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Abstract

With the growth of Internet, it has changed the way we work and
live. Presently around 42 percent of the world population isusing
Internet. We get up-to-date information over the Internet which is
accessible 24X7. Internet has also become synonymous with Social
Networking Sites (SNS).They help us remain in contact with near
and dear ones as also business contacts on a real time basis and its
reach has been growing with a scorching pace. According to certain
estimates, around 30 percent of the world population accesses some
form of Internet based social media. The marketers too have taken
notice of potential of this medium and started using it in innovative
ways to reach to their target audience. This study primarily focuses
on how male and female patrons of social networking sites perceive
advertisements over social networking sites as also their perceptions
towards online purchases. The results indicate that both the genders
have similar attitudes towards advertisements over SNSs but they
perceived online shopping differently. The findings have important
theoretical and managerial implications.

Keywords: Internet; Social Media; Social Networking Sites (SNS);
Social Media Marketing

Introduction

Internet has transformed itself into a platform where advertise their
products and services (Ahmad & Khan, 2017a; Ahmad & Khan, 2017b).
It is a platform where people communicate and do businesses. Internet
as a medium has given a globalized dimension to the world; everything
we need is just a click away. It has been found to be the most
democratic medium providing information to millions of people.
Internet has evolved as a vast global market where we communicate and
exchange goods and services. It is being used by the individuals for
various purposes like to search product features, compare prices, look
reviews of the products, make payments etc. (Ahmad, Rahman, &
Khan, 2017; Sinha, 2010).Around 3.8 billion people i.e. more than 50
percent of the population world-wide is using Internet. In a report
(Internet World Stats, 2017).Social networking has become the most
prevalent Internet activity surpassing other online activities (Ahmad &
Khan, 2017b). With the increasing popularity of social networking sites,
marketers are coming up with ways and means to usethese sites as an
advertising medium (Hart 2007; Bausch and Han 2006). Marketers must
understand the way these sites can be used by the marketers to reach
their target consumers (Ahmad & Khan, 2017b;
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Ahmad, Akhter, Khon, & Khon, 2013).

Advertising over the Internet has been acknowledged for
its interoctivity ond obility to reord the behoavioural
responses of the Internet users (Rodgers & Thorson, 2000).
Researchers have discussed the relevonCy of the
advertisements os is the most importont feature which
mokes the ods effective (Lee ond Moson 1999; Muehling
ond MEConn 1993). It hos olso been reported that when
Consumers perceive that advertisements Contoin useful
information they ore more likely to respond to it (Ahmod &
Khon, 2017b; Ducoffe 1996; Muehling ond McConn
1993). Hence, it Con be said that if the morketers use the
social networking sites to exhibit ads which are useful thon
the users will exhibit a positive behavioural response to the
ads.

Literature Review
Online Buyer Behaviour

Consumer behaviour differs over the Internet in
¢omparison to offline stores, where one ¢on touch ond feel
the produ¢t (Ahmod & Khon, 2015). Reolizing the
importonce of e-buyer behaviour,a number of reseorchers
have explored the area (Ahmad et ol., 2017; Tsoi & Men,
2013; Chen, Hsu & Lin, 2010;Jayowordhena et ol.,
2007;Cheung, Chon &Limoyem, 2005;Brown et al., 2003).
Internet users browse the webto get informotion along with
enjoyment (Ahmad, Rohmon & Khan, 2016;
Koterattonakul, 2002). In the evaluotion of websites,
reseorchers hove found bothinformativenessos well as
entertoinmentto bevital foctors (Ri¢hard, 2005; Ducoffe,
1996). In other words, hedoni¢ ond utilitorion motivations
play significont role in affecting online buyers purchose
intention (Ahmod et al., 20170; Wolfinbarger& Gilly,
2001).

Aljukhador ond Senecal (2011) divided online buyers into
three Categories: bosic Communicotors (users using
Internet to Communicoate), lurking shoppers (users who
shop heavily) ond, sociol thrivers (Users using the
interactive features of Internet to interoct by meons of
¢hotting, blogging, video streaming, downloading etc.). In
online buying, word of mouth also has on importont role. It
has been found thot negative word of mouth elicits o
conformity effect (Lee, Park & Hon, 2008). Experience,
word of mouth, ond morketing communicotions hos been
found to help build brond imoge (Romomiuk& Sharp,
2003). Several researchers have found o significont ond
positive influence of the volume ond the valence of the
reviews on soles (Chen, Wong &Xie 2011; Chevalier
&Maoayzlin 2006; Liu, 2006).

The young generation thot forms on importont consumer
group because of their unique purchosing behaviour hove
also been found to have a positive ottitude towords online
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shopping (Ahmoad & Khon, 2015; Cole, 2011;
Arnoudovska, Bonkston, Simurkova&Budden, 2010; Xu
ond Poulins, 2005). Reseorchers have also onalysed e-
buyer behaviour with respect to socioeConomic
Characteristics i.e. oge, gender, inCome eté. (Herna'ndez,
Jimenez, & Mortin, 2011).Researchers hove found
difference in the ottitude of men ond women towords online
shopping. Men have been found to have shown favouroble
ottitudes to Internet ond Internet Shopping (Dennis,
Morgon, Wright &Jayowordheno, 2010; Jockson, Ervin,
Gordner & S¢hmitt 2001; Bimber, 2000). Studies have also
reveoled thot, men ore content with the overall messoge
themes, whereas women go for a.detailed eloboration of the
Content (Meyers-Levy &Moheswaron, 1991; Meyers-Levy
ond Sternthol, 1991; Meyers-Levy, 1989).

Social Media Marketing

Social media in¢ludes sites like blogs, soc¢ial networking
sites (e.g., Facebook), Content Communities (e.g., Youtube)
Akar&Topeu (2011). These sitesenobles the morketers to
reach the target Consumers through social Communities
where they also work to build o healthy relotionship with
the Consumers on o more personal level (Kelly, Kerr
&Drennon, 2010; Avery,LorisCy, Amodor, I¢kowitz,
Primm& Taylor,2010). Sociol networking sites (e.g.
Focebook) have emerged to be the most importont driving
forée of the digitol media revolution (Vogt &Knopmon,
2008). Social mediamorketing hos enobled themaorketers in
presenting their products ond services to alorge Community
ond to get their feedbock through social networking sites
(Weinberg, 2009). Social networking sites help the
morketers to ex¢honge thoughts ond information reloted to
products ond services (Ontorio, 2008).

The intention to use ony services over the Internet is
offected by the level of satisfoction of the users (Ahmod et
ol., 2017; Shiou& Luo, 2010). Social media users shop
through the sociol networking sites when they find the
services over the social sites useful os well as eosy to use
(Chao, 2009). Online ¢onsumers extract the product related
information from vorious sources, especially through the
product reviews on the social networking sites (Clemons,
2009). Before actuol buying of products ond services,
consumers continuously seorch for the product reviews
(Akor&Topcu, 2010). A large ¢hunk of the online buyers
have been found to believe the product reviews by other
consumers (Blackshow&Nozzoro, 2006). The social
networking octivities of the users have in¢reosed the ad
recall, awareness ond purchose intentions of the online
c¢onsumers (Neff, 2010). The social networking users have
become akind of brond endorsers when they forword some
viral advertising to the friend list (Chu, 2011).

The online consumers who use social networking sites
have been found to be vital s they are supposed to be active
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ond effective, they have olso been found to shore their
experiences with other consumers through the so¢iol media
(Blackshaw&Naozzoro, 2006). Consumers rely more on the
e-word-of-mouth (e-wom) in Comparison to morketing
messoges (Akar, 2010). It is the need of the hour thot, the
interrelation of the sociol media ond morketing
ospectsneeds to be understood by the marketers as the
so¢iol media effects the marketing performonce of the
products ond services (Stephen &Galok, 2010).There are
various studies whic¢h have investigated online
¢ommunities (DeKay 2009; Gongadhorbotla 2008;
Bogozzi & Dholokiar 2002), but there is o dearth of
literature whic¢h hos explored the perception of the male
ond femole socCial network users towords the
advertisements on the SNS in the Indion Context.

Research Methodology
Objectives
The objectives of the study are listed below:

1. To explore the differences in perceptions of the two
genders in terms of ottitude towords advertisements
appeoaring on Social Networking Sites (SNSs).

2. To explore the differences in peréeptions of the two
genders in terms of utilitorion value of Sociol
Networking Sites (SNSs) in online purchaoses.

3. To explore the differences in perceptions of the two
genders in terms of Trust on Social Networking Sites
(SNSs) in online purchoses.

Hypothesis

In the light of the study objectives ond obove literature, the
following hypotheses were proposed:

HO1: Signifi¢ont differences do not exist between the two
genders in terms of oftitude towords odvertisements
oppearing on Social Networking Sites (SNSs).

HO2: Signifi¢ont differences do not exist between the two
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genders in terms of utilitorion value of Social Networking
Sites (SNSs) in online purchoses.

HO3: Significont differences do not exist between the two
genders in terms of Trust on Social Networking Sites

(SNSs).
Research Instrument

A structured questionnoire employing 5 point Likert s¢ole
Consisting of 10items related to three voriobles hos been
used in this study. Theitems of Attitude ond Utilitorion has
been adapted fromKhore ond Rokesh (2011) ond the items
of Trust hos been adopted from Koo (2006).The varioble
items were modified ond rephrosed by the reseorchers
keeping in mind the profile of the respondents. The
responses were generoted from Internet users who had
accounts on Sociol Networking Sites for lost six months.

Sample

The somple for the study Comprised University students
who were enrolled in under groduote Courses os also higher
studies ot a lorge University of repute in northern port of
Indio. The University is o Central Government institution
fully funded by the University Gronts Commission ond is
popular with students who belong to middle ¢lass fomilies
(Ahmod et ol., 2017; Heslop, 2014). Students belonging to
the middle Class ¢on be deemed to represent the mosses
(Ahmod et al., 2016; Shobnom, 2012), hence the somple
¢an be Considered to represent the student population of the
country os awhole.

Data Collection

Researchercontrolled sampling was used for dota
Collection. As suggested by previous studies Dornyei&
Toguchi, (2010), the researchers were personally present
while administering the questionnoire to Clorify doubts, if
ony. A totol of 180 questionnoires were distributed by the
researchers, of whi¢h 150 were received bock ond 140 of
them were suitoble for further onolysis.

Table 1: Demographic Profile of Respondents

FREQUENCY

Qualification

Groduate

60

Post Groduote

80

AGE

Less thon 22 Yeors

66

Above 22 Years

74

GENDER

Mole

86

Female

54
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Data Analysis and Results

Explorotory Factor Analysis (EFA) was performed using
SPSS 20 employing Prin¢ipal Component Analysis (PCA)
with Vorimox rotation ond Koiser normalization os the
foctor extraction method. The KMO meosurement of
sompling oadequocy volue wos found to be 0.7, which
indiCated thot the foctors Coused vorionce in the voriobles.
In oddition, the Bartlett’s test of Sphericity volue wos found
to be significont (Chi-squore = 1124.781, p < 0.005) thot
wos less thon 0.05 (Hair et ol., 1998; Herington &Weaven,

2007), which proved thot the onalysis wos significont with
the somple size of 140.

Loadings with value more thon .5 are considered to be
acCeptable (Khon &Adil, 2013; Metin et al., 2012;
Biiyiikoztiirk et al., 2004; Hair et ol., 1998). The Toble 2
shows the loadings whi¢h were found to acceptable (>0.6)
on intended foc¢tors. The variobles Attitude, Utilitorion
Volue ond Trust each Consisted three, four ond three items
respectively.

Table 2: Results of EFA

Variables Items Code Ll(:::ltiz; Cr(ﬁzﬁ;h s
I om interested in sociol media advertisements AT1 819
Attitude | I feel Comfortoble with online advertisements AT2 .684 0.715
My ottitude toword online odvertisement is positive. | AT3 778
SNSs improves my shopping productivity PU1 754
Utilitarian | SNSs would be useful in buying whot I wont PU2 .706 0.793
Value SNSs will improve my shopping ability PU3 784 '
SNSs would enhonce my effectiveness in shopping. | PU4 .847
SNSs safeguord my personal informotion TRI .693
Trust My privedy would be guoronteed on SNSs. TR2 732 0.737
The social networking sites are relioble. TR3 .689

The Cronbach's Alpha Coeffic¢ient of all the three variobles
Attitude, Utilitorion Volue ond Trust were found to
be0.715, 0.793 and 0.737 respectively. The alpha values of
all the three voriables were within acceptoble ronge ond
hence the factors were found to be relioble as the Cronbach
alpha value of all the three variobles were greoater thon 0.6
(Khon &Adil, 2013; Kerlinger& Lee, 2000; Hoir et ol.,
1998).

To investigate the three hypothesis (HO1, HO2 ondHO03),
Independent samples t-Test wos employed to determine the
variotion in the foctors ond inferences were drown.The
results of the t-test showed that for the foctor “Attitude”
significont difference were not observed between the two
genders ot p=0.05 (Field, 2005).

Table 3: t-Test

Construct Gender N Mean t Sig.(2-tailed)

M 86 3.96

Attitude -0.815 0.416
F 54 3.87

Utilitorion value M 86 393 2.614 0.01
F 54 3.35
M 86 3.89

Trust -2.177 0.02
F 54 3.26

On the other hond significont differences wos found
between male ond femole respondents for the foctor
“Utilitorion Volue” ond “Trust”.Hence, HOI¢ould not be
rejected whereoasHO2ond HO3 wos rejected. Toble 3 above
presents the results for the independent somples t-Test.

Discussion and Conclusion

Social networks have beCome populor mediums for the
world where people of various backgrounds meet. Sociol
media, where users get connected with others, ond even
disclose their personol informoation ond shore other
information with their Contacts hos been used os medium
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by the marketers to communicate the advertising messoges
(IAB, 2015). The findings suggest that mojority (93%) of
the respondents did noti¢e online advertisements on SNS.
This impliesthat the morketers have reolized the growing
potentiol SNSs ond to effectively torget their users,
advertisementsore being ploced in SNSs. It hos also been
found that thot advertising through SNS influences the
people in apositive way.

The SNSs are being used os a.platform where the morketers
eosily estoblish their brond presence, bring aworeness of
their bronds, ond even it hos helped them to save
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advertising costs (Bolotoeva&Cota, 2010; Skul, 2008).
Focebook hos been found to be the most populor social
networking oppli¢ation ond has been found to be one of the
most prominent medium of advertisement too (Xia, 2009).
The results of the independent samples t-Test showed that
there was no significont difference between males ond
females with respect to ottitude towords the advertisements
over the so¢iol medio whereos significont differences were
found between the two genders with respect to the
utilitorion volue ond trust of social networking sites.

Internet shopping hos grown tremendously all over the
world in recent yeors.Sociol media morketing is ploying on
importont role in the marketing strategies of componies
such os odvertisements (Chu, 2011) ond brond poges on
SNSs (Tsoi & Men, 2013). It hos been observed thot the
so¢iol media users ore lively ond the ¢honce of toking
positive marketing oction (i.e. indulging in purchosing) by
them is more, hence it con be o big advontoge for the
morketers who ore present on the sociol networking
websites (Ahmod et ol., 2013). Consequently, Componies
who integrote elements of so¢iol mediainto their morketing
mix have greater potentiol to influence buying Choices
(Klein, 2008).

Limitations and Directions for Future Research

The present study suffersfrom certoin limitations.The
study adopted researcher ¢ontrolled sompling and thus the
findings of the study may have the limitation of
generalizobility. There are signifi¢ont differences in the
somple sizes of different groups whic¢h might hove
¢ompromised the a¢CuraCy of the test applied in the study
(Byre et al., 2007). The study is also limited with respect
to geogrophi¢ extent whic¢h ogoin might limit the
generalizobility of the results of the study.

However, the limitations of ony study are likely precursors
for new areas of research. Future researchers ¢on work on
lorger ond more representative probability bosed
somplesond validote the results of the present study. The
significont differences in the various groups of sample need
to be ¢hecked in future researches.Researchers olso need to
work on other o¢¢upational groups in the ¢ontext of social
networking sites to broaden the sCope of study findings.
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