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Abstract  
Media usage, as well as media advertising, is growing in tandem with each other. Media users will, 

regardless of which medium that is in use, encounter a considerable amount of advertising. As we are 

moving towards a more digitized world, and also a more digitized media sphere, a new communication 

landscape has been formed. The digitalization has provided new ways to communicate and also new ways 

to advertise. Now there is not only possible to advertise through traditional offline media channels, such 

as radio and television, but also possible to advertise through online media, such as Facebook and 

Instagram.  

Personalized advertising is an advertising format which has evolved with the growth of online 

advertising and the ability to collect media users’ data online. Personalized advertisements are formed to 

comply with the media users’ preferences and have been proven to be effective and in some cases 

appreciated. Though, this form of advertisements has brought up concerns regarding the media users’ 

integrity online and previous research does, therefore, claim that personalized advertising is a paradox. 

Furthermore, a question that can be asked regarding advertising and the new communication landscape 

that has emerged is: what can be said about media users’ attitudes towards advertising online compared to 

advertising offline?  

 

 The purpose of this study is to examine media users’ attitudes towards advertising online, 

compared to attitudes towards advertising offline, and further investigate whether the mediums 

themselves seem to have an impact on the receiver’s attitudes towards advertising. The study’s three 

research questions compose the structure which is followed throughout the study. Furthermore, to 

answer the research questions, a survey has been implemented. The survey intended to investigate media 

users’ attitudes towards advertisements online and offline. The theories the study is based on are Marshall 

McLuhan’s theory The Medium is the Message, The advertising value model by Ducoffe and Personalization. 

Based on the study’s theory and theoretical framework, the result was analyzed and discussed. The result 

of the study shows that media users’ attitudes towards advertising are overall rather similar, regardless of 

age, gender and political position. Further, a pattern that shows connections between media users’ 

self-reported awareness, their consent of data collection and their appreciation of personalized advertising 

online was found. The study further examines differences between attitudes towards different mediums, 

however, we can conclude that the mediums themselves have been proven to not be determinant in 

media users’ attitudes towards advertising - the experiences of advertising are rather negative regardless of 

where the media user encounters them.  
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This study contributes with information and insight regarding media users’ attitudes towards 

advertising in different mediums, further, how media users stand regarding online privacy and concession 

with data collection in relation to their attitudes towards personalized advertising.  
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1. Introduction  
As media has become a constantly growing part of people's everyday life, advertising has become a large 

and significant part of the media. In Sweden, three hundred and fifty-nine minutes is the average time that 

a person spends consuming media every day (Nordicom, 2018). Furthermore, it has been stated that a 

new communication landscape has been assembled as a result of developed technologies and the 

considerable growth of social media (Kietzmann et.al., 2011). The development of the new 

communication landscape also means that online marketing has increased significantly. The technologies 

that the Internet entails enable easy collection and storage of consumer data (Goldfarb, 2013).  

Based on media users’ data, it becomes easier to both target and measure the effectiveness of 

advertisements and also to sell advertising space (Goldfarb, 2013; Stiglbauer & Kovacs, 2019). This type 

of advertising is called personalized advertising and is frequently occurring on social media (Richards, 

2017). Personalized advertising aims to form advertisements similar to the users’ personal preferences 

(Goldfarb, 2013). However, from the receiver's perspective, personalized advertising is sometimes 

experienced as violating individuals’ integrity and are causing concerns about which personal information 

that has been collected (Yu & Cude, 2009). Personalized advertising has given rise to privacy issues 

among the social media users and the information regarding data collection are in many cases vague 

(Aguirre et al., 2015). The personalized form of advertising can certainly be questioned from a moral 

perspective, however are the privacy and awareness aspects decisive when it comes to the users’ attitudes 

towards advertising online? 

 

Marshall McLuhan (1964) argued that the medium is decisive in the process between the 

transmitter and the receiver. He means that in the process between transmitter and receiver, it is the 

media itself that controls the receiver’s perception of a message rather than the content that is mediated 

through the medium. Further, he implies that the technology behind these medias are affecting how 

individuals associate themselves to the medium itself and that the content in the medias is of minor 

importance. Based on these arguments, McLuhan established the theory The Medium is the Message 

(Falkheimer, 2001; McLuhan, 1964). However, regardless of which medium that is in use, online or 

offline, the receiver will encounter a considerable amount of advertising and it has been proved that 

people’s attitudes are, in general, negative towards advertising. However, due to the relatively new 

emerging of the social media sphere, the research within the area of online advertising is still in its infancy, 

compared to traditional media (Hogan & Strassburger, 2018). The question is, is McLuhan right regarding 

his theory The Medium is the Message when it comes to attitudes towards advertising, or not? 

 

In previous research, it has been found that personalized advertising has caused an increased 

concern regarding privacy among individuals (Goldfarb, 2013). Thus, the information that is collected in 
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order to customize personalized advertising is information that may be crucial for users’ integrity online, 

as everything users’ are doing online can be observed, recorded and analyzed without their knowledge 

(Cheney-Lippold, 2017).   

This study aims to investigate if there are differences between attitudes towards advertising online 

and offline. Further, to investigate media users’ attitudes towards personalized advertising and personal 

integrity online. In previous research concerning traditional media, it has been proved that in order for 

advertising to be appreciated by the receiver, it has to be perceived as self-selected (Grusell, 2008). 

Despite the increased usage of social media and the new ways in which organizations communicate with 

their customers, there is a lack of research that approaches attitudes towards advertising on social media 

in contrast to advertising in traditional mediums. Nor are studies regarding personalized advertising 

examined in contrast to traditional advertising very common (Grusell, 2008; Rosengren & Sjödin, 2011). 

1.1 Purpose and research questions 

The purpose of this study is to examine media users’ attitudes towards advertising online, compared to 

attitudes towards advertising offline, and further investigate whether the mediums themselves seem to 

have an impact on the receiver’s attitudes towards advertising.  

1.2 Research questions 

● Which, if any, are the connections between media users’ attitudes regarding integrity online, awareness of data 

collection, and attitudes towards advertising online? 

● Which, if any, are the demographic differences regarding media users’ attitudes towards advertising in different 

mediums? 

● In what way do media users’ attitudes toward advertising differ depending on in which medium the advertising is 

encountered? 

1.3 Delimitations  

This study is limited to the social media platforms Facebook and Instagram, considering Facebook and 

Instagram are two of the most popular, and most used social media platforms among Swedes, moreover 

76% of the Swedes are using Facebook and 60% are using Instagram (Dehgani & Tumer, 2015; 

Internetstiftelsen, 2018). Based on this data, we chose to focus on Facebook and Instagram in this study. 

Furthermore, throughout the study, the phrase online advertising is used, which refers to advertising on 

Facebook and Instagram. Additionally, as television and radio are classified as two traditional mediums 

that allow advertising (Fill, 2011), we have chosen to limit offline advertising to these two. Furthermore, due 
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to the limited time, the study is limited to 202 respondents. Furthermore, the survey will be constructed in 

Swedish, and will therefore limit the study to swedish speaking individuals.  

1.4 Disposition 

The introduction of the study starts by introducing the topic of the study, followed by purpose and 

research questions of the study. Thereafter delimitations is presented. Additionally, the introduction will 

present a background to the subject of the study, in which we will provide the reader with essential 

information in order to comprehend the rest of the study. Chapter two is the analytical framework of the 

study and presents theories that this study is based on. The theories are The medium is the message, The 

advertising value model and Personalization, followed by a section that provides the reader with previous 

research in the area, which discusses previous research focused on advertising in different mediums and 

previous research regarding personalization. In chapter three, the study’s methodological approach is 

presented and discussed. Chapter four presents the results of the study. In chapter five the analysis of the 

results in relation to each and every research question, is accomplished and discussed, furthermore 

explained through relevant research and theories. Chapter six contains the conclusions of the results of 

the study, and is presented in relation to the research questions. This chapter also includes explanations of 

why and how certain research and theories are applicable to our study. Furthermore this chapter also 

includes further reflections regarding this study, weaknesses and suggestions for further research. Chapter 

seven contains a presentation of implications our study may have in society and the professional life. This 

chapter is the final chapter of the study.  

1.5 Background 

This chapter will present different formats of advertising and examine the transformation of the media landscape - from 

advertising on traditional mediums to the emergence of advertising on social media platforms. Furthermore, the process of 

personalization and advertising on the social media platforms Instagram and Facebook will be presented. 

1.5.1 From offline to online advertising 

Over the past decades, advertising has become a growing phenomenon in media. Since the introduction 

of commercial radio and television as well as the development of the internet, the Swedish advertising 

market has changed (Grusell, 2012). Regardless of which medium that is in use, offline or online, the 

receiver will encounter a considerable amount of advertising (Hogan & Strassburger, 2018). 

Due to the developed technology and the huge growth of social media, it can be considered that 

a completely new communication landscape has been formed (Kietzmann et.al., 2011). It is argued how 

the internet and social media sites have “set the audience free” from one-way communication and that a 
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two-way flow communication has taken over the media landscape, meaning there is a communicative 

relationship between sender and receiver (Green & Jenkins, 2011; French & Bazarova, 2017).  

As media is consumed more and more through the Internet, advertising on online mediums has 

taken over a large part of the total advertising market. The technologies that Internet entails easy 

collection and storage of consumer data. Based on this data, it becomes easier to target and measure the 

effectiveness of the advertisements and not least sell advertising space to advertisers. Many of the 

internet-based companies, platforms such as Facebook and Google, are completely relying on advertising 

to finance their existence (Goldfarb, 2013).   

 

Furthermore, there is a significant difference regarding the costs of advertising online and offline. 

Since online advertising has the ability to use data collected from online media consumers’ preferences, 

through online behavior such as previous web searches and websites they have visited, it is possible to 

adapt advertising online and customize advertisements. This type of targeting makes it possible to identify 

and encounter people that fit into the target group. Further, targeting through this kind of collected data 

creates the opportunity to customize the advertisements in order to communicate the message to the 

wanted target group i.e. potential customers. Thus, advertisements can be matched together with the 

intended recipients. The quality of this match is an important component of advertising effectiveness. 

This applies to both online and offline advertising (Athey & Gans, 2010). 

 Traditionally, matches between advertisements and consumers have been done by customizing 

content for specific groups based on location. For example, local stores attract customers from a specific 

geographic area, therefore, advertisements from the store is placed in contexts where it can reach people 

from their localities. This is one type of traditional targeting which is called tailored content. With time, 

new technologies have been developed which affords online advertising the ability to target consumers 

more directly (Athey & Gans, 2010). One type of targeting that occurs online is behavioral targeting 

which means that, for example, advertisements for flowers appear to consumers who have searched for 

the term “flower store” on the web. This type of targeting involves advertisements based on the 

consumer’s behavior and personal interests (Goldfarb, 2013). 

1.5.2 Social media and advertising  

In 2004, the term Web 2.0 was used for the first time to explain how software developers and end-users 

used the World Wide Web in a new way (Kaplan & Haenlein, 2010). Web 2.0 and the evolution of social 

media has also changed the relationship between sender and receiver as the online platforms allow a 

two-way, or multi-way, communication (Boateng & Feehi Okoe, 2015). Users have become more than 

only consumers, as a “participatory culture” has emerged in the new media landscape (Green & Jenkins, 

2011).  
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Within the field of communication, the evolution of social media has resulted in a radical change 

from mass communication to interactive digital communication (Khang, et.al, 2012). It has been 

suggested that online presence is the key requirement for organizations to succeed on social media 

(Kaplan & Haenlein, 2010; Kietzmann et.al., 2011). Since social media are all about interactivity and 

sharing, contributing with fresh and interesting content and actively engage in discussions with users is a 

winning concept in order to succeed with online advertising. The purpose of engaging in discussions with 

media users is not to defend and respond to negative comments and critique, but to engage others to 

participate in open, active discussions (Kaplan & Haenlein, 2010).  

 

As the internet is becoming a more and more interactive medium, social media today is more or 

less formed by the interactivity of the users. Even though the social media platforms are constantly 

changing, the usage of social media is widespread and it is most likely to continue (Hogan & Strasburger, 

2018). The usage of social media has grown, both among individuals but also among organizations 

(Boateng & Feehi Okoe, 2015). Further, as the phase of advertising has been revised due to the 

digitization, many organizations have changed their communication strategies by prioritizing 

communication and advertising through social media. (Stelzner, 2014). 

1.5.3 Advertising formats  

Advertising on television and Radio 

Advertising in traditional media, such as television and radio, has been defined as “offline marketing” and 

is an offline form of advertising used by businesses to promote sales (Kumar, Choi & Greene, 2016). 

Until 1991, the television broadcast was owned by the government. TV4 was the first actor on the market 

that financed their broadcasting through commercials in Sweden (Digital-TV-kommittén 2001).  Since 

then, television broadcasting has been increasing and television has become one of the largest media 

platforms that offer marketing space for advertisers (IRM 2018). In August 1922, the first radio 

commercial message was broadcasted in New York on the American radio channel WEAF 

(Broadcasting-Telecasting, 1956). However, in Sweden, it did not become legal to broadcast commercial 

messages to finance businesses until 1993 (Sveriges Radio, 2008).  

Commercial television and radio are today an integral part of the media supply (Elfving, 2005). 

Both television and radio advertising take shape in the form of commercial breaks that interrupt the 

receivers’ media consumption (Grusell, 2012).  
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Advertising on Facebook 

In recent years, advertising on Facebook has increased considerably (Nordicom, 2018). Facebook 

advertisements are paid messages from a sender which, through Facebook, reaches people within a 

specifically chosen target group. There are six types of advertising formats; image advertisements, video 

advertisements, slideshow advertisements, carousel advertisements, collection advertisements, and direct 

experience.  

Image advertisements are containing one or several images showing a relevant product or service 

that represents what the sender wants to mediate to the receiver. The common advertising objectives with 

image advertisements on Facebook are to create brand awareness, interaction, range and traffic to the 

store. Video advertisements contain moving content to interact with the target group and to reach more 

people. Slideshow advertisements make it possible for businesses to combine both several images and 

videos in one single advertisement. This advertising format can be shown on smartphones, tablets and 

computers and has the same dimensions as a regular video advertisement.  

Carousel advertisements allow up to 10 different images or videos in one single advertisement 

where each one of the image or video contains its own link to an external website. Some common 

objectives with carousel advertisements are brand awareness, conversions, reach, store traffic and website 

traffic. Collection advertisements is a format where it is possible to combine videos, slideshows or images 

of products from a catalogue. The format allows Facebook users to interact with content by scrolling 

between different information about a product or several different products through a full-screen 

experience. This format is often used by e-commerce advertisers with the goal to increase traffic, 

conversions, store traffic or catalogue sales. Direct experience can be combined with all of the other 

advertising formats on Facebook and appears as a full screen when a Facebook user interacts with an 

advertisement on a mobile unit. The format is optimized to show products and to bring light to brands by 

creating a direct experience in full screen (Facebook, 2019). 

 

Advertising on Instagram 

Instagram is a platform which is generating over one billion active users a month (Statista, 2019) and the 

platform is relying on the active participation from the users. Instagram has been conceptualized as an 

“image machine” and the advertisements circulating on the medium are adapted to that context (Carah & 

Shaul, 2015). Advertisements on Instagram can appear in five different formats; story ads, photo ads, 

video ads, carousel ads or collection ads.  

Stories ads are a complement to the content showed in the Instagram feed. The story ads appear 

in full screen, vertical format and allow businesses to share videos and photos with the users of 

Instagram. Photo ads allow businesses to tell a story through a photograph in a square or in a landscape 

format to convey a message to the users of Instagram. Video ads allow businesses to share videos with a 
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length up to 60 seconds in the Instagram content feed. It gets the same visually immersive quality as the 

photo ads, although with the added function of sight, sound and motion.  

Carousel ads let businesses create campaigns that allow the Instagram user to swipe among 

additional photos or videos in one single advertisement that appear in the Instagram content feed. 

Collection ads appears as collages with images or videos or both, where it is possible to tell the Instagram 

users an integrated story (Instagram, 2019). 
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2. Analytical framework  
In this chapter, theories that this study is based on will be presented, followed by previous research regarding advertising 

offline and online. The three theories that the study will be presented are: The medium is the message, The advertising value 

model and Personalization. The three theories overlap and are therefore a substantial basis for this study’s analysis. 

2.1 The medium is the message 

As we aim to investigate whether the mediums themselves have an impact on people’s attitudes towards 

advertising in different mediums, Marshall McLuhan’s theory The medium is the message is essential to this 

study.  

McLuhan (1964), as a front figure in the 1960s, argued in Understanding Media that in the process 

between transmitter and receiver, it is the media itself that controls the receiver’s perception of a message 

rather than the content that is mediated through the medium. Further, he implies that the technology 

behind these mediums’ are affecting how individuals associate themselves to the medium itself and that 

the content in the mediums’ is of minor importance (Falkheimer, 2001; McLuhan, 1964) 

McLuhan (1964) claims that the medium is the message. He argued that the way we perceive 

content in a medium is generally based on which medium the content is to be seen in, also what way the 

medium may affect our society. Through that, McLuhan claims that the content itself not necessarily 

affect us as receivers, however, the technology behind the content is affecting the way we understand and 

approach to the medium and society itself (McLuhan 1964). Furthermore, he argues that humans may 

create the mediums’ and that these mediums’ then shape and create the settings for people (Falkheimer, 

2001) Furthermore, McLuhan pointed out that each and every medium can both function and be 

regarded as extensions of the human mind, that the media’s inherent characteristics were adaptable to 

different behaviors. Subsequently, he clarified that the medium is the decisive factor (Falkheimer, 2001) 

However, McLuhan’s definition of a medium was broad and according to him, the majority of 

things that were related to technique was to be seen as a medium, further he argues that the technology 

behind these are affecting the way individuals associate with the medium’s content (McLuhan 1964). 

Furthermore, McLuhan explains that the content of a medium is another medium, examples that he 

brings forth in Understanding Media is that the written word is content of print and the writing itself is the 

content of speech (McLuhan 1964). In conclusion, McLuhan claims that each and every new medium, 

according to him, exceed the boundaries of occurrence that is approached by previous mediums’ and 

contributes to development (McQuail, 2010). Since McLuhan believes that the medium affects the 

receivers rather than the content itself, this theory is substantial to this study as we are investigating 

attitudes towards advertising both online and offline.  
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2.2 Advertising value model  

In order to get a deeper understanding of how commercial messages can be perceived and decoded by the 

receiver,  we have based our study on a theory minted by Robert H. Ducoffe. Ducoffe (1995) introduced 

a model, through which the perceived value of advertising for consumers is represented. The model 

display correlations between three different aspects, which are information, entertainment and irritation, 

through which the value of an advertisement is determined. Ducoffe (1995) claims that the receiver’s 

perception of the advertisement and the receiver’s attitude towards advertising may be controlled by these 

three factors. 

Within the information factor, advertising is perceived as something that is providing relevant 

information regarding the products or services and communicates with the customer when they need 

information about a product or service. Secondly, the entertainment factor means that the advertisement is 

perceived as something entertaining, pleasant and enjoyable. Lastly, the irritation factor. The advertisement 

is perceived as something annoying, which could be caused due to the fact that the receiver is 

experiencing too much advertisement or that the advertisement is insulting (Ducoffe, 1995). 

2.3 Personalization 

As we are moving towards a more digitized media sphere, the borders between private and public have 

changed and are fading out, as a result of the development of social platforms (Kaplan & Haenlein, 2010). 

It has now given users the possibility to alter the relationships between space and distance, and they now 

have the chance to display their likes, personal interests, and different activities on their social platforms 

(Richards, 2017).  

Google, Yahoo, Facebook, YouTube and Microsoft Live are not only the five largest social 

platforms, but they also have in common that all of them, and a lot of other companies, are using 

personalization as their core strategy (Pariser, 2012). Personalization implies a process of customization of 

the web for each and every user, furthermore, the customization is individual (Hidayah, 2018). For 

example, one conventional search from a mobile phone contributes with a great amount of data - not 

only what the user is searching for, but also a lot of information of the phone itself, such as its current 

location and IP-address. Additionally, what has been searched for earlier. With that information, the 

algorithms then determine the confirmation of information the users are going to be exposed to, which 

then facilitate the process of the personalization of the user (Cheney-Lippold, 2017).  

These algorithms filter out information that they assume the users find non-interesting, 

meanwhile the information they recommend is information that seems equal to the users’ interests, their 

preferences and other contextual information such as time and location, to be able to get the right 
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recommendation for the individual user. The personalization of users makes it thereby possible for the 

users to see more of what they already consume, furthermore, if the user often is watching sport videos 

on social media, the user will most likely get recommended to more sport videos and sport 

advertisements, rather than political advertisements (Haim, Graefe & Brosius, 2017).  

2.4 Summary theories 

Based on these theories we will analyze the way people appear to receive advertising online and offline, 

further seek understanding of how receivers understand and interprets messages into the context where it 

comes from, both of these theories are substantial for this study. Though, we are aware of that two of 

these theories essentially are developed to understand the production and reception of mass mediums 

rather than social mediums, which we further will have in mind when applying the theories in our study.  

Additionally, in this study, we aim to use Ducoffe’s (1995) advertising value model when 

analyzing the online survey answers, where the questions refer to people’s attitudes towards advertising. 

Moreover, we will take McLuhan’s (1964) theory The medium is the message into account when attitudes 

towards advertising on different mediums are examined. 

The advertising value model and The Medium is the Message are theories that are overlapping, since they 

are concerning how people receive and experience messages, yet are covering two different aspects. 

Therefore they are a substantial basis for the analysis of the study. Furthermore as the study’s purpose is 

both to examine media users’ attitudes towards advertising and investigate whether the mediums’ 

themselves seems to have an impact in how perceivers experience advertising, both theories are 

appropriate, as the advertising value model are beneficial in order to get a deeper understanding in how 

advertisements can be both perceived, decoded and experienced by the receiver. Additionally, as we want 

to investigate whether the mediums themselves have an impact on how receivers experience advertising, 

Marshall McLuhan’s theory the medium is the message is essential to this study. Lastly, the theory 

regarding personalization will be taken into account as we are investigating attitudes towards this type of 

advertising, therefore, the personalization is substantial for this study.  

2.5 Previous research  

In 2002, when the Swedish parliament changed the Radio- and television law, commercial breaks in 

programs became allowed in consignments led to that individuals’ attitudes towards advertising changed 

as well. Since then, attitudes towards advertising in radio and television has been negative, according to 

SOM-studies that have been made (Börjesson & Edström, 2014). The SOM-Institution is an organization 

in which implement studies regarding behaviour, opinions and values of Swedes. the SOM-institution is 

lead by researchers at Göteborgs Universitet, which colloborates with researchers from other universities 
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in Sweden as well (SOM, 2018) Additionally, Elfving (2005) shows that 60% of the Swedes have negative 

attitudes towards traditional advertising, further she argues that traditional radio advertising is found to be 

more appreciated and more personal in comparison to advertising on television. Furthermore, Grusell 

(2006) implies that the attitudes towards advertisements can depend on how the receiver experience the 

advertisements, further, if the advertisements are experienced as forced or self-selected is decisive when 

the receiver determines an opinion about the advertisement (Grusell, 2006).  

 

Furthermore, demographic variables such as age, gender and income have been proved to affect 

the attitudes towards advertising in general (Shavitt, Lowrey & Heafner, 1998). Previous studies have also 

shown that media usage is something that usually tends to be culturally bound, and can, therefore, vary in 

different countries (Grusell, 2008) and the perception of advertising has been claimed to be controlled by 

how it is received (Börjesson & Edström, 2014). Though, it is shown in studies that individuals’ attitudes 

towards advertising on television are generally negative, regardless of age (Börjesson & Edström 2014). 

However, according to Nordicom (2018), television is occupying 29 percent of the older generation’s 

daily media consumption, but only 9 percent of the younger generation’s daily media consumption. 

Further, younger people are consuming social media to a greater extent than the older people and it has 

also been proven that younger people are taking part of more advertising on Facebook than older people 

(Nordicom, 2018). However, the younger generation are found to be more positive towards advertising in 

social media platforms meanwhile the older generation are more positive towards advertising on 

traditional mediums (Grusell, 2008)  

Though, as to gender, there are no differences to be found when studying attitudes towards 

advertising on television and radio (Elfving, 2005). Furthermore, Grusell (2008) argues that political 

attitudes may determine how one's attitude towards advertisements obtain, additionally, that studies imply 

that political parties to left are more negative towards advertising than the parties to the right (Grusell, 

2008).  

Additionally, previous studies that examine attitudes towards advertising, are based on Stuart 

Hall’s (1980) encoding-decoding theory, which can be considered as one of the key element to 

understanding how receivers understand and interpreters a message in context to where it comes from 

(Tomaselli, 2016). However, studies that base their theses  on Hall’s theory are in many cases using a 

qualitative method. The theory has been proven to be favorable to use when analysing a qualitative and 

comprehensive result regarding people’s attitudes. As Hall’s encoding-decoding theory is overlapping to 

Ducoffe’s advertising value model, we have chosen to exclude the encoding-decoding theory from this 

study. Both theories cover the receiver perception of a message, however, Ducoffe’s advertising value 

model goes further into attitudes towards advertising, whilst Hall’s encoding-decoding model focuses on 

the process of encoding and decoding messages in general (Ducoffe, 1995; Hall, 1980).  
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Psychological aspects such as personal experiences of each and every commercial, are found to 

affect the individuals’ attitudes towards advertising on traditional mediums, for example, it could be in a 

negative way, for instance, through irritation (Fennis & Bakker, 2001) There are two separate aspects that 

may trigger irritation, these are, firstly, commercial attributes which has been found to increase the irritation, 

more specifically when the advertisements are exaggerated or experienced as artificial. Secondly, the 

individual attributes, also referred as psychological aspects in how individuals oppose themselves towards 

advertising in general (Fennis & Bakker, 2001) Additionally, Grusell (2006) argues that receivers attitudes’ 

towards advertising may be attributed to three main factors which are the society, attributes that are 

related to the content of the advertisements, lastly the characteristics of the receivers themselves such as 

current life situations and personal interests. These factors are a fundamental part of how the 

advertisements are received.  

Moreover, there are several studies implemented concerning advertising in mediums’, further, 

advertising that cannot get disregarded, such as on TV, Radio or on the internet is understood to be more 

disturbing and irritating, however on the other hand, also entertaining (Regeringen, 2016).  

 

Due to the relatively new emerging social media sphere, the research within the area is still in its 

infancy, compared to traditional media (Hogan & Strasburger, 2018). Studies within the field of 

advertising on social media have shown that the consumers’ attitudes towards advertising in social media 

is an important and decisive factor of how effective the advertisement is (Li et al., 2002; Chu et al., 2013). 

It has also been stated that consumers attitudes’ towards advertising, in general, have an influence on how 

the consumer is responding towards the advertisement (Chu et.al, 2013). Individuals with a favorable 

attitude towards social media advertising, are likely to respond to social media advertising by e.g. buy a 

product that is advertised on social media or look for additional information (Sun & Wang, 2010).  

Studies have also shown that individuals respond favorably to advertising from a company that 

they have had a good experience with and feel that they can recommend and trust (Winters, 1986).  

As the internet has been growing, personalized advertising has improved dramatically (Athey, 

Calvano & Gans, 2011). Ansari and Mela (2003) and Murthi and Sarkar (2003) early recognized the 

potential of the internet technology when it comes to customization of marketing messages. In their 

studies, customized communication processes are discussed together with the concept of personalization 

and its opportunities in online environments (Ansari & Mela, 2003; Murthi & Sarkar, 2003). Further, in 

Goldfarb and Tucker’s study (2012), research regarding how consumers’ privacy concerns have changed 

from 2001-2008 is presented. The results indicate that people's underlying concerns regarding their 

privacy have increased and that people provide less personal information in the later years. The study also 

exhibits that younger people are more likely to reveal information than older people, though, younger 

people have over time become more private (Goldfarb & Tucker, 2012). 
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Personalized advertising has been proven to cause concerns regarding the users’ integrity online 

since the collection of data can be accomplished without users’ knowledge (Aguirre et al., 2015), which 

further can make personalized advertising experienced as intimate and offensive (White et al., 2018). 

Davidsson and Thoresson (2017) implemented a study where they outlined Swedes’ habits online in 

which it was shown that over 50% of the Swedes worry about their personal integrity online, further, are 

worried that companies will violate their personal space. 

 Additionally, it is found in previous research that individual’s experience personalized advertising 

as if the companies and their advertisements are violating the individuals’ privacy, furthermore are 

concerned about what additional information has been collected about them (Yu & Cude, 2009).  

When advertisements are personalized to the users, the advertising is at times said to be more 

effective, hence users see the advertising more positively when it is complying to their personal 

preferences (Stiglbauer & Kovacs, 2019) Additionally, users might, on the other hand, feel manipulated or 

disadvantaged of their freedom of choice when they discern personalized advertisements that are similar 

to their personal preferences (Tucker, 2012). Therefore, personalization as a marketing strategy has been 

claimed to be a paradox, it is both an effective and ineffective method to use, depending on the context 

the advertisements is to be found in and users’ attitudes towards it (Aguirre et al., 2015).  

2.6 Summary of previous research 

Within the field of advertising, it is generally more common with studies that aim to investigate the area 

from a business perspective rather than from a recipient perspective (Rosengren & Sjödin, 2011). The 

field has been explored through research within the economy and marketing sector, but from a media- 

and communication perspective there is a lack of research where advertising is examined as an integrated 

part of media content. 

Additionally, the role of the medium hardly gets any attention within the field of research 

regarding the receiver’s attitudes towards advertising. Research focuses on effects of the medium rather 

than how the medium itself influences the attitudes of the receiver (Grusell, 2008).  

 

Furthermore, previous studies that do focus on the receivers’, has often been examining 

perceptions of advertising in social media, and how advertising in social media affects the receiver, 

further, there has also been studies made by students. Ekhamn and Tillack, 2016; Berntsson and Widén, 

2018; Bojackly and Eriksson, 2017; Friberg and Laakso, 2018; Hagberg and Lindvall, 2016, are examples 

of these kinds of studies. In a number of cases, studies approach the area from a specific perspective, 

examples of these perspectives are young people, or that the study only focuses on one specific medium. 

Furthermore, many of the studies are using quantitative methods to examine the area of advertising, 
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which provides a deeper understanding of the attitudes (Eliasson, 2010). However, this also implies that 

the studies only are based on a smaller group of people.  
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3. Method 
With the ambition to comprehensively and informatively clarify how the study has been conducted, the method of use in this 

study will be presented in this chapter, as well as motivations of the method of choice along with population and sample and 

operationalization. Furthermore, the implementation of the study is explained in detail in this chapter, along with validity, 

reliability, generalisability and ethical considerations.  

3.1 Choice of method 

To be able to answer the research questions in this study, a quantitative method in the form of an online 

survey has been conducted. Surveys are often used in social science research studies that are based on 

questionnaires that investigate the interests and attitudes of the participants (Yaremko, Harari, Harrison & 

Lynn, 1986).  

According to Silverman (2011), the choice of method should be coherent with what the study 

intends to investigate. The purpose of this study is to investigate media users’ attitudes regarding 

advertising online and offline, and furthermore, to examine whether the media users’ attitudes regarding 

integrity and media usage habits online are correlated to how the media users’ attitudes are towards 

advertising in different mediums. The study will additionally investigate users’ comprehension of 

advertising and if the media themselves may play a part in how users’ attitudes are towards the subject. By 

using quantitative online surveys as the data collection method for this study, it is possible to further 

investigate and measure attitudes of the respondents (Trost & Hultåker, 2016). Further, through a 

quantitative method, it is possible to present a numerical description of the collected data (Østbye et.al., 

2004). 

3.2 Method reflections 

As this study aims to investigate differences and correlations between different aspects, quantitative 

method is well suited for the study as it makes it possible to present a numerical, statistical description of 

the collected data (Østbye et.al., 2004). However, to get a deeper understanding of the examined attitudes 

towards advertising on social media, a qualitative method in form of interviews could also have been used 

as a complement to the study (Eliasson, 2010).  

Through qualitative interviews, it would have been possible to, based on the survey, get an 

overview of how the respondents face statements and further and deeper investigate these attitudes by 

conducting qualitative interviews (Kvale & Brinkman, 2009). However, in this study, a deeper 

understanding is not a part of the purpose of the study. Therefore, a quantitative method is conducted. 

Quantitative methods are advantageous when it is crucial to receive answers in a numeric form, further, to 

conveniently create a data-based plan beneficial to the coding for later analysis (Eliasson, 2010).   
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3.3 Population and sample 

The population of this study was media users over the age of 18, more specifically users of the two media 

platforms Instagram and Facebook. Furthermore, the selection of the population will be accomplished 

through a convenience sample (Borg & Westerlund, 2012), as the survey will be shared on the social 

media platform Facebook. The choice of reaching the respondents through Facebook was made with the 

ambition that it would provide respondents that are users of social media. However, as Facebook’s news 

feed offers a updating list of posts and stories from friends and pages (Bucher, 2012), the survey will 

mainly reach our acquaints only, and not provide us with respondents without any relation to us. The 

convenience sample is further the most practical choice regarding the time frame for the study. However, 

by sharing it on Facebook and using a convenience sample, the study did not use a random selection. By 

using a convenience sample, the study, regardless of the number of answers of the survey, will not either 

be representative for the whole population, therefore the result cannot be generalized (Trost & Hultåker, 

2016).  

Further, we aim to collect respondents with different types of media habits, different genders and 

political attitudes. The selection of people over the age of 18 is based on the fact that it is the legal age, 

which means that the respondents can answer the survey without permission from their guardians (Trost 

& Hultåker, 2016). Additionally, the choice of excluding children from the study is because of the reason 

that children often have a different view of the world than grownups and moreover, there are ethical 

problems with research that includes children as it is difficult to obtain appropriate informed consent 

from children (Codex, 2015).  

Furthermore, to be able to answer our research questions a considerable number of respondents 

are needed, thus it would additionally provide the research with high reliability and validity which is 

preferable (Trost & Hultåker, 2016). By implement the survey through Facebook, we could make sure 

that they are users of social media, and therefore they form a relevant sample of respondents as we want 

to assemble attitudes that concerning advertising in social media. In the survey, criterias of the 

respondents’ are to be found, where it is clarified that the study only requests answers of the survey from 

respondents that are over the age of 18 and are users of the two social media platforms Facebook and 

Instagram, furthermore asking those who cannot fulfill those requirements, not to answer the survey.   

3.4 Operationalization and variables 

Operationalization of a study indicates to present and develop central concepts from the theories. By 

defining the central concepts, variables that the study uses are created. Further, operationalization aim to 
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make variables measurable, which will make them possible to investigate, which in turn will make it 

possible to answer the research questions (Eliasson, 2010). 

Further, when the process of producing concepts of theories is accomplished, variables have 

been assembled. The variables have to be relevant for the study and cover the research questions and 

purpose of the study (Eliasson, 2010).  

This study includes demographic variables such as age, gender and self-placement on the 

traditional political left-right scale (SOM, 2018), these are crucial variables to include to be able to answer 

our research questions properly (see appendix 1 variable 20, 21, 22). Further, these are independent variables. 

However, it is also known that demographic factors such as these are important components of the 

attitudes towards advertising in general (Shavitt et al, 1998).  The variable regarding political opinions is a 

variable the SOM-institution used in their SOM-survey (SOM, 2018) further, this particular variable was 

general and suitable for this study. Regarding the gender variable, the respondents are given the possibility 

to answer “other”, if they are not confortable to answer what gender they are or if they experience that 

they have another gender than the two alternatives we provide.  

  Furthermore, the survey consists of five different sections; media usage, advertising online and offline, 

data collection on social media, advertising as media content and background questions. Every section has a couple of 

variables related to a specific area. The variables approach the investigated area from different aspects in 

order to be able to get several nuances of the answers. Further, this is helpful regarding the validity of the 

study as it becomes possible to measure and compare whether the answers from the respondents are 

equivalent. (Eliasson, 2010).  

 

The section media consumption contains variables that measure the respondents’ social media 

habits, and consists of three questions regarding how often the respondents consider themselves using the 

social media platforms Instagram and Facebook, both consisting questions where the respondents answer 

from daily to monthly, but also reckon minutes on Social media every day in general. Advertising online 

and offline is a section that contains of variables that instead asks the respondents to answer questions 

regarding to what extent the respondents agree with a set of statements. In this section there are four 

variables, however, each and every variable of these four includes three questions. Three questions 

regarding advertising on Facebook, three regarding advertising on Instagram, and the same goes for 

advertising on TV additionally advertising on Radio. Through these questions, it is possible to measure 

how the respondents experience advertisements online contrary offline. These variables are supported by 

the Advertising value model, that has three main factors regarding advertising, these are information, 

entertainment, and irritation (Ducoffe, 1995). The variables in this section, however, focuses mostly on 

the irritation factor that may appear, however, not the entertainment or information.   
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  The third section, data collection on social media, manage variables regarding the respondents’ 

awareness about the data collection on social media platforms that provides personalized advertising. 

Thus, one cannot study awareness without providing the respondents with information about it, and by 

that make the respondents aware about it, two questions regarding awareness was asked, the first one is 

an independent variable that simply asks the respondents if they read the terms and conditions on social 

media platforms. Furthermore, the respondents were asked to estimate to what extent they know what 

data that is collected about them on social media platforms. Furthermore, this section contains, as the 

previous section, variables that include several questions regarding the respondents’ attitudes towards data 

collection on social media, likewise attitudes towards personalized advertising on social media. 

  The fourth section is managing advertising as media content, and provides the respondents with 

seven variables that contain questions for each and every variable to clarify the users’ attitude towards 

advertising as media content, and if there may be difficulties for the respondents to distinguish what is 

advertising and what is not, both online and offline.  

 

Additionally, Eliasson,(2010) explains the importance of variables and that they should be 

formulated as simple as possible in order to avoid misunderstandings, also what terms to avoid, such 

terms that can be seen as negations. Therefore, we have chosen to simplify the variables, and where it is 

possible for misunderstandings to occur, compose a text that is explaining the word or subject that is to 

be found. Furthermore, conductive phraisings and terms with a negative meaning have been avoided to 

the extent possible.  

3.6 Implementation 

3.6.1 Planning and Thematization 

As a first step, a pilot study was implemented by using an online survey tool. The pilot study was made in 

order to be able to get a comprehension of how to both formulate the online survey questions and also to 

get an understanding of whether the questions are relevant and could provide answers to the research 

questions. The pilot survey consisted of 21 questions regarding attitudes towards advertising on social- 

contra analogue media, advertising as media content and personalized advertising.  Furthermore, through the pilot 

study, we could determine that the configuration of questions could be improved, further occur as more 

neutral than in the pilot study. Additionally,  similar questions could in advantage be used for the actual 

study in order to gain higher reliability, thus it contributes with different nuances of the answer (Trost & 

Hultåker, 2016). 
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In order to create a consistent theme throughout the study, the purpose of the study has been a 

guideline when planning and implementing all the different parts of the study. Further, the thematization 

and the focus of the study led to relevant theories, made by researchers within the area, which the study is 

based on.  

The theories of Marshall McLuhan (1964) and Guillaume Ducoffe (1995) forms the basis of the 

research questions of the study, which in turn forms the basis of the survey questions. The research 

questions are formed to determine if media users’ attitudes towards advertising in online mediums’ differ 

from their attitudes towards advertising in offline mediums’. The choice to put attitudes towards 

advertising in online and offline mediums’ towards each other was chosen because of the fact that there is 

a lack of research that focuses on how the medium itself influences the attitudes of the receiver (Grusell. 

2008). 

Furthermore, we wanted to apply McLuhan’s (1964) theory “The medium is the message” as a 

possible explantory factor to different attitudes towards commercial messages in different mediums’. In 

the study, McLuhan’s theory has been examined by asking the respondents of the survey the same 

questions regarding their attitudes towards advertising in the different medium formats, Facebook, 

Instagram, television and radio. However, to further investigate the respondents’ attitudes and decoding 

of the commercial messages, the study is also based on other theories and previous research within the 

area of attitudes towards advertising and different forms of advertising. 

3.6.2 The actual survey 

As mentioned, an online survey was used as the data collection method for this study. The survey was 

shared through our personal accounts on Facebook, as the study aims to investigate attitudes of media 

users, above all, social media users. Even though collecting respondents by sharing the survey through 

Facebook is classified as a convenience sample (Borg & Westerlund, 2012), there were some difficulties to 

reach the number of respondents that was needed in order to achieve a valid result. 

 Furthermore, within the time frame of 14 days, we received a total of 202 respondents within the 

age span from 18 to 98 years old where the average age among the respondents was 31 years old. Further, 

the majority of the respondents, 60,6%, are female. However, as the distribution between ages and 

genders among the respondents are not equal, it became problematic to compare these demographic 

variables in a reliable way.  

However, the primary goal of sharing the survey through Facebook was to reach respondents 

that use social media and receives advertising through online and offline mediums’ - which succeeded.  
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3.6.2 Data analysis 

To complete and analyze the answers from the survey, the program SPSS Statistics was used. However, as 

a result of using online surveys, we could easily proceed with the data that was collected of each and every 

variable further, by opening the saved data from Google Forms in SPSS statistics which provided us with 

all the data from the survey.  The data from the survey was then analyzed based on the purpose of the 

study, along with the research questions in order to be able to answer the research questions correctly. As 

the study includes three research questions, we analyzed the data based on one research question at a time 

because of the number of frequency tables and crosstabs that was processed. Lastly, we used Microsoft 

Excel in order to create figures of the data from SPSS. 

The first research question aims to investigate if there are any connections between media users’ 

attitudes regarding integrity online, awareness of data collection, and attitude towards advertising in 

different medium’s. To be able to examine this area accurately, the following variables were examined; the 

respondents’ awareness regarding personal data collection, acceptance of personal data collection, whether the respondents are 

taking part of terms of conditions on social media platforms, whether they appreciate personalized advertising and lastly if 

personalized advertising causes the feeling of being monitored. These variables were examined in frequency tables 

and crosstabs in order to be able to find out if there are any correlations.   

The second research question aims to examine if there are demographic connections between 

media users’ and attitudes towards advertising in different mediums’. In order to examine this area, the 

demographic variables gender, age and political standings were measured and further examined in relation to 

variables that measure attitudes towards advertising on the social media platforms versus the traditional 

mediums that are included in this study.  

Lastly, the third research question aims to investigate what role the mediums themselves have in 

the media users’ perception of advertising. This was examined by analysing variables from the section 

Advertising online and offline where the respondents answered the same questions regarding their attitudes 

towards advertising in the different mediums. The results have been analysed through frequency tables 

where it becomes clear how the respondents stand in relation to the different mediums’. 

3.7 Method criticism  

There are both pros and cons with quantitative online surveys as the method of choice, additionally, as it 

is crucial to get as many answers of the survey as possible within the timeframe, to get an impartial result 

(Eliasson, 210), we realized that it was more problematic than we first thought to collect the number of 

respondents that we aimed for. Since it rarely is a priority for the respondents to answer a survey, they 

will, if even accomplishing it at all, do it as quick as possible (Persson, 2016). This may result in 

26 



unconsidered answers or mistakes during the implementation of the survey, which may entail to an 

ambiguous result, especially as the number of respondents is rather low. 

 

Another negative aspect regarding online surveys is the lack of contact with the respondents, this 

may lead to misunderstandings (Eliasson, 2010). However, to avoid this, it is advantageous to define 

words that may appear as difficult to understand for the respondents (Persson, 2016), which, when 

formulating the survey of this study, have carefully been taken into consideration.  

Further problems concerning the choice to implement quantitative online surveys is the fact that 

the answers do not consist of any profound answers, which only makes it possible to examine possible 

recurring patterns and connections among the respondent’s answers. Lastly there were difficulties to find 

statistical significance in the results and cross tabulations that was done, as it was missing.  

3.8 Validity, reliability and generalisability 

As Eliasson (2010) implies, a study’s validity is important and signifies that the study only measures those 

things the study intends to measure. Therefore the construction of variables in the survey has been 

crucial, for instance, the importance of that the questions are understandable and the response options are 

clear in order to avoid the respondents to misunderstand (Eliasson, 2010).  

 Additionally, the survey only included variables that were crucial for the study, that is, variables 

that could lead to answers to the research questions.  

 

When we assured ourselves that this study only measures those things that this study intend to 

measure, we concluded that the study is reliable. The reliability determines whether the study is 

trustworthy and that the results of the study would be the same if the study would be done again. To be 

able to get higher reliability it was essential to ask similar questions, to get as many nuances of the answer 

we possibly can get (Trost & Hultåker, 2016). Furthermore, the reliability is particularly based on the 

implementation and analysis of the study (Eliasson, 2010), and as this is a quantitative study, we want to 

be completely assured that the result is reliable. Therefore a pilot study of the survey was implemented at 

first. The pilot study was implemented in order to ensure us that the survey was properly designed with 

variables that were both understandable, clear and could be answered truthfully, further, could answer our 

research questions. Furthermore, the data was measured with the same measuring instruments as it is 

substantial that the measurements are accomplished equally in order to get higher reliability (Eliasson, 

2010) 

The method of use, however, does not make it possible for this study to compose general 

conclusions thus the study was accomplished through a convenience sample (Trost & Hultåker, 2016).  
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3.9 Ethical considerations 

To keep the study ethical, the respondents were informed of the study and its purpose in the introduction 

to the survey, further, their terms of participation such as informing the respondents that the participation 

is voluntary (Trost & Hultåker, 2016), additionally, that they may discontinue if they wanted to. 

 

As anonymity may be beneficial and serves as an equalizer of fair treatment online (Johnson, 

1997), we will manage the answers of the online survey anonymous. Even though the survey is less 

sensitive, we believe that the respondents may answer more honestly (Johnson, 1997) whilst they know 

that we will not be able to identify who answered what, due to the amount of respondents (Eliasson, 

2010). Therefore, we were meticulous when informing the respondents about the anonymity of the 

survey. Additionally, we also informed the respondents about the usage of the free online survey Google 

Forms, and in what way this may alter their degree of anonymity when accomplishing the survey. Both 

regarding the third-party data collection that is implemented by Google, further that they are not 

completely anonymous due to the fact that Google stores information about users even though they may 

not be logged into a google account (Google, 2019).  

However, to keep in mind regarding anonymity is that respondents may behave undesirable and 

prejudicial when accomplishing the survey,  as a result of the anonymity and the freedom to behave 

however they like without getting caught (Johnson, 1997). We may not be able to identify if this occurs, 

however, we will keep this in mind, further, that anonymity may facilitate deviance from the actions of the 

respondents (Johnson, 1997)  

Lastly, the respondents were informed that we only are interested of respondents over the age of 

18, which is a selection based on the legal age of answering a survey without permission from their 

guardians (Trost & Hultåker, 2016).  
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4. Results  
In this chapter, results from the online survey are presented. To be able to examine the results as simple as possible, the 

chapter is divided into three different parts; awareness of data collection and how it affects the attitude towards personalized 

advertising on social media, demographic factors and their possible impact and differences regarding attitudes towards 

advertising on different mediums’. These parts are based on our research questions.  

4.1 Awareness of data collection, surveillance and attitudes towards 

personalized advertising  

This section includes variables regarding the respondents’ attitudes towards data collection and awareness 

on social media, additionally attitudes towards personalized advertising on social media platforms. These 

variables aim to answer the first research question, that is, “Which, if any, are the connections between media 

users’ attitudes regarding integrity online, awareness of data collection, and attitudes towards advertising online?” by 

examining connections and statistical relationships between these variables.  

 

Table 4.1. Self-reported awareness of data collection among the respondents. N=202 

Degree of awareness  Frequency  Percent 

Very high degree  26  12.9 

Rather high degree  69  34.5 

Rather low degree  66  32.7 

Very low degree  26  12.9 

Total  202  100.0 

Comment: Distribution of answer regarding self-reported awareness of data collection presented in frequency and percentage 

terms. The mode value is underlined. 

 

Regarding whether the respondents consider themselves being aware of what kind of information 

that is collected from them as media users, there are almost equally as many that claims that they are 

aware of the information that is collected about them, as those who claims that they are not (see table 4.1). 

The majority of the respondents are describing themselves as aware of which information that is collected 

about them to a rather high degree and to a rather low degree. 
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Figure 4.1. Degree of consent regarding data collection on social media platforms and awareness of the 

data collection. N=202  

 

Comment: distribution of answers of the two variables regarding awareness of data collection and what degree the respondents 

are consenting with the data collection on social media platforms. Each color of the figure amounts to one hundred percent.  

  

As can be seen in figure 1.2, of the respondents that in a very low degree are self reported as 

aware of what data that is collected about them on social media platforms, there are 76 percent that are 

consent with data collection in a very low degree and 22 percent of them are consent with data collection 

in a rather low degree. Further, of the respondents that are describing themselves as aware in a rather low 

degree, there are 53 percent that also is consent in a very low degree, 33 percent are consent in a rather 

low degree and the remaining 14 percent are describing themselves as aware in a rather high degree. 

 None of the respondents that self-reports themselves as aware in a very low degree, claims that 

they are consent in a very high degree. Additionally, regarding the respondents that instead are describing 

themselves as aware of data collection in a rather high degree and high degree, there are 25 percent of the 

respondents that are describing themselves as aware in a rather high degree, that are consent in a very low 

degree, 46 percent of them are consent in a rather low degree 26 percent are consent in a rather high 

degree and 3 percent are consent in a very high degree. Of the respondents that are describing themselves 

to be aware in a very high degree, 31 percent are consent with data collection in a very low degree, 35 

percent in a rather low degree, 27 percent in a rather high degree and the remaining 8 percent are consent 

with data collection in a very high degree. 

The answers from the respondents are fragmented, however, it can be seen from figure 4.1,  the 
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respondents that in a very low degree are describing themselves as aware of data collection, are in greatest 

extent not consent with it. 

Figure 4.2. Attitudes toward personalized advertisements and awareness of data collection on social 

media platforms (N=202)

 

Comment: Each color of the figure amounts to one hundred percent.  

Furthermore, in figure 4.2 it can be examined that 56 percent of the respondents that 

self-reported their awareness as very low, do not appreciate personalized advertising at all, 22 percent do 

not appreciate it, 17 percent appreciate it partially and only 5 percent agreed completely. 

26 percent of the respondents that self-reported their awareness as rather low does not appreciate 

personalized advertising at all, further, 35 percent do not appreciate it, 35 appreciate it partially and 5 

percent completely appreciate it. Furthermore, of respondents that self-reported their awareness in a 

rather high degree, there are 20 percent that does not appreciate personalized advertising at all, 23 percent 

that do not appreciate it, 52 percent that appreciates it partially and only 4 percent that appreciate it 

completely. The respondents that self-reported their awareness in a very high degree, 39 percent of the 

respondents do not appreciate personalized advertising at all, 8 percent do not appreciate it, 39 percent 

appreciate it partially and lastly, 15 percent appreciate personalized advertising completely.  

 

Figure 4.3. Terms and conditions and degree of self-reported awareness regarding data collection on 

social media platforms. N=202 
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Comment: In this figure, one can examine the two variables regarding the respondents’ awareness of data collection and if 

they are read the terms of conditions. Each color of the figure amounts to one hundred percent.  

 

Regarding the question about whether the respondents are reading the terms of condition on 

social media platforms, the results examine that the majority of the respondents do not read the terms of 

conditions on social media platforms. Through Figure 4.3, it can be seen that there are, in percentage 

terms, mainly those who in a very low degree describe themselves as aware of what type of information 

that is collected about them that are the ones that does not read the terms of condition on social media, 

while the respondents that do read the terms of conditions and sometimes read the terms of conditions, 

are in a higher extent self-reported as aware of what information that is collected about them online.  

Overall, the distribution between the answers from those who are describing themselves as aware 

of what information that is collected of them online, versus those who are self-reporting themselves as 

not aware of what information that is collected of them online, is relatively equally divided when it comes 

to whether they are reading the terms of condition or not, regardless of the respondents’ degree of 

self-reported awareness.  

 

Figure 4.4. Appreciation of personalized advertising and degree of consent regarding data collection on 

social media platforms. N=202 
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Comment: this figure examines how the respondents stand regarding the question about the respondents self-reported 

awareness of the data collection and whether they appreciate personalized advertisements. Each color of the figure amounts to 

one hundred percent.  

 

To further examine correlations between the respondents’ attitudes towards personalized 

advertising online and their attitudes against data collection, one can examine that of those respondents 

that are consent in a very low degree, 54 percent do not appreciate personalized advertising at all. 

However, of the respondents that are giving consent in a very high degree, 25 percent of them agree 

completely with the statement “I appreciate personalized advertising”.  

 

Furthermore, if the respondents are appreciating personalized advertising on social media or not, 

have shown to have an impact on whether they have the feeling of being monitored on social media or 

not (see appendix 2, Figure 2.1 and Figure 2.2). The respondents that appreciate personalized advertising on 

social media are in a greater extent claiming that they do not find themselves being monitored by 

personalized advertising than the respondents that do not appreciate personalized advertising. This result 

is similar for both Facebook and Instagram as the respondents are answering similar regarding the 

questions that concern the feeling of being monitored on Facebook  respective Instagram. As can be seen 

in table 4.1, the answers from the respondents are fragmented when it comes to their self-reported 

awareness of what kind of data that is collected from their online behavior. Furthermore, the variables 

that investigates the respondents’ self- reported awareness and their attitudes towards personalized 

advertising on Facebook and Instagram was included, (see appendix 2, Figure 2.3 and Figure 2.4) as can be 
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examined, 73 percent of those respondents that in a very low degree are describing themselves as aware 

of the data collection on social media platforms, also assert that they in a very low degree are positive 

towards personalized advertising on Facebook. Further 68 percent of the respondents that are describing 

themselves as aware of the data collection in a very low degree are positive towards personalized 

advertising on Instagram in a very low degree as well. 

 

Figure 4.5. Attitudes towards personalized advertising and total minutes of social media usage every 

day. N=202 

 

Comment: This figure examines in what degree the respondents are positive towards personalized advertisements and how 

often they are using social media each day. Each color of the figure amounts to one hundred percent.  

 

To further examine whether the respondents’ media usage in minutes affects their attitudes 

towards personalized advertising online, it was found that the respondents that use social media 0-30 

minutes a day are those who in greatest extent do not appreciate personalized advertising online. A total 

of 80,9 percent of the respondents who use social media 0-30 minutes a day, disagrees with the statement 

“I appreciate advertising that is personally adjusted to me”. Unlike the group of respondents using social 

media 0-30 minutes a day, the answers from the rest of the respondents, which are using social media 

more than 30 minutes a day, are spread out among the response options. However, there is a very low 

percentage of the respondents that agrees with the statement in full extent, regardless of time spent on 

social media a day. 
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Table 4.2. Distribution of answers regarding appreciation of personalized advertising. N=202 

Degree of appreciation  Frequency  Percent 

Do not at all appreciate  64  31.7 

Do not appreciate  50  24.8 

Partially appreciate  76  37.6 

Completely appreciate  12  5.9 

Total  202  100.0% 

Comment: Distribution of answer regarding appreciation of personalized advertising presented in frequency and percentage 

terms. The mode value is underlined. 

 

Regarding the question that examines whether the respondents appreciate personalized 

advertising on social media, it can be seen in table 4.2 that 37.6 percent of the respondents partially 

appreciate personalized advertising further that there is 5.9 percent of the respondents that completely 

appreciate personalized advertising. However, there are also a considerable number of respondents that 

do not appreciate personalized advertising, further, 24.8 percent do not appreciate it and 31.7 percent do 

not appreciate at all.  

 

Table 4.3. Distribution of answers regarding if the respondents want advertising to be more or less 

personalized. N=202 

Answer alternatives  Frequency  Percent 

More  18  9,0 

No more, no less  88  43,5 

Less  96  47,5 

Total  202  100,0% 

Comment: Distribution of answers presented in frequency and percentage terms. The mode value is underlined. 

 

As can be seen in table 4.3, 9 percent of the respondents consider that advertising should be 

more personalized, further 47.5 percent of the respondents consider that advertising should be less 

personalized and lastly, there is 43.5 percent of the respondents that consider that advertising should be 

no more, no less personalized.  
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4.2 Demographic differences regarding attitudes towards the different 

mediums’ 

In order to answer the second research question “Which, if any, are the demographic differences regarding media 

users’ attitudes towards advertising in different mediums?”, the demographic variables have been examined in 

relation to the respondents’ attitudes. 

The survey consisted of the three demographic variables age, gender and political positions in order to 

be able to examine if there are demographic differences regarding attitudes towards advertising online and 

offline.  

4.2.1 Age 
The ages were divided into two different age groups - those under 31 years old and those over 31 years 

old to be able to investigate the respondents’ attitudes towards advertising on social- and traditional 

media, further to examine if there are differences between the ages of the respondents and their attitudes 

towards advertising. The questions regards whether the respondents appreciate advertising on the 

different mediums, further, if they are experiencing it as forced or disturbing.  

Figure 4.6. Appreciation of advertising on television in relation to age. N=202 

 

Comment: This figure examines how the respondents’ attitudes towards advertising on television differ between the two age 

groups over 31 and 31 years old and younger. Each color of the figure amounts to one hundred percent.  
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However, when it comes to the respondent’s attitudes towards advertising in offline medias, the 

respondents over 31 years old generally have a more negative attitude towards advertising in television. In 

percentage terms, the older group of respondents do clearly not agree with the assertion that goes “I 

appreciate advertising on television”, as 48 percent of the older respondents do not agree at all and 38 

percent do not agree. The majority of the younger group of respondents also disagrees with the statement 

as 36 percent of them do not agree at all and 33 do not agree. However there is still over 30 percent from 

the younger group that do appreciate advertising on television to some extent, while only 13 percent of 

respondents from the older group. 

When it comes to the assertion “I experience advertising on television as something forced” (see 

appendix 2, Figure 2.5), the respondents in the older category do also here have a more negative attitude. 

The respondents in the older category are in a higher extent agreeing with the assertion and are 

experience advertising on television as more forced than the younger respondents.  

Further, when it comes to the assertion “I think that advertising on television is disturbing”, (see 

appendix 2, Figure 2.6) the distribution between the answers among the respondents in both age groups are 

equivalent. The same applies when it comes to the variables that examine the respondents’ attitudes 

towards advertising in radio (see appendix 2, Figure 2.7, 2.8 and 2.9) . The answers from the respondents in 

the two age groups are distributed equally among the answer alternatives, in all three assertions regarding 

attitudes towards advertising on radio.  

Further to the online medias. Neither of the two age groups appreciate advertising online on 

Facebook and Instagram. The distribution of the answers is equivalent when it comes to the assertions 

regarding whether the respondents are appreciating advertising on Facebook and Instagram or not. The 

same goes for the statement regarding whether the respondents experience advertising on Facebook and 

Instagram as something forced or not (see appendix 2, Figure 2.11).  

The majority of the respondents in both age categories are experiencing advertisement on both 

Facebook and Instagram as something forced as there is over 90 percent of the respondents that agrees 

with the statement, fully or partially. 
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Figure 4.7. Advertising on Facebook as something disturbing in relation to age. N=202

 

This figure examines the distribution of answers among the respondents from the different age groups regarding whether the 

respondents’ experience advertisements on Facebook as something disturbing. Each color of the figure amounts to one hundred 

percent.  

 

Regarding the statement “I think that advertising on Facebook/Instagram is disturbing” (see 

appendix 2, Figure 2.11 and 2.13), the respondents in the two different age categories do also here agree 

with each other. 46 percent of the respondents over 31 agree completely with the statement and 46 

percent of the respondents that are 31 and younger, as well. 49 percent of the respondents over 31 agree 

partially and 44 percent of the respondents that are 31 and younger agree partially. Advertising online is 

perceived as disturbing among the respondents, no matter what age they are.  

 

 

 

 

 

 

 

 

 

 

 

38 



Figure 4.8. More or less personalized advertising on social media in relation to age. 

 

N=202 This figure examines whether the respondent wants more or less personalized advertisements, further if the attitudes 

differ between the two age groups over and under 31 years old. Each color of the figure amounts to one hundred percent.  

 

Further, regarding the question “Do you think that advertising on social media should be more 

or less personalized?” there is a low percentage of the respondents from the two different age categories 

that think that advertising should be more personalized. However, the exact same percentage of the 

respondents that are 31 and younger and of the respondents over 31 asserts that advertising should be 

less personalized on social media. Additionally, there is approximately the same percentage of 

respondents from the two different age groups that thinks that advertising on social media should be no 

more, no less personalized as well.  

4.2.2 Gender 

The gender variable examines if there are differences between the genders and their attitudes towards 

advertising. The questions are whether the respondents appreciate advertising on the mediums, further if 

they are experiencing it as forced or disturbing.  

 

The statement “I appreciate advertising on television/on radio” provided result where one can 

examine that the differences between the genders are insignificant, further, that there only are a few 

percentages that differ between the genders attitudes. However, the statement regarding television, 

indicate that only 1 percent of the men and 1 percent of the women appreciate advertising on television, 

further 44 percent of the men and 37 percent of the women do not agree with the statement at all. 
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Regarding appreciation of advertising on radio (see appendix 2, Figure 2.16), one can examine that 0 

percent of the women and 4 percent of the men agree with the statement, however, that 46 percent of the 

women and 59 percent of the men instead do not agree at all. Furthermore the respondents were 

provided with the statement “ I experience advertising on television/radio as something forced” (see 

appendix 2, Figure 2.14 and 2.17) where it can be examined that there only are a few percentages that differ 

between the genders attitudes as well, 53 percent of the men and 38 percent of the women agree 

completely with the statement regarding television, furthermore 8 percent of the men and 3 percent of the 

women do not agree at all. 

 Regarding radio, one can examine that 54 percent of the men and 37 percent of the women 

agree completely and do experience advertisements on radio as forced, however, 6 percent of the men 

and 5 percent of the women do not agree at all. Lastly, the statement “I experience advertisements on 

television/radio as something disturbing” (see appendix 2, Figure 2.15 and 2.18) was inquired.  

As before, the differences between the genders are only differed by some percentages. 0 percent 

of the women and 1 percent of the men do not agree with the statement regarding television, 53 percent 

of the women and 56 percent of the men, however, do agree completely with the statement. Regarding 

the result of whether the respondents experience advertising on radio as something disturbing, one can 

examine that 2 percent of the women and 1 percent of the men do not agree at all with the statement and 

60 percent of the women and 64 percent of the men agree completely.  

 

Figure 4.9. Appreciation of advertising on Facebook in relation to gender. N=202 

 

This figure examines whether the respondents’ experience advertisements on Facebook as something appreciable, further if the 

attitudes differ between the genders. Each color of the figure amounts to one hundred percent.  
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Figure 4.10. Appreciation of advertising on Instagram in relation to gender. N=202 

 

This figure examines whether the respondents’ experience advertisements on Instagram as something appreciable, further if the 

attitudes differ between the genders. Each color of the figure amounts to one hundred percent.  

 

Even though the results are quite similar regarding the statement “I appreciate advertising on 

Facebook/Instagram” it can be examined that the majority of respondents do not agree at all, further, 44 

percent of the men do not agree at all regarding advertising on Facebook and 31 percent of the women 

do not agree at all. Regarding the appreciation of advertising on Instagram, 45 percent of the men and 39 

percent of the women do not agree at all. However, as one can examine there are 23 percent of the men 

and 26 percent of the women that partially agree with the statement on Facebook, further, 24 percent of 

the men and 30 percent of the women on Instagram. Lastly, there are 2 percent of the women and 3 

percent of the men that agree completely with the statement on Instagram, though, there are 0 percent of 

both genders that agree completely with the statement on Facebook. 

 

Furthermore, there are not any remarkable differences between men and women when it comes 

to the questions that examine whether the respondents are perceiving advertising on social media as 

something that is being forced onto them. The majority of the respondents regardless of gender do 

experience advertising on Facebook as something forced, more specifically 36 percent of the women and 

48 percent of the men agree completely with the statement, further, 57 percent of the women and 44 

percent of the men agree partially with the statement. Regarding Instagram, one can examine that 42 
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percent of the women and 48 percent of the men agree completely with the statement that refers to that 

advertisement on Instagram are experienced as something forced. 

 Furthermore, there are 52 percent of the women and 42 percent of the men that agree partially. 

Additionally, the question that examines whether the respondents experiences advertising online as 

disturbing, the result is similar to the result regarding the question of whether it is experienced as forced. 

Further, both men and women are experiencing advertising online as disturbing, more specifically, 51 

percent of the men and 42 percent of the women agree completely with the statement regarding 

advertising on Facebook as something disturbing (see appendix 2, Figure 2.21). There are 49 percent of the 

women and 41 percent of the men that agree partially. Regarding whether advertising on Instagram is 

experienced as something disturbing (see appendix 2, Figure 2.23) one can examine that 48 percent of the 

women and 55 percent of the men agree completely and 43 percent of the women and 33 percent of the 

men agree partially with the statement.  

 

Figure 4.11.  More or less personalized advertising on social media in relation to gender. N=202  

 

This figure examines whether the respondent wants more or less personalized advertisements, further if the attitudes differ 

between the genders. Each color of the figure amounts to one hundred percent.  

 

Further, in percentage terms, there is a slightly higher percentage of the men that considers that 

advertising online should be less personalized. The answers from the respondents are evenly distributed 

between the genders of those who would like to have the advertisements more personalized than they 

currently are. Furthermore, regarding the answer no more, no less personalized, one can examine that 
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women are more pleased with the personalized advertisements as they are now, meanwhile there is a 

smaller percentage of men that are pleased as it is now.  

4.2.3 Political position 

The respondents of the online survey were asked to position themselves on a political left-right scale in 

order to divide the respondents in groups of their political positions. These variables examine if there are 

differences between the political positions and attitudes towards advertising. The questions are whether 

the respondents appreciate advertising on the mediums, further if they are experiencing it as forced or 

disturbing.  

 

Figure 4.12. Appreciation of advertising on television in relation to political position. N=202 

 

Comment: This figure examines whether the respondents’ experience advertisements on Television as something appreciable, 

further if the attitudes differ between the political positions. Each color of the figure amounts to one hundred percent.  

 

Regarding the questions about attitudes towards advertising on television, it can be seen that the 

respondents that place themselves to the left on the political scale are in a greater extent than the rest of 

the respondents negative towards advertising on television.  However, the majority of the respondents, 

regardless of political position, do not appreciate advertising on television, but the ones that position 

themselves to the left on the scale are the ones that appreciate advertising on television the least. The 

respondents that place themselves to the left on the political scale do also, to a greater extent, experience 

advertising on television as something forced (see appendix 2 figure figure 2.24). Even though the majority 

also claims that they experience advertising on television as something forced, it can be seen that there is a 
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higher percentage of the respondents with a left political position that claims that they experience 

advertising on television as something forced. 

 Further, the majority of the respondents do think that advertising on television is disturbing. 

Also here, it can be seen that the respondents to the left on the political scale, are in a greater extent than 

the rest of the respondents, experiencing advertising on television as disturbing. 

Figure 4.13 Appreciation of advertising on Radio in relation to political position. (N=202) 

 

Comment: Each color of the figure amounts to one hundred percent.  

 

Regarding the statement “I appreciate advertising on radio” , it can be examined that the ones to 

the right on the political scale are, to a slightly less extent than the rest of the respondents, agree with the 

statement. Furthermore, the majority of the respondents are experiencing advertising on radio as 

something forced and as something disturbing, regardless of political position. The respondents are 

answering similar, regardless of where on the political scale they have placed themselves, the majority of 

the respondents does not appreciate advertising on radio. 

 

Figure 4.14 Appreciation of advertising on Facebook in relation to political position. N=202  
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This figure examines whether the respondents’ experience advertisements on Facebook as something appreciable, further if the 

attitudes differ between the political positions. Each color of the figure amounts to one hundred percent.  

 

Regarding whether the respondents appreciate advertising on Facebook and Instagram, it can be 

seen that, regardless of political position, the majority of the respondents do not appreciate advertising on 

Facebook or Instagram. Regarding their attitudes towards advertising online, there are no remarkable 

differences regarding their attitudes towards Facebook and Instagram, as the distribution of the answers 

from the respondents is similar on the questions about their attitudes towards advertising on the two 

different platforms. 

 As to the question regarding whether the respondents experience advertising on Facebook and 

Instagram as something forced (see appendix 2, Figure 2.28 and 2.31), it can be seen that the total percentage 

is equally distributed among the alternatives for both Facebook and Instagram. However, the respondents 

within the different groups of political opinions are answering differently and experience advertising 

differently on the two different platforms. 

Of those who place themselves to the left on the political scale, there are, in percentage terms, a 

higher percent that experiences advertising on Facebook as more forced than the advertising on 

Instagram. Of those who place themselves clearly to the right on the political scale, there are, in 

percentage terms, a higher percent that experiences advertising on Instagram as more forced than the 

advertising on Facebook. Otherwise, the rest of the respondents are having similar attitudes towards 

advertising on both Facebook and Instagram.  
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Regarding the question of whether the respondents find advertising online disturbing (see appendix 

2, Figure 2.29 and 2.32), there is 95 percent of the respondents clearly to the right on the political scale that 

is experiencing advertising on Instagram as disturbing, while only 85 percent of these respondents are 

experiencing advertising on Facebook as disturbing. The rest of the respondents are answering similarly 

on both questions and the majority of the respondents are experiencing advertising online as disturbing. 

Regarding whether the respondents consider that advertising on social media should be more or 

less personalized, there are no specific patterns that can be connected to the respondents’ political 

opinion as the answers are fragmented and are not following a specific pattern. 

4.3 Attitudes towards advertising online and offline 

Further, to examine the last research question “In what way do media users’ attitudes toward advertising differ 

depending on in which medium the advertising is encountered?” variables regarding the respondents’ attitudes 

towards advertising in the different mediums television, radio, Facebook and Instagram have been 

examined. In order to be able to compare possible differences and correlations between attitudes towards 

advertising on the different mediums, compiled tables regarding the respondents’ attitudes will be shown 

and every medium will further be discussed separately in this section. 

 

Table 4.4 Appreciation of advertising on different mediums. N=202 

Degree of 

appreciation 

TV  Radio  Facebook  Instagram 

Do not appreciate 

it at all  

39.6  51.0  36.1  41.1 

Do not appreciate 

it 

34.7  31.2  39.1  29.7 

Partially appreciate 

it 

24.8  16.3  24.8  27.2 

Completely 

appreciate it 

1  1.5  0  2.0 

Total  100.0  100.0  100.0  100.0 

Distribution of answers regarding the statement “I appreciate advertising” on different mediums presented in percentage 

terms.  
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Table 4.5. Advertising as something forced. N=202 

“I experience 

advertising as 

something forced” 

TV  Radio  Facebook  Instagram 

Do not agree at all  5.0  5.4  1.0  1.5 

Do not agree  20.8  10.4  6.4  6.4 

Agree partially  30.7  40.6  52.0  48.0 

Completely agree  43.6  43.6  40.6  44.1 

Total  100.0  100.0  100.0  100.0 

Distribution of answers regarding the statement “I experience advertising as something forced” on different mediums. 

Presented in percentage terms.  

 

Table 4.6. Advertising as something disturbing. N=202 

“I think that 

advertising is 

disturbing” 

TV  Radio  Facebook  Instagram 

Do not agree at all  0.5  1.5  0.5  1.5 

Do not agree  6.9  5.4  7.9  9.4 

Agree partially  38.1  31.7  46.0  38.6 

Completely agree  54.5  61.4  45.5  50.5 

Total  100.0  100.0  100.0  100.0 

Distribution of answers regarding the statement “I think that advertising is disturbing” on different mediums. Presented in 

percentage terms.  
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4.3.1 Television 

What can be seen from the variables that examine the respondents’ attitudes towards advertising on 

television, is first that the respondents in a low extent appreciate advertising on television. 

In the table above one can examine that 39.6 percent do not at all agrees with the statement “I appreciate 

advertising on television” and 34.7 percent do not agree. 24.8 percent agrees to some extent and 1 percent 

agrees completely.  

Further, regarding the statement “I experience advertising on television as something forced” (see 

table 4.5), 43.6 percent agrees completely and 30.7 percent agrees to some extent. 20.8 percent d not agree 

and 5 percent do not agree at all.  

Regarding the statement “I think that advertising on television is disturbing” (see table 4.6), 50.5 

percent of the respondents agrees completely and 38.6 percent agree to some extent. Further, 9.4 percent 

do not agree and 1.5 percent do not agree at all.  

4.3.2 Radio 

What can be seen from the variables that examine the respondents’ attitudes towards advertising on Radio 

is that the majority of the respondents are more or less agreeing with each other.  

Regarding the statement “I appreciate advertising on Radio” 51 percent do not at all agree with 

the statement and 31.2 percent do not agree. 16.3 percent agree to some extent and 1.5 percent agree 

completely. 

Further, 43.6 percent agrees completely with the statement “I experience advertising on radio as 

something forced” (see table 4.5) and 40.6 percent agrees to some extent. 10.4 percent do not agree and 5.4 

percent do not agree at all. 

Regarding the statement “I think that advertising on radio is disturbing” (see table 4.6), 61.4 

percent agrees completely and 31.7 percent agrees to some extent.5.4 percent do not agree and only 1.5 

percent do not agree at all. 

4.3.3 Facebook 

Further to the first online medium, Facebook. The answers from the respondents are a bit more 

fragmented when it comes to whether the respondents appreciate advertising on Facebook or not. 

Regarding the statement “I appreciate advertising on Facebook”, 36.1 percent do not agree at all, 

39.1 percent do not agree and 24.8 percent agrees to some extent. None of the respondents have 

answered that they agree completely on this question.  
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Further, 40.6 percent agrees completely with the statement “I experience advertising on 

Facebook as something forced” (see table 4.5), and 52 percent agrees to some extent. 6.4 percent do not 

agree and only 1 percent do not agree at all.  

Regarding the statement “I think that advertising on Facebook is disturbing” (see table 4.6) there is 

45.5 percent of the respondents that agree completely with the statement and 46 percent that agrees to 

some extent. 8 percent do not agree and 0.5 percent of the respondents do not agree at all. 

4.3.4 Instagram 

The second online medium that was examined was Instagram and also here do the respondents have 

different opinions whether they appreciate advertising on the medium or not. As can be seen in table 4.4, 

2 percent of the respondents agree completely with the statement “I appreciate advertising on 

Instagram.”, 27.2 percent partially appreciate advertising on Instagram, further 29.7 percent do not agree 

and 41.1 percent of the respondents do not agree at all. Furthermore, the statement “I experience 

advertising on Instagram as something forced” (see table 4.5) one can examine that 44.1 percent of the 

respondents agree with the statement and therefore do experience advertising on Instagram as something 

forced, further, 48 percent partially agree with the statement. 6.4 percent do not agree and 1.5 percent of 

the respondents do not agree at all.  

Additionally, the statement “I think that advertising on Instagram is disturbing” (see table 4.6), one 

can examine that there is 50.5 percent of the respondents that completely agree with the statement, 

further 38.6 percent partially agree. There are then 9.4 percent do not agree and lastly, 1.5 percent of the 

respondents do not agree at all. 
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5. Analysis and discussion  
This chapter manage the analysis and discussion of the results of the study, in relation to each and every research question. 

The chapter is divided into three sections that are based on the research questions. Furthermore, the results are explained and 

discussed through relevant previous research and theories.  

5.1 Awareness of data collection - a contributing factor to attitudes 

towards personalized advertising  

The answers from the respondents indicate that the degree of awareness regarding which information that 

is collected of them online are, in some cases, a contributing factor to whether the respondents are 

consent with data collection or not. The respondents are overall describing themselves as rather aware of 

data collection, in particular, the respondents who read terms of condition on social media. However, 

those who claim that they are aware of data collection are to a higher extent consent with data collection 

online compared to the respondents who are aware in a lower degree. However, the result regarding the 

respondents’ awareness may have turned out differently if the study was measuring actual knowledge 

regarding awareness of data collection instead of the respondents’ self-estimated awareness. 

Further, the respondents that to a low degree and to a very low degree are aware of data 

collection, also to a lower extent appreciate personalized advertising. However, the results of this may be 

affiliated to Grusell's (2006) study that implies that attitudes towards advertisements can depend on how 

the receiver experience the advertisements, further, if the advertisements are experienced as forced or 

self-selected is decisive when the receiver determines an opinion about the advertisement. 

 The respondents that are not aware of what information that is collected about them, may 

experience personalized advertising as something that is not self-selected which could be a possible 

reason as why the respondents that are not aware of data collection are appreciating personalized 

advertising to a lower degree than the respondents that are aware. 

 

Previous research regarding personalized advertising show different and fragmented results of 

whether the phenomenon is received as something positive or negative - so does the results from the 

online survey. The answers from the respondents are in this study fragmented when it comes to their 

attitudes towards personalized advertising. In previous research however, personalized advertisements 

have in some cases been proven to be seen as more positive than traditional advertising due to the fact 

that the advertisements match the users’ personal preferences (Stiglbauer & Kovacs, 2019). Further, it has 

also been stated that personalized advertising is a contributing factor to concerns among media users’ in 

relation to the users’ integrity online (Aguirre et al., 2015), the advertising can, therefore, be experienced 

as offensive and intimate (White et al., 2018) furthermore as if their personal space is invaded (Davisson 
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& Thoresson, 2017).  

In this study, the respondents’ attitudes towards personalized advertising on social media, have 

shown to have an impact on whether they have the feeling of being monitored on social media or not. 

Respondents that appreciate personalized advertising on social media are to a greater extent answering 

that they do not experience the feeling of being monitored through personalized advertising, while the 

respondents that do not appreciate personalized advertising are to a greater extent answering that they do 

feel monitored through personalized advertising.  

In previous research, it is found that users may appear as concerned about what information is 

collected about them when it comes to personalized advertising (Yu & Cude, 2009), additionally, that they 

may feel disadvantaged of their freedom of choice when they receive personalized advertisements that are 

similar to their own personal preferences (Tucker, 2012). Furthermore, previous research also implies that 

personalization as a marketing strategy is a paradox, as well as it can appear as offensive and intimate, it 

can also be more effective and be seen as more positive when the advertisements are complying to the 

users’ personal preferences (Aguirre et al., 2015; Stiglbauer & Kovacs, 2019). 

Further, there are no significant differences between the respondents’ attitudes towards 

personalized advertising on Facebook and Instagram, neither their experience of being monitored on the 

two different medias. The respondents are relatively consistent in their attitudes towards advertising 

online. Aguirre et al. (2005) imply that the context where the advertisements are to be found in is crucial 

in how receivers experience the advertising, thus the context affects the receiver’s attitudes towards the 

personalized advertising (Aguirre et al., 2015).  

This may, therefore, be seen a possible explanation to the reason the respondents are very 

equivalent in whether the personalized advertising is positive or negative, as the questions refer to the 

advertisement itself, not the context.  

Additionally, the amount of time that the respondents spend on social media was shown to have 

no remarkable effect on the respondents’ attitudes towards advertising on social media platforms. It was 

however found that the respondents that use social media 0-30 minutes a day, are those who to greatest 

extent do not appreciate personalized advertising online. Except for that, there are no significant 

differences between how the respondents answer regarding the assertions regarding advertising on 

Facebook and Instagram. The results indicate that regardless of the time that is spent on social media, the 

advertising is still experienced as something negative, enforcing and disturbing. 

5.2 Different demographics but similar attitudes  

Previous research has shown that attitudes towards advertising on television generally are negative, 

regardless of age, however, it is, on the other hand, found that the younger generation appears to be more 
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negative towards advertising on traditional mediums compared to the older generation (Börjesson & 

Edström, 2014; Grusell, 2008).  

However, the results of this study are different. The result indicates that the respondents over 31 

years old are found to have a generally more negative attitude towards advertising on television compared 

to the respondents under 31 years old. A possible explanation factor can be based on the fact that 

television occupies 29 percent of the older generation’s daily media consumption, but only 9 percent of 

the younger generation’s daily media consumption, furthermore that the younger generation in a greater 

extent is using social media (Nordicom, 2018). Further, age has been proven to affect the attitudes 

towards advertising in general and it has been stated that older people are to a greater extent negative 

towards advertising in general (Shavitt, Lowrey & Heafner, 1998). 

 However, as can be observed in this study is that, regardless of age and medium, the attitudes 

towards advertisements are in general rather negative, this can however, be connected to Grusell (2006) 

who explained that the receiver’s attitudes towards advertisements may differ due to the receivers’ 

experience of the specific advertisement, and further the distinction of whether the advertisements appear 

as forced or as self-selected is decisive (Grusell, 2006)  

Additionally, Elfving (2005) implies that attitudes towards advertising on television and radio are 

similar when studying differences between the genders and their attitudes, which also can be examined in 

this study. The results are quite similar regarding the attitudes between both online and offline mediums, 

the respondents are generally negative towards advertising regardless of what gender they are.  

 

Furthermore, regarding if the attitudes towards advertising differ between political positions, it 

can be examined once more that the respondents generally are negative towards advertising regardless of 

political position. As it can be found in the results of this study, those respondents who positioned 

themselves more to the left, are slightly more negative towards advertising both online and offline, 

further, they experience advertising as slightly more forced and disturbing than the other political 

positions, though it only differs with a few percentages. This may be explained through Grusell (2008) 

who argues that political attitudes may determine attitudes towards advertisements. Further, she explains 

that those who position themselves more to the left, are more negative towards advertising than those 

who position themselves more to the right (Grusell, 2008), as the result of this study has shown as well. 

However, as we did not investigate this deeper, we cannot clarify the reason for this.   

5.3 Different medium, different attitude? 

In general, the respondents appear to have negative attitudes towards advertising on all of the different 

mediums. However, regarding the offline mediums, the respondents are to a greater extent experiencing 

advertising on radio as negative compared to advertising on television. Although advertising on both of 
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the offline mediums are, according to the majority of the respondents, experienced as something forced 

and disturbing, which is a result that is consistent with what Grusell (2008) implies in her study.  

Further, Elfving (2005) means that attitudes towards advertising on television and radio are 

similar. Further, regarding the online mediums Facebook and Instagram, there is a slight percentage 

difference. There are five percent more of the respondents that do not appreciate advertising on 

Facebook compared to Instagram, however, this is not a considerable difference in this study considering 

the low number of respondents.  

Regarding the questions whether the respondents experience advertising as something forced or 

disturbing online, one can examine that the respondents do experience advertising on Facebook and 

Instagram as forced in a higher extent than on the traditional mediums, however, the majority of 

respondents experience advertising as forced regardless of what medium that is asked about.   

McLuhan (1964) argues that the medium is decisive in the process in how a message is received 

between the transmitter and the receiver, additionally, he implies that the content in the mediums is of 

minor importance (Falkheimer; McLuhan 1964). However, when it comes to the respondents’ attitudes 

towards advertising in the different mediums that are examined in this study, the medium themselves 

have not proved to be a decisive factor to the respondents’ attitudes. 

Furthermore, the respondents appear to experience advertising in general as something 

disturbing. There is a consistent response rate regardless of what medium that is asked about, the 

respondents consistently do experience advertising as disturbing. The way receivers experience advertising 

may be explained through Ducoffe’s (1995) advertising value model, in which it is explained how 

receivers experience advertising, further, explains that it depends on the three factors irritation, 

entertainment and information.  

Additionally, this model is a key element in the understanding of how receivers understand and 

interpreters a message in context to where it comes from (Tomaselli, 2016). Furthermore, advertising that 

cannot be disregarded by the receiver, such as commercial breaks on TV and Radio or non-dismissible 

pop-up windows on the internet, have been proven to be more disturbing and irritating than advertising 

that the receiver can choose to dismiss (Regeringen, 2016). 

 The respondents of the survey to a great extent indicate that they are experiencing advertising on 

all of the different medias as something forced, further, also as something they do not appreciate. The 

experience of advertising as something forced can be connected to the low level of appreciation, as 

Regeringen (2016) indicates, advertising is not appreciated when it cannot be dismissed. Further, also 

Grusell (2006) indicates that advertising is not appreciated when it can not be disregarded. Further 

Grusell (2008) claims that individuals generally have a more negative attitude towards advertising when it 

interrupts their media consumption (Grusell, 2012).  
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A pattern that is examined among the respondents’ attitudes towards advertising on the different 

mediums is that they are more negative than positive towards advertising regardless of which medium that 

is asked about. McLuhan (1964) however, implies that the content in the mediums are of minor 

importance, further that the medium itself is essential to how the messages are received (Falkheimer; 

McLuhan 1964).  

However, his theory can be questioned concerning that the results of this study appear 

differently. Thus, regardless of which medium, the attitudes are similar and the differences between the 

respondents’ attitudes towards advertising on the traditional mediums, television and radio, and 

advertising on the social media platforms, Facebook and Instagram, are insignificant. 
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6. Conclusions and further research  
This chapter contains the conclusions of the study and is presented in relation to the research questions. This chapter also 

includes explanations of why and how certain research and theories are applicable to our study. Additionally, this chapter 

includes further reflections- and weaknesses of the study, followed by suggestions for further research.   

6.1 Conclusions 

The purpose of this study is to examine media users’ attitudes towards advertising online, compared to 

attitudes towards advertising offline, and further to investigate whether the mediums themselves seem to 

have an impact on the receiver’s attitudes towards advertising. In order to examine this, the study is based 

on three comprehensive research questions: 

● Which, if any, are the connections between media users’ attitudes regarding integrity online, awareness of data 

collection, and attitudes towards advertising online? 

● Which, if any, are the demographic differences regarding media users’ attitudes towards advertising in different 

mediums? 

● In what way do media users’ attitudes toward advertising differ depending on in which medium the advertising is 

encountered? 

6.1.1 Which, if any, are the connections between media users’ attitudes 
regarding integrity online, awareness of data collection, and attitudes towards 

advertising online? 

As personalized advertising has become a common advertising strategy online, the borders between 

private and public have changed and are constantly fading out (Kaplan & Haenlein, 2010).  In order to 

develop personalized advertising, data collection is a central part. This study indicates that this type of 

data collection is causing negative attitudes among the respondents and also a feeling of being monitored 

when using social media platforms. 

 There are, among the respondents, shared opinions about whether personalized advertising itself 

is appreciated or not. However, the study indicates that personalized advertising is appreciated to a greater 

extent among the respondents that are aware of the data collection that occurs on social media platforms 

compared to the respondents that are aware to a lower degree.  

The connections that were found throughout this study concerning this research question are 

overall vague. However, a pattern that could be examined is that of those respondents who are aware to a 

very low degree do to a greater extent not consents with data collection compared to the other 

respondents. We did however not find any consistent patterns concerning if there are any connections 
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between media users’ attitudes regarding integrity online, awareness of data collection, and attitudes 

towards advertising in different mediums. 

6.1.2 Which, if any, are the demographic differences regarding media users’ 
attitudes towards advertising in different mediums? 

The result of the study implies that there are vague differences regarding the demographic variables. 

However, the respondents over the age of 31 have, in a greater extent, negative attitudes towards 

advertising on television compared to respondents under the age of 31. The results of the study indicate 

that the demographic variables age and gender are not decisive factors to the respondents’ attitudes towards 

advertising in different mediums. Thus, regardless of age, gender and medium, the attitudes towards 

advertising are in general rather negative. 

Furthermore, the respondents’ political position was, in some cases, found to have an impact on 

the respondents’ attitudes towards advertising. The results of the study, however, imply that the 

respondents generally are negative towards advertising regardless of political position. Though it can be 

examined that the respondents that position themselves to the left on the political scale are slightly more 

negative towards advertising both online and offline. Further, they also experience advertising as forced 

and disturbing to a greater extent than the other political positions, though it only differs with a few 

percentages.  

6.1.3 In what way do media users’ attitudes toward advertising differ 
depending on in which medium the advertising is encountered? 

A pattern that is examined among the respondents’ attitudes towards advertising on the different 

mediums is that they are, to a great extent, more negative than positive towards advertising, regardless of 

which medium that is asked about. However, the results of the study imply that there are fewer 

respondents that appreciate advertising on radio in relation to the other mediums this study focuses on. 

Advertising on both online and offline mediums are, furthermore, according to the majority of the 

respondents, experienced as something forced and disturbing.  

To conclude, the mediums themselves has been proven to have no significant role in how media 

users’ are experiencing advertising. Thus, regardless of which medium, the attitudes are similar and the 

differences between the respondents’ attitudes towards advertising online and offline are insignificant. 

Therefore, it can be stated that McLuhan’s theory the medium is the message, is not consistent with the result 

of this study, which indicates that the medium itself does not appear as a decisive factor to the 

respondents’ attitudes towards advertisements. 
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6.2 Further reflections 

Before the implementation of the study, we expected to find more clear connections and patterns among 

the answers. However, the results turned out to be rather fragmented. Some of the results were yet 

somewhat unexpected especially regarding the respondents’ self-reported awareness concerning data 

collection on social media. Further, those of the respondents that self-reported themselves as well aware 

of the data-collection were also found to consent more to data collection and personalized advertising in 

general, which was a result that was not expected.  

Furthermore, the question regarding the appreciation of personalized advertising had an 

unexpected distribution of answers. Even though the general attitudes towards advertising online turned 

out to be negative, the answers were almost evenly distributed between the answer alternatives appreciate 

and do not appreciate, which is remarkable. Due to the fact that the respondents, in general, are negative 

towards advertising online, yet, positive towards personalized advertising, their answers are contradictory, 

as advertising online consists of personalized advertising. The answers can, therefore, be questioned. 

6.3 Weaknesses of the study  

The results of the study are overall fragmented and no apparent correlations can be ensured. However, 

the results may have turned out differently with a more considerable number of respondents, and possible 

patterns may then have been apparent. As the choice of using a convenience sample provided us with 

respondents that were easy to reach, we did not get an even distribution of the ages and genders among 

the respondents. Further, this became problematic as these were two variables that we intended to 

examine in relation to attitudes towards advertising.   

As the survey provided us with a fragmented result, we considered if it may be advantageous to 

formulate the questions and the response options of the survey differently by using more specific and 

fewer alternatives and questions. Many of the questions were similar to one another and the recurrences 

may have caused confusion and lack of attention among the respondents.  

Further, investigating self-reported awareness have been difficult, as there is problematics to 

measure awareness through a self-estimating survey. This may be one consequence that resulted in a 

fragmented result of the study. It would perhaps be advantageous to investigate actual knowledge within 

the area of awareness instead of letting the respondents self-estimate their awareness.  

 

Additionally, we were using Ducoffe’s advertising value model whilst accomplishing this study, 

however, we were only asking questions in the survey focusing on the irritation and entertainment factors, 

but not the information factor. It would perhaps have been beneficial to use all of Ducoffe’s three factors 
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when developing the survey and research questions due to the fact that the study partially is based on his 

theory. Furthermore, we had a section in the survey regarding advertising as media content, but as we did 

not have a research question about this subject, it may be questioned if it was needed to include this 

section in the survey.  

Furthermore, the section in the online survey regarding advertising as media content was chosen 

to be excluded from the study completely since the questions in the section could not be connected and 

used to accomplish the purpose of the study. If a survey question that more concrete asked the 

respondents of a specific advertisement on the different mediums, the answers would probably have been 

more usable and comparable.   

6.3 Suggestions for further research  

As the sample of the study was not completed by a random selection and due to the limited number of 

respondents, the result of this study can not be generalized and is therefore not representative for the 

whole population. We, therefore, encourage that the subject should be further investigated.  

We think it would be beneficial to use a higher number of respondents and a random selection in 

order to get a more generalized result. If this study would be redone with a higher number of 

respondents, possible more specific patterns could be examined, therefore, we suggest to remake this 

study with a higher number of respondents. 

 

Furthermore, during the working progress, some additional ideas for further research have 

crossed our minds. A qualitative method, such as focus groups, may be beneficial to use as an alternative 

method, to be able to get a deeper understanding of the respondents’ attitudes towards personalized 

advertising, as we, through this study, could see that there are divided opinions regarding that type of 

advertisements. Through a qualitative method, it would be possible to examine the reason behind these 

divided opinions. Furthermore, further research could, instead of focus on the attitudes themselves, 

investigate possible reasons that cause different patterns of attitudes towards advertising. To investigate 

this, a qualitative method such as focus groups or interviews would be suitable.  
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7. Implications for society and work/professional life 
As media has become a constantly growing part of people's everyday life, advertising has become a large 

and significant part of the media. Regardless of which medium that is in use, traditional or social, the 

receiver will encounter a considerable amount of advertising. Hence, there is a matter of course for 

companies to share advertising in order to reach their target groups, therefore this study is relevant from a 

business perspective.  

This study contributes with information and insight regarding media users’ attitudes towards 

advertising in different mediums, further, how media users’ stand regarding online privacy and consent 

with data collection in relation to their attitudes towards personalized advertising. In this study one can 

examine that awareness of data collection on social media platforms is a contributing factor to both 

concession with data collection and to a positive attitude towards personalized advertising, therefore, the 

results of this study can be valuable from the perspective of a commercial transmitter. 

Additionally, by understanding the attitudes of the respondents of this study, organizations can 

consider where to distribute advertisements in order to get a positive reception as possible. 
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Appendix 1 
Here are the question and answer alternatives of the survey to be found. 

 

Medieanvändning 

1.Hur ofta använder du Facebook 

(0) Flera gånger om dagen (1) Dagligen (2) Några gånger i veckan (3) Mer sällan (4) Aldrig 

2.Hur ofta använder du Instagram?  

(0) Flera gånger om dagen (1) Dagligen (2) Några gånger i veckan (3) Mer sällan (4) Aldrig 

3.Hur många minuter om dagen skulle du uppskatta att din totala användning av sociala medier är? 

(0) 0-30 minuter (1) 31-62 minuter (2) 61-90 minuter (3) 91-120 minuter (4) Mer än 120 minuter (5) Jag 

använder inte sociala medier varje dag 

 

Reklam online och offline 

4. I vilken utsträckning håller du med om följande påståenden om reklam på Facebook? 

a.  Jag uppskattar reklam på Facebook 

(0) Håller med helt och hållet (1) Håller med i viss utsträckning (2) Håller inte med (3) Håller inte 

alls med 

b.  Jag tycker att reklam på Facebook känns påtvingat 

(0) Håller med helt och hållet (1) Håller med i viss utsträckning (2) Håller inte med (3) Håller inte 

alls med 

c.  Jag tycker att reklam på Facebook är störande 

(0) Håller med helt och hållet (1) Håller med i viss utsträckning (2) Håller inte med (3) Håller inte 

alls med 

5. I vilken utsträckning håller du med om följande påståenden om reklam på Instagram? 

a. Jag uppskattar reklam på Instagram 

(0) Håller med helt och hållet (1) Håller med i viss utsträckning (2) Håller inte med (3) Håller inte 

alls med 

b. Jag tycker att reklam på Instagram känns påtvingat 

(0) Håller med helt och hållet (1) Håller med i viss utsträckning (2) Håller inte med (3) Håller inte 

alls med 

c. Jag tycker att reklam på Instagram är störande 

(0) Håller med helt och hållet (1) Håller med i viss utsträckning (2) Håller inte med (3) Håller inte 

alls med 

6. I vilken utsträckning håller du med om följande påståenden om reklam på TV? 
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a. Jag uppskattar reklam på TV 

(0) Håller med helt och hållet (1) Håller med i viss utsträckning (2) Håller inte med (3) Håller inte 

alls med 

b. Jag tycker att reklam på TV känns påtvingat 

(0) Håller med helt och hållet (1) Håller med i viss utsträckning (2) Håller inte med (3) Håller inte 

alls med 

c. Jag tycker att reklam på TV är störande 

(0) Håller med helt och hållet (1) Håller med i viss utsträckning (2) Håller inte med (3) Håller inte 

alls med 

7. I vilken utsträckning håller du med om följande påståenden om reklam på Radio? 

a. Jag uppskattar reklam på Radio 

(0) Håller med helt och hållet (1) Håller med i viss utsträckning (2) Håller inte med (3) Håller inte 

alls med 

b. Jag tycker att reklam på Radio känns påtvingat 

(0) Håller med helt och hållet (1) Håller med i viss utsträckning (2) Håller inte med (3) Håller inte 

alls med 

c. Jag tycker att reklam på Radio är störande 

(0) Håller med helt och hållet (1) Håller med i viss utsträckning (2) Håller inte med (3) Håller inte 

alls med 

 

 Datainsamling på Sociala Medier  

8. Brukar du läsa användarvillkoren till sociala plattformar? 

(0) Ja (1) Ibland(2) Nej 

9. Hur ofta har du varit med om att det har dykt upp reklam i ditt flöde på sociala medier från hemsidor som du tidigare 

besökt? 

(0) Dagligen (1) Varje vecka (2) Varje månad (3) Mer sällan(4) Aldrig 

10. I vilken grad är du medveten om vad för typ av uppgifter som sparas om dig?  

(0) Mycket låg grad (1) Ganska låg grad (2) Ganska hög grad (3) Mycket hög grad 

11. I vilken grad tycker du att det är okej att olika plattformar samlar in uppgifter om 

dig som användare? 

(0) Mycket låg grad (1) Ganska låg grad (2) Ganska hög grad (3) Mycket hög grad 

 

12. I vilken utsträckning håller du med om följande påståenden om reklam som är anpassad till dig på 

Facebook? 
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a. Jag är positivt inställd till anpassad reklam på Facebook 

(0) Mycket låg grad (1) Ganska låg grad (2) Ganska hög grad (3) Mycket hög grad 

b. Jag upplever anpassad reklam på Facebook som ett störningsmoment 

(0) Mycket låg grad (1) Ganska låg grad (2) Ganska hög grad (3) Mycket hög grad 

c. Anpassad reklam på Facebook får mig att känna mig övervakad 

(0) Mycket låg grad (1) Ganska låg grad (2) Ganska hög grad (3) Mycket hög grad 

 

13. I vilken utsträckning håller du med om följande påståenden om reklam som är anpassad till dig på 

Instagram? 

a.  Jag är positivt inställd till anpassad reklam på Instagram 

(0) Mycket låg grad (1) Ganska låg grad (2) Ganska hög grad (3) Mycket hög grad 

b. Jag upplever anpassad reklam på Instagram som ett störningsmoment 

(0) Mycket låg grad (1) Ganska låg grad (2) Ganska hög grad (3) Mycket hög grad 

c. Anpassad reklam på Instagram får mig att känna mig övervakad 

(0) Mycket låg grad (1) Ganska låg grad (2) Ganska hög grad (3) Mycket hög grad 

 

14. Anser du att reklam på sociala medier bör vara mer eller mindre anpassad till dig? 

(0) Mer (1) Mindre (2) Varken eller  

 

Reklam som medieinnehåll 

15. Tycker du att det tydligt framgår vad som är reklam och inte på Facebook? 

(0) Ja (1) Till viss del (2) Nej 

15a. Om Nej, är det något du upplever som störande?  

(0) Ja (1) Till viss del (2) Nej 

16. Tycker du att det tydligt framgår vad som är reklam och inte på Instagram? 

(0) Ja (1) Till viss del (2) Nej 

16a. Om Nej, är det något du upplever som störande?  

(0) Ja (1) Till viss del (2) Nej 

17. Tycker du att det borde förtydligas vad som är reklam och inte på Facebook 

(0) Ja (1) Till viss del (2) Nej (3) Ingen åsikt 

18. Tycker du att det borde förtydligas vad som är reklam och inte på Instagram 

(0) Ja (1) Till viss del (2) Nej (3) Ingen åsikt 

19. Jag uppskattar att se reklam som är anpassad till mig 

(0) Håller med helt och hållet (1) Håller med i viss utsträckning (2) Håller inte med (3) Håller inte alls med 
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Bakgrundsfrågor 

20. Vilket av följande definierar du dig som? 

(0) Kvinna (1) Man (2) Annat 

21. Hur gammal är du? 

22. Man talar ibland om att politiska åsikter kan placeras in på en vänster-högerskala. Var någonstans skulle du placera 

dig själv i en sådan skala? 

(0) Klart till vänster (1) Något till vänster (2) Varken till höger eller till vänster (3) Något till höger (4) 

Klart till höger 
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Appendix 2 
Figures and tablets that is referred to in the result of the study.  

FIGURES 

2.1 Experience of being monitored on Instagram and appreciation of personalized advertising 

(N=202) 

 

Comment: Each color of the figure amounts to one hundred percent.  

 

2.2 Experience of being monitored on Facebook and appreciation of personalized advertising 

(N=202) 
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Comment: Each color of the figure amounts to one hundred percent.  

 

2.3  Attitudes towards personalized advertisements on Instagram and degree of awareness of data 

collection on social media platforms (N=202) 

 

Comment: Each color of the figure amounts to one hundred percent.  

 

2.4 Attitudes towards personalized advertisements on Facebook and degree of awareness of data 

collection on social media platforms (N=202)  
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Comment: Each color of the figure amounts to one hundred percent.  

 

2.5 Advertising on television as something forced in relation to age (N=202) 

Comment: Each color of the figure amounts to one hundred percent.  

 

 

2.6 Advertising on television as something disturbing in relation to age (N=202) 
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Comment: Each color of the figure amounts to one hundred percent.  

 

2.7 Appreciation of advertising on Radio in relation to age (N=202) 

 

Comment: Each color of the figure amounts to one hundred percent.  

 

2.8 Advertising on radio as something disturbing in relation to age (N=202) 
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Comment: Each color of the figure amounts to one hundred percent.  

 

2.9 Advertising on Radio as something forced in relation to age (N=202) 

Comment: Each color of the figure amounts to one hundred percent.  

2.10 Appreciation of advertising on Facebook in relation to age (N=202) 
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Comment: Each color of the figure amounts to one hundred percent.  

 

2.11 Advertisements on Facebook as something forced in relation to age (N=202) 

 

Comment: Each color of the figure amounts to one hundred percent.  

 

 

 

2.12 Appreciation of advertising on Instagram in relation to age (N=202) 
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Comment: Each color of the figure amounts to one hundred percent.  

 

2.13 Advertising on Instagram as something forced (N=202) 

 

 Comment: Each color of the figure amounts to one hundred percent.  

 

2.14 Advertising on Instagram as something disturbing (N=202) 
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Comment: Each color of the figure amounts to one hundred percent.  

 

 

 

 

2.14 Advertising on television as something forced in relation to gender (N= 202) 

 

Comment: Each color of the figure amounts to one hundred percent.  

 

2.15 Advertising on television as something disturbing in relation to gender (N=202) 
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Comment: Each color of the figure amounts to one hundred percent.  

 

 

 

2.16 Appreciation of advertising on Radio in relation to gender (N=202) 

 

Comment: Each color of the figure amounts to one hundred percent.  

 

2.17 Advertising on Radio as something forced in relation to gender (N=202) 
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Comment: Each color of the figure amounts to one hundred percent.  

 

2.18 Advertising on Radio as something disturbing in relation to gender (N=202) 

 

Comment: Each color of the figure amounts to one hundred percent.  

 

2.19 Appreciation of advertising on Facebook in relation to gender (N=202) 
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Comment: Each color of the figure amounts to one hundred percent.  

 

2.20 Advertising on Facebook as something forced in relation to gender (N=202) 

 

Comment: Each color of the figure amounts to one hundred percent.  

 

2.21 Advertising on Facebook as something disturbing in relation to gender (N=202) 
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Comment: Each color of the figure amounts to one hundred percent.  

 

 

2.22 Advertising on Instagram as something forced in relation to gender (N=202) 

 

Comment: Each color of the figure amounts to one hundred percent.  

 

2.23 Advertising on Instagram as something disturbing in relation to gender (N=202) 
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Comment: Each color of the figure amounts to one hundred percent.  

 

 

 

2.24 Advertising on television as something forced in relation to political position (N=202)  

 

Comment: Each color of the figure amounts to one hundred percent.  

 

 

2.25 Advertising on television as something disturbing in relation to political position (N=202) 
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Comment: Each color of the figure amounts to one hundred percent.  

 

 

2.26 Advertising on Radio as something forced in relation to political position (N=202) 

 

Comment: Each color of the figure amounts to one hundred percent.  

 

2.27 Advertising on Radio as something disturbing in relation to political position (N=202) 
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Comment: Each color of the figure amounts to one hundred percent.  

 

2.28 Advertising on Facebook as something forced in relation to political position (N=202) 

 

Comment: Each color of the figure amounts to one hundred percent.  

 

2.29 Advertising on Facebook as something disturbing in relation to political position (N= 202) 
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Comment: Each color of the figure amounts to one hundred percent.  

 

2.30 Appreciation of advertising on Instagram in relation to political position (N=202) 

 

Comment: Each color of the figure amounts to one hundred percent.  

 

2.31 Advertising on Instagram as something forced in relation to political position (N=202) 
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Comment: Each color of the figure amounts to one hundred percent.  

 

2.32 Advertising on Instagram as something disturbing in relation to political position (N=202) 

 

Comment: Each color of the figure amounts to one hundred percent.  

 

 

 

 

TABLES 

2.1 Appreciation of advertising (N=202) 

Degree of 

appreciation 

TV  Radio  Facebook  Instagram 
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Do not appreciate 

it at all  

39.6  51.0  36.1  41.1 

Do not appreciate 

it 

34.7  31.2  39.1  29.7 

Partially appreciate 

it 

24.8  16.3  24.8  27.2 

Completely 

appreciate it 

1  1.5  0  2.0 

Total  100.0  100.0  100.0  100.0 

Distribution of answers regarding the statement “I appreciate advertising” on different mediums. Presented in percentage 

terms.  

 

2.2 Advertising as something forced (N=202) 

“I experience 

advertising as 

something forced” 

TV  Radio  Facebook  Instagram 

Do not agree at all  5.0  5.4  1.0  1.5 

Do not agree  20.8  10.4  6.4  6.4 

Agree partially  30.7  40.6  52.0  48.0 

Completely agree  43.6  43.6  40.6  44.1 

Total  100.0  100.0  100.0  100.0 

Distribution of answers regarding the statement “I experience advertising as something forced” on different mediums. 

Presented in percentage terms.  

 

 

2.3 Advertising as something disturbing (N=202) 

“I think that 

advertising on TV 

TV  Radio  Facebook  Instagram 
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is disturbing 

Do not agree at all  0.5  1.5  0.5  1.5 

Do not agree  6.9  5.4  7.9  9.4 

Agree partially  38.1  31.7  46.0  38.6 

Completely agree  54.5  61.4  45.5  50.5 

Total  100.0  100.0  100.0  100.0 

Distribution of answers regarding the statement “I think that advertising is disturbing” on different mediums. Presented in 

percentage terms.  
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