

Neither agree nor 

disagree 
41 37% 

Slightly agree 36 32% 

Strongly agree 3 3% 

Total 111 100% 

 

“Facebook 

advertising is a good 

source of up-to-date 

product information.” 

 Count Percentage 

Strongly disagree 13 12% 

Slightly disagree 15 13% 

Neither agree nor 

disagree 
31 28% 

Slightly agree 43 39% 

Strongly agree 9 8% 

Total 111 100% 

 

“Facebook 

advertising supplies 

relevant product 

information.” 

 Count Percentage 

Strongly disagree 14 13% 

Slightly disagree 37 33% 

Neither agree nor 

disagree 
39 35% 

Slightly agree 19 17% 

Strongly agree 2 2% 

Total 111 100% 

 

“Facebook 

advertising informs 

me of the latest 

products and 

information available 

on the market.” 

 Count Percentage 

Strongly disagree 13 11% 

Slightly disagree 22 20% 

Neither agree nor 

disagree 
34 31% 

Slightly agree 35 32% 

Strongly agree 7 6% 

Total 111 100% 
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“Facebook 

advertising helps me 

get special product 

price news.” 

 Count Percentage 

Strongly disagree 26 23% 

Slightly disagree 36 33% 

Neither agree nor 

disagree 
28 25% 

Slightly agree 20 18% 

Strongly agree 1 1% 

Total 111 100% 

 

“Facebook 

advertisements are 

fun to watch and 

listen to.” 

 Count Percentage 

Strongly disagree 36 32% 

Slightly disagree 37 33% 

Neither agree nor 

disagree 
23 21% 

Slightly agree 13 12% 

Strongly agree 2 2% 

Total 111 100% 

 

“I have seen 

Facebook 

advertisements 

before.” 

 Count Percentage 

Strongly disagree 12 11% 

Slightly disagree 20 18% 

Neither agree nor 

disagree 
25 23% 

Slightly agree 23 20% 

Strongly agree 31 28% 

Total 111 100% 
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“I have seen 

Facebook 

advertisements so 

many times that  

I am tired of it.” 

 Count Percentage 

Strongly disagree 14 12% 

Slightly disagree 15 14% 

Neither agree nor 

disagree 
25 23% 

Slightly agree 25 23% 

Strongly agree 32 28% 

Total 111 100% 

 

“I thought Facebook 

advertisements are 

clever and quite 

entertaining.” 

 Count Percentage 

Strongly disagree 29 26% 

Slightly disagree 38 34% 

Neither agree nor 

disagree 
29 26% 

Slightly agree 12 11% 

Strongly agree 3 3% 

Total 111 100% 

 

“Facebook 

advertisements are 

not just selling – they 

are entertaining me. I 

appreciate that.” 

 Count Percentage 

Strongly disagree 37 33% 

Slightly disagree 32 29% 

Neither agree nor 

disagree 
27 24% 

Slightly agree 11 10% 

Strongly agree 4 4% 

Total 111 100% 
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“I find advertisement 

shown on Facebook: “ 

Strongly 

disagree 

Slightly 

disagree 

Neither 

agree nor 

disagree 

Slightly 

agree 

Strongly 

agree 
Total 

Distracting 
Count 8 17 35 35 16 111 

Percentage 7% 15% 32% 32% 14% 100% 

Disturbing 
Count 6 26 31 32 16 111 

Percentage 5% 23% 28% 30% 14% 100% 

Forced 
Count 7 25 31 33 15 111 

Percentage 6% 22% 28% 30% 14% 100% 

Interfering 
Count 6 21 43 24 17 111 

Percentage 5% 19% 39% 22% 15% 100% 

Intrusive 
Count 5 22 36 27 21 111 

Percentage 5% 20% 32% 24% 19% 100% 

Invasive 
Count 9 20 32 35 15 111 

Percentage 8% 18% 29% 32% 13% 100% 

Obtrusive 
Count 8 13 37 40 13 111 

Percentage 7% 12% 33% 36% 12% 100% 

Total 49 144 245 226 113 777 

 

 

 

 

 

 

 

 


