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Abstract

The purposes of the study of "The perception and response of Online advertising of
adolescent consumers” are (1) to study the perception of adolescent consumers towards
online advertising, (2) to study the response of adolescent consumers after exposure to
online advertising using demographic characteristics and (3) to study the relationship

between the perception of online advertising and the response of consumers.

The study is a mixed-method research. Data of the qualitative research were
collected by having conversations with 12 teenagers who exposed to online advertising. The
populations used in the quantitative research as a sample group were 330 adolescent
consumers who exposed to online advertising. The questionnaire had been used as a tool to

collect the data.

Statistics were analyzed by using percentage, means, standard deviation, T-test, One-

way analysis of variance and a correlation coefficient of Pearson.
Conclusions

1. The perception level of adolescent consumers towards online advertising: The
study found that most respondents were exposed to online advertising through an online
social network, for example, Facebook and Instagram. Consumers were most interested in
searching for more information of the products. Advertising on online social network was the
main source where highest level of perception was found and it was advertised through
friend’s connection. PR/Advertorial format was at average level and direct advertising was at

low level.

2. Response process of adolescent consumers after being exposed to online
advertising by demographic characteristics: it was found that respondents had intention and
interest to follow the product or service posted on online advertising. Desire to purchasethe

product or service was at average level while purchasing decision after being exposed to



online advertising was at low level. The result of comparing responses of adolescent
consumers after being exposed to online advertising, by demographic characteristics which
include gender, income and domicile, was found not different with statistic significant level

of .05

3. Relationship between perception of online advertising and response process of
adolescent consumers: it was found that perception of direct advertising has statistically
significant correlated with a response process of adolescent consumer. Correlation with
intention was at 0.5, with interest, desire, and purchase decision making were at 0.1. The
perception through friends’ network and PR/Advertorial format correlated with response
process of consumers in all 4 aspects; intention, interest, desire, and purchasing decision

making at statistical significance of 0.1

4. The data collected from focus group conversation shows that group participants
have often been exposed to online advertising because most people would use internet all
day, except bedtime. Viewing advertisement was sometimes just a random look, sometimes
viewing with attention, and sometimes just closing the advertisement, particularly if it was
about persuasion to get a job. The purpose of viewing the advertisement on YouTube was
to find out more information of the product and to watch the reviews of people who have
used the product. Viewing online advertisement could be done through tools i.e. Notebook,
Smartphone, Desktop computer and Tablet, however most people used Smartphone.
Online advertisement which people like to watch contains illustrations which include slides
and movies, advertisement with high number of “Like”, advertisement which presents both
positive and negative reviews. Popular sources where people view online advertisement are
Facebook and Instagram. Influence of social network towards purchase decision making, it
was found that if there were high numbers of review and “Like”, it will affect purchase
decision making. “Bloggers" were also affected the decision making through their reviews,
number of purchases, seller’s background, account history and fraud background would be

»

searched through “Google” search engine. Interest on celebrity was less because people

would look for more information by watching review of the product more than viewing an



advertisement. PR/Advertorial format has an impact on decision making as it provides
product information, once people get to know the products; they tend to look for similar

ones but with lesser price.



