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Abstract: If a company wants to succeed in a tough competitive environment, it must consider all the
options to be more visible. One of these possibilities is advertising, which exists in a considerable
variety of forms. Therefore, our goal was to conduct a survey on the attitude of customers in Slovakia
to several modern and traditional forms of advertising, which are used by companies for their
visibility. Data were obtained from the questionnaires filled in by 244 respondents. We were interested
in opinions on advertising oversaturation, the influence of advertising, annoyance by advertising,
and credibility of advertising. In each of four topics, we investigated opinions on 21 different types of
advertising, using non-parametric tests to determine the significance of differences, which means we
used inductive statistics. According to respondents, the advertising on social networks has a higher
influence than most other types of advertising. At the same time, it is not one of the most trusted
forms, nor one of the most bothering forms. The right marketing strategy choice concerning time,
money, form, and efficiency is a key factor to companies. Therefore, it is important for companies to
use the right form or combination of forms of advertising to make themselves known depending on
the type of product and its target group. To increase the sustainability of a company in the market,
it is important to use the right form or combination of forms of advertising considering the product
and the target group.

Keywords: advertising; perception of advertising; social media; social network; customer; marketing
communication; corporate sustainability

1. Introduction

Changes in socio-economic conditions in countries result in their economic and social process
management changing [1], which is also reflected in the business sphere. Many changes in science
and research, and innovations in technology and knowledge, brought new perspectives on the world
with an emphasis on creativity, efficiency, innovation, social benefits, and economy. The cohesion and
effect of these influences is also visible in the field of marketing [2]. In the context of technological,
socio-demographic, and urban development changes, there is a change in customer behaviour
concerning the spending of free time, shopping, travelling, etc. [3]. The companies should be able to
adapt to these changes.

In the contemporary market, firms use not only new ways of providing services and organising
trade, but also new ways of communication with customers [4], for example using social networks.

Constant change is the main feature of the present times, to which the marketing managers of
companies must also respond. Natural and unforced activity of customers on social networks has
forced marketing experts to make radical changes to marketing communication. Change of customer
behaviour naturally leads to changes product promotion and presentation [5].
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A Eurostat survey (detecting whether people between 16 to 74 years of age had used a social network
at least once in the last three months, including, for example, profile creation, post adding, or other
form of interaction) showed that 59% of Slovaks use social networks. Slovakia is above the EU average,
which is 54%. Since 2011, when Eurostat started these measurements, it has increased by 18% (from 36% in
2011). In the age group of 16 to 24, 89% of young Slovaks use social networks (the EU average is 86%).
In the age group of 65 to 74, 14% of Slovaks use social networks (the EU average is 18%) [6].

According to the latest research in Slovakia, young people under the age of 25 spend 3 h a day on
social networks on average, which means 21 h a week. People aged between 26 to 45 spend less time
on social networks, 2.5 h a day on average. People over 45 spend 1.5 h a day on social networks on
average [7]. However, the use of social networks is not the most widespread activity on the internet.
Currently, 68% of users search the internet for information about goods and services before purchase [8].
This offers space for companies to promote their products through social media and establish the
company’s image at the same time. Therefore, more and more companies in Slovakia have started to
actively operate and promote their products on social networks. They realised that they have to adapt
to trends if they want to survive in the market.

According to Eurostat data in 2019 (data were based on an annual survey of the use of information
and communication technologies in the business sphere, in which companies answered the question
whether they used any of the types of social media), 42% of companies in Slovakia used social networks,
while in 2014 it was only 29%. Companies in Malta work most actively with social networks within
the European Union. It can be deduced that the use of social networks for marketing purposes in
companies in Slovakia, but also in other European countries, is increasing over time [9]. According to
Forbes magazine, social media advertising is expanding at a rate of over 20% per year [10].

There are two basic problems to be considered concerning the corporate sustainability and
performance of the companies:

• Firstly, is the difficulty of determining the rate of return on investment in brand promotion;
that is, assessing (financial) sustainability performance and the profitability of marketing [11].
The economic dimension of sustainability is the most desirable according to Gupta, Kumar,
because it provides financial strength and avoids conditions leading to an early demise of the
business due to financial reasons [12].

• The other problem is the issue of non-financial environmental and social sustainability performance.
Business organisations are expected to utilise their available technological resources to pursue
profit-with-purpose by maximising the return on shareholders’ investment, while also achieving
social and environmental gains. It is therefore important to identify the value added by
individual marketing activities in terms both of investment returns and non-financial sustainability
enhancement [11].

One way for companies to balance both kinds of sustainability might be through the careful selection
of marketing activities, based on their achievements in terms of user engagement. Market-based
measures complement accounting measures by providing deeper insights into corporate performance
and incorporating future performance expectations [13].

The results of worldwide research on small and medium sized businesses, conducted by experts
from the European Commission, referred to unpredictable market conditions as one of the major
external challenges for the overall sustainability of the small and medium-sized enterprises sector
across Europe [14]. Companies are more and more required to be responsible and accountable, and this
puts increasing pressure on businesses to implement sustainability practices, in order to contribute to
sustainable development goals [15].

Several specialised articles have conducted surveys on the influence of various forms of advertising
on customer behaviour and decision-making, or have dealt with the analysis of individual social
networks [16–21]. Others have determined social media goals, the importance of sustainability, and the
creative elements of digital promotion [22–24]. Several articles have dealt with the influencer marketing,
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media communication, and sustainability [5,25,26]. Several other studies have addressed similar
topics, but have been carried out in different countries. In Malaysia, for example, the impact of
online advertising on the younger generation under the age of 35 has been examined [27]. In China,
the impact of the traditional advertising medium (television) on the young generation has been
studied [28]. In India, the impact of advertising on Tweenagers (Tweenagers are children between
8–12 years old) has been investigated. The researchers examined traditional forms of advertising
(television), as well as newer ones (online gaming sites, social networking sites, mobile chatting, online
shopping sites) [29]. In Korea, social network services and social media advertising [30] was assessed.
In Pakistan, the impact of emotional advertising, online advertising and repetitive advertising on
customer shopping behaviour was examined [31]. There are many differences between countries in
terms of culture, customs, traditions and so on, therefore it is unlikely that the results would be the
same in the Slovak Republic. Consequently, we considered it sensible to carry out detailed research.

According to information available, only a few authors have dealt with the customers´ perception
of advertising. Authors Pikas, B. and Sorrentino, G. dealt with the customer perception of online
advertising, for example. According to these authors, customer perception of online advertisement
is deteriorating, and advertisers start to question efficiency of social media advertisements and
understand that a constant flood of intrusive commercial information is no way to guarantee customers’
attention [32]. Authors Hung, Li and Tse suggest that social media networks are perceived as less
persuasive than traditional marketing communications [33]. Nevertheless, authors Poornima, Saumya
and Umesh found out that 89% of respondents are influenced by online advertising very much in their
study [34].

Within this context, we analysed the attitude of customers in Slovakia to different forms of
advertising. To obtain an overall picture of consumers’ perceptions of advertising, the research included
modern forms of advertising (e.g., advertising on social networks, webpages, via e-mail, etc.), but also
traditional forms of advertising (e.g., television, radio, leaflets, etc.) that used companies in the Slovak
Republic. We did not find such complex research when studying the sources available. This knowledge
can be valuable for companies to enforce their sustainability in the market. It can help them to aim
their promotions more effectively towards the target group of customers with additional regard to
financial sustainability. The right choice of the suitable form of advertisement enables companies to
win the attention of the wider audience and positively influence customers´ behaviour at the same
time. It is considered the base of the lasting competitive advantage and is decisive for the sustainability
of the company in the market. Specifically, in this article we dealt with:

• Which forms of advertising do respondents consider to be the most oversaturated?
• Which forms of advertising have the greatest influence on respondents?
• Which forms of advertising do respondents consider the most annoying?
• Which forms of advertising do respondents consider the most reliable?

We were also interested in differences according to age and gender of the respondents.

2. Theoretical Background

Corporate sustainability has various dimensions, namely economic, environmental, social,
and companies are required to pay attention to all these dimensions to meet stakeholders´
expectations [35]. Sustainability is a challenging task for companies as they struggle for profit
while considering the impact of their operations on society [36]. This challenging task has some
significant costs for companies, but is accompanied by bringing some advantages.

One of the basic aims of all companies doing business in the present market environment is to
be different from their competitors [37]. In order to notice a company and buy its product or service,
the customer needs to obtain a lot of information. Based on references from our acquaintances, it is
possible to obtain information not only about a specific product or service, but also about their quality.
This method of advertisement is considered the most reliable [38]. Different types of advertisements
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can be used by companies to promote themselves as well as their products. That can be more modern
advertisement forms on the internet or more traditional forms of advertisement such as on television
or radio, outdoor advertisements, or advertisements in print media. According to Efstathiou [39],
traditional media are used for branding, and to action a sales promotion to drive revenue generation
and profitability. Despite this, TV advertising is considered to have little influence on the customers;
although it has been proven, that if it captures their attention, it can trigger further information
research, often leading to a purchase decision [40]. Results of the study by Efstathiou indicated that
radio advertising has the most significant influence on the customers. Radio advertising is a platform
which has been used by brands, products, and services since 1922 [39]. The results have shown that
participants who previously listened to the radio advertisements spent a longer time looking at the
brand and had a higher engagement when watching the same advertisements on television. Moreover,
they had a different kind of visual attention to the website banners. This pattern of results indicates the
effect of mere exposure—that is, the exposure to a radio advertisement enhances the effectiveness of the
same advertisement via television or web, offering useful insights for media planning campaigns [41].
Regarding outdoor advertisements, consumers can be exposed to outdoor advertising through a variety
of ways, and their purchase behaviour or decision-making may be inadvertently influenced by such
exposure [42]. It is a great mistake to think that advertising should take place only on the internet today.
Outdoor advertisement, e.g., on billboards, buildings, posters, and means of public transportation can
bring the desired effect for the companies, as long as it is implemented professionally and at a high
quality. Its influence of 24 hours a day, 7 days a week is a great advantage and it does not make the
impression of a permanent intrusion. The attention span of internet users is very short, and hardly
anyone watches all the advertisements displayed. Moreover, advert blocking software is utilised by
many users online. Billboards, on the other hand, can be granted more attention if noticed and the
brand advertised can be remembered with a greater probability. The basic marketing rule of “The Holy
Trinity” is often mentioned. Accordingly, the products ‘get under one´s skin’ when noticed three times.
Outdoor promotional areas are noticed many times daily, when people pass by on the way to work
or school. People are exposed to the same outdoor advertisement more times, which increases the
assumption of remembering the brand [43].

It is important to understand customers to increase the effectiveness of the advertising. Advertisers
must know them and know what “works” to influence them. Companies need to know their values,
desires, wishes and so on [44]. It is important to attract their interest and attention. It is the first
step to make them start thinking about the need for a product or service. It should be noted that
each customer is different and receives and reacts to information differently. This depends on various
aspects, and influences how the consumer responds to the information. They can be of psychological,
cultural, or social character. The customer’s interest in a product or service also plays an important
role [45]. Thanks to advertising, the company gains several benefits. In addition to the sales increase,
it can also reach new customers and extend its market.

“Finding what to tell recipients is the beginning of communication with them, but how to say
it is important for the statement being accepted and trusted” [46]. Therefore, creating an interesting
advertisement means gaining a customer´s attention and entering their subconscious to achieve
memorisation and encourage a final decision. Advertising can act as a stimulus; this stimulus is
perception. It is necessary to have knowledge not only from the field of economics and marketing,
but especially from the field of psychology [47]. Many people think that psychology and advertising
have nothing in common, however they focus on the most important “the person—the customer”.
Knowing the customer and presenting all the important information as to the benefits of buying
a particular product is the key to successful advertising from the marketing point of view [46].
The psychology of advertising deals mainly with the effect of advertising on a person, his emotions,
the area of neuromarketing is important in practice and the ethical aspect in advertising is equally
important [48]. The most successful advertisements in human history have been able to influence
customers´ behaviour, stay in their heads and increase sales. The pattern of customer behaviour is
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used in the creation of advertisements, using psychological tactics. Each high-quality advertisement
has at least one of the five psychological tactics [49]:

• Creativity based on emotions—Emotional and psychological stimulation resonates with
customers much more than highlighting the functionality and features of the product. The influence
of a product on the customer´s life is the key factor, not how the product works or why it is different
compared to its competitors. Authors Pansari and Kumar [50] state that achieving customer
satisfaction is not enough, and, in order to gain a sustainable competitive advantage in building
relationships with customers, a company needs to arouse the emotions that lead to commitment.
Thus, business objectives extend beyond customer retention to customer relations based on
engagement, the promotion of which makes it easier to balance financial and non-financial
corporate sustainability goals. (e.g., Snickers, “You’re not you when you’re hungry”).

• Focus on shortcomings—Customers question marketing claims. Often, marketing claims are not
even believable. If a company wants to increase the credibility of a product, it is suitable to point
out its shortcomings. Honest and transparent communication can improve the communication of
a product’s value of a sustainable business to customers. (e.g., Volkswagen created their market
by admitting that their car is small at the beginning of the advertisement.)

• Change consumer perception (repositioning)—it is necessary to change the position the product
has in the mind of customers. For example, pointing out that a given product is better, more
delicious, more scented, etc., than the competitor. There are several senses involved in advertising,
such as smell, and taste. These are suitable to employ when promoting food, laundry detergent,
air freshener, etc.

• Encourage exclusivity—People want to feel important. They want to be part of a luxury and
exclusive group. Sometimes, it is also possible to appeal to the sense of rareness. This is why
advertisements sometimes make statements such as: “We are not for everybody.” Exclusive
products such as cars and jewellery are often communicated this way. (e.g., An American Express
advertisement with Beyonce says, “She has no time to lose, that is why she shops online.” At the
end, they ask: Are you a cardmember?)

• Fear, uncertainty or doubt and an offer of solution—Fear, uncertainty and doubt are often used
by companies to slow down customers and make them think about their behaviour. It is used
for more serious topics and for communication with a large number of people. This should be
done with caution, however, because many customers do not want to be surrounded by negative
messages, or even think about them. The goal of these advertisements is to shock and change
behaviour, even through absurdity.

Customers are confronted with a lot of advertisements every day. That is why it is important
for companies that their advertisements enter the subconscious of the customers. Otherwise,
the advertisement will not be comprehended by the customers at all. One of the five psychological
tactics can be used to plant an advertisement in the subconscious of the customer. The main significance
for applying them consists of raising the interest of customers, manipulating them customers to increase
sales, which can help the sustainability of the company in the market. The perception of advertising
also depends on its psychological aspects. In the case of cosmetic promotions, as Cieslik Sylwia [51]
states in her research, products promoted using advertisements with negative emotions in the form
of uncertainty were perceived as the best; products promoted in funny advertisements were viewed
as the worst, according to the author [51]. Therefore, it is important to consider which emotion the
company wants to arouse.

The customer can also be captivated by catchy music, unique voices, interesting shapes,
striking colours, dynamic movements, and the selection of suitable personalities, among other factors.
Ideally, advertising should be able to attack several senses [46]. Attractive or famous people influence
customer preferences, which influences the purchase decision [52]. However, it is recommended to
consider the purpose of advertising campaigns carefully. If the aim is to form an attitude, choosing a
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celebrity as the advertisement spokesperson is suggested; however, if the aim is to raise the awareness
of the brand, choosing a non-celebrity spokesperson is more beneficial [53]. It is important to keep
in mind that without a sufficient dose of emotions (whether positive or negative), advertising will
not attract attention and interest, even in the case of a quality product [46]. Trust is a factor also
worth considering for two main reasons. Firstly, trust must be in place if advertising is to serve as
an information source, which means that it fulfils its basic functions. Secondly, there is a constant
tendency of consumers to distrust advertising. To close the gap, companies are testing various ways of
how to influence customer perceptions of advertisements and how to relate to their values [54].

2.1. Internet Advertising

Contemporary customers are more experienced than ever, therefore common advertising does not
influence them as effectively as in the past, and their requirements for products and services satisfying
their needs are higher and higher. Markets are saturated meaning competition is high, offers are higher
than the demand, and advertising is less efficient the larger its costs grow. Due to this, there is a need
to implement new forms of marketing communication [55] using new technologies and media, such as
the internet, for example, to communicate with customers [56].

Internet advertising incorporates new platforms and business opportunities for companies and
brands, and significantly influences users’ attitudes and intentions to purchase [57]. Negative or
positive observations of a product or service, which were previously limited to a small environment,
spread on the internet and can impact millions of people [58]. The internet has become an essential
tool for users in the decision-making process, enabling them to search for information on products and
services, to compare and review alternatives, and to make final decisions [23]. With the development
of internet advertising technology, the adjusted targeted advertising based on user preferences is more
suitable both for the market and users [59]. The advantages of internet advertising can be [60]:

• The targeting of a wide range of consumers.
• Lower financial costs compared to advertising that is offline in nature.
• More simple and accurate measurability of advertisement based on various analytic tools.

Disadvantages of internet advertising can be [61]:

• Necessary technical expertise. The company needs a qualified employee who controls computer
networks. With this employee, there are associated higher labour costs.

• Customers can avoid unwanted advertising on the internet and use ad blockers.
• The older generation, who do not use internet so much, are more difficult to reach by

internet advertising.

With the rapid development of the internet economy, internet advertising has become the main
advertising channel. The core of advertising is to discover the most appropriate advertising strategy for
the combination of users and the context to increase the overall advertising profit [62]. Smart internet
marketing can make marketing communication more effective and the company goals can be reached
easily [63]. With the development of the internet, the web has become the preferred medium for
businesses to promote their products and services. The modern business world has become digitalised
and people prefer to make purchases online; which is considered to be an easier, faster, and more
convenient process than traditional modes of shopping [34]. In connection with that, it is necessary
to support the credibility of the websites. One of the easiest ways of gaining trust is to apply the
credibility factors on the websites. Protection of personal data, certificates of quality, and the SSL
protocol (“https” at the beginning of the URL address) can be included among these factors. Further
factors increasing credibility of a website are the time of loading (ideally 2–5 s), design of the website,
visible contact data, information on products with pictures showing good quality, and reviews.
Regular updates are also important. Increased credibility offers a significant competitive advantage to
the company [64].
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2.2. Advertising on Social Networks

Advertising on social networks has come to the fore. Social media is one of the most promising
tools in the digital advertising environment [65]. It is a set of online communication channels
built on community-based input, interaction, content-sharing, and collaboration. These include
social networks´ websites, video sharing platforms, blogs and micro-blogging platforms, forums,
and messaging platforms. Unlike traditional broadcast channels, social media channels are two-way
communication platforms that enable people to respond and react to information [66].

The increase in advertising on social networks has accelerated because the number of users of
these networks has increased [58]. Social networks specifics are [67]:

• Representative of a space for conversation.
• They provide the ability to share content.
• They offer space for publishing content created by their users.
• They support the mutual participation of users in content creation.

The combination of these features then gives space to activities and functions such as building
relationships, distributing user-generated content, rating and tagging of content, and of course, fun.
Regarding user content, it should be noted that this is not only written content, but also photos
and videos [67].

We are now living in a communication environment with increased personalisation and mobility.
demographic parameters provides space for highly effective Social network services (SNS) are
spreading rapidly around the world, and enterprises are increasingly using SNS to attract customers
and communicate with them [68]. This increases access to brand/product information, thereby turning
the information search into a key stage of the shopping decision process [69]. Features commonly
offered for marketing purposes by social networks are a serious and important advertising channel,
which enables the targeting of marketing activities very precisely. The possibility of precise targeting
based on relatively accurate socio-advertising campaigns [67].

Social network services (SNS) advertising is frequently utilised by enterprises to communicate
with customers because it provides the best marketing effect using low-cost media. However, the value
of SNS is increasing, so managers need to look for more effective methods of utilising the existing SNS
channels [70]. Within marketing, social networks can be used to reach these goals [67]:

• Building public relations and goodwill.
• Creating a community of supporters.
• Active communication with supporters.
• Space for content publishing.
• Precisely targeted advertising campaigns.

The main advantages of using advertisements on social media are as follows: the constant
need for content creation can be profitable through the insertion of semantically related advertising;
the monitoring is almost automatic; there is more flexibility in the advertising formats; with a limited
investment, a great impact on customers can be achieved; cost per click is lower compared to other
advertising formats; it is easier to segment and find the target audience; specific campaigns can be
created depending on demographic and socio-demographic data (gender, age, interests or business
experience) [58]. Research also shows that SNS have a positive impact on the profit and operation
of enterprises, and the diversity of SNS utilisation plans are increasing [71,72]. Improvements of
the company image or brand image, greater brand recognition, and better promotion of products
and services have been detected [58]. Companies can use social media as a place where they can
obtain information about their customers’ needs and establish the relationship between the brand and
customers at negligible costs [73,74]. Social media can be used to promote their brand´s image [75,76].
Social media is also recognised as a communication and public relations tool and, as such, it enables
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effective communications from brands and helps to develop relationships with the users. Social media
interactions have a positive effect on the relationship between a user and a brand, which leads to
greater credibility and loyalty [23].

3. Materials and Methods

We used a questionnaire to obtain data. Firstly, we conducted a pilot test in the form of an
interview on a sample of 18 respondents, in order to improve the clarity and intelligibility of the
questionnaire. Based on feedback from respondents, minor adjustments were made to the original
version of the questionnaire. Respondents’ answers from pilot testing were not included in our research.
We then distributed the final version of the questionnaire from January to May 2020. The questionnaire
was used both in printed and electronic versions. Initially, we preferred the printed version, because
due to personal contact, the success rate of addressing respondents is significantly higher. On the
other hand, due to COVID-19 restrictions in the Slovak Republic, the electronic form was often more
suitable. We distributed the electronic form through social networks and shared contacts. We planned
to examine the responses in terms of gender, therefore we used a stratified sampling method so that the
distribution of respondents by gender roughly corresponded to the data for the whole Slovak Republic.
Overall, we processed responses from 244 respondents, and their demographic characteristics are
shown in Table 1.

Table 1. Demographic characteristics of participants (total number 244).

Variable Number of Respondents (%)

Gender
Male 118 (48.36)

Female 126 (51.64)

Age
Up to 40 years (including 40) 137 (56.15)

Over 40 years 107 (43.85)

Table 1 shows that the proportion of women in our research sample was 51.64%, which approximately
corresponds to the proportion of women in the general Slovak Republic population. According to the
data of the Statistical Office of the Slovak Republic, the proportion of women in the whole country in 2018
was at a level of 51.18% [68]. The second characteristic we were interested in was the respondents’ age.
We divided all respondents in two categories. The younger group consisted of respondents under the
age of 40 (including 40), and the older group consisted of respondents over the age of 40, which was a
proportion of 43.85%. According to the Statistical Office of the Slovak Republic, the average age of the
population in the country is 40.82 [77]. Therefore, we used the limit of 40 years of age, when dividing
the research sample in two parts according to age. In similar studies, it is common for authors to look
at differences in gender and age. Therefore, we also focused on these indicators, because we assumed
the possible existence of differences in the perception of advertising. There are more options for dividing
consumers by age. However, we chose the structure of the questionnaire so that we could examine the
younger and older generations. In line with the distribution of the population in the Slovak Republic,
we chose the age of 40 as the limit.

The questionnaire was divided into four parts. There are many factors that can be used to examine
impacts on consumers. We were interested in opinions on advertising oversaturation, the influence
of advertising, annoyance by advertising, and credibility of advertising. In each of these four parts,
we investigated opinions on 21 different types of advertising from the television to the internet formats.
The answers to each question could be selected on a 3-point scale (never, seemly, absolutely). We chose
an odd number of answer options in order to balance the positive and negative outcomes. At the
beginning of the questionnaire, we found out the age and gender of the respondents, so that we could
then evaluate the differences in these indicators. We considered the structure of the questionnaire
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compiled in this way to be meaningful, because similar research has been carried out in countries other
than the Slovak Republic. We were most interested in the answers regarding social networks, but for
comparison, we included questions for other forms of advertising in the structure of the questionnaire.

Firstly, we evaluated the responses using descriptive statistics. Next, we created a data matrix,
assigning numbers to the scale of answers (never—1, seemly—2, absolutely—3) and then we calculated
the arithmetic means of individual answers. However, the comparison of arithmetic means of the
answers was not enough; it was necessary to determine whether the differences in the means were
statistically significant.

All tests were calculated for a significance level of 0.05. This means that a p-value lower than 0.05
was considered to be the defined limit for assessing statistical significance. Our data were not metric
but ordinal, therefore it was suitable to use non-parametric tests to determine statistical significance.
In our study, we performed calculations for two types of comparisons. The first was the significance of
the differences between the various types of advertising. In this case, we investigated the opinions of
one and the same group of respondents (whole sample) in different situations. Therefore, we used the
Wilcoxon signed-rank test for paired samples to compare the means.

The second type of comparison of responses was category-based evaluation. We were interested in
significant differences in terms of gender and age. This case concerned constant independent samples
(male and female, respondents up to 40 and over 40 years of age) we used the Mann–Whitney U test
for independent samples to compare the means. The data analysis for the article was generated using
the Real Statistics Resource Pack software (Release 6.8). Copyright (2013–2020) Charles Zaiontz [78].

4. Results

Firstly, we asked respondents what type of advertising oversaturation they perceived most.
The answers to this question are shown in Table 2. The numbers of respondents and opinions are
shown along with the corresponding percentages. The next column shows the average of the values
for each question. The average was calculated from a data matrix, where numbers were assigned
to the range of answers (never—1, seemly—2, absolutely—3) We used a similar procedure in the
following tables for other questions. Table 2 shows that the greatest advertisement oversaturation
was perceived by the respondents to be on television and on internet pop-up advertisements. On the
contrary, they perceived the least advertisement oversaturation to be in the forms of advertising articles
and leaflets promoting tourism services. The last two columns show the p-values of the Mann–Whitney
test for two independent samples. They provide us with information on whether there was a significant
difference in responses in terms of gender and age.

To verify whether there was a statistically significant difference in the calculated means, we used
the Wilcoxon test for paired samples (Table 3). Descriptive statistics (Table 2) show that the most
overwhelming forms of advertising are pop-ups on the web and television. The significance of these
differences is shown in Table 3. When we compared pop-ups on the web with other types of advertising,
the calculated p-value was always lower than 0.05, with the exception of television. This meant that
pop-ups on the web were significantly more overloaded with advertising than other types, with the
exception of television. It was not clear which type of advertising was perceived to be the most
oversaturated. When comparing TV and pop-ups on the web, the calculated p-value of 0.3895 is
markedly higher than 0.05, which means the difference in means was not significant.

We were also interested in whether men and women answered this question in the same way
or not. To determine whether the differences in the results were significant, we used the Mann–Whitney
test for two independent samples. The biggest difference of opinion between men and women was
discovered for the television and the radio, but the calculated p-values showed that the differences were
not significant. It was similar in other cases. As Table 2 shows, a p-value higher than 0.05 was calculated
for all advertisement types. This meant that the differences in responses were not significant. We can
conclude that the question of advertisement oversaturation failed to show a significant statistical
difference in the answers between men and women.
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Table 2. Opinions of respondents on advertising overload.

Type of Advertising
Number of Responses (%)

Average p-Value
(Gender)

p-Value
(Age)Never Seemly Absolutely

Television 18 (7.38) 70 (28.69) 156 (63.93) 2.57 0.0634 0.9738
Radio 29 (11.89) 110 (45.08) 105 (43.03) 2.31 0.0963 0.0000

Billboards 19 (7.79) 91 (37.30) 134 (54.92) 2.47 0.4997 0.0007
LED panels 25 (10.25) 110 (45.08) 109 (44.67) 2.34 0.1324 0.0000

Public transport 29 (11.89) 115 (47.13) 100 (40.98) 2.29 0.7464 0.0000
Press 18 (7.38) 113 (46.31) 113 (46.31) 2.39 0.9444 0.0000

Leaflets for clothing and
footwear 17 (6.97) 112 (45.90) 115 (47.13) 2.40 0.7602 0.0000

Leaflets for food and
cosmetics 20 (8.20) 98 (40.16) 126 (51.64) 2.43 0.1291 0.0000

Furniture leaflets 30 (12.30) 100 (40.98) 114 (46.72) 2.34 0.7505 0.0000
Leaflets for electrical

appliances 29 (11.89) 108 (44.26) 107 (43.85) 2.32 0.4905 0.0000

Medicaments leaflets 47 (19.26) 92 (37.70) 105 (43.03) 2.24 0.5749 0.0000
Leaflets for tourism 47 (19.26) 97 (39.75) 100 (40.98) 2.22 0.5811 0.0000

Leaflets for banking products 37 (15.16) 102 (41.80) 105 (43.03) 2.28 0.1995 0.0001
Pop-ups on the web 17 (6.97) 61 (25.00) 166 (68.03) 2.61 0.7123 0.0043

Webpages 25 (10.25) 95 (38.93) 124 (50.82) 2.41 0.6024 0.0003
Blogs on the web 27 (11.07) 112 (45.90) 105 (43.03) 2.32 0.4871 0.0002
Through e-mail 24 (9.84) 86 (35.25) 134 (54.92) 2.45 0.5505 0.0001
Social networks 26 (10.66) 86 (35.25) 132 (54.10) 2.43 0.7698 0.0029
Mobile phone 33 (13.52) 85 (34.84) 126 (51.64) 2.38 0.7893 0.0000

Advertising articles 44 (18.03) 104 (42.62) 96 (39.34) 2.21 0.1650 0.0041
Movies 38 (15.57) 108 (44.26) 98 (40.16) 2.25 0.5811 0.0000

In addition to gender, we also determined differences in responses in terms of age. We divided the
whole sample into two parts. The first part consisted of younger respondents (under 40) and the second
part of older respondents (over 40). Based on the descriptive statistics, we determined that the older
generation perceived there to be more advertising oversaturation of all forms suggested, except for
television. The Mann–Whitney test for two independent samples was used to test for differences.
In all cases except television, a p-value of less than 0.05 was calculated. Therefore, we can say that
the older generation perceived a higher advertisement oversaturation of all forms except television.
People consider television advertising to be oversaturated, regardless of age. It is also confirmed by
the fact, that this type of advertising had the second highest average in the responses of respondents.
Television companies include advertising not only between individual television programs, but also
during the broadcasting of news and films. This likely has a negative impact on consumer perception.
However, for all types of internet advertising, there is a difference between the older and younger
generations. Older people perceive most adverts as overloading (e.g., pop-ups on the web) more than
younger people. The same is true for social networks and other types of online advertising. This is an
expected finding. Younger people spend more time online and are therefore more used to advertising.
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Table 3. Calculated Wilcoxon test p-values for paired samples with respect to advertising overload.

1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20 21

1 x 0.0001 0.1366 0.0005 0.0000 0.0039 0.0103 0.0273 0.0012 0.0002 0.0000 0.0000 0.0000 0.3895 0.0092 0.0001 0.0611 0.0285 0.0065 0.0000 0.0000

2 x 0.0066 0.5353 0.7165 0.1308 0.0949 0.0147 0.5606 0.9661 0.2074 0.1053 0.5592 0.0000 0.1215 0.9100 0.0108 0.0415 0.2059 0.0860 0.2781

3 x 0.0205 0.0007 0.1285 0.2259 0.5241 0.0338 0.0083 0.0001 0.0000 0.0027 0.0075 0.2258 0.0070 0.7253 0.4604 0.1183 0.0000 0.0002

4 x 0.3017 0.3779 0.2930 0.0413 0.9771 0.6110 0.0658 0.0253 0.2418 0.0000 0.2745 0.6258 0.0569 0.1018 0.5508 0.0217 0.0889

5 x 0.0554 0.0371 0.0096 0.3637 0.6595 0.3381 0.1818 0.8152 0.0000 0.0503 0.6503 0.0059 0.0194 0.1250 0.1356 0.4478

6 x 0.8228 0.3696 0.3993 0.1762 0.0079 0.0013 0.0357 0.0001 0.7957 0.1697 0.2586 0.4520 0.8531 0.0012 0.0074

7 x 0.4940 0.2519 0.0926 0.0022 0.0005 0.0183 0.0003 0.9633 0.1487 0.3837 0.6184 0.6823 0.0007 0.0052

8 x 0.0717 0.0130 0.0001 0.0000 0.0048 0.0022 0.5915 0.0297 0.7692 0.9822 0.3210 0.0002 0.0013

9 x 0.6012 0.0592 0.0245 0.2078 0.0000 0.3116 0.6608 0.0839 0.1482 0.4758 0.0318 0.1029

10 x 0.1662 0.1164 0.4835 0.0000 0.1874 0.9804 0.0306 0.0444 0.2483 0.0895 0.2606

11 x 0.7219 0.4716 0.0000 0.0067 0.1825 0.0007 0.0022 0.0152 0.7022 0.8618

12 x 0.2448 0.0000 0.0035 0.1079 0.0002 0.0014 0.0046 0.8917 0.6363

13 x 0.0000 0.0392 0.5383 0.0053 0.0154 0.0926 0.2677 0.5487

14 x 0.0001 0.0000 0.0038 0.0010 0.0001 0.0000 0.0000

15 x 0.1250 0.3800 0.6346 0.6954 0.0015 0.0063

16 x 0.0142 0.0434 0.2618 0.0908 0.2040

17 x 0.7283 0.1825 0.0000 0.0005

18 x 0.3788 0.0014 0.0026

19 x 0.0027 0.0341

20 x 0.5503

21 x

1—Television, 2—Radio, 3—Billboards, 4—LED panels, 5—Public transport, 6—Press, 7—Leaflets for clothing and footwear, 8—Leaflets for food and cosmetics, 9—Furniture leaflets,
10—Leaflets for electrical appliances, 11—Medicaments leaflets, 12—Leaflets for tourism, 13—Leaflets for banking products, 14—Pop-ups on the web, 15—Webpages, 16—Blogs on the
web, 17—Through e-mail, 18—Social networks, 19—Mobile phone, 20—Advertising articles, 21—Movies.
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Table 4. Opinions of respondents on the impact of advertising.

Type of Advertising
Number of Responses (%)

Average p-Value
(Gender)

p-Value
(Age)Never Seemly Absolutely

Television 129 (52.87) 94 (38.52) 21 (8.61) 1.56 0.3464 0.0000
Radio 153 (62.70) 75 (30.74) 16 (6.56) 1.44 0.9834 0.0061

Billboards 157 (64.34) 75 (30.74) 12 (4.92) 1.41 0.8343 0.0000
LED panels 162 (66.39) 75 (30.74) 7 (2.87) 1.36 0.3036 0.0001

Public transport 157 (64.34) 68 (27.87) 19 (7.79) 1.43 0.8159 0.0010
Press 127 (52.05) 97 (39.75) 20 (8.20) 1.56 0.4247 0.0003

Leaflets for clothing and
footwear 122 (50.00) 95 (38.93) 27 (11.07) 1.61 0.1287 0.0000

Leaflets for food and
cosmetics 121 (49.59) 95 (38.93) 28 (11.48) 1.62 0.1077 0.0001

Furniture leaflets 133 (54.51) 92 (37.70) 19 (7.79) 1.53 0.1672 0.0002
Leaflets for electrical

appliances 133 (54.51) 93 (38.11) 18 (7.38) 1.53 0.9935 0.0000

Medicaments leaflets 146 (59.84) 86 (35.25) 12 (4.92) 1.45 0.5663 0.0042
Leaflets for tourism 147 (60.25) 80 (32.79) 17 (6.97) 1.47 0.9545 0.0002

Leaflets for banking products 150 (61.48) 85 (34.84) 9 (3.69) 1.42 0.5799 0.0000
Pop-ups on the web 145 (59.43) 77 (31.56) 22 (9.02) 1.50 0.5253 0.0000

Webpages 125 (51.23) 96 (39.34) 23 (9.43) 1.58 0.3019 0.0000
Blogs on the web 139 (56.97) 88 (36.07) 17 (6.97) 1.50 0.9055 0.0194
Through e-mail 151 (61.89) 78 (31.97) 15 (6.15) 1.44 0.3730 0.0000
Social networks 100 (40.98) 115 (47.13) 29 (11.89) 1.71 0.6935 0.0010
Mobile phone 154 (63.11) 76 (31.15) 14 (5.74) 1.43 0.6842 0.0000

Advertising articles 129 (52.87) 88 (36.07) 27 (11.07) 1.58 0.3087 0.0004
Movies 137 (56.15) 86 (35.25) 21 (8.61) 1.52 0.4449 0.0021

We also studied whether men and women have different views on the influence of different types of
advertising. We noticed the biggest difference in the answers concerning advertising leaflets promoting
food and cosmetics. Using the Mann–Whitney test for two independent samples, we calculated a
p-value of 0.1077 (Table 4), which meant that no significant difference was confirmed. Similarly, for other
types of advertising, the p-value was higher than 0.05. We did not find a significant statistical difference
between men and women in the responses concerning the influence of each type of advertising.

When studying the responses in terms of age, we found remarkable data based on descriptive
statistics. When we compared the average values of the answers, we found lower numbers for the
older generation (over 40) for all types of advertising. This indicates that older people accredit less
influence to advertising than younger people under the age of 40. We found the differences in means
using the Mann–Whitney test for two independent samples. The calculated values were surprising
and interesting. We tested all 21 types of advertisements, and the calculated p-values were lower
than 0.05 for all of them. This means that statistically significant differences concerning the influence
of advertisements were found for each type of advertising in terms of age. People over the age of
40 generally admit a lower influence of each type of advertising than younger people under the age
of 40. We expected this result, especially concerning social networks and other modern forms of
advertising, because among the older generation, distrust in newer forms may prevail. On the other
hand, we only found out the opinions of the respondents and not the real impact, which could be
different. However, this was not the subject of this article.
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Table 5. Calculated Wilcoxon test p-values for paired samples with respect to the impact of advertising.

1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20 21

1 x 0.0255 0.0040 0.0001 0.0216 0.9602 0.3293 0.3096 0.7021 0.5539 0.0564 0.1239 0.0087 0.2687 0.6362 0.2748 0.0291 0.0095 0.0188 0.5779 0.5703

2 x 0.4484 0.1183 0.9526 0.0357 0.0034 0.0026 0.0877 0.0863 0.8039 0.5880 0.7031 0.3268 0.0199 0.2873 0.9696 0.0000 0.8085 0.0118 0.1507

3 x 0.3347 0.4836 0.0040 0.0002 0.0004 0.0143 0.0189 0.3444 0.1822 0.7430 0.0615 0.0009 0.0658 0.4232 0.0000 0.6678 0.0025 0.0156

4 x 0.1258 0.0002 0.0000 0.0000 0.0013 0.0010 0.0907 0.0418 0.2091 0.0095 0.0001 0.0091 0.0924 0.0000 0.1887 0.0000 0.0012

5 x 0.0201 0.0034 0.0025 0.0718 0.0954 0.8665 0.5209 0.7187 0.2444 0.0095 0.2458 0.9480 0.0000 0.8270 0.0118 0.1169

6 x 0.3457 0.3045 0.6251 0.5430 0.0447 0.0882 0.0085 0.2377 0.7003 0.2644 0.0345 0.0127 0.0095 0.7242 0.5185

7 x 0.8866 0.1629 0.1003 0.0040 0.0117 0.0002 0.0452 0.5947 0.0558 0.0024 0.1286 0.0005 0.6733 0.1517

8 x 0.1100 0.0812 0.0038 0.0102 0.0002 0.0320 0.4782 0.0464 0.0018 0.1533 0.0004 0.6529 0.1317

9 x 0.8471 0.1389 0.2248 0.0263 0.5036 0.4212 0.5484 0.0918 0.0054 0.0388 0.4167 0.8906

10 x 0.1153 0.3207 0.0221 0.5183 0.3474 0.6177 0.0966 0.0011 0.0558 0.2746 1,0015

11 x 0.7074 0.5323 0.4137 0.0266 0.4208 0.8833 0.0000 0.6413 0.0176 0.1525

12 x 0.2824 0.6551 0.0447 0.5664 0.6178 0.0001 0.4202 0.0591 0.3180

13 x 0.1481 0.0023 0.1551 0.6565 0.0000 0.9452 0.0027 0.0439

14 x 0.0670 0.9699 0.2311 0.0000 0.1435 0.1216 0.6119

15 x 0.1240 0.0075 0.0207 0.0022 0.9266 0.2762

16 x 0.2276 0.0003 0.1466 0.1307 0.6003

17 x 0.0000 0.6967 0.0088 0.1104

18 x 0.0000 0.0329 0.0015

19 x 0.0026 0.0582

20 x 0.2486

21 x

1—Television, 2—Radio, 3—Billboards, 4—LED panels, 5—Public transport, 6—Press, 7—Leaflets for clothing and footwear, 8—Leaflets for food and cosmetics, 9—Furniture leaflets,
10—Leaflets for electrical appliances, 11—Medicaments leaflets, 12—Leaflets for tourism, 13—Leaflets for banking products, 14—Pop-ups on the web, 15—Webpages, 16—Blogs on the
web, 17—Through e-mail, 18—Social networks, 19—Mobile phone, 20—Advertising articles, 21—Movies.
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Table 6 shows the answers to the question about annoyance by advertisement for each
advertisement type. The descriptive statistics indicate that people are most bothered by television
advertising. The answers should be partly related to opinions on advertising overload. For this
question, television was one of the two worst-rated forms of advertising; the average rating was 2.57.
The respondents’ opinions of TV advert annoyance were slightly worse, with an average rating of 2.58.
This is perhaps a bit surprising, because if an advertisement on TV bothers the viewer, it is possible to
partially avoid it by skipping to the next part of the broadcast. However, many customers in Slovakia
probably do not have such a service and, moreover, it is not always available; for example, if the
programme is watched live. The form of advertising with the highest overload was pop-ups on the
web, with a value of 2.61. However, in annoyance, the rating was lower, at only 2.45. We can explain
this by the fact that although consumers perceive a lot of advertising on pop-ups on the web, it does not
bother them so much, because they can get rid of it and close the advertising window. However, in the
case of television, the advert is inescapable, and in addition, advertising is often very long-lasting.

To verify whether there was a statistically significant difference in the calculated means, we used
the Wilcoxon test (Table 7). When we compared TV advertising and other types of advertising,
the only case where the p-value was larger than 0.05 was e-mail advertising. The calculated p-value
was 0.1203. This meant that the difference between annoyance by television advertising and e-mail
advertising was not significant. However, when we compared a TV advertisement with another type
of advertisement, the p-value was always lower than 0.05, which meant that the differences were
significant. Therefore, we can say that television advertising bothers respondents the most, with the
exception of e-mail advertising.

We also conducted a survey on the differences between men’s and women’s opinions on annoyance
by various types of advertising. The biggest difference in the answers was observed for the electrical
appliance leaflets. Using the Mann–Whitney test for two independent samples, we calculated a p-value
of 0.0842 (Table 6), which meant that no significant difference was found. Similarly, for other types of
advertising, the p-value was higher than 0.05. We did not determine a significant statistical difference
between men and women in the answers about annoyance by various types of advertising.

Additionally, in this issue we investigated the differences in terms of age. Here again, we
discovered an interesting fact based on descriptive statistics. In all questions, the mean was higher
among the older generation, which indicates that older people are annoyed by advertisements more
than the younger ones. Determined differences in means were tested using the Mann–Whitney test for
two independent samples. The calculated values were surprising and very interesting again. We tested
all 21 advertisement types, and a p-value lower than 0.05 was calculated for each of them. This means
the statistically significant differences in terms of age were determined for every type of advertisement
concerning the question of annoyance by advertisement. This suggests that people over the age of 40
are generally bothered by advertising more than people under the age of 40. We already expected
this result with regard to the evaluation of previous questions. Again, there were differences between
the perception of advertising by the older and younger generations. At the beginning of the research,
however, we did not expect such clear conclusions.
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Table 6. Opinions of respondents on advertising annoyance.

Type of Advertising
Number of Responses (%)

Average p-Value
(Gender)

p-Value
(Age)Never Seemly Absolutely

Television 26 (10.66) 51 (20.90) 167 (68.44) 2.58 0.2247 0.0022
Radio 51 (20.90) 96 (39.34) 97 (39.75) 2.19 0.6802 0.0267

Billboards 48 (19.67) 69 (28.28) 127 (52.05) 2.32 0.2787 0.0001
LED panels 49 (20.08) 69 (28.28) 126 (51.64) 2.32 0.8187 0.0000

Public transport 61 (25.00) 73 (29.92) 110 (45.08) 2.20 0.9430 0.0000
Press 47 (19.26) 74 (30.33) 123 (50.41) 2.31 0.5974 0.0000

Leaflets for clothing and
footwear 59 (24.18) 70 (28.69) 115 (47.13) 2.23 0.3529 0.0000

Leaflets for food and
cosmetics 72 (29.51) 73 (29.92) 99 (40.57) 2.11 0.5529 0.0375

Furniture leaflets 58 (23.77) 70 (28.69) 116 (47.54) 2.24 0.1951 0.0000
Leaflets for electrical

appliances 65 (26.64) 70 (28.69) 109 (44.67) 2.18 0.0842 0.0002

Medicaments leaflets 64 (26.23) 74 (30.33) 106 (43.44) 2.17 0.0855 0.0002
Leaflets for tourism 57 (23.36) 87 (35.66) 100 (40.98) 2.18 0.5408 0.0000

Leaflets for banking products 55 (22.54) 78 (31.97) 111 (45.49) 2.23 0.5898 0.0000
Pop-ups on the web 31 (12.70) 72 (29.51) 141 (57.79) 2.45 0.5923 0.0011

Webpages 36 (14.75) 87 (35.66) 121 (49.59) 2.35 0.5836 0.0085
Blogs on the web 42 (17.21) 91 (37.30) 111 (45.49) 2.28 0.3454 0.0375
Through e-mail 23 (9.43) 79 (32.38) 142 (58.20) 2.49 0.6447 0.0006
Social networks 37 (15.16) 99 (40.57) 108 (44.26) 2.29 0.8998 0.0012
Mobile phone 36 (14.75) 67 (27.46) 141 (57.79) 2.43 0.9978 0.0000

Advertising articles 63 (25.82) 84 (34.43) 97 (39.75) 2.14 0.1176 0.0317
Movies 60 (24.59) 68 (27.87) 116 (47.54) 2.23 0.2707 0.0000

Table 8 shows the answers to the question about the credibility of advertising. The descriptive
statistics indicate that the radio and blogs on the web have the highest credibility. When we determined
the difference between the most reliable types of advertising, the calculated p-value of 0.9389 (Table 9)
was much higher than 0.05, which meant that the difference between the credibility of advertising on the
radio and blogs on the web was not significant. Significant differences were determined only between
the advertisements with the highest and the lowest credibility. For example, the calculated p-value
for the comparison between radio advertisements and pop-ups on the web was 0.0013. LED panels
were no longer in last place in the evaluation, as was the case in terms of impact factor. In the case of
credibility, LED panels were rated higher than 11 other forms of advertising.

No significant difference between men’s and women’s answers about the advertisement credibility
was determined concerning the gender (Table 8).

Concerning the age, significant differences were found in the case of two types of advertisement—
the television and medicament leaflets. Both types of advertising were considered more reliable by the
younger generation than by the older generation.
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Table 7. Calculated Wilcoxon test p-values for paired samples with respect to advertising annoyance.

1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20 21

1 x 0.0000 0.0001 0.0001 0.0000 0.0000 0.0000 0.0000 0.0000 0.0000 0.0000 0.0000 0.0000 0.0429 0.0003 0.0000 0.1203 0.0000 0.0184 0.0000 0.0000

2 x 0.0173 0.0251 0.8275 0.0368 0.4296 0.2820 0.3962 0.9227 0.8366 0.9935 0.4842 0.0002 0.0101 0.1301 0.0000 0.1065 0.0002 0.5188 0.4625

3 x 0.9431 0.0277 0.8237 0.0876 0.0004 0.1476 0.0122 0.0082 0.0086 0.0897 0.0614 0.5963 0.5367 0.0022 0.6112 0.1005 0.0018 0.1187

4 x 0.0147 0.8891 0.0891 0.0003 0.1433 0.0172 0.0103 0.0129 0.1347 0.0371 0.5446 0.6015 0.0013 0.6538 0.0679 0.0014 0.1138

5 x 0.0234 0.5652 0.1035 0.5168 0.6879 0.6803 0.6600 0.5984 0.0002 0.0127 0.1679 0.0000 0.2249 0.0004 0.2702 0.6609

6 x 0.0948 0.0001 0.1703 0.0149 0.0128 0.0087 0.1460 0.0419 0.5382 0.6188 0.0007 0.6411 0.0693 0.0016 0.1282

7 x 0.0110 0.9371 0.3007 0.2255 0.3087 0.9645 0.0018 0.0538 0.4161 0.0000 0.3711 0.0024 0.1321 0.9681

8 x 0.0085 0.2522 0.2259 0.1800 0.0439 0.0000 0.0003 0.0079 0.0000 0.0075 0.0000 0.5369 0.0453

9 x 0.1887 0.1710 0.2218 0.8691 0.0012 0.0549 0.4583 0.0000 0.3975 0.0030 0.0911 0.8628

10 x 0.8558 0.9396 0.3673 0.0000 0.0057 0.1329 0.0000 0.1017 0.0002 0.5290 0.4284

11 x 0.8177 0.2259 0.0000 0.0042 0.0950 0.0000 0.0772 0.0001 0.5555 0.4257

12 x 0.1983 0.0001 0.0028 0.0876 0.0000 0.0817 0.0001 0.4542 0.3869

13 x 0.0006 0.0578 0.4337 0.0000 0.3041 0.0023 0.1306 0.9076

14 x 0.0782 0.0086 0.3890 0.0070 0.7924 0.0000 0.0019

15 x 0.1798 0.0028 0.3133 0.1613 0.0008 0.0415

16 x 0.0000 0.8776 0.0169 0.0164 0.3132

17 x 0.0001 0.2050 0.0000 0.0000

18 x 0.0139 0.0218 0.3289

19 x 0.0000 0.0013

20 x 0.1265

21 x

1—Television, 2—Radio, 3—Billboards, 4—LED panels, 5—Public transport, 6—Press, 7—Leaflets for clothing and footwear, 8—Leaflets for food and cosmetics, 9—Furniture leaflets,
10—Leaflets for electrical appliances, 11—Medicaments leaflets, 12—Leaflets for tourism, 13—Leaflets for banking products, 14—Pop-ups on the web, 15—Webpages, 16—Blogs on the
web, 17—Through e-mail, 18—Social networks, 19—Mobile phone, 20—Advertising articles, 21—Movies.
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Table 8. Opinions of respondents on the credibility of advertising.

Type of Advertising
Number of Responses (%)

Average p-Value
(Gender)

p-Value
(Age)Never Seemly Absolutely

Television 108 (44.26) 103 (42.21) 33 (13.52) 1.69 0.9747 0.0000
Radio 77 (31.56) 128 (52.46) 39 (15.98) 1.84 0.7395 0.2425

Billboards 91 (37.30) 126 (51.64) 27 (11.07) 1.74 0.4176 0.4104
LED panels 93 (38.11) 122 (50.00) 29 (11.89) 1.74 0.4289 0.0703

Public transport 104 (42.62) 113 (46.31) 27 (11.07) 1.68 0.9041 0.1434
Press 98 (40.16) 118 (48.36) 28 (11.48) 1.71 0.4009 0.0841

Leaflets for clothing and
footwear 95 (38.93) 114 (46.72) 35 (14.34) 1.75 0.7450 0.0541

Leaflets for food and
cosmetics 92 (37.70) 107 (43.85) 45 (18.44) 1.81 0.9530 0.0587

Furniture leaflets 95 (38.93) 107 (43.85) 42 (17.21) 1.78 0.6762 0.0735
Leaflets for electrical

appliances 100 (40.98) 106 (43.44) 38 (15.57) 1.75 0.5136 0.0762

Medicaments leaflets 124 (50.82) 87 (35.66) 33 (13.52) 1.63 0.2985 0.0000
Leaflets for tourism 100 (40.98) 117 (47.95) 27 (11.07) 1.70 0.2637 0.0537

Leaflets for banking products 111 (45.49) 103 (42.21) 30 (12.30) 1.67 0.5911 0.1042
Pop-ups on the web 120 (49.18) 94 (38.52) 30 (12.30) 1.63 0.3643 0.4543

Webpages 98 (40.16) 109 (44.67) 37 (15.16) 1.75 0.7164 0.9317
Blogs on the web 81 (33.20) 120 (49.18) 43 (17.62) 1.84 0.9041 0.0523
Through e-mail 109 (44.67) 108 (44.26) 27 (11.07) 1.66 0.4668 0.2880
Social networks 96 (39.34) 135 (55.33) 13 (5.33) 1.66 0.2583 0.8509
Mobile phone 101 (41.39) 108 (44.26) 35 (14.34) 1.73 0.3335 0.3509

Advertising articles 84 (34.43) 125 (51.23) 35 (14.34) 1.80 0.5675 0.6081
Movies 106 (43.44) 101 (41.39) 37 (15.16) 1.72 0.1889 0.3453
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Table 9. Calculated Wilcoxon test p-values for paired samples with respect to the credibility of advertising.

1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20 21

1 x 0.0047 0.3970 0.4778 0.7870 0.7392 0.3811 0.1041 0.1677 0.3990 0.2955 0.9406 0.6998 0.3837 0.3318 0.0187 0.7463 0.5036 0.4355 0.1006 0.5218

2 x 0.0522 0.0668 0.0093 0.0210 0.1075 0.5267 0.2917 0.1129 0.0007 0.0190 0.0044 0.0013 0.1490 0.9389 0.0036 0.0010 0.0821 0.4276 0.0378

3 x 0.9101 0.3427 0.5825 0.8607 0.2889 0.5430 0.9925 0.0406 0.5083 0.2611 0.0756 0.9101 0.0768 0.1849 0.1569 0.9865 0.3329 0.7143

4 x 0.2722 0.5989 0.8609 0.2710 0.5311 0.9021 0.0675 0.5036 0.2890 0.0780 0.8344 0.0542 0.1915 0.1234 0.9670 0.3145 0.7207

5 x 0.5815 0.2449 0.0249 0.0595 0.2467 0.3278 0.8243 0.7776 0.3967 0.2644 0.0042 0.6927 0.5763 0.3807 0.0599 0.5887

6 x 0.4240 0.0565 0.1913 0.4908 0.1517 0.7839 0.5968 0.2116 0.4792 0.0200 0.3896 0.3002 0.5916 0.1566 0.8631

7 x 0.1750 0.5431 0.9530 0.0268 0.4088 0.2005 0.0665 0.9338 0.1329 0.1729 0.0894 0.7725 0.4903 0.5723

8 x 0.6142 0.2293 0.0014 0.0701 0.0371 0.0084 0.3326 0.5006 0.0359 0.0150 0.3099 0.8992 0.2092

9 x 0.4066 0.0022 0.1601 0.0567 0.0234 0.5334 0.3504 0.0581 0.0297 0.6001 0.7494 0.3284

10 x 0.0085 0.3933 0.1955 0.0599 0.9543 0.1018 0.1791 0.1080 0.8919 0.3709 0.6994

11 x 0.1951 0.4140 0.9543 0.0591 0.0010 0.5192 0.6528 0.0923 0.0063 0.1508

12 x 0.5261 0.2092 0.4294 0.0232 0.5742 0.3985 0.6862 0.1321 0.7131

13 x 0.4298 0.1893 0.0065 0.9543 0.7769 0.3705 0.0527 0.4701

14 x 0.0268 0.0004 0.6335 0.7463 0.0965 0.0092 0.2007

15 x 0.0505 0.1439 0.0816 0.7563 0.4047 0.5651

16 x 0.0009 0.0006 0.0614 0.4715 0.0270

17 x 0.8712 0.2160 0.0346 0.4055

18 x 0.1697 0.0091 0.3036

19 x 0.2405 0.8764

20 x 0.1650

21 x

1—Television, 2—Radio, 3—Billboards, 4—LED panels, 5—Public transport, 6—Press, 7—Leaflets for clothing and footwear, 8—Leaflets for food and cosmetics, 9—Furniture leaflets,
10—Leaflets for electrical appliances, 11—Medicaments leaflets, 12—Leaflets for tourism, 13—Leaflets for banking products, 14—Pop-ups on the web, 15—Webpages, 16—Blogs on the
web, 17—Through e-mail, 18—Social networks, 19—Mobile phone, 20—Advertising articles, 21—Movies.
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5. Discussion and Conclusions

Companies are pushed to include sustainability in their strategies in order to respond to growing
pressure from stakeholders and to protect their market shares [79]. Corporate sustainability aims
to change organisations into responsible enterprises that pay attention to economic, environmental,
and social aspects of their operations, in order to meet current societal needs without jeopardising
the requirements of future generations [80]. Accordingly, sustainability, becomes imperative because
it provides companies with a view to access to further projects and financial sources in the future,
and supports competitiveness in the contemporary marketplace.

The dynamic development of the environment in all spheres also forms the area of marketing
communication. Developing trust in a product, brand or company is a significant part of building a
successful consumer–company relationship. Advertising as a communication tool that elicits lots of
attention and emotions is a big part of the trust-building process and influences the receptiveness of
the message. Companies undertake various efforts to make their messages more attractive to recipients
and seek new ways of attracting customers’ attention [54]. Authors Poornima, Saumya and Umesh [34]
suggest that, due to the number of internet users worldwide rapidly increasing, along with its use by all
age groups and all types of people, the internet has become one of the major communication mediums
and most contemporary companies and organisations rely on digital advertising and marketing
techniques to improve their overall sales and revenue. Online marketing has proven to be effective
and efficient so far when compared to other forms of advertising and marketing.

If companies want to be competitive, they should choose a combination of marketing
communication activities to promote their products in order to attract the widest possible range
of potential customers. The current customer is demanding, and competition in every area of sales is
great, which means that everything depends on the attractiveness of the promotion of the companies.
This means, how well can they “sell” their products or services. Contemporary consumers need
information anywhere and anytime. Customers buy and view products or services at all times.
They want to have their questions answered immediately. This is why the importance of internet
advertising, and especially advertising on social networks, is increasing. It is necessary to provide
customer support 24/7. If a company wants to be competitive and successful, it must be discoverable
for new customers. The social networks are the right tools for this.

Many companies use social media as a main advertising strategy. This is the case of mobile
operators, for example [58]. One of the advantages of social media is their support of new patterns of
behaviour of customers based on sharing the advertisements. This supports the sustainability of the
companies in the market. Social media is changing peoples’ traditional behaviour patterns. People are
increasingly using social media to search for information instead of other resources such as television,
magazines, and the radio. Therefore, companies need to create effective online advertising strategies
because the internet is now the best platform to reach the largest number of consumers [34].

In this article, we dealt with the attitude of customers in Slovakia to various forms of advertising.
In order to obtain an overall picture of customers’ perception of advertising, we included not only more
modern forms of advertising, for example advertising on social networks, but also more traditional
forms of advertising used by companies in Slovakia, such as television, radio, leaflets, etc. We focused
our research on several areas. We determined which forms of advertisement respondents perceived to
be most oversaturated, which forms of advertising respondents considered the most reliable, by which
forms of advertising respondents are annoyed most, and which have the greatest influence on them.
In each of these areas, we investigation whether there was a difference in the perception of different
types of advertisements in terms of gender and the age of respondents.

We assumed (as stated in the study by authors Poornima, Saumya and Umesh [34]) that advertising
on social networks would have a relatively large influence on respondents compared to other types
of advertising, which was confirmed. Apart from leaflets for clothing, footwear, food and cosmetics,
respondents considered advertising on social networks to be the most influential of all advertisement
forms included in the survey. This observation is contrary to the statement of authors Pikas, Sorentino
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and Hung, Li, Tse [32,33], according to whom the advertising on social networks is perceived worse
by customers and is considered less persuasive compared to traditional forms of advertisement.
We consider this to be positive, because advertising on social networks requires relatively lower costs
compared to many other forms of advertising. At the same time, it can be targeted at suitable customers,
which is why a greater efficiency of advertising costs can be expected. Another advantage is that it
enables communication with customers 24 h a day throughout the year, and information, content and
style can quickly be changed. Advertising in social media can be considered a direct communication
tool conducive to the promotion of sustainable development [81]. At the same time, we also determined
older people to be less influenced by advertising than younger people (under the age of 40) concerning
all included forms of advertisement. In the case of social networks, we assumed the opposite result
because social networks are used more by younger people in Slovakia [6] and they also spend more
time on social networks on average [7]. At the same time, we investigated advertisement oversaturation
on social networks for more than half of the respondents (54.10%), but respondents considered the
television and the internet (in the form of pop-ups) to be the most oversaturated by advertisements.
It is interesting that the older generation (over 40) perceived advertisement oversaturation of all forms
of advertising, more than the younger generation, except on television. The extent to which the form
of advertising bothers respondents and at the same time the extent to which consumers trust it may
ultimately determine the efficiency of the advertising costs. In connection with the extent to which
the type of advertising bothers respondents, we found the more traditional forms of advertising,
specifically on television, to be the most annoying for the respondents, along with e-mail advertising.
This is probably due to the fact that respondents come into contact with these forms of advertising
most often. At the same time, older people are more annoyed by advertisements than younger people.
However, according to authors Miklošík, Starchon, Vokounová, Korcoková [40] the younger generation
considers TV advertisements to be more annoying, which is why they tend to avoid the medium.
Advertisements on television are considered to be a costly form of promotion, with the disadvantage of
one-way interaction with the customer. The advantage of the radio advertisement is, that the customers
change the radio station during the advertising spot to a small extent, which means that the advertised
product or brand can enter the consciousness of the customers relatively fast. The advantage of the
outdoor advertisement is the fast reaching of customers´ consciousness through multiple repetitions.
Regarding the credibility of individual advertisements, we found that respondents considered the
advertisements on the radio and various blogs on the web to be the most reliable. In terms of age,
we found significant differences only in the case of two types of advertising, namely the television
and leaflets promoting medicaments. We found that these types of advertising are considered more
reliable by the younger generation of respondents (under the age of 40) than by the older generation.
We did not find a significant difference between the answers of men and women in any of the areas of
interest (opinions on advertising oversaturation, the influence of advertising, annoyance by advertising,
and the credibility of advertising).

It is important to mention that considering users’ perceptions can help managers to develop more
accurate business strategies [82]. Any business owner knows that advertising is a gateway to increased
income [83]. However, depending on the target group for which the product is intended, it is necessary
to use the correct form or combination of forms of advertising. It can support the sustainability of the
company in the market with regard to financial sustainability at the same time.

In particular, customer engagement objectives, budgetary availability, product characteristics
and the target market profile are the main considerations when choosing the most effective corporate
sustainability strategy [11]. Regardless of a company´s focus, the communication strategy should be
based on up-to-date environmental and social topics, which includes sustainability of the products
and not only the sustainability of the company in the market.

The capability of the company to integrate the sustainability strategy into the role of the company
and the relationships with all the parties involved could be decisive about the success or fail of the
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company in the 21st century [84]. Sustainability should therefore become a central component of all
marketing thinking and practice [85].

The summary of observations includes the attitudes, opinions, and mutual differences of the
group of respondents to advertising. The various effects and subsequent influence of advertising has
been known since the creation of the first advertisements. Advertisements were created to provide
information, but over the time they became a tool to indirectly influence decisions. The use of different
techniques in advertising can affect everyone differently, whether positive or negative.

It should considered that our sample of respondents found that although advertising on social
networks affects them to a great extent, they perceived a lot of advertising oversaturation on social
networks as well. At the same time, it was not one of the forms that consumers would trust the most,
nor it was one of the forms that bothered them the most. Our findings do not mean that it is necessary
to completely change the traditional form of providing advertising information to the customers, e.g.,
radio advertisements trusted by customers or leaflets (e.g., advertising food, cosmetics, clothing, shoes)
influencing customers to a relatively great extent. The goal is to consider including more modern
forms of advertisement in the promotion; blogs were considered to be more reliable advertising forms
by the customers, and social networks enable more interaction and both-way communication with the
customers which fosters closer relationships.

Companies have to realise that one of the most important criterion for employing their advertising
strategies effectively is the knowledge of the customer target groups to whom they offer their products.

The results of the research presented may help companies to focus on the choice of a suitable form
of advertising and a specific medium, considering the specific product and target group of customers
in the future.

One of the possible directions in the future is to expand the research and increase the number of
respondents as well as to determine which social networks are used by companies in more detail and if
the companies use them as information channels or also to stimulate communication. In our article,
we analysed the perception of advertising by customers. Only the customer opinions were analysed,
therefore the real influence of the advertising may not be reflected, which may be the subject to
further research. At the same time, it would be interesting to deal with measuring the effectiveness of
advertising—eye-tracking, for example. In the future, we plan to pay more attention to the psychology
of visual perception in advertising.
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60. Digital Partner. Čo je To Online Marketing a Čo Obnáša? Available online: https://digitalpartner.sk/co-je-to-

online-marketing-a-co-obnasa/ (accessed on 12 July 2020).
61. Mediaguru. Výhody a Nevýhody Internetové Reklamy. Available online: https://www.mediaguru.cz/slovnik-a-

mediatypy/typy-medii/internet/vyhody-a-nevyhody-internetove-reklamy/ (accessed on 12 July 2020).
62. Zhou, A.Y.; Zhou, M.Q.; Gong, X.Q. Computational advertising: A data-centric comprehensive web

application. Chin. J. Comput. 2011, 34, 1805–1819. [CrossRef]
63. Visser, M.; Sikkenga, B.; Berry, M. Digital Marketing Fundamentals. 2019. Available online:

https://books.google.sk/books?id=qUi8DwAAQBAJ&lpg=PT10&dq=digital%20marketing&hl=sk&pg=

PP1#v=onepage&q&f=false (accessed on 12 July 2020).
64. Fedorko, I.; Gburová, J. Vybrané faktory dôveryhodnosti pri používaní webstránok. J. Glob. Sci. 2020, 5, 1–7.

Available online: http://jogsc.com/pdf/2020/2/vybrane.pdf (accessed on 13 November 2020).
65. Alalwan, A. Investigating the impact of social media advertising features on customer purchase intention.

Int. J. Inf. Manag. 2018, 42, 65–77. [CrossRef]
66. Nazir, M. How to Use Social Media Effectively in the Media Mix. Available online: https://wearesocial.com/

blog/2018/01/use-social-media-effectively-media-mix (accessed on 9 July 2020).
67. Krea Marketing. Marketing na Sociálnych Siet’ach. Available online: http://marketing.krea.sk/clanky/

socialne-siete/ (accessed on 9 July 2020).
68. Wu, J.; Fan, S.; Leon Zhao, J. Community engagement and online word of mouth: An empirical investigation.

Inf. Manag. 2018, 55, 258–270. [CrossRef]
69. Flavián, C.; Gurrea, R.; Orús, C. The effect of product presentation mode on the perceived content and

continent quality of web sites. Online Inf. Rev. 2009, 33, 1103–1128. [CrossRef]
70. Cho, T.; Cho, T.; Zhao, G.; Zhang, H. The Impact of South Korea Golf Resort Social Network Services

Advertising and Online Word of Mouth on Consumer Brand Value. Sustainability 2020, 12, 4339. [CrossRef]
71. Li, Y.; Gao, X.; Du, M.; He, R.; Yang, S.; Xiong, J. What Causes Different Sentiment Classification on

Social Network Services? Evidence from Weibo with Genetically Modified Food in China. Sustainability
2020, 12, 1345. [CrossRef]

72. Boyd, D.M.; Ellison, N.B. Social network site: Definition, history, and scholarship. J. Comput. Mediat. Commun.
2007, 13, 210–223. [CrossRef]

73. Webb, J.W.; Ireland, R.D.; Hitt, M.A.; Kistruck, G.M.; Tihanyi, L. Where is the opportunity without the
customer? An integration of marketing activities, the entrepreneurship process, and institutional theory.
J. Acad. Mark. Sci. 2010, 39, 537–554. [CrossRef]

74. Kim, E.; Sung, Y.; Kang, H. Brand followers’ retweeting behavior on Twitter: How brand relationships
influence brand electronic word-of-mouth. Comput. Hum. Behav. 2014, 37, 18–25. [CrossRef]

75. Peters, K.; Chen, Y.; Kaplan, A.M.; Ognibeni, B.; Pauwels, K. Social Media Metrics—A Framework and
Guidelines for Managing Social Media. J. Interact. Mark. 2013, 27, 281–298. [CrossRef]

76. Stepchenkova, S.; Li, X. (Robert) Destination image: Do top-of-mind associations say it all? Ann. Tour. Res.
2014, 45, 46–62. [CrossRef]

77. Štatistický úrad Slovenskej republiky. Demografia a Sociálna Štatistika: My v Číslach. Pohyb Obyvatel’stva 2018;
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79. Keskin, A.İ.; Dincer, B.; Dincer, C. Exploring the Impact of Sustainability on Corporate Financial Performance

Using Discriminant Analysis. Sustainability 2020, 12, 2346. [CrossRef]

http://dx.doi.org/10.3390/su10072173
http://dx.doi.org/10.1108/JEIM-07-2017-0101
http://dx.doi.org/10.3390/su12041506
http://dx.doi.org/10.3390/e22060643
https://digitalpartner.sk/co-je-to-online-marketing-a-co-obnasa/
https://digitalpartner.sk/co-je-to-online-marketing-a-co-obnasa/
https://www.mediaguru.cz/slovnik-a-mediatypy/typy-medii/internet/vyhody-a-nevyhody-internetove-reklamy/
https://www.mediaguru.cz/slovnik-a-mediatypy/typy-medii/internet/vyhody-a-nevyhody-internetove-reklamy/
http://dx.doi.org/10.3724/SP.J.1016.2011.01805
https://books.google.sk/books?id=qUi8DwAAQBAJ&lpg=PT10&dq=digital%20marketing&hl=sk&pg=PP1#v=onepage&q&f=false
https://books.google.sk/books?id=qUi8DwAAQBAJ&lpg=PT10&dq=digital%20marketing&hl=sk&pg=PP1#v=onepage&q&f=false
http://jogsc.com/pdf/2020/2/vybrane.pdf
http://dx.doi.org/10.1016/j.ijinfomgt.2018.06.001
https://wearesocial.com/blog/2018/01/use-social-media-effectively-media-mix
https://wearesocial.com/blog/2018/01/use-social-media-effectively-media-mix
http://marketing.krea.sk/clanky/socialne-siete/
http://marketing.krea.sk/clanky/socialne-siete/
http://dx.doi.org/10.1016/j.im.2017.07.002
http://dx.doi.org/10.1108/14684520911011034
http://dx.doi.org/10.3390/su12114339
http://dx.doi.org/10.3390/su12041345
http://dx.doi.org/10.1111/j.1083-6101.2007.00393.x
http://dx.doi.org/10.1007/s11747-010-0237-y
http://dx.doi.org/10.1016/j.chb.2014.04.020
http://dx.doi.org/10.1016/j.intmar.2013.09.007
http://dx.doi.org/10.1016/j.annals.2013.12.004
www.real-statistics.com
http://dx.doi.org/10.3390/su12062346


Sustainability 2020, 12, 9996 25 of 25

80. Hahn, T.; Figge, F. Beyond the Bounded Instrumentality in Current Corporate Sustainability Research:
Toward an Inclusive Notion of Profitability. J. Bus. Ethics 2011, 104, 325–345. [CrossRef]

81. Gonzalez-Lafaysse, L.; Lapassouse-Madrid, C. Facebook and sustainable development: A case study of a
French supermarket chain. Int. J. Retail Distrib. Manag. 2016, 44, 560–582. [CrossRef]

82. Liu, H.; Liu, S. Research on Advertising and Quality of Paid Apps, Considering the Effects of Reference Price
and Goodwill. Mathematics 2020, 8, 733. [CrossRef]

83. Altman, R. Most Effective Forms of Advertising. Available online: https://smallbusiness.chron.com/effective-
forms-advertising-60755.html (accessed on 9 July 2020).

84. Ochotnický, P.; Kisel’áková, D. Konkurencieschopnost’, Ekonomický Rast a Prežitie Firiem, 1st ed.; Wolters Kluwer:
Praha, Czech Republic, 2019; p. 168.

85. Gordon, R.; Carrigan, M.; Hastings, G. A framework for sustainable marketing. Mark. Theory
2011, 11, 143–163. [CrossRef]

Publisher’s Note: MDPI stays neutral with regard to jurisdictional claims in published maps and institutional
affiliations.

© 2020 by the authors. Licensee MDPI, Basel, Switzerland. This article is an open access
article distributed under the terms and conditions of the Creative Commons Attribution
(CC BY) license (http://creativecommons.org/licenses/by/4.0/).

http://dx.doi.org/10.1007/s10551-011-0911-0
http://dx.doi.org/10.1108/IJRDM-01-2015-0012
http://dx.doi.org/10.3390/math8050733
https://smallbusiness.chron.com/effective-forms-advertising-60755.html
https://smallbusiness.chron.com/effective-forms-advertising-60755.html
http://dx.doi.org/10.1177/1470593111403218
http://creativecommons.org/
http://creativecommons.org/licenses/by/4.0/.

	Introduction 
	Theoretical Background 
	Internet Advertising 
	Advertising on Social Networks 

	Materials and Methods 
	Results 
	Discussion and Conclusions 
	References

