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Awareness And Preference Of Digital Natives Towards Social
Media Ads

J. Jani Mereybai’
Dr.5.Sah avaselvi’

Abstract

Digital native describes a person that grows up in the digital age. Advertising makes the
youngster to became aware of the arrival new products in the market, It also increases their
knowiedse about the latest innovations, fr the field of techmology and communication. It is
ot exaggerated to say that media is fownd everywhere frrespective of the stafils cveryone
is provc to medias particularly social medias especially the digital natives are inseparabie
to medias, Research indicates that historically the newspaper wis one af the platfarm fo
display ady but in the present sifuation maobile phones and other electronic gadgets plays an
impartance in telling about the arrival new products ard services in the markel, Media
contrals the mind of the youngster’s like a giant remote control, The research paper
highlights the awareness and the preference of vewngsters regarding social media
adveriizements. The data were collected with the help of a questionmaire and multi random
sampling technigue way wsed o represent 125 respondents from fwo autonomons colleges
in Agastheeswaram Taluk in Kanyakumard Disprict This study reveals that the male
respondents have a kigh level of awareness towards social media advertisements wien
compare with female respondens. This study alsa indicates a good monber of respondents
§4.52), preferred to watch YouTube advertisements. This study alsae gives some suggesiions
1o youmgsters and aavertisers,

Key Words: social media advertisements, preference , wiarenesy

Introduction

The term “Digital Natives” describes where digital technology is already around when they
horn, which mean they have grown up with digital technology such as mobile phones,
computers and all other digial technologies, They are all bomn after the 1980s and they
comfortable in the digital age. Awareness means, getting knowledge and understanding »
situation of information based on experience. Advertising makes youngsiers aware of the
new products available in the market. It nlso increases the knowledge about the latest
innovations, in the field of technology as well as otherwise, Media is everywhere. It is an
inseparable part of voungster's life. Historically, newspaper way the most common of media,
but foday mobile phones and other clectronic devices have taken over all for of
communication. Youngster's of today depend on the media for information on everything
the latest gadgets, fashion trends ete,, Media controls the mind of the teenager’s like & giant
remote control. In general youngster's  would be involved in some sort of media

* Ragedrch Scholar, Reg Moo (HE 341012003, Revsatch Deoparitmen of Commerce, Holy Crass College (Ausangmma),
Magencsil, Kanyakemari Diseriet, Tamil Nadu , Endia.

“5 4 peistnnt Professer and Research Supervisor, Depanment of Commeroe, Hoby Croxs College [Autonomous), Nagencail,
Boanyakumar Distaet, Temil Madi , Indis Morcmmaniam Sandaremas Univeraity, Abtsheknpaliy, Tieuselveli, Tamil Madu
. Indin.
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communication for up to four hours a day. They are updated about the latest technology with
the help of social media. Moreover, Today's youngsters have more autonomy power and
decision - making power than the previous generation and they spoke what they need
particularly.
Statement OF The Problem
The rapid development of technology brings the world under the umbrella of internet and
it increases the social media users especially the digital natives can easily adapt and accesy
social media through their smarphones, laptop ond they are comforiable in the digitel age
Anadvertisement is the only way to create awereness aboul products and services. Therelore
the advertisers use socigl media as a weapon to target the youngsters. Awareness is o factor
that appears in the human involuntary process becaose this automaticily can happens with
conscious or with conscious course af action (Chartrand 2005} Hence the researcher wanty
to analyse the owareness level and preforence of voungsters towards social media
advertisements. Al this juncture, the gquestions arises in the mind of the researcher 15 that
whio {8 more aware of social media? And what type of advertisements they prefer?,
Considering these guestions, the researcher has found the stedy as awareness and preference
of youngsiers lowards  socisl media  advermizemenis  in awonomous  colleges in
Apeatheeswiaram tnluk.
Objectives Of The Study
1. Toswdy the demographic prafile of the sample respondents,
2. To understand the pwareness level of the respondems towards social medin
advertisements.
3. Tofind out the preference of respondents regarding social media and its pdvertisements.
Methodology
The researcher interded to study awareness and preference of digital natives wwards social
media advertisements, Therefore the sample size for the study has been selected by wsing
multi random sampling. The researchor has collected dota from 125 students who are
watching social media advertisement in two Autonomous colleges in A gastheesswaram Taluk
in Kanyakiman District. The study is based on primary data sources and daga was collected
with the help of a well structured questionnaire. The data was analvsed with the help of
cumulative per cent method, Chi-square test and Friedman test, Secondary data was gethered
from journals, books and websites, Based on the findings the suggestions and conclusion
were drawn,
Data And Discussion
Domographic charagieristic of the respondents is an important variable for advertisers 1o
carry cut the profiling of the target audience. It includes a number of factors like gender,
ape, educational qualification, residential status and marital stams. The following table
shows the demographic profile of the respondents,
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Table 1: Demographic Profile of the Respondents

Variables Particulars Frequency | Percent | Valid Cumulative
Percent | Percent

Gender Male 3G 44.8 44.8 448
Female L) 552 55.2 1000
Total 125 1040 108,10

Age (Years) | 17-19 al 48.8 45.8 48,8
2021 17 29.6 20.6 T8.4
Above 22 27 216 216 1000
Total 115 100.0 1000

Mlarital Status | Married 10 B0 8.0 B0
Eing,]i 115 g2.0 02.0 106.0
Total 125 L0 106010
UG R .1 b0 fi4h.0

Educational P 45 380 360 100.0

Dualification | Total 125 inn.n 1000

Residentinl Rural 48 384 384 384

Stntus Lrban 3 Gl.6 6hl.6 [0,
Tutal 125 1000 j RLIKL]

Source; Statistically Calculated Data
Table 1 shows that 55.2 percent (69} of the respondents are female &nd remaining are male.
It Is inferred that the female respondents are highly attracted by the advertisements, for the
reason that maximum of the advertisements are focusing on girls related products such as
cosmetics, sandals, spparels. This agrees with the study by Zafarullah Chandio ct.al 2015
which Indicates 111 of the sample respondents are female. 48.8 per cent {6]) of the sample
respondents were in the age group of 17-19 years. It indicates that teen age respondents are
keen to watch social media ads, 92 percent (115) of the respondents are single and the
remaining respondents are married. 64.0 percent (80) of the sample respondents are coming
under the UG eourse. 61.6 percent (77) of the sample respondents is from urban areas, The
findings of the study support with Sunitha Mehla etal 2015, in her study 63 per cent of the
sample respondents are from the urban area.
Time Speat On Social Media
Social network playvs an essential role in youngster's lives. Most youths are spending at least
an hour in these popular social media sites, The details about hours spent on socinl network
sites for the sample respendents given the following table 2.

Table 2: Time Spent on Social Media

Time Spent On Social Mo, of
S Media Respandanits. | POEeaiage

1 Less than | howr in o day 26 Z0.E
2. 2-4 hours in & day 40 3200
3. | More than 4 hours in a day 24 19.2
4 several times in a day 24 19.2
5 Once in a week 11 5.8

Total 115 1000
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Source: Primary Dhata
Table 2 shows that 32 per cent (40) of the respondents spend 2- 4 hours in a day in social
medin and 8.8 per cent (11) of the respondents are spending social media once in a week. It
is inferred that the respondents evaluate and compare the products and services with the
competitors” product and services in terms of quality, discount, price.
Dievice To Access
Today's youngsters are called “Digital Natives™. They can easily adapt any invention related
to technology, This has made possible the rapid spread of advertisements among consumers
and allowed interaction with them in an easier manner. The following table depicis the
modern devices used by the voungsters.

Table 3: Device 1o Access

:;} Deviers to Access “ﬁ::;ginu Percentage
1. Smartphone 23 760
2. | Lapiop = 11 8.8
3. |[Tab 9 7.2
4, Personal Computer 1] 5.0
| Total 125 (1IN

Source: Primary Data
Table 3 indicates that 76 per cent (95) of the respondents are using smartphones, while 8 per
cent {10) are using the personal computer. It is inferred that smart phones have many features
compared with other devices such &s the laptop, personal computer and it is easy to handle
and use. Findings of the study also proved by Firtore Jashar and Visar Rrustemi: 2017, shows
that 98.15 percent of the sample respondents were accessing social media through smarn
phones.
Awarcness Level
Awareness is nothing it just, getting knowledge and understanding a situation ar information
based on experience. The table indicates the awareness level of respondents towards social
media advertisements, Otugo et.al: 2015 indicate that youngsiers are well aware of social
media sites and its advertisements. The rescarcher analysis the associdtion between genders
with awareness Jevel with the help of Chi-square test.
Huor: There is no association between gender and awareness level of the respondents towards
social medin advertisements.

TABLE 4: ASSOCIATION BETWEEN GENDER AND AWARENESS LEVEL OF
THE RESPONDENTS TOWARDS SOCIAL J:dl:ll-[.t ADVERTISEMENTS

:
Gender Awareness level of respondents | Total S:;E:Tre Fvalue
High Medium | Low
14 37 5 '
Mele (25.0%) (66.1%) ‘ (B.9%) 56
[56.0%] [41.6%5] [45.5%] 1.645 | 0.439=*
Female 11 52 &
(15.9%) (75.4%) {8.7%%) 69
[44.0%] [58.4%] [54.5%]
Totul 25 BY { 11 125
Source : Stafistically Analysed Data
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sote o 1, The value within ( ) denotes Row percentage
2. The value within [ ] denotes Column percentage i
*+ denotes significance at 1% level
Since P value is greater than 0.01, the null hypothesis is accepted at the 1 % level of
significance, Hence concluded that there is no association hetween gender and awareness
level of the respondents towards social media advertisements. Based on row percentage 25.0
per cent of the male respondents are highly aware and §.9 per cent have low awareness,
Whereas for female respondents, 15,9 per cent have high awareness and 8.7 per cent have
low nwareness. It is inferred that the male respondents have a high level of awareness
towards social media advertisements when compare with female respondents, The reason is
male are exposed and highly active in social media, they have linked to many online groups
such us Facebook, Twitter, LinkedIn from this site they can get more information relating to
products/services. Hence, they have more aware of social media advertisements than female.
Preference OF Soclal Medin
Preference of sites diffirs from one person to another person’s, according 1o their view they
prefer social media The following table 1shows that details of social networking sites, by
the sample respendents,
¥ai: There is no significant difference in the preference of social media of respondents on
VATIONS MEASLres.
TABLE 5: FRIEDMAN TEST FOR SIGNIFICANT DIFFERENCE IN THE
PREFERENCE OF SOCIAL MEDIA OF RESPONDENTS ON VARIOUS

MEASURES
| S.No | Social Media Prefer E"'ﬁ: E"L‘:‘ﬂ';"‘" P value
| Frocebook 4.40
2. YouTube 4,52
1. Twiller 3460 I17E.Tdb 0.000**
4 [nstagram 3.55
& Linkedin 237
L6, Blogs 2,36

Source: Statistically Analysed Data

Since P value is less than 0.01 the null hypothesis is rejected at the | % level of significance.
Hence concluded that there i n significant difference in the preference of social media ef
respondents on various measures such as Facebook, YouTube, Twitter, Instagram, Linkedln
and Blogs. Based on mean rank YouTube was highly preferred (4.52) by respondents,
followed by Facebook (4.40), Instagram (3.55), Twitter (3.40), Linkedin (2.77) and blogs
(2.36). Tt is inferred that a good number of respondents preferred to watch YouTube
advertisements since in this site advertisements will display for few seconds automatically.
We can skip the advertisements only after a few seconds, hence it will strike the mind of
respondents and impulse to watch the advertisements.

Types Of Advertisemenis Prefer

A encesssful advertisement will spread the information effectively, It must stay back the
viewers and increase sales, The advertisers are using o variety of advertising method 1o
capture their target audience. But few advertising methods will attract the viewers and
remain in the mind of them, The following table shows the types of advertisements, preferred
by respondents.
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TABLE 6: TYPES OF ADVERTISEMENTS PREFER

f Types of Garret Mean Ramk |
M Adveriisemenis Scor |
I Flash ads 62,606 1]
2, Phoo ads 65,552 11
- § Yideo nds 66,072 I
4, Banner ads 51.832 v
5 Domain Ads 39,552 YTl
i, Multi product Ads 41.76 W1
7. Liead ads 39.44 Lalll
8 ifer ads 43026 ¥

Source : Statistically Catculated Datn
Table 6 was analysed with the help of Garret ranking technique, video advertisements get
the first rank with its score (66.072), photo advertisements gel the second rank (65.552)
followed by flash sdvertisements, banner advertisements and offer advertisements. Lead
advertisements get the last mank (43.026). It is inferred that video advertisements pre
attractive, thus the respondents prefier this type of advertisements.

Sugpestions

s  Advertisers could give pgenuine information regarding the product price in
advertisements. So that genuine customers who buy the product can check the product
price with the competitor’s product,

s The advertisers of social media have to prepare the ads in a catchy and attractive way
just that of Yeutube to fascinate the customers.

s Social media advertisers must give the product details in proper blogs, So that the young
user can get accurafe information regarding products or services,

s  The youngsier's need not be carried away by the exapgerated facts given by the
advertisers rather they need to be realistic in watching the ads and choose the product or
services.

s Ewvery click and interaction with an advertisements or products page on social networking
sites gives data about the wsers fo advertisers. So that the youngsters must be conscious
of using social media.

Conclusion

Today's voungsters are called “Digital Natives™ because they bom with technology

therefare they can easily adapt any inventions. This has made possible the rapid spread of

advertisements among consumers and allowed mieraction with them In an easier manner,

This study reveals that the male respondents have a high level of awareness towards social

medin advertisements when compare with female respondents. The reason iy male are

exposed and highly active in socinl media, they have linked to many online groups such as

_Facebook, Twitter, Linkedin from this site they can get more information relating 1o
products/services. Hence, they have more sware of social media advertisements than female.
This stody also indicates that a pood number of respondents preferred to watch YouTube
advertisements since in this site advertisements will display for few seconds automatically.
We can skip the advertisements only after # few seconds. Hence it can be concluded that
social media advertisements will strike the mind of respondents and impulse to watch the
advertisements.
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