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Abstract: This examination is an endeavor to research the impact of social media educational advertisements
on professional course students. The main aim of this research was to find out the attitude and behaviour
change in higher education students of Hyderabad regarding advertisements on social media. Descriptive
Survey method was used in this study. The sample consists of 300 professional course students from
Hyderabad district. The investigator used a stratified random sampling technique for selecting the sample. A
questionnaire was constructed for the professional course students to find out the opinions of students on the
impact of educational advertisements through social media on students. Data was collected through different
means some of them are 1) Personal administration of questionnaire with 300 professional students; 2)
Secondary data collected from websites and journals; and 3) Informal interview, survey with individuals who
use to follow ads. The data were analyzed using various statistical methods like Mean, Standard Deviation, t-
test and F-test (ANOVA) by SPSS package. The mean score obtained by different groups is compared across
the variables like age, gender, caste, religion, family income, size of the family, nativity, educational
qualifications, and occupation. The results are discussed in light of previous research done.
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1. INTRODUCTION

In the present world, Life is very difficult to consider without mass media. Media informs, entertain,
educate, aware and invade us. Media are one of the major factors of social change. New media has its
impact and influence on society and culture. Social media evolution has deeply transformed the
communication landscape picture (Steven, 2011). Social media exploded as a category of online
discourse which enables people to create contents, share them, bookmark them and network at a
prodigious rate (Jha and Bharadwaj, 2012). Social media is a phenomenon that has drawn a lot of
attention both to companies and individuals interacting in the networking landscape. However, when
it comes to giving a clear definition of what social media is, the understanding of the term is very
minimal. Managers and academic researchers seem to differ on how social media differ from
interchangeable related concept web 2.0 and User Generated Content (Kaplan and Haenlein, 2010).
Advertising is the means of promoting, informing as well as influencing the general public to
purchase an item or services through visual or oral messages.

The advertising message is considered as an important component in the advertising communication
process. It is the idea, demean our, picture or other information that the advertiser wish to pass on to
the intended interest group. An ideal advertising message should command and draw attention, hold
the interest, arouse desire for possession of the product, and elicit an action (Gupta, 2012). The
adequacy of an advertising message depends to an enormous degree on its visual substance. The
advertiser must find an intrigue, appeal, theme, idea or one kind of selling proposition.

Advertising is often considered within a framework that identifies advertising appeals as basically
either rational or emotional (Solomon, 1992). An advertising claim alludes to the approach used by an
advertiser to draw in the consideration or interest of the purchaser and influence their sentiments
towards the product, service or idea. The visual components used in the advertisements not only pass
the information but also reinforce the advertising claims. Kotler (1997) pointed out in his study that
advertising appeal is the theme of an advertisement. To make the audience receive a necessary
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message, advertisers have to put some driving power into the message, this driving power is an
appeal. Every advertising appeal represents an attraction, which arouses consumers’ desires (Lin,
2011). It ensures good connectivity and trust between the advertiser and the consumers and adds value
to the product. Since the advertiser expects to create a favourable attitude about the product which
will lead to positive actions in the mind of the consumer, a unique visual attribute is required to
improve the taste and acknowledgement of the customer about the product in this manner advertised.

The rationale for this study was motivated by a personal interest in social media. The social
media advancement has deeply transformed the communication landscape picture. Social media is the
name of the social networking sites such as Facebook, Twitter, LinkedIn, Myspace, and blogs these
websites are the important websites for companies so they can maintain direct relationships with their
customers. Nazeer (2017) investigated that companies have built entire departments who design and
control social media according to their companies needs and promotional activities. Social media is
different from traditional media because it is generated by users of these websites and users have
more control over its use and they also generate content by themselves at times. Tarakeswara (2018)
revealed that these emergent new forms of user-generated content are transforming mediated
communication in the 21% century and students of social networks will come away with a fresh
understanding of how user-generated content is fundamentally reshaping, mediated communication on
multiple levels.

Kolan and Dzandza (2017) argued that the nature of social media as a useful servant but a dangerous
master” and a two-edge sword has been revealed in the findings of the study that, despite the benefits
that students can harness from social media networks such as sharing of information, building
relationship, partaking in group discussions from near and far among others, there is to some extent
addiction and distraction of attention caused by the use of social media which could have serious
consequences on the academic life of students. According to Tuten (2008), if social media became a
part of a promotional campaign it can increase brand awareness and it can also improve its image and
reputation. He has also mentioned that the traffic to a retail website can be increased, there could be
an increment in the sales and overall basic advertisements strategy could be enhanced. To conduct
information searches about a product and to make purchasing decisions customers are attracting to
several types of social media on the internet.

2. NEED AND IMPORTANCE OF THE STUDY

Social media refers to all applications and websites or blogs that enable people around the globe to
interconnect via the internet, chat, and share content, video call among many other functionalities it
offers to its users. For a person to be a member of any social media, he or she has to first signup and
then sign in to access content and be able to share and chat with other users of that social media
platform. The use of social media has both negative and positive impacts on youth today. The
researcher focus to bring into light that the impacts of social media specifically on the youth of this
present generation. These impacts include both positive and negative. The positive impacts of social
media on the youth today include making them update on the events happening around the globe and
also enables the network and stay connected with their fellow youth and friends without physical
meetings. Additionally, youth can create pages and groups in the social media platforms based on
their professions, faith among other dimensions of their lives and this leads to more connections being
built and more opportunities being opened for their respective disciplines. This can even lead to more
employment opportunities being created for unemployed youths. Hence, the present study examines
the impact of educational advertisements through social media on students in Hyderabad.

This study aims to examine the attitude of professional course students towards the impact of
educational advertisements through social media on students targeted advertising on their homepage.
It will measure the behavioural adaptations and changes in user’s attitude towards these
advertisements. There is a rise in advertisements of online social networks, and perception of
professional course students regarding targeted messages on a popular network like Facebook is not
known to a greater extent. Marketers should be enabled to reach users with relevant advertisements
and personalized messages. Such targeting will increase the value of advertising for both advertisers
and social network users.
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2.1.Research Objectives

1. To study the impact of educational advertisements through social media on students of the
professional course in Hyderabad.

2. To study the significant differences in the perceptions of the students towards the impact of
educational advertisements through social media based on their socio-economic backgrounds viz.,
age, gender, caste, religion, family income, size of the family, nativity, qualification and
occupation.

3. To find remedial measures to benefit the professional course students more from the provision.
2.2.Literature Reviews

There are many studies about the impact of social media on the student’s academic performance and
mental behaviour. There are few studies conducted over the effect of advertisements through social
media on student’s behaviour. For example, Kuppuswamy and Narayan (2010) reviewed on “The
Impact of Social Networking Websites on the Education of Youth”. Social networking websites like
Orkut, Facebook, Myspace and YouTube are becoming more and more popular and has become part
of daily life for an increasing number of people. Because of their features, young people are attracted
to social networking sites. The study argues that these social networking websites distract students
from their studies, but these websites can be useful for education based on sound pedagogical
principles and proper supervision by the teachers. Tarakeswara, R. I. (2017) revealed that social
networking sites are a boon and curse for the society, young people who share personal experiences
online taking steps to protect their own and other identities.

Fauser et al. (2011) argue that though communication is the core dimension of social media networks,
not all platform categories are equally suitable for all marketing objectives because most of the
platforms are not equally well suited for information, collaboration, and even for cultivating
relationships. Ali Sarikas et al., (2016) studied on “Impact of Advertisements in Social Media on
Purchasing Behaviour of Associate Students”. The researchers discussed that the impact of
advertisements on social media, commonly used by university students, on the purchasing behaviour
of consumers was investigated. Shabnoor Siddiqui and Tajinder Singh (2016) argued that the youth
discussed more on social media with a positive and negative effect, focusing on a particular field like
business, education, society and youth. And one more thing they described how these media will
broadly affect society. Lukka and James (2014) in a study revealed that products can be advertised
through Facebook in a personalized manner. Advertisers while placing their ads on Facebook can
customize their information to their specific audience. They can target individuals based on mutual
interests and demographic information.

There is a correlation between social media usage and academic performance of students in
universities. There have been various views and opinions which recognize four major advantages of
social media use in higher education. These include; enhancing relationship, improving learning
motivation, offering personalized course material, and developing collaborative abilities (Wheeler,
Yeomans and Wheeler, 2008; Rifkin, Longnecker, Leach and Ortia, 2009). Akshadeep Bhardwaj and
Vinay Avasthi, Sam Goundar (2017) studied on “Impact of Social Networking on Indian Youth - A
Survey”. The extensive use of social networking in India has been on the rise among the new
generation youths. In today's world, life cannot be imagined without Facebook, YouTube, Instagram,
What's App, Linkedin or Twitter accounts and online handles.

3. METHODOLOGY

The investigator followed the survey method of descriptive research. For this investigation, the
questionnaire had been considered as a suitable tool for the collection of data. The present
investigation is collected from the perceptions of professional course students towards the impact of
educational advertisements through social media on students, a questionnaire was constructed and
administered to find out the results from the selected target group.

According to the research, the survey will be conducted amongst the (300) students one who belongs
to UG to PG courses which are located in Hyderabad district of Telangana, India. The variables are
studied like, Age, Gender, Caste, Religion, Family Income, Size of the family, Nativity, Qualification
and Occupation.
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3.1. Statistical Techniques Used

The investigation has been carried out by the descriptive statistical analysis, such as calculating
measures of central tendency like Mean and calculating measures of dispersion like Standard
Deviation. For testing the null hypothesis, the ‘t’ - test and Analysis of Variance have been used by
the investigator. The ’t’ test is used to test the null hypothesis when the data is correlated from
matched groups. Analysis of (ANOVA) variance is used to find out the effect, if any, of the variables
studied.

4. DATA ANALYSIS AND RESULTS

Tablel. Mean, SD, and ‘F’/’t’ Values on the perceptions of Professional course students based on their Socio-
Economic variables towards the Impact of Educational Advertisements through Social Media on Youth

Variable Category Mean S.D. F/t-value p-value
15-20 22.42 7.10
21-25 22.87 6.51 o

Age 26-30 20.43 360 | 07 0.00
More than 30 19.67 4.03
Male 24.05 7.00 o

Gender Female 2083|608 |74 0.00
oC 23.33 6.54
BC 21.94 6.79 o

Caste SC 19.54 6.35 8.12 0.00
ST 18.00 3.12
Hindu 24.90 6.76

Religion Muslim 22.40 6.65 4.19* 0.02
Christian 19.64 7.48

Family Less than Rs. 1 Lakh 23.08 6.66

Income Rs. 1 Lakh -Rs.5 Lakh 21.39 6.62 4.89* 0.01
More than Rs. 5 Lakh 22.26 6.89
2 24.18 6.73

Size of 3 21.86 6.33

the Family 4 23.10 6.79 5.97** 0.00
5 21.06 6.51
More than 5 members 19.55 5.85
Rural 22.64 7.12

Nativity Semi Urban 21.71 5.87 0.48"° 0.70
Urban 22.26 6.60
Under Graduation 22.23 6.67

A Post-Graduation 22.34 6.71 *

Qualification M.Phil /PhD. 2500 767 3.40 0.02
Professional Courses 27.20 6.92
Job 22.72 5.81

. Business 24.58 6.95 *

Occupation Self Employed 2386 646 | > 0.02

Unemployed 21.93 6.84

**Significant at 0.01, *Significant at 0.05 level and NS: Not Significant

The above table revealed that, the mean perceptual scores of students towards the impact of
educational advertisements through social media on students. The mean perceptual scores for below
15-20 years age group was 22.42, for 21 to 25 years age group students was 22.87 and it was for 26-
30 years age group students was 20.43, whereas it is for the More than 30 years age group students
was 19.67. The Standard Deviations for 15-20, 21-25, 26-30 and More than 30 years age group
students were 7.10, 6.51, 3.69 and 4.03 respectively. The ‘F’-value was 6.77 and the p-value was
0.00, which was statistically significant at 0.05 level. This shows that there is a significant difference
among the perceptions of students based on their age group and 21-25 years age group students
perceived high towards the impact of educational advertisements through social media on students
than that of 15-20, 26-30 and more than 30 years age group students.

Gender revealed that the mean perceptual score of male students was 24.05, whereas it is for the
female category students was 20.83. The Standard Deviations for male and female students were 7.00
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and 6.08 respectively. The derived t — value was 6.74 and the p-value was 0.00 which was statistically
significant at 0.01 level. This shows that there is a significant difference between the perceptions of
male and female students and male category students perceived high towards the impact of
educational advertisements through social media on students than that of female category students.

About Caste, the mean perceptual scores for OC caste students was 23.33, for BC caste students were
21.94 and it was for SC caste students was 19.54, whereas it was for ST caste students was 18.00. The
Standard Deviations for OC, BC, SC and ST caste students were 6.54, 6.79, 6.35 and 3.12
respectively. The ‘F’-value was 8.12 and the p-value was 0.00, which was statistically significant at
0.01 level. This shows that there is a significant difference among the perceptions of students based
on their caste and OC caste students perceived high towards the impact of educational advertisements
through social media on students than that of BC, SC and ST caste students.

Concerning Religion, the mean perceptual scores for Hindu religion students was 24.90, and it was for
Muslim religion students was 22.40, whereas it was for Christian religion students was 19.64. The
Standard Deviations for Hindu, Muslim and Christian religion students were 6.65, 6.76 and 7.48
respectively. The ‘F’-value was 4.19 and the p-value was 0.02, which was statistically significant at
0.05 level. This shows that there is a significant difference among the perceptions of students based
on their religion and Hindu religion students perceived high towards the impact of educational
advertisements through social media on students than that of Christian and Muslim religion students.

In the case of family income, the mean perceptual scores for less than Rs. 1 lakh family income
students was 23.08, and it was for Rs. 1 lakh to Rs. 5 lakh family income of students was 21.39,
whereas it was for more than Rs. 5 lakh family income of students was 22.26. The Standard
Deviations for less than Rs. 1 lakh, Rs. 1 lakh to 5 lakhs and More than Rs. 5 lakhs family income
students were 6.66, 6.62 and 6.89 respectively. The ‘F’-value was 4.89 and the p-value was 0.01,
which was statistically significant at 0.05 level. This shows that there is a significant difference
among the perceptions of students based on their family income and less than Rs. 1 lakh family
income of students perceived high towards the impact of educational advertisements through social
media on students than that of Rs. 1 lakh to 5 lakhs and More than Rs. 5 lakhs family income of
students.

Concerning Size of the family, the mean perceptual scores for 2 members of the family size of
students was 24.18, for 3 members of the family size of students was 21.86 and it was for 4 members
of the family size of students was 23.10, and for five members of the family size of students was
21.06, whereas it was for more than five members of the family size of students was 1955. The
Standard Deviations for 2, 3, 4, 5 and more than 5 member of the family size of students were 6.73,
6.33, 6.79, 6.51 and 5.85 respectively. The ‘F’-value was 5.97 and the p-value was 0.00, which was
statistically significant at 0.01 level. This shows that there is a significant difference among the
perceptions of students based on their family size and two members of the family size of students
perceived high towards the impact of educational advertisements through social media on students
than that of 3, 4, 5 and more than 5 members of the family size of students.

About Nativity, the mean perceptual scores for rural area students was 22.64, and it was for Semi-
Urban area students was 21.71, whereas it was for urban area students was 22.26. The Standard
Deviations for rural, semi-urban and urban area students were 7.12, 5.87 and 6.60 respectively. The
‘F’-value was 0.48 and the p-value was 0.70, which was statistically not significant. This shows that
there is no significant difference among the perceptions of students based on their Nativity and they
perceived similar opinion towards the impact of educational advertisements through social media on
students.

In the case of Qualification, the mean perceptual scores for Under Graduation students was 22.23, for
Post-Graduation students were 22.34 and it was for M.Phil./Ph.D. qualified students was 25.00,
whereas it was for Professional course students was 27.20. The Standard Deviations for Under
Graduation, Post-Graduation, M.Phil./Ph.D. and Professional course students were 6.67, 6.71, 7.67
and 6.92 respectively. The ‘F’-value was 3.40 and the p-value was 0.02, which was statistically
significant at 0.05 level. This shows that there is a significant difference among the perceptions of
students based on their qualification and Professional course students perceived high towards the
impact of educational advertisements through social media on students than that of Under Graduation,
Post-Graduation and M.Phil./Ph.D. qualified students.

International Journal of Media, Journalism and Mass Communications (IJIMJMC) Page| 18



Understanding the Impact of Social Media Educational Advertising on Professional Course Students

Concerning occupation, the mean perceptual scores for students who are employed was 22.72, and for
s students who are doing business was 24.58 and it was for self-employed students was 23.86,
whereas it was for unemployed students was 21.93. The standard deviations for job, business, self-
employed and unemployed students were 5.81, 6.95, 6.46 and 6.84 respectively. The ‘F’-value was
3.49 and the p-value was 0.02, which was statistically significant at 0.05 level. This shows that there
is a significant difference among the perceptions of students based on their occupation and business
occupation of students perceived high towards the impact of educational advertisements through
social media on students than that of the rest of occupations of the students.

5. CONCLUSION

It was noticed that a significant difference was found among the perceptions of students based on their
age, gender, caste, religion, family income, size of the family, qualification and occupation towards
the impact of educational advertisements through social media on students. According to their age, 21
to 25 years age group students perceived high than that of 1-20, 26-30 and more than 30 years age
group students, basing on their gender, male category students perceived high than that of female
category students, according to their caste, OC category students perceived high than that of BC, SC
and ST category students, for their religion, Hindu religion students perceived high than that of the
rest, about the size of the family, two members of the family size of students perceived high than that
of 3, 4, 5 and more than 5 members of the family size of students, according to their qualification,
professional course students perceived high than that of UG, PG and M.Phil./Ph.D. qualified students
and also according to their occupation, business occupation of students perceived high than that of
job, self-employed and unemployed of the students.

No significant were found between the perceptions of students based on their nativity towards the
impact of educational advertisements through social media on students and they perceived similar
opinion. Parents should guide and advise their children on current matters like the usage of social
media and warn them of its negative impacts on them when misused or overused. The education
curriculum also should be revised so that it can include social media studies in its disciplines to alert
students that they need to be careful in their social media usage. It is further recommended that social
media should be seen as the prophet to media solution to advertising communications issues, but
rather, the choice of social media should be made in the understanding of the fact that it is best used in
conjunctions with other advertising communications.
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