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Abstract 

 

The social media usage in this decade has seen a vast expansion, expansion that has been 

observed in the amount of time users spend on social media. This has provided ground 

for advertising within the media. To exploit those opportunities, a number of 

advertisement tricks have been contrived and exercised with the intention of drawing the 

users’ attention and turning them into potential customers, although the effectiveness of 

these advertising has shown mixed results. Moreover there is an insufficient amount of 

scientific research within social media advertising, as well as the forms and effects of this 

form of advertising. The aim of this study is to identify and explain the main forms of  

social media advertising, acquire an understanding of the reasons behind the labeling, by 

the users, of these advertising techniques as irritating, as also, rank the tricks based on the 

irritation levels effectuated by them to the users. As a result the paper will provide a 

concentrated guide of social media advertising techniques, with positive and negative 

aspects of each type of trick and distinguish those tricks that effectuate the most 

consequential effects. To achieve this goal, a questionnaire was conducted and aimed to a 

demographic representing the majority of social media users and as a derivate the users 

that most frequently encounter social media advertising tricks. The results indicated an 

inclination towards advertisement that make use of celebrity personalities. The reasons 

and motivations that lead to this eventuality are explained and discussed in the paper.  

 Keywords: Social media: online advertising; consumer irritation; advertisement 

tricks; celebrity endorsement; hashtags. 
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1. Introduction 
 

Under this chapter we will present the Background and Problem identification, which 

also leads to the Research question, the Purpose of this study as well as the methodology 

of collected data, all in order to follow the researchers point of view during the thesis. 

 

1.1 Background 

Yearly results show that consumers spend an increasing amount of their time online and 

the Internet and online advertising has become an increasing topic in the academic 

research and in the past decade. (The Global Web Index, 2015; and Breuer, Bretter and 

Engelen, 2011).  

Kiani (1998, p. 191) express the necessity of new marketing models in new 

environments, derivate from the new marketing abilities, and proposes that “new 

marketing models should consider all opportunities which the interactive media can 

provide for marketers and be well-matched with the new marketing paradigms.”  

Stephen (2016) believes that consumers, when searching; purchasing; consuming 

and exchanging experiences and/or information about products, are more and more 

exposing themselves into the digital and social media. With similar ideas, Belk (2016, p. 

50) expresses: “Besides providing new vehicles for expressing ourselves, digital media 

also allows new ways of buying, collecting, communicating, playing, dating, investing, 

donating, gambling, learning, watching, listening, and more.”  

While Stephen (2016, p. 17) affirms that “marketers have responded to this 

fundamental shift by increasing their use of digital marketing channels”, Belk (2016) 

interprets that inadvertently, consumers present themselves to advertisers who track 

social media activities. 

For Berthon, Pitt, Plangger and Shapiro (2012, p. 263) social media can be 

expressed by websites comprising blogs, micro-blogs, picture-sharing and video-sharing 

websites, and networks as is also a channel “through which interaction between 

individuals and entities, such as organizations, is facilitated and disseminated.”  

Mir (2012, p. 266) explains: “due to its revolutionary influence, social media has 

become the foci of marketing communication and is on the top of agenda for business 

decision makers today.” Bruhn, Schoenmuller and Schafer (2012, p. 770) wrote: 

“This trend of consumers becoming fans of brands on social media 

platforms and using social media as an increasing source of information 

about brands leads to the assumption that social media in addition to 
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traditional marketing communication instruments exerts an important 

impact on a brand’s success.” 

Supported by Neti (2011) it’s possible to affirm that today marketers use different 

platforms of social media to enhance their corporate and brand images. In addition, 

marketers use social media advertising (e.g. display ads on social networking sites) to 

persuade users to buy advertisers’ products.  

Breuer, Bretter and Engelen (2011) accord that internet advertising had had a 

huge increase, including new advertising models and online channels (as search engine 

advertising and/or price comparisons website advertising) which are facilitating the 

interaction between advertiser and consumer while making a more effective use of the 

internet’s unique potential. 

Adamopoulos and Todri (2015) explain that even through social media, 

advertising presents a huge opportunity so marketers and entrepreneurs can understand 

that successful advertising means transmitting your message and your business to 

costumers that are willing to buy your products or services. Brajnik and Gabrielli (2010, 

p. 975) accord that “branding and direct sales are the reasons why a company pays for 

online advertising.”  

Hence, Stephen (2016) emphasizes digital advertising as being the major topic 

within marketing literature as also clarifies that digital ads considers how users react to 

different aspects of digital ads, such as personalization of targets; response aspects (SEO, 

popularity and social influences) and others.  

In conclusion, just aiming to put your ads in front of as many people as possible 

does not always translate to a rewarding marketing campaign, and on the contrary, it 

might have a negative effect on the brand. Regardless time, effort, or money spent on 

keeping advertisements at bay, advertisers believe that repetition is the key to sell goods 

and services. (Adamopoulos and Todri, 2015; Campbell and Wright, 2008) 

1.1 Problem identification 

However, there are some serious challenges about advertising in social media. Mooij 

(2010, p. 205) describe an important aspect of online advertising as being “the ability to 

offer targeted, personalized, measurable campaigns” and, at the same time, McCoy, 

Everad, Polak and Galletta (2007, p. 84) affirm that “while early ads were found to be 

effective in creating brand awareness and positive attitudes, recent Internet advertising 

has been described as nonsensical, uninformative, forgettable, ineffective, and intrusive.”  

Online advertisements are more and more being perceived as not only invasive to 
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privacy, but also annoying, since they can distract the users from the primary content they 

wish to consume. This situation has resulted in a proliferation of tools to evade or block 

the ads.  These tools are referred to as ad-blockers, and the use of which has seen an 

increase in recent years. (Pujol, Hohlfeld and Feldmann, 2015). 

Brajnik and Gabrielli (2010) postulate about the negative effects of online 

advertising, including a broad range of consequences for the users’ experience quality 

from the website, which some should be consider: 1) Users may experience frustration, 

irritation, and may develop negative affect, emotions, or moods with respect to adverts; 

2) users may develop negative attitudes toward websites hosting the adverts; and 3) it can 

lead to reduced visit duration, fewer visits, fewer referral chances, increased negative 

word-of-mouth. 

Again, McCoy, Everad, Polak and Galletta (2007, p. 84), affirm that 

“intrusiveness has been recognized as a leading cause of advertising annoyance.”  

Therefore, Pelsmaker and Van den Bergh (1999) claim that advertising irritation 

can be caused by different factors such as: media, advertising content, product category, 

repetition, and consumer characteristics. Ducoffe and Curlos’ (2000) model proposes that 

irritation can affect advertise value, which directly affects the users’ attitude towards the 

internet advertisement. 

 In conclusion, “the more intrusive the ad, the greater the potential irritation which 

can negatively affect the effectiveness of the advertisement” and “yet marketers 

repeatedly expose Internet users with the same techniques.” Then, it is possible to attain 

that “further research is needed to understand how advertising techniques affect reaction 

in this new online context”. (Goldsmith and Lafferty, 2002, p. 321; Campbell and Wright, 

2008, p. 63). 

1.2 Research Question 

The social medias have been making use of several advertisement tricks, as a way to 

induce the consumer to click, read, see or buy some product or service. This study, then, 

pretends to show which are the main tricks as well as how they are used nowadays, being 

through images, videos, endorsers, influencers or key words/hashtags. So it is asked: 

● Which are the main existent and used ad tricks in social medias?  

It’s also important to understand that advertising with tricks might lead to 

consumer irritation, and therefore, this study proposes the comprehension of which are 
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the most irritating and which are the less irritating ad tricks, as also, the differences 

between them and why they are considered as it. Therefore, it is hypothesized: 

● Which are the most irritating and less irritating ad tricks?  

It’s possible to assume that some ads are more visible then others, varying from 

different aspects such as structure, message, visual, platform, etc. Hence the importance 

to identify which of the ads are more or less effective at the consumers’ eyes, as also, try 

to understand why does that happens. In this way, it is inquired: 

● Which types of image ads are more effective in drowning consumers’ attention? 

In an overall view, advertisement can be considered irritating. Video ads can be 

perceived as more intrusive for consumers then other type of ads, due to the inability to 

skip those videos; therefore, the consumer is forced to watch something that it is not 

desired. For that matter, an analysis between video ads and other screen ads it’s proposed, 

hence it is asked:  

● Are video ads as irritating, to the users, as other screen ads? 

Sub sequential to all these questions, it is extremely important to understand the 

consumers’ point of view when it comes to advertising on social media. Not only about if 

it is intrusive or not, but a deep comprehension on what makes the consumer feel good or 

bad, happy or sad, excited or bored. Wrapping those reasons, it will be examined: 

● What is the consumers’ overall opinion about ads? 

 Therefore, this research is driven to find which tricks can be used to advertise on 

social medias without irritating its consumers, thus, it is interesting and useful to analyze 

different ad tricks present in social medias as well as consumer behavior when it comes 

to the subject.  

1.3 Purpose of the Study  

When searching for literature information, the authors observed a gap when talked about 

social media and advertising fields altogether. Therefore this study has its objective as 

providing a new and easier overview on the subject within the same field, and to give 

insights so marketers can communicate more fluently with consumers. 

As first, this study, reserve its academic purpose to provide a new look into the 

field, gathering both social media and advertising, as well as advertising tricks. It is also 

necessary, to help marketers to correctly advertise their business on social media making 
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use of tricks, without harming and/or hampering the consumers’ expectations and surfing 

time.  

To help on the purpose of the study, as well as, answer the research questions, a 

cross table which links todays’ main social media with this study main tricks was needed 

and therefore, formulated. 

At the Y-axis we have today’s main social medias: Facebook, LinkedIn, Pinterest, 

Reddit, Twitter, Youtube and Instagram. They were chosen due to its differences (picture 

app, micro-blog, business network, video platform, etc.) and constant usage nowadays.  

At the X-axis we have the studied tricks: Display ads, keywords or hashtags, 

celebrity endorsers, video ads, and social influencers. Both, social media and tricks will 

be fully covered and explained on the following chapters. Therefore, table one is given 

with the cross analysis: 

Table 1: Cross analysis between social media and ad tricks 

At last, this study hopes to give answers as how to advertise on social media 

without irritating consumers as well as not being too much intrusive in the users life and 

risking the irritation to fall towards the product and the brand. 

1.4 Method and Data 

We conducted an experiment with different forms and types of ads containing the ad 

tricks analyzed in the study. It was made a deep research on social media and the types of 

tricks were studied and understood to afterwards be used in the questionnaire. Before 

formulating the questionnaire a deep analysis was conducted by the authors regarding the 

different types of data gathering, the advantages and disadvantages of each method.  

Firstly, semi structured interviews and focus groups were excluded due to the 

Table 1 - Cross analysis between social media and ad tricks 
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impossibility of interviewing a large enough sample or gathering the appropriate amount 

of people in the focus group, as to provide a genuine understanding of the views of the 

population that is being studied, regarding the study. Secondly, considering that one of 

the most significant decisions that can affect how people answer questions is whether the 

question is posed as an open-ended question (where respondents provide a response in 

their own words) or a closed-ended question (where they are asked to choose from a list 

of answer choices), a standard closed question survey, as also, an only open question type 

questionnaire were considered.  

Closed questions are the kind that can be answered with one word or number, or 

by choosing from preset responses. The advantages of the first method are that it makes 

the analyzing part easier, in cases when the authors lack the manpower or the time to go 

through every answer and interpret them, hence, closed question surveys are better suited. 

Also this type of survey is easier for the respondents to answer as it is not time 

consuming and usually the types of questions asked is these surveys are easier to 

comprehend by the respondents. The disadvantages of this method include the fact that 

respondents are required to choose a response that does not exactly reflect their answer 

and the researcher cannot further explore the meaning of the responses.  

The advantages of an only open question type questionnaire consist in non-

placement of limits on the response which leads to an infinite number of possible 

answers, moreover free-form written answers reveal a great deal about the workings of 

the respondent’s mind, which would be extremely beneficial to the authors considering 

the type of study being conducted. On the other hand the most notable disadvantage of 

this form is the unwillingness of the participants to answer the questions due to lack of 

time or understanding of the questions posed. Also the questions run the risk of being too 

open and as a derivate the data will be of less than substantive value.  

Considering all the aspects mentioned above the authors arrived to the decision of 

formulating a semi-structured questionnaire, including open ended questions as well as 

closed ended questions. 

After the formulation of the questionnaire the authors decided the samples size 

and type. The sampling method used was the snowball method, which consists in asking 

a number of respondents to answer the survey and after that, pass the questionnaire to 

other acquaintances. In other words, it depends on the references from the initial 

respondents so additional respondents can be generated. 

The size was determinate through sample size calculators which estimated a 
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number of 384 respondents were necessary to provide a result that reflects the target 

population as precisely as needed. The calculations were made for a confidence level of 

95% and a confidence interval of 5. It is a widespread belief among researchers that the 

bigger the sample, the better the study becomes. This is not however always necessarily 

true.  

The authors came to the conclusion that in general it is much better to increase the 

accuracy of data collection (for example, by improving the training of interviewers or by 

better pretesting of the data-collection tools) than to increase the sample size after a 

certain point. Considering the above the authors, contrary to what was firstly planed, 

decided not to take the entire population of Europe due to Europe’s’ population consists 

to roughly 700 million people.  Instead it was decided to focus the study on English 

speaking Europeans between the ages of 17 to 35. This will prove more beneficial for the 

purposes of the study being conducted, taking in consideration the field of the study, as 

English speakers have a better understanding of the nature of advertisement online due to 

the fact that in most cased ads are in English language. In addition, as it will be 

mentioned in the literature, most social media users fall in the age category of 17-35. 

Taking this into consideration as well as the very nature of the questionnaire, which is not 

a standard quantitative study survey, the authors judged that a number of 130 responses 

would be acceptable for providing significant result. 

The experiment focused on a sample of 130 respondents, with different 

backgrounds, nationality, gender, education level and age (being represented by the 

majority of users). The sample was shown, via means of online communication, to 

different types of ads, which contains the studied tricks. The participants were asked 

individually to access the questionnaire, in which they were exposed to the ads containing 

different tricks.  

20 image ads were used on the questionnaire, along with five video ads. The 20 

image ads were based and collected on the social media discussed in this study, which 

are: Facebook, Twitter, Pinterest, Reddit, LinkedIn, Youtube and Instagram. The five 

chosen videos were viral ad videos, which can be found in some of the social media 

platforms studied. These images and video ads were collected by this study analyzed 

tricks (Display ads, Keywords/Hashtags, Celebrity endorsers, Video ads, and Social 

influencers) whenever the platform supported the trick, as shown in the cross analysis 

table, e.g.: LinkedIn only supports display, celebrity endorsers and social influencers ads, 

while Instagram shows and supports all of the studied tricks. 
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The questionnaires’ first part was to collect the respondents’ background 

information like gender, ager, nationality, and education. After the background check, it 

was asked about the importance of advertisement on social media, followed by a question 

where it was asked about what social media advertisement brings to the users daily life. A 

third question about how often the interviewees felt that advertisement hinders the social 

media surfing time was also inquired, to understand ones point of view about 

advertisement intrusiveness.  

After this first section, the respondents were asked to point out which of the 

displayed images and videos were ads, even though all shown medias were ads. This 

helped us understand if people are conscious or not of the advertisements they were being 

exposed to.  

Also at the second section, the group was asked to point out the most irritating 

and the less irritating ad from the 20 images available, and explain why it’s the most or 

the less irritating. They were also requested to select which of the ads they would be 

more willing to go through again. After those questions, five video ads were presented in 

sequence and then, two questions were asked: 1) which is the most irritating one and 

why; and 2) which is the less irritating one and why. It should be noted that the video ads 

shown had a maximum duration of one minute and 30 seconds, and had no skip option. 

This was done to negate the effect that has to the viewer, the longevity of the ad. As any 

ads longer than the ones presented by the authors can be skipped by the viewers.  Finally 

a discernment question was presented so we could analyze and understand between 

images ads and video ads: which is the most irritating one, and why. 

To answer the research question of which type of image ads were able to draw the 

more attention, the authors calculated the amount of times each image ad was mentioned 

by the respondents, both in positive and negative light. By accumulating the total number 

of times image ads were selected, both for positive and negative reasons, and by dividing 

that number with the number of ads shown to the respondents, specifically 20, the authors 

came up with an average of 13. As a result each ad selected more than 13 times would be 

classified as effective in grabbing the viewer's attention and every ad selected less than 13 

times would be considered as ineffective in grabbing the viewer's attention. As results to 

the two last research questions, the open questions were deeply analyzed. 

Therefore, along with the questionnaire, this paper will present relevant and clear 

data about digital marketing; social medias; and online advertising, so it becomes easier 

to identify different types of ad tricks and correlate them with social medias that make 
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use of it, based on the cross analysis table. At the end the authors should be able to rank 

the studied advertisement tricks by success, with success meaning less irritating for the 

users.  

For last, conclusion and further implications will be discussed.   

2. Literature Review 

2.1 Digital marketing and social commerce 

Digital marketing (DM) can be comprehended as the actions of sell, promote and market 

products or services online using affordable digital channels and online tools, such as 

social media. The digital marketing is becoming so apparent and fundamental in the 

marketing mix that companies are being named after search expression terms. (Wynne, 

2012)  

The essence of what makes digital marketing superior than traditional marketing, 

is the possibility of customizing your marketing (Jayaram, Manrai and Manrai, 2015) and 

according to Chaffney and Smith (2013, p. 475) the periodic changes within platforms 

and features is what makes digital marketing interesting. Those changes make digital 

marketing a challenge to manage, “since we have to constantly access our e-marketing 

activity on new and existing platforms.” 

Gartner (2013, p. 1) explain digital marketing as being “a set of techniques, 

enabled by technology, which allows marketing to improve its processes to engage in a 

dynamic conversation with people who are influencers and buyers and ultimately target, 

acquire and retain customers”. The author also recognizes the four techniques of digital 

marketing as being: 1) social; 2) mobile; 3) analytics; and 4) e-commerce. He also 

discuss the digital marketing ability in intuitively speak with clients through electronic 

channels, as the Web, email, mobile, etc. 

Although, marketing opportunities on the Web (a two-way communication 

channel) can be detailed in four situations: 1) company-to-consumer; 2) consumer-to-

company; 3) consumer-to-consumer; and 4) company-to-company. Considering those 

opportunities, “marketers should use them rightly to achieve their objective.” (Kiani, 

1998, p. 192) 

Wang and Zhang (2012, p. 1) briefly define social commerce as “a form of 

commerce that is mediated by social media and is converging both online and offline 

environments.” Social commerce also involves using social media in the assistance of 
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buying and selling products and/or services, on online and offline channels. “It represents 

potential merchandizing opportunities that combine shopping and social networking 

activities together through social media.” (Wang and Zhang, 2012, p. 2). 

In spite of all, digital marketing have been changing the interactions nature, 

between customers and companies, producing radically new ways of interaction and 

revolutionizing marketing. As such, the integration of digital marketing into business 

strategies has become necessary to promote even more engagement and interaction. 

(Hansen, Shneiderman, and Smith, 2011; Coulter and Roggeveen, 2012) 

2.2 Social media marketing 

“Social media is the media we use to be social” (Safko and Brake, 2009, p. 3) and it can 

be defined as “the product of Internet-based applications that build on the technological 

foundations of Web 2.0.” (Berthon, Pitt, Plangger and Shapiro, 2012, p. 263)  

Social media can be fully understood when divided into two definitions: 1) social: 

as being the human need of connecting with each other and 2) media: as being the 

technology we use to make those connections (which can be bells, written words, videos, 

messages or others). (Safko and Brake, 2009; Neti, 2011). In other words: 

Social media is only a new set of tools, new technology that allows us to 

more efficiently connect and build relationships with our customers and 

prospects. It’s doing what the telephone, direct mail, print advertising, 

radio, television and billboards did for us up until now. But social media 

is exponentially more effective. (Safko and Brake, 2009, p. 5)  

Social media can also be considered low cost tools and techniques, used to 

combine social interaction and technology, that are spreading fast, (Neti, 2011; Wynne, 

2012) and that also “offer companies numerous opportunities to listen to their consumers, 

to engage with them, and to even influence their conversations.” (Bruhn, Schoenmuller 

and Schafer, 2012, p. 784).  

Bruhn, Schoenmuller and Schafer (2012, p. 781) enroll into a discussion about 

how “the advent of social media has introduced new channels of brand communication, 

evidenced currently by the application of online brand engagement on social media 

platforms”, while Mir (2011, p. 266) believes that “communication through social media 

channel has revolutionary impact on human attitude and behavior.” Although, being the 

marketing communication focus, social media has enable directly and timely interactions, 

at low cost, between companies and customers. 
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According to Safko and Brake (2009); Mir (2011); and Berthon, Pitt, Plangger 

and Shapiro (2012) there are several contents on social medias’ broad umbrella, but it 

mainly consists of online networks, wikis, multimedia sharing sites, bookmarking sites, 

virtual worlds, and rating sites. This study will focus on five of those types of social 

media platforms, which are:  

● Social networking (platforms used to connect, share, educate, interact and build 

trust); 

● Photo sharing (platforms used to share photographs); 

● Video (platforms used to relay information); 

● Micro blogging (platforms used to exchange information in short messages); 

● RSS (platforms that provide daily news around the web). 

 

According to Neti (2011), two benefits of social media usage are: primarily the 

cost reduction by decreasing staff time; and secondly the increase of probability of 

revenue generation. Also, social media enable companies to: share knowledge; tap into 

the wisdom of their consumers; customer-to-customer help; among others. Mir (2011) 

declares that users controlling social media platforms, is what makes social media a 

unique rather than traditional media, and correlates with Bruhn, Schoenmuller and 

Schafer (2012, p. 784) idea that: “companies providing social network platforms bring 

like-minded consumers together and give them the opportunity to talk about brand-based 

topics.  Also about users, Patterson’s (2015) study shows that average of user age lays 

between 18-29 years old, depending on the platform used. 

The relevance of social media in marketing can be understood:   

The role of social media in marketing is to use it as a communication tool 

that makes the companies accessible to those interested in their product 

and makes them visible to those that don't know their product. It should be 

used as a tool that creates a personality behind their brand and creates 

relationships that they otherwise may never gain. (Neti, 2011, p. 7) 

Even though, Wynne (2012, p. 149) advises: “You cannot and should not dive 

into every social media platform just because it is freely available.” Instead, one should 

start a strategy and consider which platforms to use, and start building relationships, 

engaging others, collecting followers and creating thus managing a large network. 

 The relevant social media, for this study, will be explained as it follows: 

2.2.1 Facebook 

Facebook is a social networking website launched in February 2004, which is privately 

operated by Facebook, Inc. The website allows anyone who is at least 13 years old to 
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become a registered user of the website. The users can make a record with an open or 

semi-open profile; as also the alternative of showing the identities of their friends, and 

sharing photographs and activities.  In this way, users can publish their own information, 

share it with others, and receive information about other people’s lives. Additionally, 

Facebook users may join common interest user groups, organized by workplace, school, 

college, or other characteristic. (Facebook, 2004; Edosomwan, Prakasan, Kouame, 

Watson and Seymour, 2011; Hansson, Wrangmo and Søilen, 2013). 

 2.2.3 LinkedIn 

LinkedIn is a social network, which acts as a platform for recruiting and employment 

finding of professionals. LinkedIn dynamically delivers update activities from a user’s 

interpersonal network to more than 300 million members in the personalized feed that 

ranks activities according their relevance to their user. (Arya, Ha-Thuc and Sinha, 2016)  

The introduction of the feed function allows LinkedIn to dynamically deliver updated 

activities from a user’s personal network, making sure that the user is always presented 

with new information every time he logs in the website. The information varies, ranging 

from member shared articles to company job posts, member connects to member, 

member being able to like another activity etc. (Shpigel, Shpigel and Hadar, 2015) The 

large volume of activities and the fact that the users have limited time to interact with 

their social network cause many users to experience information overload. To tackle this 

problem and to ensure delivery of meaningful content to the user, LinkedIn has 

introduced a personalized feed that ranks activities according their relevance to the users 

can play two roles simultaneously in LinkedIn’s feed. (Agarwal et al., 2015)  

 2.2.4 Pinterest 

Pinterest is a visual social media platform that allows users to engage with their friends 

and share product images and information, as well as establish a relationship with other 

users. Once they have created an account, users can download a software that installs a 

pin it button directly to the Internet browser’s toolbar. Users can create boards, similar to 

an inspiration or mood board, and pin images they find while browsing the Internet. The 

boards can be organized into topics, such as illustrations or places to go, and users can 

create as many boards as they desire. Once an image is pinned to their board, users can 

tag or title the image, which is then shared with their social network on the site. Their 

social network, termed followers, which is analogous to the term friends on Facebook, 

can comment or re-pin the image to their boards. Each image that is pinned from the 
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Internet is linked directly to the website from where it was originally found and 

ultimately providing retailers an opportunity to drive traffic to their sites. Pinterest has 

been an excellent marketing and advertising tool for companies, by providing them with a 

visual space to distribute information, data and pictures of their product as well as get 

feedback from potential clients, stimulate consumer interest and drive traffic to their 

branded e-commerce site. (Mull and Lee, 2014)  

 2.2.5 Reddit 

Reddit is social news and entertainment site fueled by user produced content. Registered 

users submit content through a graphic connection that might contain; a picture, image, 

video, question, Ask Me Anything (AMA) session, and the community can then vote and 

remark on that post. In correspondence with votes, users who have made a post or 

commented on one pick up or lose karma, a Reddit-arranged metric for user ranching. 

This metric is figured as the aggregate of all the up votes short the total of all the down 

votes a user gets. Posts that get a high vote proportion (positive to negative) in a brief 

span period after their accommodation are moved to the front page. It is clear that Reddit 

community characterizes the popularity of the spread content and decides its success or 

failure. (Haralabopoulos, Anagnostopoulos, and Zeadally, 2015). 

 2.2.6 Twitter 

Twitter is a social micro blogging website in which users post short texts called tweets. 

These tweets are usually restricted to 140 characters and are also public, readable by 

anyone who visits the tweet’s author public feed. Twitter users can follow other users of 

the website, friends and strangers alike, which means they stay updated about any tweets 

the followed user’s posts. But reading individual feeds manually can be unwieldy, so 

users utilize the Twitter stream an aggregation of tweets from users they follow. This 

results in an ample of text and photo updates from sources of a user’s choosing. This 

however is not mutual, as a user is not obligated to “follow” users who are following his 

feed. (Coppock, Guess and Ternovski, 2015) 

Retweets enable users to resend a tweet from their feed to those of their followers 

(meaning, a retweet copies a tweet from a user’s incoming feed to his or her own feed, 

with attribution). In other situations, this capability can lead to a rush of retweets of 

particularly compelling content. Other tweets, while not necessarily retweets, can 

mention another user. This option can lead to extended public conversations, all 
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potentially referring back to an initial Twitter posting. (Coppock, Guess and Ternovski, 

2015)  

2.2.7 Youtube 

YouTube is a content community that was established in 2005 which provides a forum 

for people to connect, inform, and inspire others across the globe and acts as a major 

distribution platform for original content creators and advertisers, large and small. 

YouTube is based in San Bruno, California and uses Adobe Flash Video technology to 

display a wide variety of user-generated video content, including movie clips, TV clips, 

and music videos, as well as amateur content such as video blogging and short original 

videos. In November 2006, within a year of its launch, Google Inc. purchased YouTube. 

It is the third most visited site around the world, with more than one billion month to 

month visitors viewing more than six billion hours of videos monthly, and are highly 

engaged in liking, sharing, and commenting on videos on YouTube as well as upload 100 

h of new video every minute in this website. (Edosomwan, Prakasan, Kouame, Watson 

and Seymour, 2011; Dehghani, Niaki, Ramezani and Sali, 2015). 

2.2.8 Instagram 

Instagram is a social network service (SNS) that enables its users to take pictures and 

videos, and then share them on other platforms. (Sheldon, Bryant, 2016) It interconnects 

with an abundance of social networking sites (e.g., Facebook, Twitter, Tumblr, and 

Flickr) to let its users share their pictures on. (Ferwerda, Schedl and Tkalcic, 2016) The 

idea behind the site is to share photographs and videos by using a hashtag (#) so that 

other users can find the photographs. (Sheldon and Bryant, 2016) Although the 

application was just launched in 2010, it has grown steadily and strongly. In 2013, it was 

estimated that Instagram had 100 million users, and approximately four billion photos 

were uploaded and displayed (GWI, 2015). With over 300 million active users a month, 

over 70 billion pictures shared, with an average of 70 million new pictures a day. Even 

though, according to Ferwerda, Schedl, Tkalcic (2016) there is not much academic 

research studying why people use it, and who the people are who use it a number of 

reasons, identified by scholars, behind the popularity of Instagram include the fact that 

Instagram reaches the younger generation which today spend more time on Instagram 

than Facebook. (Duggan and Brenner, 2013) This is likely because young mobile users 

are extremely driven to take photos or pictures using their mobile phones, and share them 

with others instantly. The sharing of images rather than words alone has made 
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communication with friends and broader groups of users who share similar interests more 

ideal. (Bakhshi, Shamma, Kennedy and Gilbert, 2015) Moreover, the 2012 acquisition of 

Instagram by Facebook has potentially made the application more attractive and 

appealing to millions of users. Another reason is that Instagram is a mobile application 

available only for Smartphone or tablets.  In the beginning many saw it as a limitation of 

Instagram in being a mobile-only service.  But the increase usage of these devises has 

also increased the popularity of Instagram.  (Sheldon and Bryant, 2016) While similar to 

Facebook in the way that users can post photos online, unlike Facebook, Instagram offers 

a number of special filters that allow users to change the colors and resolutions of the 

photographs before they post them.  (Sheldon and Bryant, 2016) These features allow 

photo sharing and the applicability of different photo filters to adjust the appearance of a 

picture. By applying these filters, users are able to create a style that they want to express 

to their audience. (Ferwerda, Schedl and Tkalcic, 2016) Currently Instagram offers 25 

predefined photo filters that allow users to customize and modify their pictures to create 

the desired visual style. (Ferwerda, Schedl and Tkalcic, 2016) Finally being mainly a 

photo-sharing application, Instagram has excelled as an effective communication and 

marketing tool to display products with visual descriptions. Hence, it becomes a useful 

social networking platform instantly to individuals and companies. (Ting, Ming, Cyril de 

Run and Choo, 2015) Since it performs like a social media channel where individuals, 

companies, vendors and interest groups can easily join in, photos or pictures that are 

uploaded from any of them can be posted again, thus speeding up dissemination of 

information. (Ting, Ming, Cyril de Run and Choo, 2015) As a result many traditional 

offline organizations have slowly incorporated social networking services into their 

businesses in order to reach and communicate with their actual and potential consumers 

more efficiently. (Ting, Ming, Cyril de Run and Choo, 2015)  

2.3 Advertising on social media marketing 

Advertising has become one of the most lucrative businesses on the Internet nowadays 

and is emanating as one of the most popular forms of graphical advertising, generating 

earnings of over $63.2 billions in 2015. Online advertising is the use of Internet to deliver 

promotional marketing messages to consumers. Sometimes those messages are targeted 

advertising which means displaying attractive and/or relevant advertisements according 

to the need of the users’ in pursuance of attract them to click advertisements. (Zanjani 

and Khadivi, 2015; Haans, Raassens, and van Hout, 2013, Zhang and Mao, 2016)  
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Li, Lee and Lien (2012, p. 145) believe that “marketers have begun to attempt to 

exploit online social networks in order to deliver advertisements effectively.” For Kiani 

(1998, p. 192) “the advertising objective is to say the right things to the right people and 

have them perceive what is said” while Breuer, Bretter and Engelen (2011, p. 338) study 

showed that online advertisements have short and long terms effect on sales, “but the 

duration and intensity of those effects differ for each online ad channel.” 

 Goldsmith and Lafferty (2002) found that Internet advertising is somewhat 

memorable when compared to traditional medias, such as radio, magazines and 

newspaper (although not more responsible then TV ads), and therefore, marketers should 

devote more on creating quality advertisement for the online channels. Also McCoy, 

Everad, Polak and Galletta (2007) proved that advertisement contents that are non-

congruent with the websites’ content  are both more likely to be remembered due to a 

greater effort in reconciling the different content. 

 The definition of social media marketing lays on “the process of gaining traffic or 

attention through social media sites.” (Trattner and Kappe, 2013). It is important to 

understand that once a user is inside social medias and begins to create networks that will 

be determinant for the type of media and advertisements the user will be exposed to. 

Thus, “the links that one creates to other social media members determine the kind of 

media one will be consuming. They also determine the audience that one will have for the 

content that one provides.” (Fisher, 2015, p. 63). 

Kangas, Toivonen and Bäck (2007, p. 30) rely on that most social media services 

uses or contain advertisements that are their significant source of revenue. ‘Ads by 

Google’ is the most popular business model that is based on the selling of ads in the 

media. “However, the greatest winner in advertising-based business is the company 

mediating the ads, often Google or Yahoo.” Mooij (2010, p. 205) then, declares: 

“advertising on social networks can range from large-scale profile pages to banner ads 

fought from the social network site.” Although a brand can freely ad on social media, 

there is also the paid option, which there’s two types of invoicing: by time (payment per 

amount of time the ad will be displayed) or per clicks (payment per amount of times the 

ad was clicked).  

However the last thing users expect, is to see ads next to their activities, on social 

media. If they perceive that ads are being interruptive to their social conversations, they 

will develop negative reactions towards ads. Specifically, it is expected that whether an 

ad is effective depend on its ability to make consumers engage in thinking and feeling 
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about the product in the ad before they take an action, to buy or not to buy. (Zhang and 

Mao, 2016) 

On the other hand if there is a lot of intrusive advertising on social media, some 

users prefer to block them using certain programs. Vedrashko (2016) details Adblock 

Plus as being an extension which allows users to prevent page elements from loading, as 

flash, images or advertisement, although it doesn’t block every type of ads. Adblock Plus 

(2013) defines acceptable ads as being ads that are not annoying, do not disrupt or distort 

the page content, are clear about being an ad, are effective without shouting at users, and 

are appropriate to the site or tweet that users are on. Walls, Kilmer, Lageman and 

McDaniel (2015, p. 117) analyzed acceptable ads with a program “with the goal of 

changing Internet advertising for the better by allowing non-intrusive ads” and the study 

showed that the program has grown aggressively over the last four years. 

For last, it possible to believe that “Social media advertising affect most if not all 

online consumers on a daily basis” and studies results demonstrated that information is 

the best way of advertise on social media, and not by the use of entertainment or 

spamming (irritation) users, although information and entertainment increases the 

advertisement value. It is suggested, “that companies should firstly focus on providing 

information content in their advertisements to make their advertisements worth for 

consumers.” (Haida and Rahim, 2015, p. 7; Saxena and Khanna, 2013, p. 23) 

2.4 Irritation 

Several studies propose similar models in which different factors can be perceived as 

contributing towards advertisement. Following Ducoffee and Curlo (2000); Haida and 

Rahim (2015); Saxena and Khanna (2013); Abbas and Hasnain (2013) and Wang, Zhang, 

Choi and D'Eredita (2002) it is possible to deduce that entertainment, informativeness 

and irritation are the three more speculated aspects on consumers’ attitude towards 

advertisement. Therefore, this study selected only irritation as its main focus on social 

ads. Advertisement irritation has been studied for decades, and findings show that 

consumers' attitudes toward advertising are usually more favorable than unfavorable. (Li, 

Edwards, Lee, 2002) 

Many consumers recognize not only the negative societal effects of advertising, 

but also the positive economic impact of the advertising industry. However, researchers 

indicate that the content and tactics of certain ads offend or irritate consumers. (Li, 

Edwards, Lee, 2002) Irritation has serious and undesirable implications regarding 
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consumer attitudes. Thus, it becomes critical to identify the causes of irritation in 

consumers from a theoretical as well as managerial point of view.  Irritation can be 

portrayed as the measure to which the substance is chaotic and bothering to surfers.  

Previous studies indicate that individuals are progressively impervious to TV 

advertisements and in this way they disregard the promotions or utilize that opportunity 

to take an interest in another activity. (Eighmey and McCord, 1998) 

There are existing factors that can increase or decrease irritation levels towards 

advertisement. An irritating ad is often one that is "provoking, causing displeasure and 

momentary impatience". (Aaker and Bruzzone, 1985) 

According to Li, Edwards, Lee, (2002) causes of advertisement irritation can be 

broadly classified into three categories: ad content, execution, and placement. An ad are 

perceived as irritating if their content is untruthful, exaggerated, confusing, or insults the 

viewer's intelligence. Also, ads that are poorly executed are deemed more irritating. 

Poorly executed ads could be too loud, too long, too large or looking cheaply made and 

lacking high technical quality. Lastly, consumers are more likely to get irritated when 

there are too many ads or when the same ad appears too frequently. Aaker and Bruzzone 

(1985) explain some factors that increase irritation as being: using sensitive products or 

emphasizing the package, components, usage, effects; unbelievable and/or 

overdramatized situations; humiliation through appearance, knowledge or sophistication; 

when important relationships are threatened; when discomfort is shown; the use of 

unsympathetic character or endorser; and repetition and information overload. 

While those aspects sum up the factors that increase irritation the ones that are 

supposedly decrease irritation are: sympathetic scenes and characters/endorsers; creation 

of a positive, light and happy mood (the use of the words: love, care and wonderful can 

be of help); when the spokesperson is credible and appropriate or animals, children, and 

celebrities are used; when is perceived as amusing and/or informative; high quality of 

storyline or message; and when there is the use of music and/or voice-over. (Aaker and 

Bruzzone, 1985; Pelsmaker and Van den Bergh, 1999) 

Fennis and Bakker (2001) demonstrate the far-reaching effects of irritation on 

advertising by showing that irritation evoked by disliked ads or high level of exposure 

can have attitudes to be transferred, or redirectioned, towards an neutral and even 

unrelated ad and/or brand, meaning that sometimes, the consumer redirects its irritation 

from one product or brand (that has a really irritating marketing campaign) to another one 
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that doesn’t have anything to do with the first one due to the pertinent feeling of 

irritation. Typically advertisers prefer ads that demand consumers' scarce attention, 

consumers tend to form negative attitudes toward such tactics as these negative attitudes 

can then affect brand perceptions. (McCoy, Everard, Galletta, Polak, 2004)  

While Ducoffe’s (1996, p. 23) vision about irritating ads is to keep distance, 

because “when advertising employs techniques that annoy, offend, insult or are overly 

manipulative, consumers are likely to perceive it as unwanted and irritating influence”, 

Fritz’s (1979) study suggests that irritating ads are indeed better remembered then non-

irritating ones, and, therefore, ethical questions are arise when irritation in advertising is 

used as a purposive sales tool. Thus, Armelini and Villanueva (2011) discuss whereas or 

not the risk of causing saturation or a nuisance whenever social networks messages or ads 

are sent without careful measurement, can be perceived as annoying and intrusive, from 

the consumers point of view. 

Baek and Morimoto (2012) suggest that whenever a relationship its previously 

stated between advertiser and consumer, the perceived attitude towards the advertisement 

will be different. In such a way, Lee, Kim, Lim, Kim (2015, p. 840) study, points out that 

for college students age group, “brands that pretend to be their friends may be more 

irritating than those that are open and honest about their selling intentions” and therefore 

companies should prioritize being open and clear whenever establishing relationships 

with its clients.  

Doorn and Hoekstra (2013) find that a higher degree of personalization increases 

feelings of intrusiveness and irritation and also negatively affects the purchase intention. 

Thus, unlikely some authors, Baek and Morimoto (2012, p. 73) see personalization as a 

way of showing relevance on the advertised message: “One way to overcome the 

challenge is personalization to make consumers feel that messages are relevant to them”, 

because when and ad its personalized, with the consumers’ name, for example, usually 

bring less negative feelings, which means that personalization can help prevent irritation 

on advertisement models.   

Even though, the more personalized the ad target, more privacy issues emerge. 

Tucker (2013) talks about users’ privacy within advertisement irritation. When users has 

a peculiar or rare preference, and express it at any social media, that can make the user 

more concerned about being tracked by advertisers in a privacy-violation manner, 

increasing irritation and provoking avoidance on the matter. Baek and Morimoto (2012, 

p. 72) study confirmed that advertisement irritation affects both, ad skepticism and ad 
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avoidance. “The higher the perceived ad irritation, the greater the consumer avoidance of 

personalized advertising.” In other words, feelings of irritation impact significantly ad 

avoidance, but ad avoidance does not connote the existence of irritation, because ad 

avoidance can be attributed to people’s habits. 

Hence, Brajnik and Gabrielli (2010, p. 993) believe that “irritation due to inability 

to complete a task” can be one of the variables that affect the advertising effectiveness as 

Haida and Rahim (2015, p. 7) believe that “irritation has a negative impact towards 

product awareness and do not act as a predictor for advertising value” while Pelsmaker 

and Van den Bergh (1999, p. 23) claim that there’s enough evidence that irritation is a 

basic reaction to advertising stimuli that should be avoided as so, and in most 

circumstances, “it matter what you are talking about and how frequently you want to 

repeat it.” In addiction studies have found evidence of a negative relationship between the 

total views of the ad and its ability to persuade a viewer to purchase the product. (Tucker, 

2014) 

Even though, social media has been giving ways to reduce irritation and gain 

consumer loyalty by encouraging positive online behaviors about the products and brand, 

while establishing connection between brand and consumer. Thota (2012, p. 119) 

strategies that companies should take measures to reduce consumers’ irritation by going 

on “the extra step of “delighting” (...) the customer and earn their “love” so that these 

customers choose to stay loyal when tempted by competitive offers.”    

2.5 Ads tricks 

We conceptualize an advertisement trick as being a way of persuading or even obligating 

the social media user to look at some type of advertising without the consumers’ 

knowledge and consent. Following Orourke (2016) a trick banner is “a banner ad that 

attempts to trick people into clicking, often by imitating an operating system message” so 

it is possible to infer that advertisement tricks in general, pursuits to attract users to click 

on messages that might be disguised as a system message or not, and that deviates  the 

consumer from its original task. 

As seen previously, sometimes advertisement can cause irritation in consumers, 

even more when those are caught out of guard during social media surfing. For both, a 

better consumer perception towards social media advertisement, and a better promoting 

way for brands, this subject is going to be looked into it. This paper will focus on the 
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study of five advertisement tricks, which we consider the most apparent nowadays. They 

are:  

1. Display ads (displaying image banners on a page); 

2. Keyword tags (making use of hashtag sings: ‘#’); 

3. Celebrity endorsers (promoting through celebrities);  

4. Video ads (making use of video tools); 

5. Social influencers (promoting via social influencers and user generated media). 

 The five advertisement tricks studied here will be explained as it follows and 

during the research it will be possible to differentiate the most irritation ones from the 

less irritation ones and also how to advertise without irritating the consumer. 

2.5.1 Display Ads  

One of the most popular forms of online advertising are display ads. They are defined as 

graphical content on the Web sites that appear next to the main information on web 

pages, IM applications, e-mails, and other forms of communications on Web sites. 

(Chatterjee, Hoffman, and Novak, 2003) Display ads can be seen in a wide range of 

different formats and contain items such as text, images, Flash, video, and audio. (Wang, 

Kalar, Borcea, Chen, 2015) These formats are called passive ads since they provide the 

hyperlink that the consumer clicks to view the active ads, which usually consist in the 

main web pages of the advertiser. Active ads are displayed only if the consumer clicks on 

the corresponding passive ad to accesses the active ads.   

Like direct response print ads, direct mail pieces, or infomercials on broadcast 

television or cable, active ads on the Web may be directed towards lead generation or an 

immediate sale, or simply provide real time satisfaction consumer’s need for more 

information about the sponsor’s offering. (Chatterjee, Hoffman and Novak, 1998) 

Consumers are automatically exposed to passive ads, typically in the form of banner ads. 

Banner ads are often referred to as banners, which come in standardized ad sizes, and can 

include text, logos, pictures, or more recently, multimedia. Banners frequently have 

standard sizes (e.g., a standard banner is 728×90), which enable them to fit into design of 

many pages. (Kireyev, Pauwels, Gupta, 2014) Consumers can click on display ads to 

reach a Web site containing promotions and more detailed information of products or 

services. (Zhang and Mao, 2016) Usually banner ad compensation is mainly based on 

user clicks and conversion, because they bring direct profits to the advertisers. Showing 

graphical ads on web pages generates revenue and it is traditionally sold as a guaranteed 
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delivery (GD) contract, which constitutes a deal between a publisher and an advertiser to 

deliver a pre-specified number of impressions over a certain period of time at a fixed 

price per impression. (Kireyev, Pauwels, Gupta, 2014; Cheng, Zwol, Azimi, Manavoglu, 

Zhang, Zhou, Navalpakkam, 2012)  

A page view happens each time a webpage is requested by a user and displayed in 

a browser. One display of an ad in a page view is called an ad impression, considered the 

basic unit of ad delivery and is measured with click-through rate metrics, to measure the 

impact of display ad.  (Wang, Kalar, Borcea, Chen, 2015)  

However, users do not typically click this type of ads, rendering the traditional 

form of pricing structure based on clicks or conversion to be ineffective. (Cheng, Zwol, 

Azimi, Manavoglu, Zhang, Zhou, Navalpakkam, 2012). Ad clicks is a concept that spins 

off from the click through rate. While the click-through rate informs the percentage of 

web visitors who click on the ad after being exposed to it, ad clicks measures behavioral 

responses to display ads at the individual level. When an online consumer visits a 

webpage with a display ad, an ad impression is recorded for the advertising sponsor. 

(Zhang and Mao, 2016)  

With the rise of Internet usage there is growing interest by advertisers to utilize 

online display ads to raise brand awareness and to promote the visibility of the company 

and their products. However many advertisers would prefer to pay only if the ad attracted 

the user’s attention. Online display ads, which appeared in the mid-1990’s, and were 

simply a bright, flashy billboard that was shown to any visitor to the page over some 

period of time, are no linger acceptable as marketing tools. (Wang, Kalar, Borcea, Chen, 

2015)  

         Measuring impression is no longer enough and advertising sponsors want also to 

see how that impression or exposure may lead to behavioral responses. (Zhang and Mao, 

2016) To tackle this problem display ad-serving systems that assign ads to pages on 

behalf of web publishers must satisfy the contracts with advertisers, respecting targeting 

criteria and delivery goals. (Bhalgat, Feldman, Mirrokni, 2012)  

Wang, Kalar, Borcea, Chen (2015) believe that one solution has been using ads 

that can create emotional experience and get users excited about a brand and build trust. 

One other form used is targeting, which is based on criteria like site/page context, 

placement size, user behavior and geolocation to ensure that ad types shown generally 

align with the customer’s interest profile characteristics like age and gender. Targeting 

campaigns publishers combine these methods, even on a single ad. (Barford, Canadi, 
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Krushevskaja, Ma, Muthukrishnan, 2014). Positioning of the ads has also been used, as 

marketers have discovered that users spend more time looking at information on the 

upper half of the page than the lower half. (Barford, Canadi, Krushevskaja, Ma, 

Muthukrishnan, 2014)  

However, even though publishers constantly try to increase advertising awareness 

and brand perceptions to Web banner ads, researchers agree that users will adopt more 

negative behaviors when a site displays ads than when the site does not. It is clear that 

ads do seem to interfere with retention of site content, and features of ads also have 

important effects on retaining both site and ad content.  

Finally, it is also clear that the so-called pop-up ads are considered to be more 

intrusive than regular banner ads. Users seem to prefer not to be interrupted from their 

searching task, diverting their attention towards closing the pop-up windows containing 

the ads. Intrusiveness is also important for both website designers and advertisers. Pop-up 

ads seem to be more intrusive than in-line ads, implying that users should not be 

interrupted from their online tasks to close the extraneous windows. (McCoy, Everard, 

Galletta, Polak, 2004). 

2.5.2 Celebrities Endorsers    

McCracken (1989, p. 311) believes that a celebrity endorsement can be: “any individual 

who enjoys public recognition and who uses this recognition on behalf of a consumer 

good by appearing with it in an advertisement.” For Halonen-Knight and Hurmerinta 

(2010, p. 457) “celebrity endorsers need to be considered as brands and consequently 

celebrity endorsement as one form of brand alliance.” 

Muda, Musa and Putit (2012, p. 380) understand that it is not sufficient to just 

have a clear concept of what needs to be communicating to the target audience, to have a 

successful advertisement, but take the next step. As they believe, celebrities have the 

power to make consumers’ turn their heads to the companies and that “the proliferation of 

celebrity in advertising testifies to the fact that advertisers have bought the idea that 

celebrities can add value to their brands.” 

Van der Waldt, van Loggerenberg and Wehmeyer (2009, p. 102) say that 

“marketers use celebrity endorsers to build their brand image to ultimately influence the 

customers’ purchase decisions” and also perceive that celebrity endorsers are being used 

in all forms of advertising, frequently, and that indicates the perception of their 

effectiveness, where effectiveness means how successful the endorser/celebrity is at 



 28 

making the consumer believe that it is trustworthy and an expert on the advertised 

product. 

Some particularities of endorsement celebrities, buyers and social media 

relationship: 

● Social media enables celebrities to present themselves in a more personal 

way, therefore, increasing connection with their audience; 

● Gives the celebrity the opportunity to furnish a detailed, intentional and 

controlled post to the audience, while appearing casual; 

● Enables the celebrity to have an audience of almost exclusively of fans, 

choosing to follow him or her; 

● Gives celebrities an opportunity to present a particular controlled brand 

image to fans; and 

● Enables buyers and potential buyers the ability to connect with the brand, 

in a similar way to connecting with the celebrity disguised as a real person 

doing identity work online. (Johns and English, 2016)  

  

By all means, some advantages and disadvantages in using celebrities’ endorsers 

were found. The advantages include: increasing attention to the product and reaching the 

target market; celebrity with positive attributes could change negative perceptions of 

advertised products and services and establish a position for a newly launched product; 

celebrities are known all over the world and can give status to a product that is being 

established in an international market; also leads to credibility that conveys a sense of 

trust to the endorsed brand and persuasion, sending a persuasive message to target 

audience to, therefore, adopt the endorsed brand.  

The disadvantages can be tangled as: the celebrity’s will to not endorse the 

organization for a long term; celebrities can harm the endorser when negatively stating 

they never use the product; and celebrity negative publicity which can be easily 

transformed in brands negative publicity. “Just as, positive attributes about the celebrity 

might transfer to the endorsed brand, negative attributes also spill over to the brand, 

possibly in bigger magnitude.” (Muda, Musa and Putit, 2012, p. 381; Van der Waldt, Van 

Loggerenberg and Wehmeyer, 2009) 

Although, Van Norel, Kommers, Van Hoof and Verhoeven (2014, p. 313) found 

that “celebrities’ Tweets have a significant influence on people’s perceptions of 

corporations” and therefore those tweets can be used to influence consumers to think 
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more positively towards a brand, or to repair a damaged reputation.  Even though, it can 

be positively affirmed:  

Celebrity endorsement could become a more strategic alliance built 

around the linking and integration of the attributes of the two allying 

brands aiming to leverage the brand associations of the brands involved 

and enhance both brands’ image and reputation. (Halonen-Knight and 

Hurmerinta, 2010, p. 457) 

Furthermore, advertisers should be extremely careful when selecting a celebrity 

endorsement to represent a brand or companies, due to celebrities need to preserve its 

integrity and credibility within the relationship between them and the brand and 

advertising campaigns. “For any brands using celebrity endorsers, the opportunity 

presents itself for the sponsorship requirements to include conversation between the 

celebrity and the customers through the use of social media.” (Johns and English, 2016; 

Muda, Musa and Putit, 2012; Halonen-Knight and Hurmerinta, 2010) 

 2.5.3 Keyword targeting or hashtags 

Bunskoek (2015, p. 1) says that “hashtags can expand your content reach, amplify your 

brand, target your market, get your content found, improve your SEO, and more.” 

According to World Stream (2016) search marketing is built on keywords. Whenever 

keyword targeting “often feels like you’re marketing to robots” because keywords are 

rigid blunt and direct. (Kim, 2015, p. 1) 

Even though, when making use of social keywords, on Twitter, for example, they 

bring a much more conversational and informational aspect, with the use of hashtags, 

making the targeting action more natural. For Bunskoek (2015) hashtags can be defined 

as a word or group of words that follow after the # sign, and also known as metadata tags. 

Likewise, conducting and implementing keyword targeting into social media 

marketing it’s highly effective thus enables you to find out the social communities needs 

and wants per: tracking trending and popular topics on social networks and determining it 

search frequency; evaluating market interest and pinpointing demand for keywords; 

having a better knowledge of user intent; and finding pertinent points of engagement. In 

other words, “by researching and identifying social media keywords, you gain a much 

clearer picture of how to construct and communicate your message effectively.” (World 

Stream, 2016, p.1)  

Kim (2015) affirms that “hashtags are amazingly powerful to advertisers” due to 

their relevance on increasing user engagement and making it easier to target relevant 
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users by topic or interest. In accordance with World Stream (2016), valuable keywords 

are determined from: 1) related searches and keywords; keywords specific to your 

product/service and quality traffic; and 2) high clicks and low costs.  

However, it is important to never overlook the importance of hashtags and 

carefully think while keyword targeting on social medias. Also, it is important to 

reminisce that the consumer behavior varies from platform to platform and therefore the 

approach on the keyword targeting or the use of hashtags must also adapt. “This 

combination can be awesomely powerful and generate incredible results.” (Kim, 2015, p. 

1; World Stream, 2016) 

2.5.4 Video Ads focusing on AGVs  

According to Wang, Duan, Wang, Chen, Ouyang, Liu, Lu, Gao, (2009) video advertising 

is one of the most popular advertising forms to promote goods, services, and ideas. TV 

advertising has generally been considered as the most effective mass-market advertising 

format. This could easily be observed by reflecting on the high prices charged for airtime 

during popular events.  

Enormous money is spent on video ad production to capture the attention of 

audience. However, as Internet’s role is increasing in the everyday lives of the 

consumers, more and more people prefer to watch their favorite programs on their digital 

devices or using online video streaming providers instead of the traditional TV 

broadcasts. This has resulted in half of the consumer traffic on the Internet today being 

related to videos and that fraction is expected to exceed 85% in 2016. (Krishnan and 

Sitaraman, 2013) For that reason business are gradually increasing the execution of video 

digital ads inserted in video digital content.  

This paragraph will exclusively focus on (AGVs) agency-generated videos, as the 

paragraph on social influencers will deal with (UGVs) user-generated videos that fall in 

the category of (UGCs) or user-generated content. AVGs are video commercials 

produced and edited by professional ad agencies. (Hautz,  Füller, Hutter, Thürridl, 2014)  

Video digital ads are TV like video ad units, used like in stream commercials, in video 

commercials, and live stream or streaming commercials and an advertiser pays an amount 

based on the exposures of an ad to establish good enterprise impression. (Mooij, 2010; 

Chang, Chang, Chen, 2011)  

An ad network has an ad decision component that decides what ads to play with 

which videos and where to position those ads. Both the ads from the advertisers and the 
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videos from the video providers need to be streamed to the viewer with high performance 

and the mechanism for inserting the ad is commonly performed by the user’s media 

player when it is playing the video. When it is time to play an ad, the media player 

redirects to the ad network that chooses the ad and plays it within an ad player and when 

the ad completes, the control returns to the user’s media player that continues to play the 

video content. (Krishnan and Sitaraman, 2013)  

A viewer is a user who watches one or more videos using a specific media player 

installed on the user’s device. A viewer is uniquely identified and distinguished from 

other viewers by using a GUID (Globally Unique Identifier) value that is set as a cookie 

when the media player is accessed. A view represents an attempt by a viewer to watch a 

specific video. A typical view would start with the viewer initiating the video playback, 

for instance, by clicking the play button. (Krishnan and Sitaraman, 2013) During a view, 

the media player might first play an ad called a pre-roll before the actual video content 

begins or the video may be interrupted in the middle with one or more ads called “mid-

rolls” and  also an ad might be shown when the video ends called a “post-roll”. (Krishnan 

and Sitaraman, 2013)   

Usually, viewers do not have the option to skip ads and must either watch the ad 

in order to watch the video content that follows, or just abandon the ad and the view 

altogether. However, with the advent of social media in the form of online social 

technologies, social networking, video, and community platforms, traditional one-way 

communication has been transformed into multi-dimensional, two-way, peer-to-peer 

communication. Some social media, notably YouTube have experimented in 

incorporating the use of a skip button with pre-roll ads that have a mandatory non-

skippable part that must be viewed but can be skipped beyond that point. (Hautz, Füller, 

Hutter and Thürridl, 2013) 

On YouTube any uploaded video can become an ad. Video ads appear before 

other videos on YouTube, besides playing videos and in search results. The advertiser 

only pays when someone engages with the ad. If they skip it before 30 seconds (or the 

end) no amount is paid by the advertiser to YouTube. In addition YouTube has a variety 

of targeting options that help the advertiser reach the right customer for its business. 

These options are able to target by age, gender, location, interests and more. YouTube 

has also built-in analytics that make it easy for the advertiser to see the ad’s performance. 

Finally it is also possible by the advertiser to make adjustments to the ad at any time, and 

run multiple ads at once to see which works best. (Youtube, 2016) 
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In conclusion, a last form of video ads are ads that are produced so elaborately 

that they can be considered as miniature movies. (Wang, Duan, Wang, Chen, Ouyang, 

Liu, Lu, Gao, 2009) Such creative arts design makes ad video analysis fairly challenging 

because these ads are designed to be transmitted by consumers themselves, either through 

consumers posting them on their social media feeds or sharing them directly with friends. 

This means that firms commission these video ads and post them on websites in the hope 

and expectation that consumers themselves will encourage others to watch the video what 

is extremely attractive for firms, as it implies costless means of transmitting advertising. 

(Tucker, 2014)  

2.5.5 Social Influencers 

The rapid increase in social media usage among consumers, has resulted in a proliferation 

of user generated content or (UGC). User generated content refers to media content 

created or produced by the general public rather then by paid professionals and primarily 

distributed on the Internet, and according to Hautz, Füller, Hutter and Thürridl, (2013) 

this could be any form of online content created, initiated, circulated, and used by users, 

from blog posts to photographs or video clips shared on media sharing websites, product 

reviews, and comments or posts. (Duan, Wang, Chen, Ouyang, Liu, Gao, 2009; 

Daugherty, Eastin, and Bright, 2008) 

Using these forms of UGCs users are able to convey facts, opinions, impressions, 

sentiments, and experiences. Recent studies show evidence of UGCs facilitating greater 

consumer engagement than company-produced advertisements. This has made marketers 

and businesses to focus their attention in this form of media content, including ratings, 

reviews, articles, blogs, photos, podcasts, or videos, originating from users rather than 

commercial entities. (Hautz, Füller, Hutter & Thürridl, 2013) According to Snee (2008) 

personal opinions concerning a brand shared publicly via social media often drive 

product awareness and influence consumers’ purchase decisions. UGC producers who’s 

opinions are valued by a considerable number of users are called Social Influencers. 

(Francalanci, Hussain, Merlo, 2015)  

Social influencers are non-celebrities who through their UGCs accumulate a great 

number of followers on the respective social media they operate. For example vloggers 

whose YouTube videos go viral and create a loyal following clutter, or the ones who have 

hundreds of thousands to millions of Instagram followers just waiting to see what they 

post next. (Francalanci, Hussain, Merlo, 2015) 
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Manickavasagam, Vinayaga Sundaram, (2014) discuss that advertisers target 

these influencers and hope they can influence their friends and followers to use certain 

products. When an organization needs to advertise their products, it can be effectively 

done by making these social influencers to share and talk about their product. According 

to social influence literature, individuals behave more accordingly to messages produced 

by someone like themselves. (Moscovici, Personnaz, 1980) 

Therefore, understanding the network flow through an influencer can help the 

advertisers to target a specific group of users in the network. And then through word of 

mouth effect, trigger a huge cascade of influence so that many people will use the 

product. (Huang, Liu, Lin and Cheng, 2013) There are a number of websites that help 

companies to find influencers that would be suitable for promoting their products. These 

websites start by ranking individuals based on what they talk about and where they are 

most present. In addition they give an overall view of who is Influential in different 

topics and which networks they can be found on.  

Influencers differ depending on which social media they are active. For example 

on YouTube video Influencers, which are growing in importance as video becomes more 

and more popular online, are able to create a video about the product or even mention the 

product in their videos which often are watched by millions of viewers. These user-

generated videos or (UGVs) have been shown to generally exhibit a higher degree of 

source credibility and thereby a stronger influence on intended behavior than agency-

generated videos (AGVs). Studies also reveal that in terms of trustworthiness, UGVs 

perform significantly better than AGVs.  (Hautz,  Füller, Hutter, Thürridl, 2014) 

Pinterest is a bit harder to find Influencers on, because of the visual nature of the 

site. The companies are interested in Influencers willing to Pin a lot about their brand or 

things related to their brand. And as for Reddit, even though an aggressive marketing 

campaign on the site might alienate the users and have disastrous effect for the 

companies’ product or brand, if the company is able get an active Reddit user to submit 

their site, that could lead to traffic like no other site.  (Spencer, Harding, Sheahan, 2014) 

3. Empirical Data 
This study purpose is to provide insights about how to communicate with the consumer 

without being intrusive and irritating them. Therefore it’s first needed to identify existent 

advertisement tricks in use in social media as well as the social media itself, as also point 
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out which are the most irritating and less irritating advertisement tricks. The research was 

conducted by means of a online questionnaire (with open and closed questions) due to the 

quantity of images and videos needed. All the collected data is presented below.  

As background analysis, on the questionnaire, we investigated gender, age, 

nationality and background education. About age and gender, a majority of (69,2%) or 90 

of the interviewees are between 21 and 26 years old, (13,1%) and 17 interviewees are 

between 27 and 32 years old, (10%). 13 respondents were between 16 and 20 years old 

and (7,7%) while only 10 are over 33 years old. Male respondents were 53,1% (69 

respondents) while 46,9% (61 respondents) was female. Graphics one and two are 

presented for a better understanding of age and gender.  

Graphic 1 - Age. Own construction. 2016  

Graphic 2 - Gender. Own construction. 2016 
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The third question was about nationality, which is important because, as metioned 

before, the authors decided to focus on european citzens. Therefore 47 of the respondents 

or (36%) were Swedish, followed by 17 Albanian respondents or (13%), 16 (12.3%) 

Germans, 15 (11.5%) Dutch respondents, 9 (6.9%)  British, 6 (4.6%) French, 4 (3%) 

Belgian, 3 (2.3%) Greek, 2 (1.5%) Hungarian as also 2 (1.5) Austrians. By last  the 9 

remaining respondants or (6.9%) were of Kosovar, Norwegian, Serbian, Italian, Spanish, 

Belarussian, Swiss Bulgarian and Latvian nationality with one respondent for each 

country or (0.76%). Graphic number three is given to illustrate nationalities. 

 

Graphic 3 - Nationality. Own construction. 2016 

The next question was about educational background. 38 or (29,2%) of the 

respondents are already graduated, 37 (28,5%) are undergraduate, 31 (23,8%) are on the 

master level, 19 (14,6%) of the respondents completed high school, the rest 5 (3,9%) it’s 

divided in uncompleted high school and Ph.D., as it is possible to see in Graphic four. 
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At the second part of the questionnaire, more direct questions were maid. When 

asked about how important people think is to have advertisement on social media, 40 

respondents (30,8%) were neutral about the subject. Even though, (29,2%) or 38 

respondents have the opinion that ads on social media are important, while 13 

respondents (10%) think it is unnecessary. The rest of the respondents were divided into 

(15,4%) or 20 respondents who think is necessary and (14,6%) or 19 respondents who 

think is non important to have advertisement on social media. Graphic five is given: 

About what the respondents think most social media advertisements brings to 

daily life nowadays, 47 (36.1%) respondents choose irritation and 61 (46,9%) opted for 

Graphic 4 - Educational background. Own construction. 2016 

Graphic 5 - Advertisement importance on social media. 0wn construction. 2016 
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information while only 22 (16.9%) said that advertisement on social media brings 

entertainment. 

When inquired about how often the respondents feel that advertisement hampers 

their social media surfing time, a major of (47,7%), the equivalent of 62 interviewees, 

affirmed that they feel that ads are almost always harming the surfing time. In addition, 

37 or (28.5%) stated as being neutral about the matter, while 17 or (13%) affirmed that 

ads almost never harmed their social media usage and 9 or (6.9%) said they never felt 

harmed. The minor, 5 or (3.8%) feels that always is harmed by advertisements. Graphics 

six and seven demonstrate those two questions. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Graphic 6  - Advertisement addition to user daily life. Own construction. 2016 
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Graphic 7  - Advertisement hamper on social media usage. Own construction. 2016 

The 8th question was made to understand if users are really comprehending the 

ads, and if they are able to recognize the new ways of advertising in social media 

correctly. In this question, 20 screen ads were shown. Even though all shown medias 

were ads, this question represent if people are conscious or not of the advertisements they 

were being exposed to. From the 130 respondents 101 or (77.69%) did not considered Ad 

7 as an ad. This ad consisted on a social influencer type of ad trick. Graphic eight is given 

to a better understanding on question eight. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
Graphic 8  - Perceiveness of ads. Own construction. 2016 
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At the focus of the questionnaire, from the 20 shown ads, the interviewees were 

asked to choose the most irritating one. The majority of 25 respondents or (19%) thought 

that Ad 6 was the most irritating one. This ad consists in a celebrity endorsement type of 

trick. This question was followed by an open question to determinate why this is the most 

irritating ad. Several answers were given, being the contempt of the celebrity in matter 

the most explicit one. Graphic nine is shown and table two is given with the most 

apparent answers. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Table 2: Why Advertisement Six is the Most Irritating Ad 

Graphic 9  - Most irritating screen ad. Own construction. 2016 

Table 2 - Why ad 6 is the most irritating ad. Own construction. 2016 
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As most irritating, less irritating ad was also asked. From the 20 ads within the 

respondents reach, Ad 1 was chosen by 31 respondents (23,8%). This ad makes use of 

celebrity endorsement advertisement trick. This question was also followed by an open 

question to determinate why this is the less irritating ad. The respondents understood this 

ad as being the less irritating due to friendliness with the celebrity in question, as also the 

ad does not seem to be an ad. Graphic 10 illustrate the likeability of the ads and table 

three is given with other answers appearances. 

Graphic 10  - Less irritating screen ad. Own construction. 2016 
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Table 3: Why Advertisement one is the Less Irritating Ad 

 

As an evaluation process, the interviewees were inquired about which of the 20 

image ads they would be willing to be exposed again. A major of 33,8% (44 respondents) 

signalized that Ad 1 is the one to be exposed again, followed by Ad 7 (33%) or 43 

respondents, and Ad 3 by 35 respondents (27%). Graphic 11 is shown to a better 

understanding on willingness to see those ads again. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

At the video ads part of the questionnaire, the respondents where requested to 

vote on the most irritating video and explain why. With 42 (32,3%) respondents, the most 

irritating video was Cash of Clans (game ad), which consist on a celebrity endorsement 

trick and according to question 13, it is the most irritating ad due to lack of user interest. 

Graphic 12 and table four are given to a better understanding of the video ad matter as so 

the ranking of motives regarding to the video in question. 

 

Table 3 - Why ad one is the less irritating ad. Own construction. 2016 

Graphic 11  - Willingness to be exposed again. Own construction. 2016 
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Table 4: Why Clash of Clans Video Advertisement is the Most Irritating Ad 

 

Although the most irritating one was Clash of Clans (game ad) the respondents 

signalized Nissan ad as being the less irritating one with 43 (33,1%) interviewees. This 

video contain keyword/hashtag ad trick and following the answers, it’s possible to say 

that Nissan’s video is the less irritating one due to the emotional appeal. Graphic 13 and 

table five are given to a better understanding of the less irritating video ad on a matter of 

rank and excuses. 

Graphic 12  - Most irritating video ads. Own construction. 2016 

Table 4 - Why Clash of Clans video advertisement is the most irritating ad. Own construction. 2016 
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Graphic 13 -  

Table 5: Why Nissan Video Advertisement is the Less Irritating Ad 

 

Finally, the surveyed were questioned, for all types of ad to which they were 

exposed, which one is the more irritating. 67 or (51,5%) of the respondents agreed that 

other types of ads are the most irritating ones (images, keywords, celebrities 

endorsement, and social influencers) while 63 or (48,5%) point out video ads. Graphic 14 

and tables six and seven are shown to a visual understanding. 

 

 

 

 

 

 

 

 

 

 

Graphic 13 - Less irritating video ads. Own construction- 2016 

Table 5 - Why Nissan video advertisement is the less irritating ad. Own construction. 2016 

Graphic 14  - Most irritating ad tool. Own construction. 2016 
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Table 6: Why Other Ads are More Irritating than Video Ads 

 

Table 7: Why Video Ads are Less Irritating than Other Ads 

 

4. Discussion 
This study’s discussion is focused on user irritation generated by advertisement 

tricks on social media. With the objective of providing support to marketers work and 

also complementing with the literature topic, collected data presented on findings will be 

here interpreted.  

When analyzed the background characteristics of the respondents, gender did not 

show any relevant data, while age rather did. The average of the respondents were 

between 21 and 26 years old, and this can be explained by the authors choice of focusing 

on English speakers Europeans, and sustained by Patterson (2015) study, which 

demonstrates the average age of social media users as being between 18 to 29 years, 

fitting almost perfectly to this study. This age interval can represent the Y generation, 

which can be more fast responding and more easily bored, affecting the way they 

perceive advertisement in an overall. 

As first presented in the literature, as in the theoretical framework, the main 

existent and used advertisement tricks on social media are: Display ads, Keywords or 

Hashtags, Celebrity endorsements, Video ads, and Social influencers. Again, if followed 

Table 6 - Why other ads are more irritating than video ads. Own construction. 2016 

Table 7 - Why video ads are less irritating than other ads. Own construction. 2016 
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Orourke (2016) tricks can be inferred as a consumer ambush to click on messages 

disguised as advertisements. Also present in the theoretical framework, are the social 

medias which this study was based: Facebook, LinkedIn, Pinterest, Reddit, Twitter, 

Youtube, and Instagram. 

It is important to comprehend that this study cross table serves as an visual 

support, so the social media and advertisement tricks can be encountered. Therefore, it is 

possible to see that Facebook is a platform that allows all the studied tricks, while Reddit 

only supports display ads. 

While reassuring the analyzed tricks, Display ads are icons usually with a 

standard size containing images or text which promote a certain product as also, usually 

found near the main information  on web pages, while Keywords (Hashtags) are used on 

social media sites to identify messages on a specific topic. (Chatterjee, Hoffman, & 

Novak, 2003; Bunskoek, 2015) Celebrity endorsements and Social influencers can be 

easily mistaken, but while celebrity endorsements are made by individuals who enjoys 

public recognition and who uses this recognition on behalf of firms, social influencers are 

UGSs producers who’s opinions are valued by a considerable number of social media 

users. (McCracken, 1989; Helene Snee 2008)  At last Video ads are TV like video ad 

units, used like stream commercials, video commercials, and live stream or streaming 

commercials. (Mooij 2010) 

  In a second look, after knowing the tricks used nowadays, its possible to 

determine which are the most irritating ones, as also the less irritating ones. The first 

analysis part will focus on the images ads.  

As point out by the respondents, the most irritating advertisement made use of 

celebrity endorsement trick, with Kim Kardashian as Infinite Lash endorser. The most 

apparent answer was around the contempt users have with the celebrity. This contempt 

can be explained by other answers where the respondents signalized that is due to the 

celebrity’s past history scandals; how she became famous; and also about her own 

personality (fake, futile, gold digger, etc.). Therefore, if believed that celebrities are used 

to turn the consumers head towards the brand, as also build brand image to influence the 

costumers, it is possible to infer, by the answers received, that Kim Kardashian it’s 

actually shadowing Infinity Lash brand image. (Muda, Musa and Putit, 2012; Van der 

Waldt, van Loggerenberg and Wehmeyer, 2009) 

The study also pictured the less irritating advertisement trick. The chosen 

advertisement was also a celebrity endorsement trick, but now picturing Beyoncé 
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endorsing AirBnB, and as Halonen-Knight and Hurmerinta (2010) argue, they started a 

brand alliance, between brand, celebrity brand, and celebrity itself. The causality was 

what made the respondents to agree in this ad as the less irritating one. Following Johns 

and English (2016) it is possible to conclude that while presenting herself in a more 

personal way, Beyoncé increased both audiences (hers and AirBnB’s), even though only 

for those who choose to follow her or the company, and therefore created an emotional 

connection with followers and built the brands image even more. 

It is interesting to mention that both, most irritating and less irritating 

advertisement trick used, are the same. The most important to keep in mind is that 

marketers and advertisers need to be sure while choosing a celebrity, due to, the 

celebrity’s negative publicity can transform into brands negative publicity. In this study’s 

case, for example, Infinite Lash can feel a drop on sales due to using Kim Kardashian, 

while AirBnB can feel increase on number of followers. Either way, Johns and English 

(2016); Muda, Musa and Putit (2012) and Halonen-Knight and Hurmerinta (2010) all 

agree when it comes to extreme care when selecting celebrities’ due to preserving 

integrity, credibility and consumer-brand relationship. 

At this second part, videos advertisement will be analyzed, according to most 

irritating and less irritating one. It is important to remember that video can be both an ad 

trick and a form of advertising. We have exposed the interviewees to five videos: four of 

them are videos that comes up before the actual video users really want to see (and they 

are consistent of normal, hashtags and celebrity endorsements videos) and one of them is 

consistent of social influencer type of advertisement trick. 

When it comes about the most irritating video, the interviewees agreed on Clash 

of Clans video, which also consists in celebrity endorsement ad trick. Although the type 

of trick was the last thing mentioned about the respondents disregard, this video is mostly 

disapproved due to lack of interest. Most of interviewees said that this lack of interest 

comes together with the lack of patience to wait for the video to end or to be able to skip 

for what they really want, what meets Brajnik and Gabrielli (2010) idea that ads can be 

affected by the irritation users experience when incapable of completing the desired task. 

The interviewees also mentioned that Clash of Clans video is annoying because of its 

repetition in all platforms and social medias all the time. Baek and Morimoto (2012) and 

Pujol, Hohlfeld and Feldmann (2015) say that this annoyance can be prevented when the 

ad becomes relevant to the consumer, and again, also preventing the users to be distracted 

from its primary content to be consumed. This question answers also relates to Aaker and 
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Bruzzone (1985) factors that increase irritation, like overdramatized situations and 

information overload and repetition. 

On the other side, when analyzing the less irritating video, Nissan advertisement 

was the most pointed out, primarily due to being an emotional ad. This video holds a 

Keyword/Hashtag advertisement trick (Nissan #WithDad) which called the users to 

action to share their own moments between dad and son/daughter, creating emotional 

connections and experiences which made users build trust and engagement towards the 

ad, as Wang, Kalar, Borcea, Chen, (2015) and Kim (2015) once suggested. Aaker and 

Bruzzone (1985) and Pelsmaker and Van den Bergh (1999) all agree that successful 

advertisements are the ones that make use of music and light mood, using words or 

expressions that mean love and care, as well as using children. Although, the second and 

third most commented topics, when choosing this video as less irritating, was about how 

good was the storyline/message and how amusing the ad was. Therefore, it is possible to 

see again through Aaker and Bruzzone (1985) about ways of decreasing irritation being: 

high quality of storyline and message; and how amusing the ad is perceived.  

 When it comes about drowning consumers’ attention, it should be taken into 

consideration that an ad should be effectively delivered, as well as have its message 

perceived as it should be. (Li, Lee and Lien, 2012; Kiani, 1998) The findings support that 

Ad 1, 6, and 2 were the most effective ones in drawing the viewer's attention, as these ads 

were the ones more selected, mentioned and talked about, by the respondents. Two of 

them are celebrity endorsements. This is consistent with the rest of the results of the 

survey on which celebrity endorser ads were deemed both as the most and less irritating 

by the respondents, hence Van Norel, Kommers, Van Hoof and Verhoeven (2014) should 

be taken into consideration when mentioning that celebrities influence significantly on 

consumers’ perception of brand and product. 

 The third most mentioned was Ad 2, which is a banner ad and it was most 

mentioned by the irritation caused by repetition, and as Li, Edwards, Lee, (2002) agree, a 

failure while executing the ad. The reasons behind the considerable attention given to this 

particular ad can be inferred by the huge number of this ad type circulating on social 

media as due to its status as sponsored. As Mooij (2010) explained, ads can be paid, 

“sponsored” as it is called on Facebook, and therefore will appear more to users in 

general. 

Regarding the research question about the correlation between the level of 

irritation of video ads compared to other forms of ads, the results showed no particular 
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overwhelming preferences of one type towards the other. A slightly bigger percentage of 

the respondents selected other forms of ads as being the most irritating form of ads.  

The most common reasons given by the respondent for their choice included an 

entertainment factor, as they judge other forms of ads as not as entertaining as video ads. 

Haida and Rahim (2015) already presented that ads should focus on presenting the 

consumer with entertainment rather the information or irritation. 

 Repetition, as the respondents find irritating encountering constantly the same 

form of ads, usually with the same text or image in different social media, being 

Facebook and Youtube the two social medias where repetition happens the most. This 

can be connected with Wynne (2012), when advised that brands should not enter every 

possible social media and advertise, but instead, create a strategy and consider which 

platforms, in this way, avoiding overload and repetition. 

The lack of relevant information given in these types of ads as well as the 

difficulty to dismiss them are two more factors mentioned by the respondents as reasons 

why they find’ these forms of ads more irritating than video ads. As Adamopoulos and 

Todri (2015) explained, and ad should not just be presented to the consumer, but rather 

have a strong message, otherwise failing on this can generate negative image to the 

brand, and Saxena and Khanna (2013) presented that advertisements should be built in 

information, making the ad worth it to the consumer. 

 Finally, an emotional factor is also present as respondents state that text and 

images do not appeal to their emotions the same way a video ad does, due to videos have 

the possibility to build, in a way, faster relationships and trust with the costumer, as doing 

so, decreasing irritation levels perceived towards the advertisement. (Wang, Kalar, 

Borcea, Chen, (2015); Aaker and Bruzzone (1985); Pelsmaker and Van den Bergh) 

Although the most irritating tool was considered other ads, the number of 

respondents who opted for video ads were quite balanced. Therefore it is important to 

remember that as a advertisement trick, videos can also be quite irritating of consumers. 

Again, all of the aspects taken into consideration above were already mentioned in the 

most or less irritating advertisement. In that way if possible to infer that, in order to have 

a non-irritating or non-intrusive ad, relevant information and entertainment are needed, as 

so, the emotional appeal into the consumers’ personal space as trying not to be repetitive. 

In other words, making consumers engage in thinking and feeling about the product by 

means of watching or reading an ad. (Zhang and Mao, 2016) 
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The questionnaire also provided a picture of the overall opinion of customers 

regarding social media ads. In the results it was shown that the majority of the 

respondents are neutral when asked about the importance of social media ads. However, 

of those respondents who did not have an uninvolved opinion, an overwhelming majority 

deemed ads as being important or necessary in contrast to a small percentage who 

considered ads as unnecessary or unimportant.  

Therefore, as Li, Edwards and Lee (2002) had previously shown, consumers are 

really more favorable than unfavorable towards advertising, maybe due to facilitated 

connections between brand and customer; right messages transmitted; or even 

personalization tactics used. In an overall conclusion, marketers should create more 

quality ads, as they are somewhat more memorable to the user then other traditional ads 

(specially if video ads). (Breuer, Bretter and Engelen, 2011; Adamopoulos and Todri, 

2015; Stephen, 2016; Goldsmith and Lafferty, 2002) 

This is an interesting outcome considering the fact that the results also revealed 

that most of the respondents believe they are always being harassed by social media ads. 

Brajnik and Gabrielli correspond to that when signalizing the negative effects of 

advertisements, when users may experience irritation, leading to frustration. Finally those 

respondents, who opted for irritation, as a factor brought to their daily lives by ads, were 

in considerable larger quantity than those who choose to consider ads as sources of 

information and entertaining. 

As several scholars wrote, intrusiveness is the mainly cause of ad irritation, being 

intrusive ads and irritation potential directly proportional, affecting effectiveness and 

leading users to avoid advertisements using ad blocking methods. (Goldsmith and 

Lafferty, 2002; McCoy, Everad, Polak and Galletta, 2007; Vedrashko, 2016; Armelini 

and Villanueva, 2011) 

As an overall analysis, based on this study respondents perspectives, social media 

advertisements should consist in subtle ad tricks, such as Keyword campaigns, (e.g. 

#WithDad in Nissan’s video) or even resort to celebrities or social influencers while 

making sure of the celebrity chosen and that the advertisement show through causality, 

like being just another post on Facebook or Instagram (e.g. Beyoncé promoting AirBnB 

or Food Porn promoting Mayday Coffee and Food).  

Also, the marketers should know how to balance being present on social media 

platforms and in meanwhile, advertising in all of them, not to cause irritation due to 

repetition. Also, emotion and engagement should be created to build trust and 
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connections with the consumer. Consequently this study displayed advertisement 

perceptions towards irritation, and therefore, served as basis on what to do or don’t do in 

further advertisements. 

6. Conclusion 
The explosion, of social media usage world wide, in the past years and the increasing 

amount of time users spend online, has provided tremendous opportunities for marketing 

inside social media. To target these potential consumers a number of divergent tricks are 

used. However the effectiveness of these tricks is debated as these forms of advertising 

hinder the user's consumption of social media and instigate irritation.  

This paper is attempting to gather, explain and analyze, these different forms of 

social media advertising techniques, and determines those techniques that are more 

influential and memorable to consumers. As well as shed a light on the main factors 

behind the irritation of the consumers towards these forms of advertisement. And find 

which type of tricks provide the most and least irritating effect. Furthermore gain a 

comprehensive understanding on the opinion of consumers towards social media 

advertising in general as well as for each individual form of advertisement.   

The study was also set out to explore the advertisement tricks available nowadays, 

as so, to understand how these tricks links with consumer irritation. Even so, it provides a 

new way of thinking for marketers while strategizing marketing campaigns, choosing 

between social media platforms, and defining consumer approaches. 

The main empirical findings were provided in the findings chapter as also 

followed by a deep discussion on the study’s’ respondents point of view. It became easier 

to answer the proposed research question, once the questionnaires were analyzed.  

Firstly, as part of the study, the question about the main existent and used ad 

tricks in social medias was answered. After a careful and thorough study of the broad and 

dispersed literature concerning social media advertising, five types of tricks were 

identified as the most common to be encountered by users. These tricks include Display 

ads, celebrity endorsers, keywords and hashtags, video ads and social influencers. 

However, through the literature and the answers given by the respondents, it was evident 

that the usage of these tricks is disproportionate when compared to each other. In 

numerous answers given, the respondents emphasized of the enormous quantity of 

particular types of tricks as well as the frequency in which they are exposed to them. The 
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explanation to this phenomenon could be the economic affordability. Because, as it is 

mentioned in the literature review, a number of forms of advertisement are considerably 

inexpensive to produce when compared to the other forms.  

Secondly, it was asked which are the most irritating and less irritating ad tricks. 

This is one of the most important findings, as it guides all of the others. Interestingly, as it 

was presented, both, more and less irritating (image ad) were consistent of the celebrity 

endorsement advertisement trick. Base on the survey respondents; it is possible to infer 

that huge caution is necessary when choosing the right celebrity to represent a brand. As 

some studied literature authors affirm, the celebrity becomes the face of the brand, and 

therefore should be wisely discussed and analyzed before final decisions.  

By all means, using celebrity endorsers as a form of advertisement trick may 

bring advantages, such as: establishing position for a new product, or targeting markets 

with the help of celebrity positive attributes; giving status to a international 

product/service; and leading to credibility and trust to both, celebrity and brand. Also 

disadvantages can be pointed as result of this trick. As it was presented in the study, the 

celebrity personality and contempt, can result on harming the brand and, as well, 

negatively stain the product. 

When talking about video trick ads the results, on this study questionnaire, 

displayed that information and appeal to the consumer emotional are the most important 

features to be followed to be a not intrusive and irritating advertisement. Also, Keyword 

(hashtags) should be used to connect brand and customer, creating trust and commitment, 

as also engaging the consumer in participating in the branding process, meanwhile 

bonding. Although keywords will help, lack of information and entertainment can 

transform the video in a boring and stressful, therefore irritating, trick which the user 

cannot skip or ignore. 

This way, and based on the respondents perceptions, it is possible to comment 

that videos as advertisement tricks should create awareness to the brand with good 

storylines and/or emotional content while not exposing the user to repetitive plays on 

different social platforms. 

When inquired which image ads are more effective in drowning consumers’ 

attention, a third point can be expressed. It’s possible to assume that structure, message, 

visual, and platform, for example, transform some ads to be more visible then others, and 

at a final look, positive and negative outcomes were perceived. In one hand, making use 

of celebrities endorsement or to expose an ad over and over again, might appear good 
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when it comes to consumer attention, but on other hand, one has to be able to balance if 

this attention is positively or negatively affecting the product. Hence, the celebrity 

influences the consumer perception of the brand/product, so again, the celebrity used 

should be chosen wisely as repetition should be careful used to not stress the consumer. 

As the forth point, referring to which type of ad, video or other, do consumers 

find more irritating the results showed that video ads were not perceived as 

unsympathetic as other forms of ads. There can be identified a number of reasons for this 

particular result. As mentioned before, the frequency of exposure to an ad increases the 

irritation level of the user towards that ad. Video ads require the higher amount of 

resources to generate and that makes it considerably less recurrent than other forms of 

ads. In addition through the answers given by the respondents it can be concluded that 

emotional effects inflict by the ads to the consumers, play a major role into what is or is 

not perceived as irritating. If an ad is able to induce positive emotions to the users it will 

reduce the level of irritation towards that ad. This can be achieved by making ads less 

obvious of their main purpose of advertising.  

Ads could be made more interesting, using humor or telling stories that appeal to 

users. This can enable the users to connect in a more personal level with the ad and as a 

derivative with the company and product marketed to them. This is easier achieved 

through video ads. As other forms of ads are usually text or images, this makes 

transmitting the required message using them more difficult than transmitting it through 

videos. When the respondent deemed video ads irritating, the main reason given for their 

irritation involved the time factor.  

Users do not appreciate the time spent watching video ads as they consider it as a 

time wasted which could be used to conduct other online activities. But again returning to 

the induction of positive emotions. It was noted that respondents who declared video ads 

as being more irritating than other ads due to the amount of time spent watching them, 

when asked which type of video ad they found more interesting they choose video ads 

that were longer or with the same amount of run time as the rest of video ads presented. 

Considering this fact, it can be concluded that if the ad is preserved as interesting to the 

users that will negate in a certain level the irritation factor connected to the longevity of 

that ad. Finally the difficulty level of bypassing a certain ad is an important factor that 

affects the irritation level of the users. The availability of a skip button on video ads 

makes them easier to bypass and as a result less irritating than other forms of ads which 

require more effort to overlook.   
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The fifth and last point studied was that, when analyzing the overall opinion of 

customers towards ads, the respondent’s answers revealed expected and unexpected 

results. Through the results it is apparent that the majority of customers do not have a 

specific opinion about the importance of social media ads, while it can also be concluded 

that ads are regarded as an irritating factor to customer’s daily lives. However from the 

minority that was not neutral to the importance of social media advertisement, the 

overwhelming majority of that minority deemed ads as important and necessary opposed 

to those that deemed them unimportant and unnecessary. Taking the above results in 

consideration, it can be concluded that even though customers or users understand the 

importance and the necessity for social media advertisement that does not diminish their 

levels of irritation towards ads.  

In addition, the study has offered an evaluative perspective on online advertising 

tricks and consumer irritation. It is interesting to note that this study encountered a 

number of flaws in advertisement that can lead to consumer irritation. Also as proposed, 

the study discussed the best methods to advertise without harming and irritating the 

consumer, as well as offered a new overview about the subject in the academic area. 

Clearly, both, objectives and research questions were successfully achieved. 

This paper aspire to help parties seeking to advertise in social media, by providing 

an easy and concentrated gathering of the types of advertising tricks that can be used. 

Moreover, explain each type of trick and provide know how of how each trick can be 

implemented. In addition conduct comparisons between the tricks, and as a result point 

out the positive as well as negative aspects of each trick. And ultimately determine the 

best choices, marketers and parties interested in advertising certain products, can make. 

6.1 Limitations of the study 

Regarding the limitations of the paper this paragraph will introduce and elaborate a 

number of challenges encountered throughout the conduction of the study.  

Firstly, the literature about social media advertising showed a lack in concentrated 

materials, with the majority of it being broad and dispersed. This, as a result, made the 

accumulation of relevant literature considerably more challenging. In addition specific 

details, giving practical instruction on how the social media advertising tricks were 

produced, were absent from relevant literature. With scientific articles focusing mostly on 

the effects and consequence of social media advertising.  
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When taking in consideration the experimentation part of the paper, the lack of 

resources and the longitudinal effects could be classified as the most important setbacks. 

If given more time and resources, the study could be expanded to include a sample within 

the general worldwide population, as the multicultural environment of the university, 

provides the possibility of having sample groups from all around the world. This 

university environment proved helpful to the study because it enabled an age reflection of 

the median age of social media users today. In addition it enabled the study of English 

speaking respondents, as it was the intention of the study.  

Considering the respondents, the amount of them could have been higher. A 

number of reasons behind the non-enormous quantity of respondents have been given in 

the method, however it should be noted that the main reason could have been the type of 

questionnaire. The slightly sizable length of the questionnaire might have discouraged a 

considerable amount of potential respondents to answer.  This was a result of the authors 

opting for quality over quantity and conducting the study through a meticulous 

questionnaire and not just a simplified survey, as to allow for more thorough and 

punctilious results and conclusions.  

6.2 Further Studies 

As some scholars, the authors also agree that online and social media advertising are an 

increasing field, as well as, advertisement techniques should be also studied in this new 

context. (Campbell and Wright, 2008; Breuer, Bretter and Engelen, 2011). 

 Besides positive or/and negative outcomes, the advertisement tricks on social 

media should be continuously studied. Firstly because there aren’t many previous studies 

with both subjects being analyzed together, and secondly because it’s a theme that suffers 

several adaptations among time due to rapidly changes in the online world as a result of 

new emergent technologies and advertisement methods.  

The scale of this debate has, therefore, it’s importance given at the local level. To 

generate bigger social, or even world, patterns, there is need for more studies at those 

exactly local levels to allow further assessment of how an advertisement trick irritates the 

consumers. Exploring different focus groups, different locations or even new and 

different advertisement tricks as future research strategies, can facilitate the attainment of 

this goal.    

Besides bringing implications to further studies to be developed, this study desire 

to inspire new and broader discussions about the same topic, as well as, other topics 
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involved. One field that should be deeply analyzed could be the interaction between 

social medias and celebrities’ endorsements, specifically, or even, how the use of 

hashtags shakes the consumer emotional thinking and creates trust and engagement.  

Thereupon, more research that combines different factors and theoretical angles is 

encouraged to enhance the understanding of the complex phenomena of advertisement 

tricks and consumer irritation. 
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8. Appendix 

8.1 Questionnaire    

Hello! 

 

We are studying advertisement tricks on social media and how it connects to consumer 

irritation and this survey was made to support the research. 

The questionnaire will be applied in the European continent, so you need to live in 

Europe to be able to answer. 

 

For that purpose, we ask you to take a few minutes and help us, giving your opinion 

about advertisement on social media. 

 

Don’t worry if the page takes a while to load. We have some pictures and videos so this 

might happen. 

 

Thank you for you time! 

 

Questionnaire 

 

Part 1  
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1. Gender: 

(  ) Male 

(  ) Female 

 

2. Age: 

(  ) ≤ 15 

(  ) 16 - 20 

(  ) 21 - 26 

(  ) 27 - 32 

(  ) 33 - 38 

(  ) 39 - 44 

(  ) ≥ 45 

 

3. Nationality 

____________________________ 

 

4. Educational Background 

 

(  ) Uncompleted High School 

(  ) Completed High School 

(  ) Undergraduate 

(  ) Graduated 

(  ) Master 

(  ) PhD. 

 

5. How important is to have advertisement on social media? 

(  ) Unnecessary 

(  ) Non important 

(  ) Neutral 

(  ) Important 

(  ) Necessary 

 

6. What do you think most social media advertisements bring to daily life? 

(  ) Information 

(  ) Entertainment 

(  ) Irritation 

 

7. How often do you feel that advertisement hinders your social media surfing time? 

(  ) Never 

(  ) Almost never 

(  ) Neutral 

(  ) Almost always 

(  ) Always 
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8. Please select the images below that you consider as advertisements: 

❏ Ad 1 

❏ Ad 2 

❏ Ad 3 

❏ Ad 4 

❏ Ad 5 

❏ Ad 6 

❏ Ad 7 

❏ Ad 8 

❏ Ad 9 

❏ Ad10 

❏ Ad 11 

❏ Ad 12 

❏ Ad 13 

❏ Ad 14 

❏ Ad 15 

❏ Ad 16 

❏ Ad 17 

❏ Ad 18 

❏ Ad 19 

❏ Ad 20 

 

9. From the 20 ads shown below, please choose the most irritating one: 

(  ) Ad 1 

(  ) Ad 2 

(  ) Ad 3 

(  ) Ad 4 

(  ) Ad 5 

(  ) Ad 6 

(  ) Ad 7 

(  ) Ad 8 

(  ) Ad 9 

(  ) Ad10 

(  ) Ad 11 

(  ) Ad 12 

(  ) Ad 13 

(  ) Ad 14 

(  ) Ad 15 

(  ) Ad 16 

(  ) Ad 17 

(  ) Ad 18 

(  ) Ad 19 

(  ) Ad 20 
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10. Why have you chosen the previous ad as the most irritating one? 

_______________________________________________________ 

_______________________________________________________ 

_______________________________________________________ 

_______________________________________________________ 

 

11. From the 20 ads shown below, please choose the less irritating one: 

(  ) Ad 1 

(  ) Ad 2 

(  ) Ad 3 

(  ) Ad 4 

(  ) Ad 5 

(  ) Ad 6 

(  ) Ad 7 

(  ) Ad 8 

(  ) Ad 9 

(  ) Ad10 

(  ) Ad 11 

(  ) Ad 12 

(  ) Ad 13 

(  ) Ad 14 

(  ) Ad 15 

(  ) Ad 16 

(  ) Ad 17 

(  ) Ad 18 

(  ) Ad 19 

(  ) Ad 20 

 

12. Why have you chosen the previous ad as the less irritating one? 

_______________________________________________________ 

_______________________________________________________ 

_______________________________________________________ 

_______________________________________________________ 

 

13. Which, from the ads below, would you be willing to be exposed again? 

❏ Ad 1 

❏ Ad 2 

❏ Ad 3 

❏ Ad 4 

❏ Ad 5 

❏ Ad 6 

❏ Ad 7 

❏ Ad 8 

❏ Ad 9 
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❏ Ad10 

❏ Ad 11 

❏ Ad 12 

❏ Ad 13 

❏ Ad 14 

❏ Ad 15 

❏ Ad 16 

❏ Ad 17 

❏ Ad 18 

❏ Ad 19 

❏ Ad 20 

 

Part 2 

 

In this part you will watch five video ads. Please, pay attention due to next questions 

will be based on these videos. 

 

Video 1 - Nissan #WithDad  

 

Video 2 - Heinz Display ad 

 

Video 3 - Clash of Clans - Celebrity endorser and Display ad 

 

Video 4 - Coca Cola - Celebrity endorser 

 

Video 5 - Zoella - Social Influencer 

 

14. Which video do you consider the most irritating one? 

(  ) Nissan #WithDad 

(  ) Heinz Display ad 

(  ) Clash of Clans - Celebrity endorser and Display ad 

(  ) Coca Cola - Celebrity endorser 

(  ) Zoella - Social Influencer 

 

15. Why have you chosen the previous ad as the most irritating one? 

_______________________________________________________ 

_______________________________________________________ 

_______________________________________________________ 

_______________________________________________________ 

 

16. Which video do you consider the less irritating one? 

(  ) Nissan #WithDad 

(  ) Heinz Display ad 

(  ) Clash of Clans - Celebrity endorser and Display ad 
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(  ) Coca Cola - Celebrity endorser 

(  ) Zoella - Social Influencer 

 

17. Why have you chosen the previous ad as the less irritating one? 

_______________________________________________________ 

_______________________________________________________ 

_______________________________________________________ 

_______________________________________________________ 

 

18. From all analyzed advertisements, which type do you consider more irritating? 

(  ) Video ads 

(  ) Other social media ads 

 

19. Why do you consider your previous answer as the most irritating advertising method? 

_______________________________________________________ 

_______________________________________________________ 

_______________________________________________________ 

_______________________________________________________ 

 

Thank you for your collaboration in this study. 

Best regards, 

Ana Clara and Rexhinaldo. 

 

 

 

 

 

 

 

 

 

 

 

 

8.2 Images and video ad links 

 



 71 

Advertisement 1 - Celebrity Endorsement, Facebook 

 

 
 

Advertisement 2 - Display Ad, Facebook 

 

 
 

 

Advertisement 3 - Hashtag Ad, Facebook 

 



 72 

 
 

Advertisement 4 - Hashtag Ad, Instagram 

 

  
 

 

 

 

Advertisement 5 - Hashtag Ad, Instagram  
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Advertisement 6 - Celebrity Endorsement, Instagram 

 

 
 

 

 

 

 

 

 

Advertisement 7 - Social Influencer, Instagram 
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Advertisement 8 - Celebrity Endorsement, Instagram 

 

 
 

 

 

Advertisement 9 - Social Influencer, Instagram 
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Advertisement 10 - Display Ad, LinkedIn 

 

 
 

 

 

Advertisement 11 - Social Influencer, LinkedIn 
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Advertisement 12 - Celebrity Endorsement, Pinterest 

 

 
 

 

Advertisement 13 - Display Ad, Pinterest 
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Advertisement 14 - Display Ad, Reddit 

 

 
 

 

 

 

Advertisement 15 - Display Ad, Reddit 
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Advertisement 16 - Display Ad, Twitter 

 

 

 
 

 

 

 

 

Advertisement 17 - Hashtag Ad, Twitter 
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Advertisement 18 - Social Influencer, Twitter 

 

 
 

 

 

 

Advertisement 19 - Celebrity Endorsement, Twitter 
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Advertisement 20 - Social Influencer, Twitter 

 

 
 

Video advertisement links: 

 

1. Clash of clans - https://www.youtube.com/watch?v=GC2qk2X3fKA 

2. Heinz - https://www.youtube.com/watch?v=aNN9nL2vppM 

3. Coca cola - https://www.youtube.com/watch?v=otbV2kTTZiQ 

4. Zoella - https://www.youtube.com/watch?v=Qmfkofj-fME 

5. Nissan - https://www.youtube.com/watch?v=tps-uM3qZeE 
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