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PERSPECTIVE OF COLLEGE STUDENTS TOWARDS SOCIAL MEDIA
ADVERTISEMENTS

J AANT MERCYBAN Resesrch Scholar in Conmtiense,
D, 5. SAHAYASELYI, Assitan Profes=or nnd Resenrch Supervisor
Diegpartinent of Commerce, Holy Crods College {Aulonomaus),
Wagercoil, Banpakumar Qiscrece, Tamil ada

INTRODUCTION

Perceplion pluvy o Key role inoall wolks
of hifa. It determines the persomlity of any
midividunl i terms of  valuex,  behavioar,
thiiking pattemis und ahove all decision makimy
power of a purticelor prodect or oserdRDes.
Heisce, bath sncketers and alvernsers sre heen
im pibracting comsuamners and sarialy theer mecds
and wante to the utmast enre, Todyy, pecple s
e PTG 10 uKe digim‘lu‘:d mades i the Torm
af e shojgng, e- paymenl, ©commerss, &
wash, e-cheque e-valet nn e-governance. These
methods of e-conccpt brought a paradigm shift
fn ke Hie o the cansumers in penenil, Mow the
corsumers are oxer froendly with e socinl
modia and they do make thelr chalces abit
purchases wsing wocisl medin advertising. Tl
sozinl miedin odvertisorments pre carmed theeagh
wocinl mehin plntforme such as Meero blogging.,
blogging and social networking sies

STATEMENT OF THE PROBLEM

Oiver the past few vears sowial medin
have begome the popular digital platferm for the
wsern and, advertizers of proguct wnsd services.
Thie rapldd dewsliopient af technolagy brings the
world into our hend throagh dhe injerned. I
increnpes dhe sovkal medin wsers, espeirally
youngsiers, beeaues thoy cun easily adapt snd
pegess the seotal medin throwgh thesr smont
phones, laptap, Thorelose the advertiserds usc
electromie micdin such as socinl meshn as 0
wiapon (o target the wnmgsters, The pereeption
of uman will change sceording theis situation,
gubure and pevchwdogical factor [t differs from
ong persol 1o another  person. Hence  the
researcher wonts to analyse the peTCeplisn O
eollege  stihens micadiil
ndlvestisamenia, Aol whnt are e shggestiog: o
4T rrnph:mnlll.'r.] for ihe béthermeni ot social
midia  advenisdmenid
gueations the rescarcher has foungl the sdy on

towards  socil

Comsidering  thess
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pereepiion of youngders Towands socal medn
advertizements  in  sutenonsxas  colkeges  n
Agmstheeswarnm Toluk

OBJECTIVES OF THE STUDY
The general objective of fhe study 14

I To know the demegraphic peofile of the
enmqe respoodents,

T Te mvestpgsie the percephion of oollege
st lwards socaul riedin
advertisemenii

METHODOLOGY

The researcher wis intend oo oy the
percepiion of college students fowards social
medin adventisemeiins. Therefore the sample
size for the study has besn selected Iy using
multiple randam sampling. The researcher fus
collecied data froanld%  studéntz who e
watching ool madin advertisament in fwo
Augonomons collepes in Agnstheeswanum Taluk
m Konyakamart Distnoe Primary duta were
collected with e help of 4 well sinaciured
guestionnaire. The diota were analysed witly the
hedp of cormailonive per cend method aod T-Tes
Speondary dotn was pothered from o jounials,
hooks oné websites. Brsed on che findinga the
auggestions ind concluson were drsa.

DEMOGRAPHIC PROFILE

chorascteristic  of  the
|||5|H"i:1]|l! \'Ilriﬂh‘if |.|'|r
advertisers 1o comry oot the proliling of targel
audignee, b includes a number of factors ke
geider, ape. educationn] gualifieation, family
inome and expendiire, cossdenlin] stalus and
mnital seatis. The fellowing table shows the
demogruphie profile of the respondens

[kzmiographe

respoficlenits B an
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Table 1
'13_: magraphie Profile of the Respondents
Yariahles Particulnrs Fregueney Perecnl Valid Cumulntive
Pereent « Percent
Crender Male Sh 44,8 &8 44,8
Fanmla {ald 552 552 [EHERE
Taotal 125 100.0 1000
Age {Years) {171 m A58 TR 458
| Bl L) M p Ha '.'.E_.;'I_ﬂ
Above 22 27 21 2.6 100
Totnl 125 10,0 1000
Marial Stns Marricd I a4 Ko R0
Single 114 G0 G20 LR
Total 125 1000 100.0
LG &0 6.4} 6.0} 4.0
Educatinnal G 45 6.0 16.0 1000
Cualification Tutal P 1000 [0
Monthly Family Ineome f!II}I}IHl- L T 50 4732 473 47 3
¥ sonnl. ¥ se00 3z 5.6 %5 728
[ ¥ 50001, ¥ 70000 0 240 4.0 6.8
Above ¥ 20000 F 1.2 3.2 T
Tatal 125 1M, 100,40
Monthly Family | Gelow 210000 T W8 WA T
| Expenditure BATIR E0TI T 28 TR Bl 6
- T I0001- T 000 2 224 114 540
- T 30001- T 40000 13 104 T4 [Ty
“ ¥ 30001 T 50000 B a0 4.0 95 4
Ahoye ¥ SH00() 2 I& | b 16021
Totul 125 10030 1M =
“Residential Status Rural A4 A4 B4 te 4
Virban T il .h b6 oo |
[ Total 125 1000 oo |

Source _lllm:ll.;l..'J“:q' Caloulargd Dans
Toble | shipws that 551 pereemt (691 of ke
respomdents are femole aind  ivmaming 448
pereent (560 of the respinidints s mule 385 per
cend (61} of the smanple respondenta were i Uie
age group of | T-19 vears and 216 per gent (27) o
e zample respondents were in the age group of
nbove A2 vwears. %1 percen) (1151 of ihe
respondents are single and eniammig § percent
1 By of the respomients ore moeried &40 percmt
(B of the: snple respondents are coming wder
the UG course ond Ih0 percent (451 of the
snmiple cespondenis are PG sidente. 47,2 percen)
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1590 ol the sample respopidents family income
between T 10,000 T 30,000 per morth and 3.2
percent (£} of the respondents family ncome
above TI0000 per month, 328 porcent (413 ol
the respondents Tamily espendiure s T 10,000, 3

20800 g momh and 16 percent [2) of ki,

resgandents family expenditure is ahave 50,000
pee fmmth. &6 percent (771 of the samplc
respomients is i uchail areas, and 324 pereent
(4R} of the sanple respondents {8 from o ruml
arisa



Coninieree
The validity betwsen  the genibsr  of  the My There |5 o signilicant difference between
respondonts amd eir perception regarding weial mate und femole with respect o perceplion
imedia respordents 19 tesled with the belp of T- fownrds qociol media ddverfisdmonis
Test with the follawing bypothesis.
Tailabe 3
Cender with respect 1o pereeption regarding Social Media Advertisemenis
|_ b {T] Perception tmwarids Giender T Value P";l-’_-'lul.-_'
sachal mudin Mule Formale y
advertisements
filean Standard Mean Standared
Deviation Deviatlan
1 Easy Lo remember boaa 4913 .32 {583 {679 0,40
T | Crentes product swareness | 4,08 0023 162 1482 2319 022
3, | Social wedia | 379 VAT 3T KT 0,094 0635
ndvErESCINenis ane
informaive
3 | Advortiscments are mare | 398 naa AT L O I 4y G147
lnpiressl va
5 Fun and Enpoyable than 41l | 24l 386 111 1193 2%
ather advertising meslin
i Prodi s seryices 4,114 ) Hu2 64 1163 1h61 .32
wuvertisements an sockal
media give me a pleasang
fecling
L4 Locial nwedin 195 uzs 1,78 L3 I L5 (1253
advertizementi are
atiractive amd pleasing bo .
aye
g Siactal i A (0,574 LTI 1152 1,762 [EELLE]
advertisements e
ineremsng,
i, Powerful 1ol 10 reach 407 1158 17 1.238 1682 0 [
WHITIZSIETR
1| Secial medin | 193 T.277 142 el 2203 .24
milvertisementy  ans mor:
rellalsle than siher mosles
i Socin] modie ke dipital 4015 () 4y 358 1170 1.592 Gl
plntform according to the
mileTn era
12 Hocial 1seddia hirl 1133 34l 1,180 19T {332
pilveriscinens arg
nieractive
13 | Advertisementy are | A0 116 348 1.k 2,124 iy 034
| innovalive {

52




Comnwroe
I | Soclal medin | 411 0 2% 1.2 1068 | 442 g
advertisemenis frc
accurabe
15 | Coments of | 344 I %2 1ol 127 1157 i 249
pdlverfisement % Yy I
Tl =
Ly Attrnetive caption ond | 373 1.4s2 LR [[RLER 1254 0312
presentabion siyle
17, | Socal wedia | 366 .23 368 1078 | 0003 0,920
ndvertbsemenss e
copneeting o the glohol
imarkel
T8 | Advertsements | crente | 0% 0944 L is 1082 | 520 T
smun for the advertiosd
prodmsia |
14 Krow  about  labest | 306 108 346 1,231 f.857 1.391
producisl deraces ) |
20, | Advertisements m socisl | 4,02 1.243 132 1235 1591 | o.one
media ase sihienl '
| il

|

Source © Statistically Analysed Dala
Mote ** Demotes sigmificmsce ot | peroent leved
Suiice [ ovalie i less (i 0,07 the pull iy peitbesis
i repected al the | per cent level of significance
with regnrd o secinl media advertisements are
accurale aml sbeertisements on dociil media are
ethical Hence (here is a significant differsnce
between male and female with respect o
perception lnwands social media sdveriisements
Bawed wn mean score the perception o male
responidents s posative  with  social  media
pidverlisoments age easy 10 cemember {4 437 nod
fun ard enjoyable chan ather acbvertising medio
amtl Social peedia  sdvertiscimenis e acCurpie
P T b infermed that tale sespendents pel
pocurnte information  compared  waith  female
respomdenia. The reasen e niole feapondents ore
mure sctive knosocin] medin, thus dhey cino get
dccarite mfarmmalion towanls products Sscrvices.

SUGGESTHINS
" The mbvertiners of socind meclin
gin [ucus af, youngsiers e puschaes thi
products amd. services, Becouse they play g
plvatal mle m purchising deizione ul thi
furmuly which mighs boost the ummoyer of 1he
manutncurer
. The Iplemet service providers
wil nalverhsers can approdsch the gorernment

53

fusr subsidy to extent Wi-Fi connection o the
reimicie villages, ‘w0 (hot the peopic i oand
uround the globe can be benefitted thrugh
enling purclasing by walching social media
mis.

. The advertidess of social inedia
have e pregare the bds o 3 cacly ol
urtrngtive way  awst thal of you the b
fnsginate the custaime s

- Advertesers could  give  the
penine information regarding the products
ml services an o advertisemonis 5o that
gemne Lustomers whi buy e produs) in
gl Faith may o be cheated

. Adveriisens oodld falles ihe
ponns of the povernmies while dedgning
snd presemting the ads and avod vulganty,
So lnt s Fomilies con decnbs g0 the peoduce
anid services while purchin=ing.

CONCLUSION

Tosibay's soungsters ure called & “Eugital
Matives™, I this scennro sogial  media
hecnme o par o oy oies lile, Fram the
pesull  of Cthe  rescarch socil  midaa
mlveriseiments i sy 1o reinesher pnd i s
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fun  and  enjowable than oreditional
advertisements, This sty reveals thal the
perceplion of male respondents is poditivg on
spcipl modin advenisemenis, ihe fenson 1=
they are sctive than female respomdents. The
purchasing decision, lifestyle ond shapping
thened alse depends on the information whal
thes gt fram advertisements. Further, 11 can

be conchided thal youngsiers alo faced samie
problems regieding  socinl medin however
they  have  posinive

peroepihon L]
advermisements
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