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Abstract: The purpose of the study is to identify the differences in belief factors between students and 
working professionals on social media advertisements. Seven belief factors, viz. product information, 
hedonic/pleasure, social role and image, good for the economy, materialism, falsity/nosense, and value 
corruption were used in the study. 610 responses were collected through an online data collection 
procedure. The results of discriminant analysis suggest that the factors falsity/nosense, 
hedonic/pleasure, social role, and good for the economy significantly differ between the two sets 
considered. This research also provides practical insights to social media advertisers on how to 
approach the two segments of consumers. 
 
Key words: Consumer behaviour, social media marketing, students, Discriminant analysis, online 

advertising. 
 

INTRODUCTION 
 
 Social media advertising has assumed increasing focus in recent years in the domain of marketing. 
Advertising through social media has overtaken the traditional channel of advertising in various dimensions. 
Social media as an integral part of internet has elicited significant interest both among academicians and 
industrial professionals. Kaplan and Haenlein, 2010 define social media as, “a group of internet based 
applications that build on the ideological and technological foundations of Web 2.0, and that allow the creation 
and exchange of User Generated Content”. Social media includes a variety of applications such as, social 
networking, business networking, microblogging, video sharing, music sharing, scheduling and meeting tools 
(Nicholas & Rowland, 2011; Mangold & Faulds, 2009). These extensive functions offer a large scope for 
advertisers to position their advertisement to the appropriate target consumer. 
 Unlike traditional media, social media is associated with various indicators embedded within the 
advertisements that help evaluate their effectiveness. These indicators include likes, comments (Boulaire et al, 
2010), clicks (Richardson et al, 2007; Regelson & Fain, 2006), etc. Besides the above metric of evaluating the 
effectiveness of social media advertisements, there have been considerable research in the last few years to 
understand the behavioural aspects of social media advertisements in topics such as electronic word of mouth 
(Chu & Kim, 2011), technology acceptance model (Lorenzo-Romero et al, 2011; Pinho & Soares, 2011), 
mediated function (Wang, 2013), avoidance (Kelly et al, 2010), reviews (Wei & Lu, 2012) and consumer 
introduction (Kaplan & Haenlein, 2010). Many studies have recognized the importance of beliefs as a 
significant antecedent to consumer attitude both in offline (Pollay & Mittal, 1993, Andrews, 1989) and online 
(Wang et al, 2009; Wolin et al, 2002, Ducoffe, 1996) environments. Many of the studies hitherto have been U.S. 
and western centric; there are few studies that have been carried out in the Asian context.  
 The consumers’ perception and expectations of advertisements differ in multiple criteria like culture, 
beliefs, values, etc. The application of a particular advertising concept in one country cannot be justified in a 
global context. Social media advertisements are no different in this aspect; the way consumers in the US 
perceive social media advertisements may be vastly different from the perception among Asian consumers. 
According to Nielsen (2012) report, Asian consumers are influenced by social media advertisements to a greater 
degree than their western counterparts. Despite the enormous growth of social media in Asian countries, there 
have been few empirical investigations to understand the social media domain. This is particularly true for India 
where research in the area of social media domain is not commensurate with the large consumer population that 
uses it – India ranks third in the world in the number of facebook users. (Socialbakers.com, 2013). According to 
a recent report by the Internet and Mobile Association of India (IMAI, 2013), India currently has 106 million 
internet users out of which 62 million users actively engage in social media websites.  
 The usage of social media cannot be limited to a definite population with specific consumer characteristics. 
Social media mostly attracts young consumers by its fresh interactive features (Lenhart et al, 2010, Dunne et al, 
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2010). Students are known to be more involved with social media (Pempek et al, 2009; Chu, 2011), and use 
social media for learning rather than merely an interactive experience (Moran et al, 2011). Students appear to 
overtake working professionals in using social media. Similarly, the way social media advertisements are 
perceived by students and working professionals are not the same and cannot be generalized. The current study 
contrasts the difference between students and working professional towards social media advertisements.  
 This paper was presented in the following manner: first, the beliefs about social media advertisements are 
briefly introduced, secondly, based on the literature review, we proposed research questions. Third, we reported 
methodology used in this study to identify the factors discriminating between students and working 
professionals. Finally, we presented the results and discussed the implication of those findings. 
 

MATERIALS AND METHODS 
 
 Beliefs are defined as “an association of object with some attribute” (Fishbein & Ajzen, 1975). Kotler & 
Keller (2006) described belief as “[...] a descriptive thought that a person holds about something”. Initially, 
Bauer et al (1968) introduced two belief factors, viz. social and economic factors, in a broad perspective. Later, 
Pollay & Mittal (1993) presented an extended version of seven factors; ‘product information’, 
‘hedonic/Pleasure’, ‘social role and image’, ‘good for the economy’, ‘materialism’, ‘falsity/nosense’, and ‘value 
corruption’. The importance of beliefs as an antecedent to attitude has been discussed for both traditional (Pollay 
& Mittal, 1993) and online (Ducoffe, 1996; Wolin et al, 2002; Wang et al, 2010) advertisements. Beliefs in 
general have strong dimensionality, dependent upon various consumer characteristics (Andrews, 1989). The 
action of advertisement beliefs is based on the consumer usage pattern, age, occupation and other significant 
characteristics (Korgaonkar & Wolin, 2002). The applicability of advertisement beliefs cannot be condensed to 
one channel.  
 The seven beliefs introduced above have been extensively discussed in various research papers. The 
applicability of these belief factors in social media environment has however not been studied. The pattern of 
beliefs among consumers varies considerably. (Pollay & Mittal, 1993; Korgaonkar & Wolin, 2002). The beliefs 
may differ based on various factors that cannot be condensed into a single underlying fact. Previous researches 
have argued that consumer characteristics have a sound impact on their beliefs (Wolin & Korgaonkar, 2003). In 
the same vein, this research attempts to identify the differences in beliefs between students and working 
professionals.  
 Students are promising targets for social media advertisers (Pempek et al, 2009). Students (youngsters) who 
are generally considered young-consumers are more adaptable to social media environment than any other age 
group (Watkins, 2009). On the other hand, the attitude of working professional is very different from that of 
students. Thus, the internet offers a large and varied opportunity of all age groups to purchase online (Carpenter 
& Moore, 2009, Hashim et al, 2009, Wu, 2003). In particular, the social media is vast and cannot be anchored to 
specific age group or specific consumer category. The advertisements published in it address the same.  
 Advertisements for various kinds of products and genres are published on social media sites. Do students 
and working professionals share similar beliefs towards advertisements published in social media sites? In the 
next section, we discuss the seven belief factors in relation to the consumer occupational characteristics towards 
social media advertisements. Based on the theoretical investigation we propose seven research questions that are 
addressed in the subsequent sections of the paper.  For the purpose of investigating the seven factors and its 
ability to discriminate based on consumer occupation characteristics, we consider two classes of consumer 
segments; students and working professionals. This investigation will enable us to understand how consumer 
beliefs differ between the students and working group. 
 
Research Questions: 
 Beliefs play a major role in deciding consumer attitude towards advertising (Ducoffe, 1996; Wolin et al, 
2002; Karson, 2006; Wang et al, 2009, Wang & Sun, 2010, Wang & Sun, 2010). This is no different for the 
social media (Mir, 2012). The Indian belief and value system is stronger in the mind of consumers in every 
aspect. The beliefs associated with Indian consumers cannot be generalised. These seven beliefs are analysed to 
determine the difference between students and working professionals. The seven factors, product information, 
hedonic/pleasure, social role and image, good for the economy, materialism, falsity/nosense, value corruption 
are discussed in the following section.  
 
Product Information: 
 Informational belief or “product information” is an important factor that strongly affects consumer attitude 
(Ducoffe, 1996; Wolin et al, 2002; Wang et al, 2009, Wang & Sun, 2009, Wang & Sun, 2010). Information 
acquired through an advertisement acts as a face of the product. The information perceived by one consumer 
may not be same as that of another. Advertisers use various strategies to reach consumers and introduce their 
product features. It is still unknown whether students and working professionals expect the same thing.  The 
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construct, Product information is measured using the following statements: “Social media advertising is a very 
valuable source of information about sales”, “Social media advertising tells me which brands have the features I 
am looking for”, and “Social media advertising helps me keep up to date about products available in the 
marketplace” 
RQ1: To what extent do students and working professionals differ in their perception of production information 
belief of social media advertisements?  
 
Hedonic/Pleasure: 
 Creating pleasure in viewing advertisements is a unique approach followed by advertisers in all forms of 
media. Web advertisements are interactive with numerous multimedia integrated functions that can look 
beautiful, enjoyable and pleasure oriented (Watson, 1998). Social media advertisements comprise of various 
interactive features that create extensive pleasure in viewing it (Tuten, 2008). Previous studies have stated that 
pleasure has a significant association with consumer attitude towards web advertisements (Wolin et al, 2002; 
Wang et al, 2009, Wang & Sun, 2009, Wang & Sun, 2010). The pleasure expectation cannot be generalised for 
all consumers. It is still unknown whether students and working professionals find the same pleasure in social 
media advertisements. In The construct, “Hedonic/Pleasure” is measured using the following statements; 
“Sometimes I take pleasure in thinking about what I saw or heard in social media advertisements”, “Sometimes 
social media advertising is even more enjoyable than Social media sites”, “Some social media advertisements 
make me feel good”.  
RQ2: To what extent are students and working professionals different in their hedonic/pleasure belief of social 
media advertisements? 
 
Social Role and Image: 
 Adding societal role in advertisement is a strategy that advertisers follow from initial stages of marketing. 
Advertisements have the ability to link social reaction with purchase and brand image (Pollay & Mittal, 1993). 
The interactive and attractive feature embedded in web function provides an attractive platform for portraying 
social messages. (Wolin et al, 2002). Just like the consumer’s social expectation, their behaviour may differ 
based on their characteristics. Students may view societal image differently than the working group in general. 
The following research question is framed to empirically test the same.  The construct “social role and image” is 
measured using the following statements: “From social media advertising I learn what is in fashion and what I 
should buy for keeping a good social image”, “Social media advertisements tell me what people like myself are 
buying and using”, “Social media advertising helps me know which products will or will not reflect the sort of 
person I am”.  
RQ3: To what extent does social role and image belief of social media advertisements differ between students 
and working professionals? 
 
“Good for the Economy”:  
 Economic benefits portrayed in advertisements have the ability to create goodwill for the respective product 
or service. Consumer’s expectation to simplify the process and increase the economic value for the product 
increases with time. The way web advertisements portray the products save consumer’s time, money and effort 
by enabling selection and/or purchase from various places of their convenience, in addition to the discounts 
offered. The same is true for social media advertisements. Here, advertisers follow a different pattern of 
advertising various product categories to attract different consumer segments. These consumer segments include 
various backgrounds that differ in economic strata. The difference in the perception of economic of social media 
advertisements, benefits between students and working professionals is empirically evaluated through the 
research question below. The construct of “good for the economy” is measured using the following statements: 
“Social media advertising improves people’s standard of living”, ‘We need social media advertising to support 
the social media”, “There have been times when I have bought something because of a social media 
advertisement” 
RQ4: To what extent does “good for the economy” belief of social media advertisements differ between students 
and working professionals? 
 
Materialism: 
 Materialism is one of the key values that advertisers use to attract consumers.  Introducing materialism in 
advertisements may induce consumer favourably or unfavourably based upon their acceptance and 
characteristics. Despite unaffordability, consumers tend to give importance to advertisements, if they find 
something of interest in it.  Pollay & Mittal (1993) define materialism as a, “set of belief structures that sees 
consumption as the route to most, if not all, satisfactions”.  Materialism may differ according to consumer 
characteristics and way advertisements are perceived may not be the same among all consumers. Accordingly, a 
student may perceive materialism differently from a working professional; the same is empirically tested 
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through the following research question. Materialism is typically measured through the following statements; 
“Social media advertisements make you buy things you don’t really need”, “Social media advertising increases 
dissatisfaction among consumers by showing products which some consumers can’t afford”, “Social media 
advertising is making us a materialistic society – interested in buying and owning things”, “Social media 
advertising makes people buy unaffordable products just to show off” 
RQ5: To what extent does materialism belief of social media advertisements differ between students and 
working professionals? 
 
Falsity/Nosense: 
 Advertisements have the property of misleading and deceiving consumers or send confusing/contradictory 
messages that can lead to differences in consumer cognitive behavior. Previous studies have shown a negative 
relationship between consumer attitude and falsities/lies propagated in web advertisements (Wolin et al, 2002; 
Wang et al, 2009, Wang & Sun, 2009, Wang & Sun, 2010). Social media advertisements are no exceptions. But 
the way the consumers perceive the falsity underlying a social media advertisement cannot be generalised across 
the whole user population. In the same context, students might not perceive falseness in social media 
advertisement as working professionals do.  Wolin et al (2002) measured the items for “Falsity/Nosense” in a 
reverse scale using the following statements; “One can put more trust in products advertised on the social media 
than in those not advertised on the social media”, “Certain products play an important role in my life; social 
media advertisements reassure me that I am doing the right thing in using these products”, “Social media 
advertising helps the consumer buy the best brand for the price” 
RQ6: To what extent does falsity/nosense belief of social media advertisements differ between students and 
working professionals? 
 
Value Corruption: 
 Advertisements have the ability to create goodwill for a brand or corrupt the value of the brand. 
Advertisements with inappropriate content, unpleasant sexual innuendos, and hints of illegal or unethical 
exploitation of children can lead to creation of negative values which affect consumer’s attitude towards them 
(Wolin et al, 2002; Wang et al, 2009, Wang & Sun, 2009, Wang & Sun, 2010). Social media advertisements 
integrate various categories of advertisement where they differ to extremes according to the nature of the 
product. These advertisements cannot be ignored in its part to corrupt values among the consumers. The 
observed values of these advertisements cannot be also generalised to all users. Students may not look in the 
value aspects as working professionals do. The same is empirically examined through the following research 
question.  The construct “Value corruption” is measured through the following items: “Social media advertising 
sometimes makes people live in a world of fantasy”, “Social media advertising takes undue advantage of 
children”, “Social media advertising leads children to make unreasonable purchase demands on their parents”, 
and “There is too much sex in social media advertising today”. 
RQ7: To what extent does value corruption belief of social media advertisements differ between students and 
working professionals? 
 
Methodology: 
Data Collection: 
 The data were collected online channel using google docs. A link was circulated across a vast consumer 
population irrespective of particular characteristics. 3010 link impressions were circulated among popular social 
media websites of which we finally obtained a sample of 610 usable data. The data consisted of diversified 
consumer population with different characteristics. The detailed descriptive figures are presented in Table 1.  
 
Measurements: 
 All construct items were measured in a five point likert scale (1 strongly disagree, 5 strongly agree). The 
questionnaire part was made of two parts; first as study construct items and second as demographical items. The 
study construct items for seven belief factors were taken from previous literatures (Pollay & Mittal, 1993; Wolin 
et al, 2002). The second part of the questionnaire includes five demographical features: gender, age, occupation, 
hours of internet usage, and income level. All the questions for demographics were measured on a nominal 
scale. Occupation was used as a primary characteristic in discriminating the response between students and 
working population. Initially, the validity of the constructs was tested using confirmatory factor analysis from 
which the relative mean for the study was determined. Later the relative mean values of the observation were 
used in the discriminant analysis to identify the difference in underlying beliefs between students and working 
population.  
 The confirmatory factor analysis (measurement model) indicated a good fit with the following indices: root 
mean square error of approximation (RMSEA) – 0.040, normed fit index (NFI) – 0.98, comparative fit index 
(CFI) - 0.99, relative fit index (RFI) – 0.97. All item loadings are above 0.60 which satisfies the basic 
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requirement (Hair et al, 1998). Cronbach’s alpha for all the constructs were above 0.70 which proved a 
considerable reliability of the constructs. The loadings for each item were multiplied with their respective 
observations before consolidating the mean for each construct. The detailed loadings and respective relative 
mean are presented in Table 2. The relative mean helps in identifying the relative standing of the sample 
observation in par with the item standing in the construct. The relative mean arrived through confirmatory factor 
analysis was used in the discriminant analysis for identifying the function.  
 
Table 1: Demographical characteristics of the respondents. 

 Students 
(n = 411 ) 

n (%) 

Working Professionals 
(n = 259 ) 

n (%) 
Gender   
Male 226 (54.99 %) 136 (52.50%) 

Female 185 (45.01%) 123 (47.50%) 
Income level   
No income 405 (98.54%)  
< Rs. 20000 6 (1.46%) 126 (48.65%) 

Rs. 20001 to Rs. 40000  98 (37.83%) 
Above Rs. 40000  35 (13.52%) 

Hours of Internet usage   
< 1 hour 37 (9.00%) 76 (29.34%) 

1 to 2 hours 87 (21.17%) 114 (44.02%) 
2 to 3 hours 156 (37.96%) 48 (18.53%) 
3 to 4 hours 79 (19.22%) 13 (5.01%) 

More than 4 hours 52 (12.65%) 8 (3.10%) 
Age   

<20 years 298 (72.51%)  
20 to 30 years 113 (27.49%) 146 (56.37%) 
31 to 40 years  82 (31.66%) 
41 to 50 years  31 (11.97%) 

More than 50 years  Nil 

 
Table 2: The list of observed variables and their corresponding factor loadings along with construct reliability. 

Constructs/Measure  
M 
E 
A 
N 

 
Factor 

Loadings 
 

Relative 
M 
E 
A 
N 

Construct 
Reliability 

(Cronbach’s alpha) 
 

Product Information    0.708 
Social media advertising is a very valuable source of information 

about sales 
3.73 

 
0.65 2.42  

Social media advertising tells me which brands have the features I 
am looking for 

3.64 
 

0.64 2.37  

Social media advertising helps me keep up to date about products 
available in the marketplace 

3.73 
 

0.72 2.68  

Hedonic pleasure/Entertaining    0.776 
Sometimes I take pleasure in thinking about what I saw or heard in 

Social media advertisements 
3.46 

 
0.76 2.63  

Sometimes Social media advertising is even more enjoyable than 
Social media sites 

3.41 
 

0.70 2.38  

Some Social media advertisements make me feel good 3.46 
 

0.75 2.59 
 

 

Social role and Image    0.786 
From Social media advertising I learn what is in fashion and what I 

should buy for keeping a good social image 
3.56 

 
0.80 2.85  

Social media advertisements tell me what people like myself are 
buying and using 

3.46 
 

0.70 2.42  

Social media advertising helps me know which products will or will 
not reflect the sort of person I am 

3.42 
 

0.72 2.46  

Good for the Economy    0.861 
Social media advertising improves people’s standard of living 3.49 

 
0.84 2.93  

We need Social media advertising to support the Social media 3.63 
 

0.78 2.83  

There have been times when I have bought something because of a 
Social media advertisement 

3.59 
 

0.84 3.02  

Materialism    0.931 
Social media advertisements make you buy things you don’t really 

need 
2.62 

 
0.91 2.38  

Social media advertising increases dissatisfaction among consumers 
by showing products which some consumers can’t afford 

2.57 
 

0.83 2.13  
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Social media advertising is making us a materialistic society – 

interested in buying and owning things 
2.69 

 
0.87 2.34  

Social media advertising makes people buy unaffordable products 
just to show off 

2.63 
 

0.90 2.37  

Falsity/nosense    0.874 
One can put more trust in products advertised on the Social media 

than in those not advertised on the Social media 
2.77 

 
0.84 2.32  

Certain products play an important role in my life; Social media 
advertisements reassure me that I am doing the right thing in using 

these products. 

2.92 0.80 2.33  

Social media advertising helps the consumer buy the best brand for 
the price 

2.88 0.87 2.51  

Value corruption    0.935 
Social media advertising sometimes makes people live in a world of 

fantasy 
2.81 0.85 2.39  

Social media advertising takes undue advantage of children 2.92 0.90 2.62  
Social media advertising leads children to make unreasonable 

purchase demands on their parents 
2.81 0.98 2.76  

There is too much sex in Social media advertising today 2.84 0.85 2.41  

 
Results:  
 A step wise discriminant analysis was performed in the study; the final entry stage indicated four beliefs 
differing between students and working population (Table 3). Four factors; falsity (F-15.63, p<0.005), social 
role (F- 29.348, p<0.005), economy (F-20.486, p<0.005), and product information (F – 13.847, p<0.005) 
exhibited high significant mean difference between the two groups. The other three factors; materialism (F-
7.377, p<0.010), hedonic/pleasure (F-7.148, p<0.010), and value corruption (F-4.501, p-0.034) were less 
different between the groups. Both the classes indicated similar log determinants; student consumers (-4.405) 
and working consumers (-4.023). One function (C-1) was derived, which accounted for ‘Eigenvalue’ of 0.411 
and canonical correlation value of 0.540.  
 
Table 3: Stepwise variable entry at each level. 

Step Dimension Wilk’s lambda F 
1 Falsity 0.814 152.632*** 
2 Social role 0.958 29.348*** 
3 Good for the economy 0.970 20.486*** 
4 Hedonic/pleasure 0.989 7.148*** 

*** Significant at p<0.0001 

 
 The standardized canonical discriminant function showed four factors with significant coefficients; social 
role, falsity/nosense, hedonic/pleasure, good for the economy. The detailed description of the results is 
presented in Table 5. The structure matrix showed the highest discrimination indicated by the factor, 
“Falsity/nonsense”. The classification coefficient (Table 4) indicated the dominant factors that contribute 
significantly to the respective classes.  Overall, the classification resulted in 75.7% of prediction accuracy in 
computing the factors respective to the two classes.  
 
Table 4: Dimension classification coefficients for respective classes. 

Dimension Class 1 Class 2 
 Mean CFC Mean CFC 

Product information 2.53 *** 2.40 *** 
Hedonic/Pleasure 2.49 5.324 2.61 5.823 

Social role 2.49 7.695 2.72 9.110 
Good for the Economy 3.02 4.968 2.78 4.320 

Materialism 2.23 *** 2.42 *** 
Falsity/Nosense 2.10 6.773 2.84 8.376 
Value corruption 2.48 *** 2.65 *** 

Constant  -31.328  -60.10 
CFC – Classification function coefficients 

***Not significant 

 
Discussion and Implications: 
 The purpose of this research is to investigate the difference in beliefs underlying social media 
advertisements between students and working consumer population. Class 1 included student consumers; class 2 
included the consumers who are working professionals. Seven belief factors; product information, 
hedonic/pleasure, social role, good for the economy, materialism, falsity/nosense and value corruption was 
employed in the study. The results showed that the four factors; hedonic/pleasure, social role, good for the 
economy and falsity/nosense significantly differ between the two examined groups. Thus, social media 
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advertisers should consider the above mentioned factors while choosing the consumer audience.  
Table 5: Dimension loadings for respective functions. 

Dimension SCDF SM 
Product/ Information *** -0.116 

Hedonic/Pleasure 0.213 0.161 
Social role 0.579 0.327 

Good for the Economy -0.337 -0.273 
Materialism *** 0.066 

Falsity/Nosense 0.917 0.746 
Value corruption *** 0.180 
Wilks’ Lambda 0.709

Chi square (df) (p) 229.107 (4) (0.000)
R2 0.292

SCDF =  Standardised canonical discriminant function 
SM = Structure matrix

 
 Among the four factors; falsity/nosense showed a high relative standing, which is not surprising. There is a 
difference in perception of social media advertisements between students and working professionals. The value 
for money is always a considerable force in deciding the impact of an advertisement. But the discriminate 
function shows high weightage to falsity/nosense. This may indicate the difference in attitude and cognition 
between students and working professionals. Students usually succumb to falsity used by the advertisers to 
attract the young consumer group. As understood from classification function coefficients, falsity is largely 
quoted by working occupational group while students tend to show less response to falsity in social media 
advertisements. Reducing the falsity aspect in social media advertisements will create goodwill from all 
consumer groups.  
 Social role is another important factor that has shown second highest relative importance in the discriminant 
function. From traditional era of advertisements, societal importance is one of the core ingredients that help 
advertisers target consumers with a positive note. Social media advertisements are no different from traditional 
advertisements in this context. This study proved that the perception of ‘social role’ differs between students and 
working professionals. The results also suggested that working professionals afford relatively high importance 
to social role than the students. Despite the student’s attitude towards fashion and societal comparisons, their 
response is lower than that of the working professionals. This point should act as a necessary input to social 
media advertisers to position their products appropriately among target consumers. Products meant for working 
professionals should be designed with some societal aspect to attract the respective segment consumers.  
 Social media advertisements often incorporate entertaining tools that attract even impulse consumers. The 
factor, hedonic/pleasure show a considerable difference between the two examined classes. The classification 
coefficients show a different pattern for both students and working professionals. Entertainment is a common 
aspect expected by all age groups, this is of no difference for social media advertisements. Various forms of 
hedonic activities like gaming, interactive, musical are integrated in social media advertisements. Surprisingly 
working professionals show a relative high mean value compared to students in their view for hedonic/pleasure. 
Advertisers of social media platforms must focus on adding hedonic pleasure in their product portrayal.  
 Alongside, ‘good for the economy’ is another belief factor that showed a moderate difference between 
students and working professionals. Economic consideration is an important factor when it comes to 
advertisements. When the advertisement pitches consumer enthusiasm about standard of living or other 
economic wellness aspects, it might induce positive consumer attitude.  The classification function shows 
similar coefficients for both students and working professionals. Among all the examined factors falsity/nosense 
and social role recorded significant differences between students and working professionals. Both classes 
(students and working professionals) shared nearly equal participation from both male and female respondents. 
This might enhance the validity of the sample and results arrived through the study. It was also observed that 
nearly 80% of the student population used internet for 1 to 4 hours. The working group comprising of more than 
90% of the sample used internet for less than 3 hours. It can be inferred that the extensive use of internet/social 
network by the student population can be harnessed for better advertising.   
 Product information is an important factor when it comes to consumer expectations. Irrespective of the 
advertisement medium, product information is considered a necessary factor to enhance product acceptance by 
the consumers. This research proved that product information is a common expectation among all consumers 
irrespective of their occupational nature. Product information does not differ much between the two classes.  
 It is obvious that the social media domain opens a wide platform for all consumers irrespective of age 
group. The knowledge gained for analysis of this domain helps advertisers position their advertisements in 
direct response to consumer characteristics. But in most cases, the advertisements published in social media are 
geared towards the young consumer. This attempt by advertisers may create a materialistic environment and 
corrupt values by integrating strong distorts in advertisements. This study has shown that both students and 
working professionals feel that the factors: materialism and value corruption prevails in all social media 
advertisements. Not much mean difference is observed between the students and working group for the three 
factors of product information, materialism and value corruption.  
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Conclusion: 
 Social media in recent years has shown tremendous growth. The advertisements published in these sites 
have attracted both academicians and marketers to a a large extent, mostly in Western countries. The Indian 
consumer’s response to social media advertisements has not been studied in great detail. The current study 
affords insights on Indian consumer beliefs towards social media advertisements. These insights are useful to 
both internet marketers and academicians. This study proves that belief factors differ between students and 
working professionals in different aspects. The consumer segment is not uniform in the way advertisements are 
perceived in general. Examining the other aspects like age, gender etc. will help marketers better understand the 
social media consumer population and their attitude towards social media advertisements.   
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