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Abstract Social media has irrevocably transformed the manner in which society com- 

municates and has altered perceptions and attitudes. The proliferation of Facebook 

usage has connected consumers to each other, to marketers and to brands in a manner 

that is as inventive, and has altered the world as we know it. However, research on Face- 

book is still in its infancy in an emerging country such as South Africa. Generation Y 

is a significant consumer group and, consequently, their attitudes towards social media 

advertising are of significant importance to marketers. This has triggered the question 

whether the largest social medium’s marketing communications effectively reaches 

young adults in South Africa, and what influence it has on their cognitive attitudes, 

which leads to their buying behavior. The results suggest that Facebook advertising 

has a favorable effect on the awareness and knowledge hierarchy-of-effects model 

levels amongst Generation Y in South Africa. The research is beneficial to marketers 

who intend to make use of this powerful conduit to target this vacillating cohort. 
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1 Introduction 

 
Marketing communication plays an integral part in the survival of companies in this 

global recessionary aeon. The past decade has seen a major shift of marketing commu- 

nication budgets from traditional to more digital interactive media such as the Internet 

and social media in order to reach a huge number of consumers, especially the fickle 
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cohort known as Generation Y (aged eighteen to early thirties). A majority of this 

cohort regularly interacts on the world’s largest social network site (SNS), Facebook, 

which had 1.35 billion monthly active users in September 2014 [24] and forecasted 

global Facebook advertising revenue of $9 billion in 2015. There are 11.8 million 

Facebook users in South Africa [69] and online advertising revenue is expected to 

increase by 25 % per annum, which is twice the global average. Furthermore, South 

African consumers are anticipated to spend in the region R60 billion online by 2017 

[67]. Therefore, it is important that companies should carefully consider what the 

younger generation’s perceptions of their brands are on SNS platforms and what type 

of communication would be most stimulating and engaging for the youth market [15]. 

However, many South African marketers do not have a full understanding of how 

effective it is or whether SNS are more or less effective compared to other marketing 

communication platforms [34]. Moreover, click-through rate is the customary online 

metric measurement tool, but many marketers want to understand what occurs after 

the click in order to establish how to attribute an activity when it occurs, as well as 

how to direct advertisements to consumers. 

Consumers’ attitudes towards Facebook advertising is important, especially in terms of 

the type of activity that marketers want to encourage. Numerous studies have inves- 

tigated online advertising effectiveness [10,27,65,70]; however, these studies’ focus 

was on the context of traditional online sites. Traditional online site advertising primar- 

ily use banner advertisements and sponsored links, whereas social network advertising 

(SNA) is often not discernible from user content. These inquiries from different online 

environments may prove inadequate; hence, SNA warrants research that is inherent 

to this new digital medium. Therefore, the rapid growth of SNS usage and increasing 

advertising expenditure necessitate that separate investigations on consumers’ percep- 

tions should be explored in the context of SNS, as they ultimately determine attitudes, 

which influence their purchasing behavior [61]. 

Bolton et al. [8] postulate that Generation Y attitudes towards SNS, as well as their 

usage characteristics may be divergent in comparison to emerging countries owing 

to diverse cultures and less developed technological infrastructure. SA has been a 

leader of information and communication technology in Africa, but in recent years 

has seen a decline as a result of low fixed-line penetration (because of high prices 

that are charged by the state-owned telecommunication operator); poor broadband 

penetration growth and slow broadband speeds; low Internet access in spite of the 

rapid growth of access via mobile devices; and poor computer access in households 

[36]. Notwithstanding, Generation Y’s attitudes towards SNS and usage patterns are 

of keen interest to marketers as it may suggest future consumer behavior patterns, 

including their predispositions towards their brands. Accordingly, this research intends 

to determine if Facebook advertising is effective to realize the first two stages of the 

hierarchy-of-effects models, awareness and knowledge (viz. the cognitive attitude) 

among the Generation Y cohort in SA. Bolton et al. [8] propose that prior enquiries 

about SNS among Generation Y resulted in more questions than answers. Research 

on SNA is still in its exploratory stage, especially in developing countries such as 

SA. A majority of studies that have investigated various aspects of SNA have been 

conducted in Europe and the United States (US) [3,4,30,31,38,39,50,66], while the 

fastest growing SNS audiences are in emerging regions such as Africa, the Middle 
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East and Asia-Pacific, where SNS use may differ significantly [22]. Consequently, 

this study aims to provide insights into Facebook advertising’s impact from a SA 

perspective, where a quarter of the population can be categorized into Generation Y 

cohort [58]. 

Additionally, Bolton et al. [8] disclose that most of the investigations utilized student 

research populations whose consumer behavior may alter considerably as they pass 

though different phases of their life cycle. This study surveyed a more representative 

range of the Generation Y cohort, as mandated by Jordaan et al. [32], which consisted 

of young working professionals and unemployed individuals (the unemployment rate 

is 50 % amongst this cohort [58] from both rural and urban areas in the Western 

Cape. Furthermore, respondents from both the suburbs (more advantaged areas) and 

townships (also incorporating informal settlements) were surveyed, instead of only 

using a student research population in order to obtain a more representative sample 

of Generation Y. Bolton et al. [8] also queried as to whether there were perceptible 

divergent characteristics among Generation Y subcategories. Hence, the impact of 

various usage and demographic factors of the Generation Y cohort were also examined 

and cross analyzed in this study. 

This paper is structured as follows: the next section discusses and provides back- 

ground information about the research questions; thereafter, recent literature on Face- 

book marketing communications, Generation Y, the hierarchy-of-effects model and 

attitudes are explored; followed by the methodology; results; discussion; theoretical 

and practical implications; and limitations and future research sections. 

 

2 Research questions 

 
Accordingly, this empirical study endeavors to expand upon the following research 

questions (RQ): 

RQ1: What effect does Facebook advertising have on the cognitive attitudinal 

component of Generation Y in an emerging country such as SA? 

The consumer passes through consecutive phases in response to advertising: aware- 

ness, knowledge, liking, preference, conviction/intention-to-purchase and purchase. 

The phases of the hierarchy-of-effects model are equivalent to the communications 

of effect pyramid model, so by initially attaining lower hierarchy response marketing 

communication objectives such as awareness and knowledge, it becomes increasingly 

more challenging to attain higher level stages. Therefore, the number of potential 

consumers decreases, as they move through the final stages of the pyramid until the 

eventual purchase [5]. However, these theoretical models were derived from traditional 

advertising, whereas this inquiry will concentrate on the latest digital interactive online 

media to establish consumers’ cognitive attitudes as they progress through the lower 

levels of the aforesaid theories. Therefore, this study is significant to a majority of 

South African companies that have invested substantial amounts of their marketing 

budgets in Facebook advertising, and the need to determine advertising on this SNS 

has a favorable influence on the aforementioned cognitive attitudes. This empirical 

research is also important for researchers and academics, since there is a lack of 

research on SNS attitudinal advertising among Generation Y in developing countries, 
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according to Bolton et al. [8] and Okazaki and Taylor [43]. Hence, it will make a 

significant contribution to the conceptual framework of attitudinal research on SNA. 

Furthermore, the growth of Facebook has begun to slow in many first world countries, 

whereas Facebook use is still rapidly increasing in emerging nations such as SA, with 

a growth rate of nearly 40 % over the past year [68]. 

RQ2: How do various Facebook usage characteristics influence Generation Y’s 
awareness and knowledge perceptions of advertising on Facebook in SA? 

Almost nine out of ten Facebook users access this SNS through mobile phones in SA 

[68]; therefore, it would be of importance to establish if there was a significant dif- 

ference between Generation Y’s attitudes regarding how they accessed the Facebook. 

Other usage factors that were investigated to determine whether they have an influence 

on Generation Y’s awareness and knowledge perceptions of advertising on Facebook 

include: length of usage, log on duration, log on frequency and profile update inci- 

dence. Several studies have ascertained various usage characteristics of SNS users in 

SA, but few have investigated Facebook individually or ascertained if these variables 

had an influence on advertising [14,16,32,52]. Additionally, there is a dearth of global 

inquiry that has investigated the influence of usage factors on Facebook advertising. 

This research is relevant for both organizations and academics alike, since it will 

provide a greater understanding of Generation Y’s SNS usage factor tendencies, and 

whether these have an impact on their cognitive attitudes, which will provide increased 

insight into future potential consumer behavior of Generation Y in SA. 

RQ3: Do various demographic factors have an impact on Generation Y’s cognitive 

attitudes towards Facebook advertising in SA? 

As commissioned by Bolton et al. [8], the aim of this research is to determine whether 

there are significant differences within and amongst Generation Y subgroups regard- 

ing cognitive attitudes towards advertising on Facebook. Therefore, this study aims 

to establish if demographic variables such as: gender, age and ethnic orientation) 

have an impact on Generation Y’s awareness and knowledge perceptions of Face- 

book advertising. A number of inquiries described the demographic factors of South 

African SNS users, but did not take advertising into cognizance or consider Facebook 

as a single entity [6,14,16,32,52]. Furthermore, little international research has exam- 

ined the influence of demographic factors, particularly age (within a specific cohort) 

and ethnic orientation regarding attitudinal research. Moreover, the ethnic orientation 

examination will be of keen interest to originations and academics owing to the well 

documented atrocities of the past that transpired in SA, which caused a considerable 

economic divide. 

 

3 Literature review 

 
Marketers have realized that Facebook has huge potential as a marketing communica- 

tions platform, which enables them to reach and personally integrate with millions of 

their customers by the creation of their own Facebook pages and/or utilize the many 

advertising opportunities offered by Facebook [25,40]. Econsultancy and Adobe [19] 

reported that 86 % of organizations that were surveyed across the globe maintained 
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a presence on Facebook. Furthermore, more than 60 % of the respondents stated that 

they used social media as a brand awareness conduit. JustPlay [33] established that 

34 % of Facebook users would click on an advertisement if there was an opportu- 

nity to win a prize or receive giveaways, in comparison to 18 % who would view an 

advertisement that they found interesting and 12 % for an advertisement that offered 

a discount. Facebook marketplace advertising click-through rates were only between 

0.021 and 0.045 % in first world countries, however, a global marketer that used 

mobile Facebook advertising in SA received click-through rates of more than 5 % 

[7,62]. Many Facebook marketers are beginning to focus less on increasing clicks and 

placing greater emphasis on what transpires post click. The motive for this phenom- 

enon is to establish how to attribute an activity when it transpires, as well as how to use 

advertisements to target people, depending on what type of activity they want to occur. 

Consequently, this research heeds this call and focuses on cognitive attitudes, since 

these have a significant influence on consumer behavior. The South African Social 

Media Landscape 2014 study reveals that 93 % of brands have some type of Facebook 

presence, however, on the contrary, only 52 % believe that their efforts on Facebook 

are effective [68]. 

Generation Y continuously use technology such as Bluetooth, GPS, 3G and 4G, 

online gaming, iTunes to download music and other numerous applications. Social 

media has empowered Generation Y to be more active in the marketing of brands via 

electronic WOM, writing reviews, product feedback and “liking” their favorite brands 

[56]. Several inquiries have examined Generation Y in terms of various elements 

and confirmed high usage of social media in SA: Jordaan et al. [32] compared South 

African Generation Y consumers’ perceptions towards traditional media in comparison 

to online conduits such as SNS in terms of credibility; Shambare et al. [52] explored the 

SNS usage characteristics of students; Ramnarain and Govender [49] examined social 

media usage patterns and among the youth, as well as the use of this interactive platform 

to influence online purchases; Dlodlo and Dhurup [16] considered the enjoyment, ease 

of use and usefulness of social media in terms of the technology acceptance model; and 

Chikandiwa et al. [11] assessed South African banks’ adoption and implementation of 

social media marketing. Generation Y in SA is not easy to categorize and represents 

a complex challenge to marketers. They will achieve a lot in different ways compared 

to prior generations, but similar to other Generation Y’s from different countries, 

cultures and races, as global influences increase, as theorized [57]. Generation Y is 

deemed to be a homogenous global cohort [41], but there has been deliberation as to 

whether this philosophy is accurate, especially since developed countries have superior 

infrastructure, technology and wealth compared to emerging countries [36,45]. This 

cohort comprises of almost 25 % of the SA population [58], but these young consumers 

account for less than 20 % of marketing communication budgets. Generation Y spends 

in excess of R104 billion per annum [37]. A majority of Facebook users are aged 18– 

34 years old, which is especially beneficial to organizations that target young adults 

[68]. This generation is generally more comfortable with spending online and usually 

has some disposable income available [13]. Members of the Generation Y cohort who 

are 18–20 years old are referred to as “born frees” since they were born after the 

first democratic elections in 1994. The 21–24 age group category mainly constitute 

students and young adults who are entering the work place, whereas 25–30 year olds 
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are predominantly working (or seeking work) and, therefore, generally have the most 

discretional income. The research seeks to establish if there was a difference between 

these age groups, and whether it was unique in terms of the SA context. The Black 

Generation Y cohort encompasses a significant portion of the South African market, 

nearly 11 million individuals, which represent 83 % of Generation Y and over 20 % of 

the total population [58], and especially those who are studying at tertiary institutions 

represent a particularly lucrative target market owing to the fact that higher education 

is correlated with increased earning potential [6]. However, marketing communication 

campaigns must be customized to fit the African target market’s unique needs; it is 

not enough for brands to simply maintain a presence on the SNS [15], hence further 

research is warranted to fully understand this cohort in SA. 

The hierarchy-of-effects model indicates that advertising effects occur over a period of 

time and some researchers postulate that the immediate effect of advertising on sales is 

generally low [1,63]. Therefore, advertising may not lead to the immedi-ate pur- 

chase of a product, but the sequence of effects should occur for each phase before 

the consumer moves to the next stage in the hierarchy. Wang and Sun [65] found that 

appropriate online advertising management will improve the cognitive component of 

consumer behavior. The cognitive component can be described as consumers becom- 

ing aware of the existence of the brand and then searching for brand-related content 

on websites to gain more knowledge, which is the focus of this investigation. Table 1 

below provides an overview of the most current attitudinal research on SNA in terms 

of the research objectives that specifically relate to awareness and knowledge hierar- 

chical levels; research methodology; the main results pertaining to cognitive attitudes; 

and the chief limitations/disadvantages. 

Hence, in summary, there have been a number of inquiries, which examine atti- 

tudes towards SNA that were largely conducted in the US and/or Europe; students 

were predominately used as the research population; several small sample sizes were 

employed; none investigated the influence of usage characteristics; and few examined 

the impact of SNA on gender, whereas none explored the effect of demographic factors 

such as age (within a cohort) or ethnic orientation on Facebook advertising. 

 

 
4 Methodology 

 
4.1 Research design 

 
The research design is descriptive in nature and utilizes the survey method for this 

study. Descriptive research is used to describe the problem that is researched, as well as 

variables such as the attitudes of individuals towards an object (that is, Generation Y’s 
cognitive attitudes towards Facebook advertising) and their demographics by taking 

a cross sectional segment of the target population to determine the frequency with 

which something occurs and/or the relationship between two variables [12]. This 

type of research is typically conducted when knowledge of the study object is vague 

or unclear—little is known about cognitive attitudes towards Facebook advertising 

in SA. The survey method would be preferable for this investigation owing to the 

nature of the research problem and the viability of market information. Therefore, 



 

 

 
 
 
 
 

 
Table 1  Summary of recent SNA research investigating cognitive attitudes 

 

Author(s) Purpose/objective concerned with SNA 
attitude research 

Methodology and country Main findings relating to SNA attitudinal 
research 

Limitations/disadvantages 

Hadija et al. [30] The study investigated the effectiveness 
of social media advertising in terms of 
content that inhibited and appealed to 
college students. The relationship 
between SNA and college students’ 
positive or negative opinions was also 
explored 

Personal in-depth 
interviews, qualitative, 

20 college students, and 
US 

The research found that a majority of the 
students did not dislike the SNA 

(affective), but did not notice them 
(cognitive), or they were blocked out 
owing to more interesting content such 
as pictures, comments and friends 
profiles 

Small sample size, US, no 
usage or demographical 

characteristics analysis 

Bannister et al. [3] The purpose of the research was to gain 
insight into the consumers’ attitudes 
and perceived relevancy of Facebook 
advertising 

Survey, quantitative, 283 
college students, and 
US 

The study found that the attitudes of US 
college students towards Facebook 
advertising were largely negative or 
indifferent. Respondents found that 
Facebook advertisements were 
predominantly uninformative 
(cognitive), irrelevant (affective), 
uninteresting, and would not generally 
click on them 

Students, US, no usage or 
demographical 
characteristics analysis 

Barreto [4] The main aim of the study was to 
establish whether Facebook users 
looked at the advertisements that were 
displayed 

Eye tracking technology, 
qualitative, 20 students, 
and US 

The research confirmed that Facebook 
advertisements resulted in lower 
attention levels (cognitive) in 
comparison to friends’ 
recommendations. However, no 

difference was found in advertisement 
perception levels between men and 
women 

Small sample, students, 
US, no usage 
characteristics analysis 
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Table 1  continued  

Author(s) Purpose/objective concerned with SNA 
attitude research 

Methodology and country Main findings relating to SNA attitudinal 
research 

Limitations/disadvantages 

Hansson et al. [31] The main objective was to examine how 
companies could optimally use 
Facebook as a marketing channel 

Survey, quantitative, 158 
respondents, and 
Sweden 

The survey revealed that over a third of 
consumers had a positive cognitive 
attitude towards Facebook marketing, 

whereas a majority had no opinion. 
Furthermore, the majority believed that 
advertising was important to market a 
company on Facebook 

Sweden, no usage or 
demographical 
characteristics analysis 

Logan et al. [38] The objective of the study was to 
compare perceptions of the value of 
advertising on Facebook to television 
in terms of entertainment and 
information 

Survey, quantitative, 259 
respondents, and US 

The research suggested that while 
Facebook fulfils the information 
(cognitive) exchange need, social 
media advertising was found to be 
more effective when it was also 
entertaining (affective) to the 

consumer, which was the same finding 
for television advertising 

Students, US, no usage or 
demographical variable 
analysis 

Ruane and Wallace [50] The objective of the research was to 
understand relationships, which 
Generation Y females have with 
fashion brands online (social media 
and Internet) 

Inductive thematic 
analysis, qualitative, 14 
participants, and Ireland 

The study found that social media 
(Facebook and Twitter) created an 
awareness of needs and was used as an 
information source (cognitive), while it 
also drove consumption (behavioural) 
among Generation Y women 

Small sample, students, 
Ireland, no usage 
characteristics analysis 
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Table 1  continued  

Author(s) Purpose/objective concerned with 
SNA attitude research 

Methodology and country Main findings relating to SNA 
attitudinal research 

Limitations/disadvantages 

Saxena and Khanna [51] The purpose of the research was to 
establish if information and 
entertainment content had an 
impact on the value of advertising 
on SNS 

Survey, quantitative, 189 
postgraduate students, 
and India 

The research concluded that SNA, 
which provided information and 
entertainment content, increased the 
value of the advertisement, whereas a 

decrease in value was experienced if 
the advertising was deemed to be 
irritating owing to poor content and 
entertainment value. The study also 
revealed that information displayed a 
much stronger influence on the value 
of social media advertisements in 
comparison to entertainment 

No usage or 
demographical 
characteristics analysis 

Whiting and Williams [66] The study explored the uses and 
gratifications that consumers 
received though the use of social 
media 

In-depth interviews, 
qualitative, 25 
participants, and US 

The enquiry identified ten uses and 
gratifications to utilize social media, 
with 90 % of the participants 
indicating that they used social media 
to find information (cognitive) about 
organizations, sales, deals and 
products 

Small sample, US, no 
usage or demographical 
characteristics analysis 

McCarthy et al. [39] The research investigated attitudes 
among UK football clubs towards 
developing a social media presence 

Case study, qualitative, 4 
participants, and UK 

The research disclosed that football 
clubs have begun to recognise the 
importance of social media 
(Facebook and Twitter) engagement 
to develop their brands in the arenas 
of interaction, content (cognitive), 
community and income 

Small sample, UK, no 
usage or demographical 
characteristics analysis 
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self-administered questionnaires were disseminated on a face-to-face basis to gather 

data for this research study. 

 

4.2 Sampling 

 
A number of studies have identified Generation Y as the main users of online digital 

and online technological gadgets and innovations such as SNS and mobile applica- 

tions and, consequently, a target market for online marketers [16,30,38,49,61]. Fur- 

thermore, several studies have revealed that students are the primary users of SNS 

[32,51,52,57], and are hence exposed to advertising on SNS such as Facebook. How- 

ever, Jordaan et al. [32] believed that it was important to draw a more representative 

sample of Generation Y, other than solely selecting students to participate in the 

study. Therefore, the research population comprised of young working adults, young 

adults who had completed school, but were still seeking employment (nearly one in 

three people in SA are unemployed, with up to half of Generation Y for certain age 

categories within this cohort) [58], as well as students, to ensure adequate represen- 

tation of Generation Y that had used Facebook and had perceived advertising on this 

SNS. The sample frame included Generation Y members who reside in the Western 

Cape that account for 11.25 % of SA’s population [58]. The research utilized a multi- 

phase sampling technique, which also is referred to as double sampling or sequential 

sampling [12]. Firstly, the Cape Peninsula was divided into different geographic loca- 

tions (clusters), which included both rural and urban, as well as suburban (typically 

more affluent areas) and townships (including informal settlements) areas, by using 

a regional map. Secondly, businesses, tertiary education institutions and community 

organizations (churches, sports clubs, and youth groups) were identified by means of a 

telephone directory and were randomly selected. Thereafter, these organizations were 

contacted telephonically to obtain approval to conduct the survey on their premises and 

to establish that there was a sufficient number of the Generation Y cohort to interview 

(mainly in terms of businesses, since the other aforementioned organizations were well 

represented by the Generation Y owing to their inherent nature). Thirdly, systematic 

sampling was utilized to survey respondents in the abovementioned organizations, and 

every third respondent was invited to voluntarily participate in the study. 

 

4.3 Questionnaire design and data collection 

 
A structured self-administered questionnaire was utilized to acquire the considerable 

amount of data that was required for the study in an efficient way. Respondents for this 

research study were first required to answer two screening questions before they were 

permitted to participate in the survey (refer to Table 2 below). However, respondents 

were not required to list the featured services, products or brands in the advertisements, 

nor was any differentiation made between types of Facebook advertising. 

The next part of the questionnaire comprised of five multiple-choice questions on 

SNS usage characteristics (independent variables) listed in Table 2 below. An eighteen 

item scale to measure awareness and knowledge (dependent variables) was mainly 

adapted from Ducoffe [17] and Duncan et al. [18], which forms the second part of the 
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Table 2  Questionnaire 
 

 

Question categories Questions 
questions overview    

Screening Do you use Facebook? 

Have you noticed any advertising on 
Facebook? 

Usage factors How do you access Facebook? 

How long have you used Facebook? 

How often do you log on to Facebook? 

How many hours do you spend on 

Facebook per log-in? 

How often do you update your Facebook 
profile? 

Awareness construct Refer to Table 4 to view the nine 

awareness construct items 

Knowledge construct Refer to Table 5 to view the nine 

knowledge construct items 

Demographic factors Gender 

Age 

Ethnic orientation 
 

 

 

 
questionnaire, in other words, the first and second levels of the hierarchy-of-effects 

model (collectively referred to as the cognitive attitude component). Responses were 

measured on a five-point Likert scale, where items ranged from strongly disagree to 

strongly agree. The final part of the research instrument included three multiple-choice 

questions, which relate to demographic factors (independent variables) listed in Table 2 

above. A pre-test, which included one hundred respondents, was implemented in order 

to test the reliability of the research instrument, refine the scales and ensure that the 

multiple-choice questions catered for all possible responses. Thereafter, a pilot study 

of another one hundred respondents was conducted to ensure the efficient operation of 

other elements (such as sampling, analysis and methodology) of the research process. 

A total of 21 fieldworkers (Baccalaureus Technologiae: Marketing students at the 

Cape Peninsula University of Technology were required to complete a year course in 

marketing research and received extensive work experience as fieldworkers for the full 

duration of the course) were deployed to different areas from April to June 2013 in 

order to conduct the primary research, and were closely supervised by the researcher. 

Hence, a total of 3 634 useable questionnaires were completed over three months 

(incomplete or spoilt questionnaires were discarded). 

 

 
4.4 Data analysis 

 
The collected data was coded, captured and analyzed by means of the statistical pro- 

gram known as SPSS (version 21). All completed questionnaires were thoroughly 

scrutinized to decide whether they should be included in the survey analysis in terms 

of completeness and correctness—the Likert scale questions were structured in such a 
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way that negative and positive questions were constantly alternated in order to prevent 

respondents from merely selected a single column. These statements were reversed 

by using SPSS, before Cronbach’s Alpha was used to determine the reliability of 

the responses for the Likert scale. Basic descriptive statistical measures (frequencies, 

means, standard deviations and non-parametric one-sample bi-nominal standardized 

test) were used to describe the findings [26] (Tables 3, 4, 5), whereas Pearson’s cor- 

relation coefficient analysis was utilized to determine the strength of the relationship 

between variables [44] (Tables 4, 5). A generalized linear model (GLM) analysis of 

variance (ANOVA), using the Wald’s Chi-square and the post ad hoc Bonferroni pair- 

wise comparisons were used to determine if there was a significant difference between 

the aforementioned variables [26] (Tables 6, 7). 

 

 
5 Results 

 
A total of 3,634 members of the Generation Y cohort were surveyed in the Western 

Cape. A majority of respondents (62.5 %) accessed Facebook by means of both PC and 

mobile device, habitually logged on to Facebook daily (61.9 %), spent one (48.3 %) 

to two (27.4 %) hours per session and 75 % updated their profile at least once a 

week. The sample was marginally dominated by females (55.9 %); a near majority of 

the respondents were “born-frees” (45.6 %), and the population groups reflected the 

ethnicity in the Western Cape with Black (54.9 %) and Colored (25.5 %) in a majority 

[58]. Table 3 below provides a complete overview of Facebook usage characteristics 

and demographics of the Generation Y respondents. 

As mentioned in prior text, the respondents’ cognitive attitude towards Facebook 

advertising was measured by nine-item scales for each of the hierarchy-of-effects 

model levels (refer to Tables 4, 5 below). 

A reliability assessment of the awareness and knowledge scales was undertaken by 

utilizing Cronbach’s α. Cronbach’s α is the most common objective measure of reliabil- 

ity, and measures the amount of internal consistency between variables that measure 

one construct. Values that are over 0.7 are deemed to be acceptable, but any score 

above 0.8 is desirable [44,59]. Three negatively phrased statements were included in 

each scale, which was important to reduce response bias, but were reversed, or else 

they would have negatively influenced the Cronbach’s α outcome [26]. Cronbach’s 

α was 0.857 for Facebook’s advertising awareness scale (Table 4 below) and 0.837 

for the knowledge scale (Table 5 below), reflecting good internal consistencies. The 

means for awareness and knowledge also showed that respondents tended to “agree” 

that Facebook advertising caused awareness and resulted in knowledge. A principle 

component analysis was conducted to provide a measure of validity regarding the 

two cognitive attitude constructs. The first principle components of the awareness and 

knowledge constructs represented 67.2 and 63.7 % of the variance and the second 

principle components 19.4 and 21.9 %, thereby accounting for 86.2 and 85.6 % of 

the variance in the data, which indicated that there was little divergence in the con- 

struct items. The awareness and knowledge construct items all have a relatively high 

contribution in terms of the first principle components, with coefficients ranging from 

0.711–0.887 and 0.652–0.874 respectively. This shows that the measured variables 
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Table 3  Facebook usage 
 

 

Facebook usage characteristics n % 
characteristics and    
demographics 

Access 

Mobile device 834 22.9 

PC 529 14.6 

Mobile device & PC 2,271 62.5 

Length of usage 

≤1 year 489 13.5 

2 years 853 23.5 

3 years 961 26.4 

4 years 706 19.4 

≥5 years 625 17.2 

Log on frequency 

Daily 2,250 61.9 

2–4 a week 842 23.2 

Once a week 374 10.3 

2–4 a month 90 2.5 

Once a month 78 2.1 

Log on duration 

≤1 h 1,757 48.3 

2 h 994 27.4 

3 h 422 11.6 

4 h 207 5.7 

≥ 5 h 254 7.0 

Profile update incidence 

Daily 1,090 30.0 

2–4 a week 937 25.8 

Once a week 698 19.2 

2–4 a month 369 10.1 

Once a month 540 14.9 

Demographics 

Gender 

Male 1,603 44.1 

Female 2,031 55.9 

Age 

18–20 1,658 45.6 

21–24 1,369 37.7 

25–30 607 16.7 

Ethnic orientation 

White 531 14.6 

Black 1,997 54.9 

Colored 926 25.5 

Indian/Asian 180 5.0 
 

 



 

 

 
 
 
 

Table 4  Facebook advertising awareness scale (means, standard deviations, one-sample bi-nominal standardized test and Pearson’s correlation coefficient) 
 

 

Mean SD P Standardized 
test statistic 

1 2 3 4 5 6 7 8 9 

 
 

Advertisements on Facebook are 
effective in creating awareness 
of brands (1) 

Advertising on Facebook alerts 
me to new company offerings 

(2) 

I have NOT become aware of 
new advertisements on 
Facebook* (3) 

Advertisements on Facebook 
attract my attention to certain 
brands (4) 

I notice new advertisements on 
Facebook (5) 

I CANNOT recall any 
advertisements on Facebook* 
(6) 

I view/click on advertisements on 
Facebook since they attract my 
attention (7) 

I can remember several 
advertisements that I see on 
Facebook (8) 

Advertising on Facebook does 
NOT alert me to new products* 
(9) 

3.38 1.171 .000 22.050 1 
 

 
3.31 1.116 .000 18.116 .690** 1 

 

 
3.37 1.179 .000 18.241 .313** .329** 1 

 

 
3.45 1.264 .000 21.032 .823** .604** .305** 1 

 

 
3.41 1.320 .000 19.015 .607** .813** .358** .612** 1 

 
3.41 1.372 .000 18.480 .308** .341** .819** .328** .380** 1 

 

 
3.28 1.228 .000 15.053 .748** .556** .303** .771** .584** .283** 1 

 

 
3.23 1.271 .000 11.924 .515** .748** .308** .519** .764** .317** .616** 1 

 

 
3.36 1.281 .000 17.727 .367** .361** .806** .351** .359** .784** .323** .305** 1 

 
 

* Negatively phrased statement scores were recoded 
** Correlation is significant at the 0.01 level (2-tailed) 
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Table 5  Facebook advertising knowledge scale (means, standard deviations, one-sample bi-nominal standardized test and Pearson’s correlation coefficient) 
 

 

Mean SD P Standardized 
test statistic 

10 11 12 13 14 15 16 17 18 

 
 

Advertisements on Facebook do 
NOT inform me about a 
company’s offerings* (10) 

Advertising on Facebook is a 
convenient source of information 

(11) 

Advertisements on Facebook 
provide me with new product 
knowledge (12) 

Advertisements on Facebook do 
NOT provide much information 
on brands* (13) 

3.26 1.143 .000 13.882 1 
 

 
3.35 1.076 .000 20.035 .189** 1 

 

 
3.26 1.077 .000 15.810 .327** .610** 1 

 

 
3.28 1.397 .000 12.007 .793** .200** .318** 1 

 

Advertisements on Facebook 3.37 1.293 .000 17.231 .227** .796** .586** .195** 1  
provide useful data about 

          
company offerings (14) 

Advertisements on Facebook are 
 

3.29 
 

1.353 
 

.000 
 

13.591 
 

.335** 
 

.591** 
 

.824** 
 

.316** 
 

.594** 
 

1 

effective in providing 
information on brands (15) 

 

Advertisements on Facebook are a 
POOR source of knowledge* (16) 

3.31 1.294 .000 14.862 .777** .241** .346** .778** .244** .338** 1  

I use advertisements on Facebook 
to find new information about 

3.28 1.225 .000 14.444 .186** .775** .553** .206** .791** .571** .202** 1 

products (17) 

Advertisements on Facebook 
provide me with valuable product 
knowledge (18) 

 
3.26 1.240 .000 13.560 .295** .578** .803** .305** .572** .795** .338** .635** 1 

 
 

* Negatively phrased statement scores were recoded 
** Correlation is significant at the 0.01 level (2-tailed) 
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Table 6  Effect of usage 

characteristics and 
demographics on Facebook 

 
 

Independent variables Type III 
 

 

Wald Chi-Square df P 
advertising awareness    

 
 
 
 

* Wald Chi-square test showed a 
significant difference at 

p < 0.001 
** Wald Chi-square test showed 
a significant difference at 

p < 0.05 

 

 
Table 7  Effect of usage 
characteristics and 
demographics on Facebook 

 
 

Independent variables Type III 
 

 

Wald Chi-Square df P 
advertising knowledge    

 
 
 
 

* Wald Chi-square test showed a 
significant difference at 

p < 0.001 
** Wald Chi-square test showed 
a significant difference at 

p < 0.05 

 
 

display a general convergence of responses. A non-parametric one-sample bi-nominal 
standardized test was used to establish whether there was a significant difference. The 
test revealed that for all of the items of both scales, there was a significant difference 

at p < 0.001. Furthermore, Tables 4 and 5 show a predominantly positive medium (r 
> 0.3) to strong (r > 0.5) correlation between Facebook advertising awareness and 
knowledge scale items. 
The GLM ANOVA (as mentioned in prior text), using the Wald’s Chi-square and 

the post ad hoc Bonferroni pairwise comparisons [26] were used to establish sig- 

nificant differences between respondents’ cognitive attitudes (dependent variables) 

towards Facebook advertising and their usage characteristics (independent variables) 

and demographic factors (independent variables). The GLM ANOVA was utilized 

owing to the unbalanced data, since standard errors are larger where there was a 

smaller number of observations for certain predictive factors (for example, there were 

few respondents who logged on to Facebook once a month), which the GLM takes 

into consideration and “normalizes” the results [64]. Tables 6 and 7 show the effect 

in terms of the Wald Chi-Square tests, which is based on the Bonferroni correction 

pairwise post hoc test among the estimated marginal means. 

The Wald Chi-Square test revealed that there was a significant difference at p < 
0.001 for awareness (M = 3.35, SD = 0.852) as a result of Facebook advertising. 

Access 10.062 2 .007** 

Length of usage 7.322 4 .686 

Log on frequency 2.321 4 .693 

Log on duration 16.877 4 .000* 

Profile update incidence 21.792 4 .000* 

Gender .240 1 .662 

Age 22.935 2 .739 

Ethnic orientation 26.220 3 .000* 

 

Access 8.109 2 .017** 

Length of usage 3.861 4 .425 

Log on frequency 4.700 4 .319 

Log on duration 66.537 4 .000* 

Profile update incidence 21.424 4 .000* 

Gender .093 1 .760 

Age 2.038 2 .361 

Ethnic orientation 36.630 3 .000* 
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No significant differences were found for length of usage, log on frequency, gender 

and age, whereas Bonferroni correction pairwise comparisons of estimated marginal 

means showed significant differences between the following variables: 

Access ( p < 0.05): Facebook accessed via both PC and mobile device (M = 3.32, 
SE = 0.038) showed higher awareness levels than when accessed either by PC (M 
= 3.21, SE = 0.046) or mobile device (M = 3.24, SE = 0.043). vLog on duration (p 

< 0.001): Respondents who logged on for ≤1 h (M = 3.16, SE = 0.036) displayed 
lower awareness levels than those who remained logged on for 2 h (M = 3.32, SE 
= 0.041) and 3 h (M = 3.33, SE = 0.05). 

Profile update incidence (p < 0.001): Respondents who updated their Facebook 
status daily (M = 3.30, SE = 0.044) exhibited greater awareness than those who 
updated it 2–4 times a month (M = 3.12, SE = 0.053); those who updated their 

Facebook status 2–4 times a week (M = 3.36, SE = 0.045) resulted in increased 

awareness in comparison to those who updated it 2–4 times a month (M = 3.12, 

SE = 0.053) and once a month (M = 3.12, SE = 0.045). 

Ethnic orientation (p < 0.001): White respondents (M = 3.11, SE = 0.047) pre- 
sented lower awareness levels as a result of Facebook advertising compared to 

Black (M = 3.34, SE = 0.034) and Colored (M = 3.30, SE = 0.040) respondents. 

The Wald Chi-Square test revealed that there was a significant difference at p < 

0.001 for knowledge (M = 3.29, SD = 0.815) owing to Facebook advertising. No 
significant differences were found for length of usage, log on frequency, age and 

gender; however, Bonferroni correction pairwise comparisons of estimated marginal 

means revealed significant differences among the subsequent variables: 

Access (p < 0.05): Facebook accessed via both PC and mobile device (M = 3.28, 
SE = 0.037) showed greater knowledge levels when accessed either by PC (M = 
3.18, SE = 0.044) or mobile device (M = 3.20, SE = 0.042). 

Log on duration (p < 0.001): Respondents who logged on for 1 h (M = 3.06, SE 
= 0.035) resulted in lower knowledge levels than those who remained logged in 
for 2 h (M = 3.29, SE = 0.039), 3 h (M = 3.29, SE = 0.047), 4 h (M = 3.27, SE = 
0.061) and 5 h (M = 3.22, SE = 0.059). 

Profile update incidence (p < 0.001): Respondents who updated their Facebook 
status daily (M = 3.28, SE = 0.042) and 2–4 times a week (M = 3.31, SE = 0.042) 

exhibited increased knowledge levels in comparison to those who updated it 2–4 

times a month (M = 3.09, SE = 0.051). 

Ethnic orientation (p < 0.001): White respondents (M = 3.11, SE = 0.045) showed 
lower knowledge levels owing to Facebook advertising compared to Black (M = 

3.34, SE = 0.032) and Colored (M = 3.30, SE = 0.038) respondents. 
 

6 Discussion and implications 

 
6.1 Key findings 

 
In terms of the first research question, the findings of this study confirmed that Face- 

book advertising undoubtedly created awareness among the Generation Y cohort in 
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SA. eMarketer [20] found that consumers who were exposed to both paid and earned 

social media could assist organizations with increased brand awareness. Nielsen and 

Vizu [42] reported that marketers planned to continue to increase (63 %) their online 

advertising expenditure in 2013 in order to create direct responses and to establish 

brand awareness. Conversely, Hadija et al. [30] concluded that social network users 

did notice the advertising, but focused on the content, such as the newsfeed and friends’ 
profiles. Although several of the advertisements on the SNS did catch their attention 

owing to design, color, tagline and so forth, these were quickly overlooked in favor of 

more stimulating content; however, this was only a small qualitative study that included 

twenty respondents. Therefore, advertising on Facebook is a marketing communica- 

tion tool that appeals to young adults in SA and should not be ignored by marketers 

that effectively facilitate the first stage of the hierarchy-of-effects model. The research 

also disclosed that advertising on Facebook also resulted in increased levels knowl- 

edge amid Generation Y. Taylor et al. [61] revealed that if the users perceived SNS 

advertising as being informative, it would favorably influence their attitudes towards 

advertising, which is displayed on these SNS, whereas Burst Media [9] indicated that 

Internet consumers’ primary reason why they followed companies and brands on SNS 

was to keep up-to-date with the latest information. However, Powers et al. [47] reported 

that consumers sometimes felt overwhelmed by the vast amount of online information 

and it was difficult to navigate through all of it, but this does not appear to hold true for 

South African Generation Y’s sentiments, as they view Facebook advertisements as 

a good source of information to increase their knowledge of the featured companies, 

products and brands. 

Mobile devices (cell phones, feature phones, smartphones and tablets) have cer- 

tainly become a catalyst in making SNS accessible 24/7, but have not been considered 

as a good online advertising mechanism owing to the small size of the screen [23]. 

Furthermore, Ball State University [2] also reported that attitudes towards mobile 

advertising was generally not positive, with almost 70 % stating their annoyance at 

receiving such advertisements and, consequently, 44 % were less inclined to purchase 

the brand or product. However, in respect of the second research question, an interest- 

ing result of this inquiry concluded that mobile devices that are used in conjunction 

with computers resulted in the most effective Facebook marketing communication 

mechanism to reach Generation Y in SA. Wronski and Goldstruck [68] revealed that 

87 % of Facebook users in SA access this SNS via their mobile phones. Facebook [24] 

revealed that 83 % or 1.12 million Facebook users across the globe check Facebook via 

their mobile phones. Numerous marketers have commenced with mobile marketing 

since it matches Generation Y’s busy lifestyle and concentrates on applications that 

add value to consumers’ experiences [32]. Hence, there is major potential for mar- 

keters in SA to target Generation Y and to receive good value from SNS advertising 

via mobile phones. 

The analysis showed that SNA was most effective when young adults spent two of 

more hours logged on to Facebook, which is logical, since they would have more time 

to notice the advertisements. However, Generation Y tend to multi-task and use their 

mobile devices while on the move to access the Internet, SNS and to communicate, so 

do not spend long periods on Facebook at one time [56]. This study ratified that just 

under half of young adults in SA spend an hour or less on Facebook at one time, which 
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is problematic for marketers, since this reduces the effectiveness of their marketing 

communications efforts and should find how to lead Generation Y on Facebook for 

longer. Hence, South African marketers should consider making use of Facebook’s 

wide range of apps (Facebook is integrated with over 9 million websites and apps) and 

social plugins to keep users busy on the SNS platform for longer, thereby increasing 

chances of interaction with advertising. Common apps include games, listening to 

music and watching movies, whereas popular social plugins such as the like button, 

subscribe button, comments and single sign on registration plugins [25], all of which 

are available to marketers in one or more forms of marketing communications. 

The more frequently Generation Y cohort members updated their profile on Face- 

book, the more effective the advertising in terms of creating awareness and generating 

knowledge. This makes rational sense, since increased activity on the SNS would 

increase the probability of users who interact with other elements such as the adver- 

tising. Marketers in SA could use Facebook’s comprehensive metrics system to target 

potential consumers that displayed frequent update activities on their profiles. Further- 

more, Facebook is continually innovating by launching new apps and social plugins, 

developing new products and purchasing companies that fit in with the Facebook mix, 

which necessitates that users should engage and update their profiles on a more regular 

basis. 

Young adults from the White population group displayed lower levels of awareness 

and knowledge owing to Facebook advertising in comparison to the Black and Colored 

population groups. Statistics SA [58] disclosed that the White population has greater 

access to the Internet (70.3 %) compared to the Black (29.4 %) and Colored (35.7 %) 

population groups. Furthermore, the White young adults had possibly been exposed 

to the Internet at a younger age and accumulated more experience in dealing with 

marketing communications on SNS. The Black middle class (termed as the “Black 

Diamonds” by UCT Unilever Institute of Strategic Marketing) in SA has increased 

twofold from 8 to 16 % of the population since 2004, and spend in the region of 

R400 billion per annum [48]. Furthermore, over three quarters of Black middle class 

children go to former “model C” or private schools and the number of Black Diamonds 

who have degrees has more than doubled. Black diamonds are online and digitally 

connected; with many accessing the Internet via their mobile phones (95 % of the 

Black middle class own mobile phones) [53]. Consequently, the percentage of Black 

SNS users has increased significantly over the past decade, especially in terms of 

the Generation Y cohort, as has their exposure to advertising on platforms such as 

Facebook, which represents a lucrative opportunity for marketers in SA owing to their 

positive cognitive sentiments. 

 

 
6.2 Theoretical implications 

 
Facebook advertising was found to have a positive influence on the cognitive atti- 

tudes of Generation Y, which supports the hierarchy-of-effects and communications 

of effect pyramid models that were formulated through research on traditional adver- 

tising. These models theorize consumers’ move from low level hierarchical objec- 

tives, namely awareness and knowledge, to higher level hierarchical objectives such 
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as intention-to-purchase and purchase, which are more demanding to achieve [1,63]. 

Consequently, it can be concluded that Facebook advertising is congruent with tradi- 

tional advertising regarding lower levels of the hierarchy-of-effects and communica- 

tions of effect pyramid models. The findings also substantiate that Facebook adver- 

tising yields similar cognitive attitudes compared to Internet advertising in developed 

countries [10,65,70]. Additionally, it can be theorized that the results of this study 

were similar to the outcomes of other SNS investigations, which have been conducted 

in developed countries, thus confirming corresponding cognitive attitudes between 

emerging nations (such as SA) and first world nations [31,38,39,50,66]. Bolton et al. 

[8] hypothesized that globalization could result in a rise of homogeneousness owing to 

the Generation Y cohort’s SNS usage, but the veracity of this postulation was in doubt 

because of the relatively poor information technology access, resources and infrastruc- 

ture that is evident in emerging countries such as SA. Several of the aforementioned 

inquiries that were implemented in the US and Europe similarly examined Gener- 

ation Y [31,38,50], thereby demonstrating that South African Generation Y cohort 

members have similar cognitive attitudes to their international counterparts, which 

confirms Bolton et al.’s [8] supposition to be accurate. Thus, this study has made 

significant additions to advance cohort, attitudinal and SNA research in a developing 

country. 

Particular usage characteristics such as how Facebook was accessed, log on dura- 

tion and profile update incidence had an impact on Generation Y’s awareness and 

knowledge pertaining to Facebook advertising. A number of inquiries considered an 

array of usage factors among South African users [14,16,32,52] and equivalent high 

usage tendencies were determined by this research, but prior research observed SNS 

collectively; none conducted cross analysis between the SNS and usage elements; or 

regarded the attitudinal effect on advertising. Hence, this study makes a valuable con- 

tribution to SNS research in South Africa, not only by confirming the high usage of 

South African Facebook users, but also by determining, which usage factors resulted 

in more favorable attitudes as a result of SNA. From a global perspective, few inves- 

tigations have considered the impact of usage characteristics on attitudes towards 

SNA, therefore, a pioneering addition had also been made in terms of an international 

context. 

Ethnic orientation had a favorable influence on the cognitive attitudes of Black 

Generation Y in SA. Several studies described certain ethnic orientation traits or out- 

lined the proportions of different population groups of SNS users in SA: De Lanerolle 

[14] asserted that two out of three Internet users spoke an African language; Dlodlo 

and Dhurup [16] confirmed that there was a high number of Black Generation Y 

SNS users; and Bevan-Dye et al. [6] established materialism, status-consumption and 

ethnocentrism predispositions among Black Generation Y students. However, none 

considered the impact of ethnic orientation on attitudes towards SNA, and so another 

significant addition affirms the effect of SNA among Facebook users of various pop- 

ulation groups in SA; thereby heeding Jordaan [32] call to investigate whether there 

was a difference between Generation Y ethnic groups in terms of their perceptions 

of different media. Few international inquiries have contemplated the effect of ethnic 

orientation attitudes towards SNA, hence another original contribution has been made 

in terms of an international context. 
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6.3 Implications for practice 

 
Facebook had a significant attitudinal impact on awareness and knowledge amongst 

Generation Y in SA. This result supports the decision by marketers in SA to spend a 

substantial amount of their promotional budgets on social media advertising. However, 

it should be taken into account that Generation Y has not yet formed permanent con- 

sumer behavior tendencies, and since a number of them are unemployed or students 

and have limited income, it may result in low levels of the higher hierarchy-of-effects 

stages, especially in terms of the ultimate purchase. Nevertheless, South African mar- 

keters should take the abovementioned results into cognizance in an endeavor to raise 

awareness and knowledge levels among Generation Y. 

The researcher anticipated that Facebook advertising, which is accessed by mobile 

devices would result in more favorable cognitive attitudes than desktops, however, 

highest awareness and knowledge levels were found when Facebook was accessed by 

both PC and mobile device. Still, marketers should take mobile marketing communi- 

cations into consideration owing to the incremental adoption rate of mobile devices 

in SA. This research established that advertising on Facebook had the highest impact 

on cognitive attitudes in relation to the longer the amount of time spent on the social 

medium by Generation Y. Though, this inquiry established that nearly half of Genera- 

tion Y spent one hour or less on the SNS per log on period, which is disadvantageous 

to the advertising efforts. Hence, South African marketers should aim to include an 

assortment of Facebook’s extensive collection of social plugins and apps in an effort to 

keep young adults entertained on Facebook for lengthier time periods, which should 

result in more favorable cognitive attitudes towards their organization and brands. 

This study also determined that Generation Y members who updated their Facebook 

profiles more frequently resulted in the most positive cognitive attitudes. Accordingly, 

organizations and marketers in SA could use Facebook metrics to target the most 

active Generation Y users, as well as Facebook’s social plugins and apps as part of 

their promotion strategy which may have a favorable effect on their profile updating 

frequency [25]. 

Black and Colored ethnic groups showed higher awareness and knowledge levels 

than the White population group. Petzer and Meyer [45] revealed that a substantial 

Black middle class had grown with greater spending power than their White compa- 

triots. However, almost one in four South Africans live below the poverty line, but 

also have future aspirations, which has stimulated a demand for products and services 

that are not customarily associated with bottom-end consumers. Consequently, young 

adults of color are a possible lucrative target market, which has in recent times received 

greater exposure to advertising on social media that could be taken advantage of by 

astute marketers. 

There are huge opportunities for both international and local organizations to exploit the 

shift to digital media (SNS and mobile) marketing communications by developing 

their marketing communication strategies to actively engage and connect with con- 

sumers across multiple interactive conduits [28]. SNS media is growing incrementally 

as a promotional tool, but it is up to organizations and marketers to recognize that 

the needs, wants and expectations of young consumers are constantly changing and, 

therefore, this should be considered when advertising on SNS such as Facebook [40]. 
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Additionally, the advertisements should be stimulating, entertaining and interactive to 

appeal to Generation Y who are particularly unpredictable and sometimes challenging 

to reach. Marketers in SA must endeavor to comprehend what prospective consumers 

are doing on social mediums such as Facebook, and should be willing to adjust social 

media marketing communication strategies, as a result of consumer feedback, changes 

that occur in the environment and academic research in order to improve their effec- 

tiveness. This research adds greater insight into the efficient use of the marketers’ 
arsenal of social media marketing communication tools. It provides South African 

marketers with an understanding of the cognitive attitudes, usage behavior and demo- 

graphic variables that may allow them to ultimately influence purchase decisions, via 

Facebook advertising, among the ambivalent Generation Y cohort. 

 
 

7 Limitations and future research 

 
This study is not without limitations and some will provide an avenue for further 

research. No distinction was made between the between different types of Facebook 

advertising and the effect thereof was examined collectively. Future inquiries could 

examine the influence that the different types of Facebook advertising have on atti- 

tudes. The research focused on a single cohort, but a comparative study of the other 

cohorts would provide a more comprehensive framework of the attitudinal influence 

of Facebook advertising. This study represents a ‘snap shot’ of attitudes toward SNA, 

whereas further research could consider the progression of attitudes towards Facebook 

advertising over an extended period of time, in other words, a longitudinal research 

design. Qualitative research would also provide greater depth of understanding of 

young adults’ attitudes, and other attitude components such as cognitive and conative 

attitudes, which should also be investigated. Furthermore, additional research on other 

popular SNS such as Twitter, YouTube, LinkedIn and Google+ could be affected, as 

could comparative studies with other developing and first world nations. 
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