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This study is to find the relationship between Facebook advertisement and
gratification of millennial generation’s needs in Klang Valley using the Uses and
Gratification theory. Under the Uses and Gratification theory, the five needs are
Cognitive needs, Affective needs, Personal Integrative needs, Social Integrative
needs and Tension Free needs which are adopted as the independent variables. The
dependent variables are the Facebook everyday usage, searching habits and
purchasing activities via Facebook advertisements. It applies the quantitative survey
design and self-administered questionnaire. Two hundred convenience samples were
distributed among the Klang Valley millennial generation, and surveys was
conducted on them. The correlation analysis findings of this thesis were; (a)
Cognitive needs only shows a significant positive correlation for using and searching
but not on purchasing through Facebook advertisement, (b) Affective needs shows a
significant positive correlation for all using, searching and purchasing through
Facebook advertisement, (c) Personal Integrative needs only shows a significant
positive correlation for using and searching but not on purchasing through Facebook

advertisement, (d) Social Integrative needs does not show any correlation for all



using, searching and purchasing through Facebook advertisement, (¢) Tension Free

needs only shows a significant positive correlation for using and searching but not on
purchasing through Facebook advertisement. In conclusion, most Klang Valley
millennial generation only using and searching Facebook advertisement but does not
purchase products or services through Facebook advertisement. These findings
showed that millennial in Klang Valley only correlate the affective needs with the
purpose of using, searching and purchasing products or services through Facebook
advertisement. This study also hope to contribute to more practical policy application

in terms of Facebook advertisement and correlation of needs.
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CHAPTER 1

INTRODUCTION

1.1 Introduction

Advertising is a term derived from Latin “advertere” meaning to focus on a specific
thing (Bootwala, S. et al., 2007). Advertising is a paid, mediated form of
communication from identifiable source designed (Richards, J. et al., 2009) to
influence viewers to respond immediately or in the near future. Mediated means that
some medium like television or even internet could convey the message from the
sender to the receiver. Advertising basically means announcement. However, the
evolution of advertising has changed the functions of advertisements which to
persuade the prospective buyer, brand preference, brand loyalty and create demand.
Advertising is targeting group of people and it is not the type of general public. Thus,
the target audience is for the potential and existing buyer (Richards, J. et al., 2009).

Advertising is done generally through mass media like television, newspapers,
magazines, radio and internet. Online advertising is the new trend following the
developing of the Internet. Therefore, consumers are rapidly spending more time
online as compared to watching television which make the medium becomes
important in business world (Stokes, 2009). Social Media is the new means of
publicising for most organization and YouTube, Twitter, and Facebook becomes
among the popular marketing process provided in the social media. Social media
marketing allows consumers to link and develop network that customized and initiate
trade on contemporary marketing (Naidoo, T., 2011). Mark Zuckerberg formed
Facebook in 2004, designed as a social network for middle age students and it is a

social networking site that was designed for middle age students functioned under

control.



REFERENCES

Abrahamson, D. (1998). The visible hand: Money, markets, and media evolution.
Journalism and Mass Communication Quarterly, 75, 14—18.

Always. (n.d.). Retrieved July 2, 2018, from https://www.merriam-
webster.com/dictionary/always

Asemah, E. S. (2011). Selected mass media themes. Jos: University Press.

Bajracharya, S. (2018). Uses and Gratifications Theory - Businesstopia. Retrieved
from  https://www.businesstopia.net/mass-communication/uses-gratifications-
theory

Barnes, N., & Correia, D. (2016). Millennials and Social Commerce. Retrieved from
https://www.conference-board.org/retrievefile.cfm?filename=SNCR-001-
Millenials-and-Social-Commercel.pdf&type=subsite

Best Practice Guide Marketing on Facebook. (2011). Retrieved from
https://www.zbw-mediatalk.eu/wp-
content/uploads/2011/04/FacebookBestPracticeGuide.pdf.

Bhattacherjee, A. (2012), Social Science Research: Principles, Methods, and
Practices , USF Tampa Bay Open Access Textbooks, Tampa, FL.

Bird, D. K. (2009). The use of questionnaires for acquiring information on public
perception of natural hazards and risk mitigation—a review of current
knowledge and practice. Natural Hazards and Earth System Sciences, 9(4),
1307-1325.

Boer, C. de & S. Brennecke (1999/2003). De Uses and Gratifications benadering. In:
Boer, C. de & S. Brennecke, Media en publiek, Theorieén over media-
impact (97-115). Amsterdam: Boom.

Bootwala, S., Lawrence, M. D., & Mali, S. R. (2007). Advertising and sales
promotion. Pune: Nirali Prakashan.

Bruno, K. (2010). Forbes Welcome. Retrieved from https://www.forbes.
com/sites/marketshare/2010/09/28/advertising-week-201 0-the-advertising-
impact-of-facebook/#263a1f1c451f.

Buckingham, D. (2013). Making Sense of the ‘Digital Generation’: Growing Up with
Digital Media. Self & Society, 40(3), 7-15.

Bui, T. V. (2014). Social Media on a Stick: A uses and gratification approach toward
helping mobile food vendors engage consumers on Instagram.

Bulmer, M.: Questionnaires, 1st edition, Sage Benchmarks in Social Science
Research Methods, edited by: Bulmer, M., Sage Publications, London, 354 pp-,
2004.

Burns, AC & Bush, RF 2000, Marketing research, Prentice Hall International, Inc.,
New Jersey.

97




Carey, J. W. (1998). The Internet and the end of the National Communication
System: Uncertain predictions of an uncertain future. Journalism and Mass
Communication Quarterly, 75(1), 28-34.

Chang, Dina, "Gratifications associated with Snapchat usage among young people:
Uses and gratifications analysis" (2017). Graduate Theses and Dissertations.
15276. http://lib.dr.iastate.edu/etd/15276.

Connelly, L. M. (2008). Pilot studies. Medsurg Nursing, 17(6), 411-2.

Constine, J. (2017). Facebook now has 2 billion monthly users... and responsibility.
Retrieved from https://techcrunch.com/2017/06/27/facebook-2-billion-users/.

Cowles, D. (1989). Consumer perceptions of interactive media. Journal of
Broadcasting & Electronic Media, 33, 83—89.

Creswell, J. W.: Research Design: Qualitative, Quantitative and Mixed Methods
Approaches, 2nd edition, Sage Publications, Inc, California, 246 pp., 2003.

Curran, K., Graham, S., & Temple, C. (2011). Advertising on
Facebook. International Journal of E-business development, 1(1), 26-33.

Cynthia Ohajionu, U., & Mathews, D. (2015). ADVERTISING ON SOCIAL
MEDIA AND BENEFITS TO BRANDS. Retrieved from http://ejournal.ukm.
my/ebangi/article/download/12876/4139.

de Vaus, D. A.: Surveys in Social Research, 5th edition, Allen & Unwin, Crows
Nest, Australia, 379 pp., 2002.

Dehghani, M., & Tumer, M. (2015). A research on effectiveness of Facebook
advertising on enhancing purchase intention of consumers. Computers in
Human Behavior, 49, 597-600.

DeVaney, S. A. (2015). Understanding the millennial generation. Journal of
Financial Service Professionals, 69(6), 11-14.

Dicken-Garcia, H. (1998). The Internet and continuing historical discourse.
Journalism and Mass Communication Quarterly, 75, 19-27.

Dommeyer, C.J., P. Baum, and R.W. Hanna. 2002. College students’ attitudes
toward methods of collecting teaching evaluation: in-class versus online.
Journal of Education for Business 78, no. 2: 11-15.

Dérnyei, Z. (2007). Research methods in applied linguistics. New York: Oxford
University Press.

Dunay P. & Krueger R. (2009) Facebook Marketing for Dummies, For Dummies
Publishing, NY, 2009

Eighmey, J. (1997). Profiling user responses to commercial web sites. Journal of
advertising research. '

Facebook Ads — Facebook Advertising Explained. (2012). Retrieved from
https://www.qwaya.com/facebook-ads/guide-to-facebook-ads.

Field, A. (2009), Discovering Statistics using SPSS , 3rd ed., Sage, London.

98



LF FRASTRACTLSRE URIVE

STy

%

FeRT

A& S35

Foot, D.K., and Stoffman, D. (1998). Boom, Bust and Echo 2000: Profiting from the
Demographic Shift in the New Millennium. Toronto: Macfarlane, Walter &
Ross.

Gall, Meredith D., Gall, Joyce P., & Borg, Walter R. (2007). Educational research
(8th Edition), A B Longman Publishing, ISBN: 0-321-08189-7

Gallion, A. J. 2010. Applying the uses and gratifications theory to social networking
sites: A review of related literature. https://www.academia.edu/1077670/
Applying_the Uses and Gratifications Theory to Social Networking Sites
A Review of Related Literature.

George, D. and Mallery, P. (2003), SPSS for Windows Step by Step: A Simple Guide
and Reference , 4th ed., Allyn & Bacon, Boston, MA.

Gibs, J. & Bruich, S., 2010. Advertising Effectiveness: Understanding the value of a
Social Media Impression, [e-journal] 1(1), Abstract only. Available through:
Nielson Company database: 7-8.

Ha, L. (1995). Subscriber’s behavior in electronic discussion groups: A comparison
between academics and practitioners. In Proceedings of the first annual
conference on telecommunications and information markets (pp. 27-36).

Ha, L., & James, E. L. (1998). Interactivity reexamined: A baseline analysis of early
business Web sites. Journal of Broadcasting & Electronic Media, 42, 457-474.

Hair, J.F.,Bush, R.P.and Ortinau, D.J. (2009), Marketing Research , McGraw
Hill/Irwin, New York, NY.

Howe N and Strauss W (2003) Millennials Go To College. American Association of
Collegiate Registrars and Admissions Offices (AACRAO) and Life Course
Associates. Great Falls, VA.

Howe, N., & Strauss, W. (2000). Millennials rising: The next great generation. New
York: Vintage Books.

Kane, J. (2015). Uses & Gratification Theory — Social Media | Newhouse. Retrieved
from http://newhousesocialmedia.syr.edu/uses-gratification-theory-social-
media/

Katz, E., Gurevitch, M., & Haas, H. (1973). On the use of the mass media for
important things. American Sociological Review, 38, 164—181.

Kuehn, S. A. (1994). Computer-mediated communication in instructional settings: A
research agenda. Communication Education, 43, 171-182.

Levy, A. (2016). Millennials Spend Way More Time on Facebook Than Any Other
Social Network. Retrieved from https://www.fool.com/investing/general/
2016/04/04/millennials-spend-way-more-time-on-facebook-than-a.aspx

Li, D. 2005. Why do you blog: A uses-and-gratifications inquiry into bloggers(]
motivations http://citeseerx.ist.psu.edu/viewdoc./download?doi=10.1.1.91.6790
&rep=repl&type=pdf.

99




=ON

= A BERRAGEY
LLF FeAST I ST TLSRE UV ERS! TY
== %3 R SaSTeToasve

Li, Nai-Se, "Gratification obtained from television shows on Internet TV and
conventional TV" (2013). Graduate Theses and Dissertations. 13076.
http://lib.dr.iastate.edu/etd/13076.

Lilley, S., Grodzinsky, F.S., & Gumbus, A. (2012). Revealing the commercialized
and compliant Facebook user. Journal of Information, Communication and
Ethics in Society, 82(92).

Loomer, J. (2016). Facebook Reach Objective: Cap Ad Frequency While
Maximizing Reach - Jon Loomer Digital. Retrieved from https://www.
jonloomer.com/2016/10/27/facebook-reach-objective/.

Lukka, V., & James, P. T. (2014). Attitudes toward Facebook advertising. Journal of
management and Marketing Research, 14, 1.

Lutze, H. (2010). Using Facebook as a business-building tool. Agency Sales, 40, 46-
48.

Maree, K. (2007), First Steps in Research , Van Schaik, Pretoria.
Market and Trade Profile Report on Malaysia, (2010). Published by visitbritain.com.

McCorkindale, T., DiStaso, M. W., & Sisco, H. F. (2013). How millennials are
engaging and building relationships with organizations on Facebook. The
Journal of Social Media in Society, 2(1).

McGuirk, P. M. and O’Neill, P.: Using Questionnaires in Qualitative Human
Geography, in: Qualitative Research Methods in Human Geography, edited by:
Hay, I., Oxford University Press, Australia, 147-162, 2005.

McKillen, Dan (2002). Web still growing by two million new U.S. users per month.
Medical Marketing and Media, 10-11.

Mecmc.gov.my. (2017). INTERNET USERS SURVEY 2017. Available at:
https://www.mcmc.gov.my/skmmgovmy/media/General/pdf/MCMC-Internet-
Users-Survey-2017.pdf.

McQuail, D. 2010. Mass communication theory. 6th ed. Sage Publications Ltd.

MILLENNIALS A Portrait of Generation Next Confident. Connected. Open to
Change. (2010). Retrieved from http://www.pewsocialtrends.org/files/
2010/10/millennials-confident-connected-open-to-change.pdf.

Morris, M. & Ogan, C. (1996). The internet as mass medium. Journal of
Communication, 46(1), 39-50.

Naidoo, T. (2011). The effectiveness of advertising through the social media in
Gauteng. Retrieved from http://citeseerx.ist.psu.edu/viewdoc/download?
doi=10.1.1.463.7725&rep=repl &type=pdf.

Newhagen, J., & Rafaeli, S. (1996). Why communication researchers should study
the Internet: A dialogue. Journal of Communications, 46(1), 4-13.

Noyes, D. (2018). The Top 20 Valuable Facebook Statistics — Updated June 2018.
Retrieved from https://zephoria.com/top-15-valuable-facebook-statistics/

100




:‘«('{:\

LIRRIARY
MF FeUST RN TLENTE UrIIVERSITY
&= S A dd e

Odhiambo, M., & Adhiambo, C. (2012). Social Media as a Tool of Marketing and
Creating Brand awareness: Case study research.

Often. (n.d.). Retrieved July 2, 2018, from https://www.merriam-webster.com/
dictionary/often

Ogunyombo, Oludare & Oyero, Olusola & Azeez, Kunle. (2017). Influence of Social
Media Advertisements on Purchase Decisions of Undergraduates in Three

Nigerian Universities. Journal of Communication and Media Research. 9. 244-
255,

Ong, K., (2010). Online Shopping Statistics in Malaysia. Humanwebsites.com.my
[blog], 28 May. Available at: http://humanwebsite.com.my/blog/online-
shopping-statistics-inmalaysia.html.

Oppenheim, A. N.: Questionnaire Design, Interviewing and Attitude Measurement,
Continuum, London, 303 pp., 1992.

Palmer, A. & Koenig-Lewis, N. (2009). An experimental, social network-based

approach to direct marketing. Direct Marketing: An International Journal, 3(3),
162-176.

Parahoo K. (2006) Nursing Research: Principles, Process and Issues, 2nd edn.
Palgrave Macmillan, Houndsmill.

Parfitt, J.: Questionnaire design and sampling, in: Methods in Human Geography,
edited by: Flowerdew, R. and Martin, D., Pearson Education Limited, England,
78-109, 2005.

Park, H. & Cho, H. (2012). Social network online communities: information sources
for apparel shopping. Journal of Consumer Marketing, 29(6), 400-411.

Patton, M. Q.: Qualitative Evaluation and Research Methods, 2nd edition, Sage
Publications, Newbury Park, 532 pp., 1990.

Paul P (2001) Getting inside Gen Y. American Demographics. Available at:
http://adage.com/article/american-demographics/inside-gen-y/43704/.

Phonofile + The Orchard. (2014). Retrieved from http://phonofile.com/tools/social-
media/intro-facebook/.

Pitt-Catsouphes, M., Matz-Costa, C., & Besen, E. (2009). age & generations:
Understanding ~ Experiences at the  Workplace. Retrieved from
https://www.bc.edu/content/dam/files/research_sites/agingandwork/pdf/publica
tions/RHO06_Age Generations.pdf.

Polit D.F. & Beck C.T. (2010) Essentials of Nursing Research: Appraising Evidence

for Nursing Practice, 7th edn. Wolters Kluwer Health / Lippincott Williams &
Wilkins, Philadelphia.

Quarterman, J. S., & Carl-Mitchell, S. (1993). The computing paradigm shift. Journal
of Organizational Computing, 3, 31-50.

Richards, Jef & Daugherty, Terry & Logan, Kelty. (2009). Advertising History. 22 —
25.

101




=N

LARRARY
E ST AC TLARE UrIVERS!ITY

= ama R s asaTISe

Robson C. (2007) How to do a Research Project: a guide for undergraduate students.
Blackwell Publishing, Oxford.

Rodney, G., & Wakeham Dr, M. (2016). Social media marketing communications
effect on attitudes among Millennials in South Africa. The African Journal of
Information Systems, 8(3), 2.

Roscoe, J.T. 1975. Fundamental Research Statistics for the Behavioral Sciences.
(2nd Ed.). New York: Holt, Rinehart and Winston

Rosen, C. (2007, Summer). Virtual friendship and the new narcissism. The New
Atlantis: A Journal of Technology & Society, 17, 3-15.

S. Akpan, C., N. Nwankpa, N., & O. Agu, V. (2015). Vol. 5, No. 7; July 2015
(abstract 16). Retrieved from http://www.ijhssnet.com/journal/index/3151

S. Fischler, A. (2011). Quantitative Research Methods. Retrieved from
https://education.nova.edu/Resources/uploads/app/3S/ﬁles/arc_doc/quantitative
_research methods.pdf

Sarantakos, S.: Social Research, 2nd edition, Palgrave Macmillan Hampshire, 464
pp-, 2005.

Sekaran, U., 2000. Research Method for Business (3rd Ed.). New York: John Wiley
& Sons, Inc

Seung-A, A.J. (2012). The potential of social media for luxury brand management.
Marketing Intelligence & Planning, 30(7), 687-699.

Sofii, A. (2017). Kuala Lumpur Population 2018. Retrieved from
http://Worldpopulationreview.com/world—cities/kuala-lumpur-population/

Stokes, R. (2009). eMarketing the essential guide to online marketing. Retrieved
from http://resources.quirk.biz/ebookv2/ Quirk_full textbook2.pdf.

Strauss, W. & Howe, N. (1991). Generations: The history of America’s future, 1584
to 2069. New York, NY: William Morrow and Company Inc.

Su, S. (2010). Facebook’s Spanish-language market marked by fragmentation,
but promises opportunity. Retrieved from http://www.insidefacebook.com.
htmon 12th October, 2010.

Swant, M., & Swant, M. (2017). Facebook Raked in $9.16 Billion in Ad Revenue in
the Second Quarter of 2017. Retrieved from https://www.adweek.com/digital/
facebook-raked-in-9-1 6-billion-in-ad-revenue-in-the-second-quarter-of-2017/.

Sweeney R (2006). Millennial behaviors and demographics. New Jersey Institute of
Technology, Newark, NJ. Weigand H (2009). “Value modeling for the
pragmatic web — the case of social advertising.” Proceedings of -KNOW °09
and I-SEMANTICS ’09. September, 2009, Graz, Austria.

102




Wan Azmi, D., & Madden, D. (2015). A understanding gen y bridging the
knowledge gap of  malaysia’s  millennials. Retrieved from
https://www.aif.org.my/clients/aif d01/assets/multimediaMS/publication/Finan
ce_Matters_Understanding Gen_Y_Bridging the Knowledge Gap of Malay
sias Millennials.pdf

Waters, R. (2007). Social networks’ advertising dilemma. ADNEWS.
November/December. pp.35-36.

Webster, M. (1985). Webster's nith new collegiate dictionary. Meriam - Webster Inc.

What is a Facebook Ad?. (2015). Retrieved from https:/simplymeasured.
com/definition/facebook-ad/#sm.000mm4 1 wnstuey610bylacl3sx004.

What is Data Collection? - Definition from Techopedia. (2018). Retrieved from
https://www.techopedia.com/definition/303 18/data-collection.

Wimmer, R. D. and J. R. Dominick. 2014. Mass media research: An introduction.
10th ed. Boston: Wadsworth Cengage Learning.

Woodworth R.S. (1938) Experimental Psychology. Henry Holt, New York.

Yaakop, A., Mohamed Anuar, M., Omar, K., & Liaw, A. (2012). Consumers’
perceptions and attitudes towards advertising on Facebook in Malaysia.

Yaakop, Azizul & Mohamed Anuar, Marhana & Omar, Khatijah & Liaw,
Alphonsus. (2012). Consumers’ Perceptions and Attitudes Towards

Advertising on Facebook in Malaysia. SSRN Electronic Journal.
10.2139/ssrn.2183787.

Yuan, Y. (2011). 4 survey study on uses and gratification of social networking sites
in China (Doctoral dissertation, Ohio University).

Zikmund, WG 2000, Exploring marketing research, 7th edn, Dryden Press, Forth
Worth.

103




