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Knock Of Advertisement In Digital Social 
Interaction: Informative Or Intrusion For Social 

Media Users  
 

Pankaj Sharma, Dr. NC Raghavi Chakravarthy  
 

Abstract: Social media is a platform for social interaction but marketers as a third party entered into the scene and there were knock of 
advertisements in digital social interaction. The study aimed to know whether social media advertisements are informational or intrusion for users 
and to know their perception about social media advertisements. To meet the objectives literature had been studied and data c ollected from 

primary sources through a questionnaire. The collected data had been analysed using MS Excel and IBM SPSS Statistics 20. The study found 
that users perceive social media advertisements as informational and not an intrusion, and they prefer to watch advertisements on social media 
platforms that offer entertainment and practical use of content to users.  

 
Index Terms: Advertisement, Informational, Interaction, Social Needs, Social Media, Preference, Perception   

——————————      —————————— 

1 INTRODUCTION                             
There are millions of spices on earth and one of them is 
human beings. Human beings are having their own distinct 
needs. Human needs can be classified into economic and 
social needs. The hierarchy of need theory of Abraham 
Maslow stated that human beings are motivated towards 
upper-level needs as soon as their lower-level needs are 
fulfilled. Abraham Maslow classified human needs into five 
parts from lower-level to upper-level 1. Basic Needs (Food, 
Shelter, Cloths, and Sex), 2. Safety & Security Needs (Health, 
Employment, and Property), 3. Love and Belongings (Love, 
affection, family, and friendship), 4. Esteem Needs 
(Achievements, confidence, position in a group, and status), 
and 5. Self-Actualization (Achieving individual potential). 
Nowadays in developed and developing countries, basic 
needs of the majority of human beings are satisfied and they 
are motivated towards upper-level needs. They are motivated 
towards love & belonging and esteem needs, also called 
social needs or psychological needs. Humans are social 
animals, they need friends, family, love, affections, belongings, 
position in a group, status, and many more. To satisfy these 
needs earlier people met on regular basis to talk with each 
other, to discuss political issues or social issues, to play 
games, to celebrate festivals, to wish on achievements, for 
entertainment or to fill empty time. Nowadays to satisfy these 
needs the technology plays a vital role and social media 
provides the platform for social interaction. Peoples nowadays 
use social media for the following: 

 To make new friends and contacts. 
 To chat and stay connected with friends, family, 

loving, and belonging ones 
 To share their thoughts, creativity, activities, likes, 

dislikes, and opinions. 
 For entertainment purpose, watch videos, and to play 

games or to fill empty time.   
 
 
 
 
 
 
 
 
 
 

 
 

 To get quick information, and remain updated with 
world and current scenario.  

 
Using social media is one of the need satisfying activities for 
them but then there is a knock of advertisement in digital 
social interaction, businesses and marketers entered into the 
picture and started advertising their products and services in 
between. Therefore the main objective of the study is to know 
whether these knock of advertisements on digital social 
interaction are informative or intrusion for social media users. 
A social media platform can be defined as a virtual place 
where a user can create a profile, has accessibility to upload 
contents, share contents and connect with other users. The 
first social media platform was Six Degrees, created in 1997 
that allows users to upload a profile and make friends. 
Nowadays there are so many social media platforms which 
become popular. It was founded that from every three people 
in the world one is using social media.[1] 

 
2 LITERATURE REVIEW  
Reddy & Kumar (2016) studied factors that affect the 
effectiveness of advertisements on Facebook, Twitter and 
other Social Media Channels. They believed that the major 
strategy for social media marketing is to develop such content 
and messages that individual users will share with their 
friends, family, and colleagues and that will help a business to 
increase brand exposure and wider customer reach. This 
relies on word of mouth strategy; it has a benefit that shared 
content carries an implicit endorsement when it is send by 
known or trustworthy person. The study results indicated that 
social media effectiveness lead to economic measures, 
influence on good planning, and ease to perform market 
analytics for businesses.[2] Raudeliunien (2018) identified 
factors that affect the effectiveness of advertising campaigns 
on social media. They found that budget for social media 
advertising depends upon organizations strategies and 
activities. They found that most experts believed that 
advertising campaign on social media lasts for more than 30 
days and its effectiveness can be assessed within 2 or 3 days. 
The study identified that sales, content reach, traffic on 
website, impressions, frequency, relevance score, leads, and 
audience growth are key factors that affects effectiveness of 
advertising campaign on social media.[3] Stelzner (2019) 
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undertook a study to know how marketers are using social 
media to grow their business. The study found clear indication 
from marketers about diversifying from Facebook. They found 
that Instagram is hot platform and Linkedin also considered as 
important for social media marketing. It can be concluded that 
the marketers are slowly switching from Facebook to 
Instagram.[4] Voorveld et al (2018) undertook a study on 
social media and advertising. The study demonstrated that 
each digital platform was experienced in unique way and they 
all are having their own strength and weakness. They also 
found that each platform provides a unique set of experience 
dimensions, which is related to how positively or negatively 
advertisements are evaluated. The study found some 
dimensions which are high and low for different social media 
platform.  

 
Table 1: Dimensions experience of users for social media 

platform 
Dimensions Highest Lowest 

Entertainment   
Snapchat & 
Youtube 

Google+ & 
Twitter 

Negative emotion related to 
content 

Twitter & Facebook  
Pinterest & 
LinkedIn  

Pastime 
Instagram & 

Facebook 
 

Stimulation Pinterest  

Identification  Facebook  

Practical Use Pinterest Snapchat 

Social Interaction  
Facebook & 

Snapchat 

Youtube & 

Pinterest 

Innovation  Pinterest  

Topicality  Twitter, Goggle+  

(Source: Hilde A. M. Voorveld et al (2018) Engagement with  
 
Social Media and Social Media Advertising: The Differentiating 
Role of Platform Type, Journal of Advertising) They are of the 
opinion that empowerment is the important motivation for 
using social media but it was delivered by any studied 
platforms. The study concluded that there is no such thing as 
social media as each platform is unique and having its own 
experiences to offer.[5] 
 
Research Gap  
There are several studies had been undertaken on social 
media advertising and its effectiveness but very few studies 
has been undertaken to know the social media users 
perception for advertisement in social digital interaction. 
Therefore this study motivated to know whether the social 
media users perceive advertisement as informative or 
intrusion in digital social interaction. 

 
3 RESEARCH METHODOLOGY   
 
3.1 Objectives of the study 

 To know whether the social media users perceive 
advertisement as informative or intrusion.  

 To know users preference for social media 
advertisements.  

 
3.2 Statement of Intended Contribution    

 This study will be helpful to marketers for appropriate 
allocation of fund for each channel in advertisement 
campaign.  

 This study will add in knowledge the users perception 
towards social media advertisement.  

 This study will be helpful to marketers, businesses, 
researchers, and academicians to know about users 
perception towards social media advertisements.  

 
3.3 Research Design   
A descriptive research design has been used to know the 
perception of social media users about social media 
advertisements. The collected data has been coded in excel 
sheet and transferred to SPSS 20, for the purpose of analysis 
IBMS SPSS 20 has been used.   
3.4 Sampling Design 
For the purpose of collecting data convenience sampling 
method has been used and from 65 respondents data has 
been collected in Ahmedabad city, Gujarat.   
 
3.5 Period of the study  
To meet the objectives the data has been collected during the 
year 2019.  
 
3.6 Sources of Data  
The data has been collected from primary sources through 
structure questionnaire in Google form.  
 
3.7 Research Tools  

 IBM SPSS 20 – Crosstab 
 Multidimensional Scaling – PREFSCALE 

 
3.8 Limitations of the study   

 This study restricted to specific time, specific place 
and specific respondents it may be possible that result 
may vary from time and place.   

 There are certain limitations of methods and statistical 
tools used in study the same applicable to the study.  

 
4 DATA ANALYSIS AND DISCUSSION    
 
4.1 Profile of Respondents  

 
Table :1 Gender & Age of Respondents 

Gender 

Category Number In % 

Male 38 58% 

Female 27 42% 

Total 65 100% 

Age (In Years) 

Category Number In % 

18-25 49 75% 

26-55 16 25% 

Total 65 100% 

(Sources: collected data using excel formulas) 
  

Table 2: Educational Qualifications of Respondents 

Educational Qualifications 

Category  Number  In %  

Higher Secondary  5 8% 

Graduation  14 22% 

Post-Graduation 41 63% 

Other 5 8% 

Total 65 100% 

(Sources: collected data using excel formulas) 
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The profile of respondents’ presents that in total there are 58% 
male, 75% are in the age group of 18-25, and 63% are Post-
Graduates.  
 
4.2 Awareness of Social Media Advertisements   
 

 
 
 

Table :3 Awareness of SMA 

Awareness 

Category Number In % 

Aware 58 89% 

Unaware 7 11% 

Total 65 100% 

(Sources: collected data using excel formulas) 
 
In total 89% users has focused and seen social media 
advertisements.  
 
4.3 Time Spend on Social Media    
 

Table 4: Time spend on Social Media Daily 

(Sources: collected data using excel formulas) 
 

Table 5: Gender wise time spend on social media  

Gender 

Time Spend on Social Media Daily 
 (In Hours) 

 Total 

Less than 
1 

1 to 3 
 

4 to 6 7 to 9 

Male  
7 

(18%) 

22 

(59%) 

7 

(18%) 

2 

(5%) 
38 

Female  
3 

(11%) 

16 

(59%) 

7 

(26%) 

1 

(4%) 
27 

Total 10 38 14 3 65 

(Sources: collected data using SPSS crosstab) 
 

Table 5: Age wise time spend on social media 

Age  
(In 
Years) 

Time Spend on Social Media Daily (In Hours) 
 

Total 
Less 

than 1 

1 to 3 

 
4 to 6 7 to 9 

18 – 25 
5 

(10%) 

31 

(63%) 

12 

(25%) 

1 

(2%) 
49 

26 - 55  
5 

(31%) 

7 

(44%) 

2 

(12%) 

2 

(12%) 
16 

Total 10 38 14 3 65 

(Sources: collected data using SPSS crosstab) 
 
 

Table 6: Educational Qualification wise time spend on 
social media 

Educational 
Qualification  

Time Spend on Social Media Daily (In 
Hours) 

 Total 

Less 

than 1 

1 to 3 

 
4 to 6 7 to 9 

Higher 

Secondary  

2 

(40%) 

1 

(20%) 

0 

(0%) 

2 

(40%) 
5 

Graduation 
0 

(0%) 

8 

(57%) 

6 

(43%) 

0 

(0%) 
14 

Post-
Graduation 

7 
(17%) 

25 
(61%) 

8 
(20%) 

1 
(2%) 

41 

Other  
1 

(20%) 

4 

(80%) 

0 

(0%) 

0 

(0%) 
5 

Total 10 38 14 3 65 

(Sources: collected data using SPSS crosstab) 
 
Table 7: Awareness of Advertisement wise time spend on 

social media 

Awareness 

Time Spend on Social Media Daily (In 

Hours) 
 Total 

Less 

than 1 

1 to 3 

 
4 to 6 7 to 9 

Aware 
7 

(12%) 

36 

(62%) 

14 

(24%) 

1 

(2%) 
58 

Unaware  
3 

(43%) 

2 

(29%) 

0 

(0%) 

2 

(28%) 
7 

Total 10 38 14 3 65 

(Sources: collected data using SPSS crosstab) 
 
In total 58% users spend 1 to 3 hour on social media daily. It is 
found that both male and female almost spend same time on 
social media but females spent little bit more time on social 
media as compared to males. Those who are in the age group 
of 18-25 are spending more time on social media as compared 
to age group of 26-55. Those who are graduates or post 
graduates spend more time on social media as compared to 
those who are having higher secondary or other education.  
 
4.4 Perception towards Social Media Advertisements     
 

Table 8: Perception towards Social Media Advertisements 
Statements SD D N A SA 

Social Media Advertisements 
are more informational than 

traditional advertisement 

8% 17% 20% 43% 12% 

Advertisement on social media 
are disturbance in Entertainment 

/ work / Conversation 

8% 17% 31% 28% 17% 

Social media advertisement 
influence the shopping Trend 

(Fashion, Choice) 

6% 12% 12% 51% 18% 

Feel comfortable in sharing our 

opinion regarding product / 
advertisement on social media 

9% 15% 25% 43% 8% 

Social media advertisements are 

reliable and trustworthy 
12% 32% 37% 15% 3% 

Social media advertisement is 
most effective medium of 

advertisement nowadays 

8% 9% 23% 40% 20% 

Social media advertisement 
affect the purchase decisions 

8% 8% 25% 55% 5% 

Time Spend (In Hours) 

Category  Number  In %  

less than 1 Hour  10 15% 

 to 3 38 58% 

4 to 6 14 22% 

7 to 9 3 5% 

Total  65 100% 



INTERNATIONAL JOURNAL OF SCIENTIFIC & TECHNOLOGY RESEARCH VOLUME 9, ISSUE 02 , FEBRUARY  2020       ISSN 2277-8616 
 

3852 
IJSTR©2020 

www.ijstr.org 

Sometimes social media 
advertisements are irritating 

(embarrassing, Vulgar, 
Annoying) 

6% 26% 25% 18% 25% 

(Sources: collected data using excel formulas) 
 

Table 9: Type of Advertisement preferred 

Types of Advertisements 

Category  Number  In %  

Funny 31 48% 

Creative 42 65% 

Emotional 16 25% 

Informational 41 63% 

Social Message 28 43% 

Short & Crispy 25 38% 

Crazy 6 9% 

Simple 14 22% 

(Sources: collected data using excel formulas) 
 
The collected data indicates that majority of users believed 
that advertisements on social media are more informational 
than traditional advertisements. There is neutral responses on 
statement advertisements are disturbance in entertainment, it 
can be said that not always but sometimes social media 
advertisements are disturbance in entertainment. The data 
also indicates that the social media advertisements influence 
shopping trend, fashion and choices. Majority of users feel 
comfortable in sharing opinions regarding product on social 
media. Majority of users are of the opinion that advertisements 
on social media are not reliable and trustworthy. Majority of 
users believed that social media advertisement is most 
effective medium of advertisement nowadays. Users also 
accepted that social media advertisements affect their 
purchase decisions. Majority of them are of the opinion that 
sometimes social media advertisements are irritating, 
embarrassing, vulgar, and annoying.  The data indicates that 
users prefer to watch informational, creative and funny 
advertisements, so it is advisable that if marketers want to 
target mass than they should use advertisements have these 
kinds of attributes.  
 
3.3 Preference for Social Media Platform  
 

Table: 10 Stress & Fit Measure 

Normalized Raw Stress .02934 

Stress-I .17129
a
 

Stress-II .50162
a
 

S-Stress .06952
b
 

Dispersion Accounted For 
(D.A.F.) 

.97066 

Tucker's Coefficient of 
Congruence 

.98522 

PROXSCAL minimizes Normalized Raw 

Stress. 

a. Optimal scaling factor = 1.030. 

b. Optimal scaling factor = .947. 

(Source: SPSS output MDS – PROXSCALE & 
PREFSCALE) 

 
Chart:1 Scree Plot Diagram 

 

          
 

(Source: SPSS output MDS – PROXSCALE & 
PREFSCALE) 

 
Table 11: Final Coordinates 

  
Dimension 

1 2 

Youtube 0.666 0.395 

Facebook 0.649 -0.084 

Twitter 0.001 0.264 

Instagram 0.199 -0.266 

Whatsapp -0.116 -0.593 

LinkedIn -0.664 -0.259 

Pinterest -0.734 0.541 

(Source: SPSS output MDS – PROXSCALE & PREFSCALE) 
 
Chart 2: Perceptual Map of Social Media users for preference 

of social media platform 
 

 
Source: SPSS output MDS – PROXSCALE & PREFSCALE) 

 
To know the users preference for social media platform for 
advertisement a question had been prepared with seven social 
media platform and informed users to rank them according to 
preference from 1 to 7. The collected data coded in excel 
sheet and transferred to IBM SPSS Statistics 20 software. The 
Multidimensional scaling has been used to analyse the data. 



INTERNATIONAL JOURNAL OF SCIENTIFIC & TECHNOLOGY RESEARCH VOLUME 9, ISSUE 02 , FEBRUARY  2020       ISSN 2277-8616 
 

3853 
IJSTR©2020 

www.ijstr.org 

The data has been converted into proximities and Scree plot 
(Chart 1) prepared to know the number of dimensions which 
can accurately present the data. As the scree plot diagram 
presents that it can have two dimensions that presents DAF 
(Table 10: Dispersion Accounted For) 0.97066. Which means 
that these two identified dimensions can present 97% data 
than can be interpreted accurately If three dimension are 
prepared than it become ambiguous to interpret the results 
therefore two dimensional analysis has been selected. A 
common plot and Final Coordinates for two dimensions are 
prepared. Which are presented in Table 11: Final Coordinates 
and Chart 2: Perceptual Map of social media users for 
preference of social media platform. Considering the values of 
different social media platform dimension 1 is named as 
entertainment and dimension 2 as practical use of content. 
The data indicates that while preferring social media platform 
the two attributes or dimensions which are considered by 
users are dimension 1 entertainment and dimensions 2 
practical use of content. The perceptual map presents that on 
entertainment dimension Pinterest is least preferable and 
YouTube is highly preferable by users for social media 
advertisements. On the second dimension i.e. practical use of 
content Whatsapp least preferable and Pinterest and twitter 
are highly preferable by users for social media advertisements. 
From the above data it can be said that users prefer to watch 
advertisements on those social media platforms that offers 
entertainment and practical use of contents. These data 
indicates that there are four such platforms in that category of 
entertainment and practical use of content i.e. YouTube, 
Facebook, Twitter, and Instagram.  

 
5 CONCLUSION     
The main objective of study is to know whether advertisements 
are informational or intrusion for users of social media. To 
meet the objectives data was collected, analysed, interpreted 
and found that majority of users considered social media 
advertisements as informational and not intrusion. They are of 
the opinion that sometimes it becomes disturbance in 
entertainment but not always. To know users preference for 
social media advertisement data are collected, analysed, 
interpreted and found that users prefer to watch advertisement 
on social media platform that offers and entertainment and 
practical use of content i.e. YouTube, Facebook, twitter, and 
Instagram. This study concludes that users perceive social 
media advertisements as informational and marketers should 
target the potential customers on social media platforms that 
offer entertainment and practical use of contents.  
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