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AN EXAMINATION OF PERSONALIZATION  

IN DIGITAL ADVERTISING 

Emily Ladig 

Dr. Monique L. R. Luisi, Thesis Supervisor 

ABSTRACT 

 

 Paid advertisements on social media have become a powerful way for marketers to reach 

their target audiences. This study addresses how millennials experience, interact with, and react 

to personalized advertisements on Facebook, as well as what motivates them to click on them. A 

hybrid qualitative design, involving data collection through the use of a think-aloud observation 

method, was paired with semi-structured interviews from 12 study participants. Findings showed 

that millennials do not seek out personalized advertisements on Facebook intentionally, and only 

interact with them when it involves a personal benefit. However, in order for this to happen, 

advertisements must first grab their attention through text and imagery that feature an element of 

mystery, and other details like pricing. This study is important because findings help fill a gap in 

the existing literature on the topic of digital advertising, and serve as a set of best practices for 

advertising professionals. 

 Keywords: personalization, advertisements, Facebook, millennials, privacy concern 
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Chapter 1: Introduction 

 

As the world becomes increasingly digital, advertising methods have taken on a similar 

form. In the year 2018, digital advertising was the fastest growing category of advertising 

compared to more traditional methods like television, radio, and magazine (Ma, 2018). Digital 

advertising can take on many forms, such as email, search engines, and even social networking 

sites (SNS). Where individuals may use SNSs to connect with friends, advertisers use them to 

reach their target audiences. In fact, one out of every five advertisements people view online is 

on an SNS (Curran, Graham, & Temple, 2011). Businesses have since realized the benefit to 

advertising on an SNS, because they receive access to “the millions of eyes, wants, needs and 

wallets logging on…on a daily basis” (Curran et al., 2011, p. 28). Facebook is of special interest, 

because around two-thirds of U.S. adults report they are Facebook users, and three-quarters of 

these adults say they use the SNS daily (Pew Research Center, 2018). 

Advertising through an SNS like Facebook can also be done at a low cost. In addition to 

being one of the most targeted forms of advertising, it is also one of the cheapest (Curran et al., 

2011). The only cost is to the Facebook user who will see the advertising, who Facebook does 

not charge to create an account, provided they are willing to disclose different personal details 

about themselves (Curran et al., 2011). While making a Facebook account is free, there is an 

additional option to run advertisements on Facebook pages, where the cost is determined and set 

by the page administrator, who is also the advertiser creator (Facebook, 2018). The motive 

behind running an advertisement on Facebook is to take advantage of the targeting parameters 
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within the site, which include “profile information, social relationships, interests, and behavior” 

(De Keyzer, Dens & De Pelsmacker, 2015, p. 125).  

I first became interested in this method of advertising when I started working part-time at 

a digital advertising agency that specializes in programmatic advertising. Programmatic 

advertising is defined as an advertising buying process that includes behavioral targeting, real-

time bidding, and retargeting (Watts, 2016). In other words, it is a method of advertising where 

user information is used to target and serve paid advertisements to other users that fit a certain 

demographic. Facebook advertisements are considered a method of programmatic advertising 

because they allow advertisers to utilize user information to target advertisements to site users. 

This method has become increasingly popular because it ensures that advertisements are closer 

to reaching a specified target audience, as opposed to a mass audience, in which there is less of a 

chance the advertising message will resonate. 

In my advertising agency experience, seeing the large amount of money spent on 

advertising through Facebook by companies of different sizes sparked my interest, and made me 

wonder how effective this method of reaching consumers really is. It is possible to tell if 

advertisements are successful or not, which can be done by analyzing conversions, click-through 

rates and other metrics Facebook provides. However, where a research gap exists is in exploring 

user perceptions. My ultimate goal of this study was to explore Facebook users’ thoughts about 

Facebook advertisements. This should be studied more in-depth because diving into users’ 

thoughts and feelings can yield rich data that can tell a meaningful story in a way that 

complements what numbers tell us.  

This study is particularly relevant given news events that occurred during the spring of 

2018 regarding Facebook and the Cambridge Analytica scandal. Cambridge Analytica, a British 
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political consulting firm, illegally obtained data from over 50 million Facebook users without 

them knowing (Spangler, 2018). Using this data, they then “inform[ed]-voter targeting strategies 

for Donald Trump’s presidential campaign” (Spangler, 2018, p. 32). This angered many 

Facebook users, causing the social networking site to draw scrutiny from people worldwide 

(Spangler, 2018). There was much controversy in terms of this incident influencing voting 

behavior, and in turn, the outcome of 2016 presidential election. As a result, Facebook users 

became aware of how personal data can be used in powerful ways. 

 Ultimately, this topic choice was not solely for the purpose of completing a thesis. In 

addition to my personal interest, I hope to use these findings to help brands uncover more about 

their target audiences as I begin my career as an advertising professional. The goal of this 

research was to help advertisers understand the best ways to serve targeted advertisements on 

Facebook, and to understand millennial Facebook user behavior when it comes to clicking on 

digital advertisements within the SNS. Data produced will lead to an understanding of the in-

depth thoughts and motivations of consumers within the millennial age range who view 

advertisements on Facebook. Additionally, it can help companies and brands create better 

advertisements, as well as improve their digital practices.  
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Chapter 2: Literature Review 

 

Advertisements have long been used throughout history with a primary goal of 

encouraging the purchase of a certain product. These advertisements have been found in a 

variety of media such as magazines, radio, and television. However, within the past two decades, 

the development of the Internet has brought about a new medium for advertisements, in which a 

digital space has provided endless opportunities, as well as challenges, for advertisers to reach 

their audiences (Watkins, 2018). Despite these consequences, advertisers continue to be 

successful in getting people to see their advertisements by using online targeting strategies to 

make them more personalized to consumers (Tran, 2017). Companies want to target the exact 

consumers who are buying their products—or may potentially be in the market for their 

products—and most have the ability to do this (Tran, 2017). Using social media and search 

engines that keep track of an abundance of personal user information, brands are able to target 

consumers more specifically (Tran, 2017). 

Targeting Audiences  

When it comes to advertising, there are several steps that must be taken in order to reach 

consumers, or, the right consumer. One of the first steps in this process consists of identifying a 

target audience, which is a group of people that may be in the market for a particular product or 

service (Berning & Rabinowitz, 2017). These are the people that advertisers want to view the 

advertisements. Showing an advertisement to an audience that is likely receptive helps improve 

advertising effectiveness and thus reduces advertising waste (Berning & Rabinowitz, 2017). 

Being receptive is defined as being engaged with an advertisement and perceiving it as having 

value (Wu, 2016). After choosing a target audience, advertisers then create an advertisement that 
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best appeals to this specific audience. For example, a cosmetics brand may create advertisements 

that aim to appeal to women who are 18-24 years old, because research shows that this age group 

is most likely to spend money on beauty products (Mspark Marketing, 2018).  

After creating an advertisement for a specific audience, advertisers can use targeting 

strategies to reach these people. This can consist of using paid methods to ensure that the specific 

advertisement is served to and reaches the target audience. For instance, advertisers can pay to 

serve an advertisement on Facebook, and can select for the cosmetic advertisement to be served 

to female Facebook users ages 18-24. Some overlap exists between creating an advertisement 

that best fits a certain audience, and actually getting that audience to see the advertisement. 

However, when used in conjunction, there is a better chance that the intended audience will see 

the advertisement, and that it will potentially resonate with them.  

Personalization and Advertisements  

 Personalization is an important theoretical concept related to this topic, which is defined 

as “an activity of developing individualized communication to a particular customer which is 

tailored based on the customer's implied or stated interests” (Tran, 2017, p. 231). The concept of 

personalization is important because it helps to uncover the motivations behind the acceptance or 

rejection of advertisements. Studying the motivations behind users’ clicks ultimately helps 

advertisers understand the way consumers react to different kinds of advertising on Facebook. 

 Due to advances in technology and the rise of popularity in social media, personalization 

in advertising has become a more prevalent topic. This is because 

Social media platforms build a convenient interface in which users share their personal 

interests, experiences, and everyday life. This information enables advertisers to target 
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their consumers with highly relevant ad messages in terms of demographical, 

geographical, and psychographic elements. (Jung, 2017, p. 303)  

For example, a store that sells wedding dresses might promote “local bridal shop ads to women 

whose relationship status is ‘engaged’” (De Keyzer et al., 2015, p. 125). Most advertising 

professionals recognize the benefit of advertising through Facebook, because the SNS offers a 

way to target a product or service to an individual customer, unlike most other advertising 

methods (Curran et al., 2011).  

 Previous research in this area has found that different amounts of personalization can 

produce both positive and negative results (Aguirre, Mahr, Grewal, de Ruyter, & Wetzels, 2015). 

Therefore, literature on this topic is beneficial to advertisers because in uncovering the ways 

consumers view personalized advertisements, marketers can develop better digital practices in 

order to reach their target audiences.  

Efficacy of Personalized Advertisements 

Advertisements that are personalized differ from non-personalized advertisements in that 

the former target consumers based on specific demographic information and interests, and the 

latter use no targeting techniques at all (Bang & Wojdynski, 2016). Studies have looked at how 

consumers react to consumer-tailored advertisements in order to analyze if they are more 

effective than non-tailored advertisements (Bang & Wojdynski, 2016). Within this specific area, 

several scholars have attempted to dig deeper into the concept of personalization and figure out 

how this influences consumer perception of advertisements (Jung, 2017).  

 Jung (2017) revealed that attention interacts with personalization. In her study, she 

examined how the perception of personal relevance of advertisements affects consumer response 

to an advertisement (Jung, 2017). Using a survey with questions about advertising, the findings 
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revealed that if advertisements on social media are more personally relevant to the viewer, the 

viewer is less likely to avoid them and more likely to pay them attention. This suggests that 

personalized advertisements are more noticeable, and if they are relevant to the consumer, they 

will be avoided less.  

 Bang & Wojdynski’s (2016) findings support Jung’s (2017) and further add that 

personalized advertisements not only get the attention of users, but personalization affects the 

amount and length of attention that advertisements get. Using a psychophysiological 

experimental method of eye-tracking, the study examined how personalized banner 

advertisements receive the visual attention of consumers (Bang & Wojdynski, 2016). 

Researchers required participants to view a webpage with an article and a single banner 

advertisement in which some participants were served highly personalized advertisements and 

others saw non-personalized advertisements. The study found that personalized advertisements 

attract more visual attention and longer attention from those viewing the advertisements, 

compared to non-personalized advertisements. This finding points to the method of 

personalization as a way to increase attention from those viewing the advertisements, making 

them more effective for advertisers seeking to get attention from Internet users.  

 Concerning Facebook specifically, Kim, Kang, Choi, and Sung (2016) aimed to 

understand personalization as it relates to advertisement effectiveness. Via online survey, these 

researchers conducted a study to understand the factors that make people click on advertisements 

on Facebook. Findings concluded that Facebook users find advertisements more appealing if 

they are related to their interests, as well as if they are more informative than irritating (Kim, 

Kang, Choi & Sung, 2016). This shows that the motivations behind users’ clicks are related to 

their interests. Interests and values vary from user to user, and the personalization of 
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advertisements toward the individual consumer is crucial in determining their success. This leads 

to the assumption that Facebook advertisements that feature content more specific to the user’s 

values and interests are more likely to be perceived as beneficial.  

 Research testing the effectiveness of personalization in digital advertising through mobile 

use has also produced relevant findings. Kim and Han (2014) tested the different factors that lead 

to intention to purchase when consumers viewed smartphone advertisements. Participants were 

asked to complete a survey and answer questions with a five-point Likert scale. Researchers 

found that participants indicated viewing the personalized advertisements as more informative 

and credible compared to non-personalized advertisements. However, the findings also noted 

some participants who found personalized advertisements to be annoying and unwanted (Kim & 

Han, 2014). In this instance, the annoyance experienced by the person likely prevented them 

from absorbing the advertisement intensely. This shows that there is a fine line between 

personalized advertisements being beneficial or irritating to consumers, and it is important for 

advertisers to understand the appropriate amount of personalization to use.  

 Another study found that people are receptive to and recognize that there are benefits to 

personalized Facebook advertisements. Tran (2017) conducted an experiment that showed 

participants one of two scenarios related to a personalized advertisement of a particular product, 

and then asked them to complete a survey questionnaire about their reaction to both 

advertisements. Findings revealed that people see Facebook advertisements as more credible and 

convincing when the advertisements are intentionally personalized (Tran, 2017). The study also 

found that being able to believe and trust an advertisement on Facebook allowed people to be 

less skeptical of advertisements, be less likely to avoid them, as well as develop a positive 

attitude toward the advertisement.  



 

 9 

 Adding to these findings, researchers revealed that even the posts of a company Facebook 

page proved to be beneficial as a result of being personalized. In an international study, 

Hatzithomas, Fotiadis, and Coudounaris (2016) examined the Facebook posts of Vodafone, a 

major telecommunications company, across the United Kingdom and Greece. They looked at 

how non-personalized versus personalized creative strategies of the company’s Facebook posts 

affected consumer thoughts toward the company advertising. Using a qualitative content analysis 

and in-depth interviews, they found that personalized executions of social media posts were most 

effective (Hatzithomas, Fotiadis & Coudounaris, 2016). When posts were more personal, people 

said they became more familiar with the brand, and their thoughts about the company improved. 

This shows the positive impact that personalization can have on people’s thoughts about a 

product or brand.  

 In another study, researchers found there are differences in the way older generations 

view personalized advertisements compared to younger generations (Ünal, Ercis & Keser, 2011). 

Using a survey as their method, researchers found that younger audiences, ages 18-24, are more 

likely to exhibit acceptance behavior toward personalized advertisements than older audiences, 

ages 25 and older. They also found that younger audiences are more receptive to personalized 

advertisements on mobile devices, and consider them more than older adults when making 

purchase decisions. This information helps advertisers in deciding what platform to serve 

personalized advertisements on depending on the age demographic they plan to target. 

Additionally, this evidence shows that personalized advertisements generally garner more 

positive reactions in younger audiences than older ones, and youthful consumers react more 

favorably to personalized content served on a mobile platform.  

 An analysis of literature on personalization in advertising demonstrates that personalized 
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advertising, typically, is a more effective advertising strategy than non-personalized advertising, 

and advertisers should use this information to create marketing that will better reach their target 

audiences.  

Limitations of Personalized Advertising 

Whether consumers realize an advertisement is personalized or not influences whether 

they will be receptive to the advertising. The Federal Trade Commission (FTC) has implemented 

rules to ensure that consumers are aware of what is advertising and what is not. For example, 

Facebook is required to include “a ‘Sponsored’ label to a sponsored post” in order to specify that 

it is advertising (Boerman, Willemsen & Van Der Aa, 2017, p. 83). Additionally, the FTC 

pushed the launch of a program called the AdChoices Icon program, which “promotes the use of 

an icon…that should be displayed in or near online advertisements or on webpages where data is 

collected and used for online behavioral advertising” (Brinson & Eastin, 2016, para. 9). The 

purpose of these labels are to “inform consumers of data tracking practices;” however, not all 

Internet users are aware of what they mean (Brinson & Eastin, 2016, para. 9).  

 Some consumers are content with being served personalized advertisements as long as 

they know their information was collected openly. In a study that examined how people view 

digital advertising that looked at the AdChoices icon specifically, evidence concluded that 

people accept personalized messages as long as they know what the icon stands for (Brinson & 

Eastin, 2016). Boerman, Willemsen & Van Der Aa (2017) furthered this finding and applied 

their research to sponsored Facebook posts, revealing that Facebook posts by brands do not need 

as much disclosure, because people realize they are advertisements (Boerman et al., 2017).  

  On the other hand, others have reacted negatively to personalized advertisements because 

they realized their information was covertly collected, causing them to feel like their privacy was 
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invaded. Aguirre, Mahr, Grewal, de Ruyter and Wetzels (2015) investigated consumer awareness 

of information collection in relation to digital advertising. They found that when consumers 

realized through the content of the advertisement that their personal information had been 

collected secretly, they were less likely to click on the advertisement and also felt vulnerable 

(Aguirre et al., 2015). This suggests that personalization in advertisements is only beneficial if 

people are aware that their personal information is being collected for targeting. Some consumers 

feel that companies have crossed the line when they experience a feeling of creepiness while 

viewing an advertisement with too much personal information. As a result, when consumers 

believe companies are behaving too intrusively, they develop negative attitudes toward the 

brands being advertised.  

 Based off existing research conducted on the topic of personalization in digital 

advertising, it becomes evident there are benefits and drawbacks to its use, and the amount used 

can either be a helpful factor, or one that may hinder the success of the initiative. Jung (2017) 

found that personally relevant advertisements may draw in a consumer to pay more attention to 

the advertisement. However, findings also revealed that consumers who are worried about their 

information being collected by advertisers are more likely to avoid advertisements on social 

media altogether. This again highlights that personalization can be beneficial, but also that 

advertisers should take consumer skepticism into account as it could cause users to steer clear of 

certain advertisements completely. Advertisements need to be personalized, but not too 

personalized to make consumers suspicious. The question that remains is, what is the sweet spot? 

 Personalized advertisements have been used in email, direct mail, telemarketing, and text 

messages longer than in search engine and social media advertising, which is why it is helpful to 

look at the effectiveness of these strategies. Researchers Baek and Morimoto (2012) conducted a 
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study to look at why some people avoid these types of personalized advertisements. In the study, 

college students were randomly assigned to one of four media of the study, which included 

email, direct mail, telemarketing and text message advertisements, and were asked to complete 

an online survey. Survey data showed that the reason respondents avoid these messages is 

because they “perceive their personal information as threatened, [become] annoyed and 

distrustful of persuasive efforts, and therefore [avoid] such messages” (Baek & Morimoto, 2012, 

p. 71). This suggests that some people might be more worried about their information being 

compromised than receiving an advertisement in the first place. When served a personalized 

advertisement, some consumers may not even focus on the content of the advertisement and may 

be more alert to the fact that someone has access to their personal information. This shows that 

people will only allow advertisements to intrude their personal lives to some extent, and that 

people are sensitive to others having access to their personal information. The findings of this 

scholarship connect to recent events involving personal data, like the Cambridge Analytica 

scandal associated with Facebook.  

 Adding to the information about privacy concern in consumers is a study by Lin and Kim 

(2016). This study looks at how privacy concern and perception of intrusiveness can have an 

influence on consumer attitude and purchase intent. Researchers found that when people are 

concerned about the privacy of their online information, they do not perceive advertising as 

useful (Lin & Kim, 2016). Over and over again, researchers have concluded that some people are 

in fear of advertisers or companies having access to their personal information. This is an 

important finding to note, because it conflicts with the notion that personalized advertisements 

are more successful than non-personalized ones. This suggests that boundaries must be 

understood to identify how personalized advertisements can be successful without being thought 
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of as too intrusive.  

 The intersection of this problem lies in the concept of relevance, which is defined as “the 

degree to which consumers perceive a personalized advertisement to be self-related or in some 

way instrumental in achieving their personal goals and values” (Zhu & Chang, 2016, p. 443). 

Zhu and Chang (2016) directly tested the intersection of relevance and concern for privacy using 

an online survey, and found that personalized advertisements with more relevance to consumers 

are less likely to lead to privacy concern (Zhu & Chang, 2016). Therefore, consumers are less 

likely to be concerned about the use of their information if the advertisement is truly relevant to 

them, matters to them, helps them achieve a goal, or aligns with their interests. This finding is 

crucial for advertising professionals, and more research should be done in this specific area of 

how to make advertisements seem relevant to consumers.  

 The final factor impacting the effectiveness of personalization in advertising is the 

amount of control individual consumers have over their privacy online. Tucker (2014) examined 

how perception of information control affects the likeliness of clicking on an online 

advertisement within an SNS. This study utilized an experiment conducted by a non-profit 

organization that optimized its Facebook campaigns to Internet users, and “randomized whether 

the ad copy was explicitly personalized to match data from the user’s profile” (Tucker, 2014, p. 

547). In the middle of the experiment, participants were given the opportunity to have more 

control over the information they had listed on their Facebook using a privacy control interface 

that gave users new controls over how their data could be used (Tucker, 2014). This was actually 

due to a real privacy policy change implemented by Facebook during the time of the study. 

Interestingly enough, data showed that when people were aware that they had control over their 

information, they were more likely to click on personalized advertisements (Tucker, 2014). This 
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is an important finding related to the balance of personalization and intrusion. When users have a 

greater sense of control over their information, they are more comfortable clicking on 

advertisements that are targeted to them. This is because they are essentially giving consent to be 

targeted. The concept of control and sense of control are brought to life here. Having a certain 

amount of control, and being aware of it gave consumers an added level of comfort when 

clicking on advertisements. This evidence is profound, because it shows that it's necessary for 

consumers to be the ones to provide their information. Then, once they choose how much they 

want to release, they are content with advertisers targeting based on this.  

 These studies highlight the importance of allowing consumers to have control over the 

release of their information and its connection to personalized advertisement efficacy.  

Product and Retailer Influence on Effectiveness of Personalized Advertising 

 Product involvement refers to interest or motivation for a certain product and is shaped 

by the characteristics of an individual (Li & Liu, 2017). A product’s level of involvement can 

influence whether aspects of personalization will be effective to a consumer viewing an 

advertisement. The abundant research that exists on personalization has demonstrated that a 

product’s level of involvement is a necessary factor to consider when determining whether or not 

a personalized advertisement will be effective.  

 Li and Liu (2017) looked at how product involvement intersects with the concept of 

personalization as it relates to digital advertising. Through an experiment, researchers revealed 

that personalized messages often generated a more favorable attitude if they were promoting a 

high-involvement product or service (Li & Liu, 2017). When a product has high involvement, 

this means that a consumer will spend more time weighing its attributes, whereas decisions for 

low involvement products are frequently made on more simple cues, like packaging features. 
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Evidence from this research suggests that people are more receptive to personalized 

advertisements when they are for high-involvement products as opposed to low. In this specific 

study, personalization consisted of using the participant's name in the advertising message they 

saw. These findings put forth the idea that it is necessary for advertisers to be aware of a 

product’s level of involvement before they consider using personalized advertisements. By 

assessing a product’s level of involvement, advertisers are able to identify the appropriate level 

of personalization to incorporate into messaging for their target audience and product. 

 In conjunction with product involvement level, the website in which an advertising 

message appears also plays a role in the advertisement’s effectiveness. De Keyzer, Dens and De 

Pelsmacker (2015) found that product involvement and the site itself interact and affect the way 

a consumer perceives an advertisement. Researchers found that an advertisement on Facebook 

might not be taken into account while processing an advertisement for a high-involvement 

product, but for a low-involvement product, consumers will incorporate such contextual cues (De 

Keyzer et al., 2015). In addition to considering a product’s involvement level, advertisers should 

think about what site will be the best place for their advertisement depending on the product 

being advertised.  

 There is also a certain level of consumer approval needed from the site when receiving a 

personalized advertisement. Wirtz, Göttell and Daiser (2017) found that “it seems to be 

important that members approve the general system of personalized ads on social networks” 

(Wirtz, Göttell & Daiser, 2017, p. 116). With that being said, Facebook users have to be 

generally accepting of receiving personalized advertisements on the SNS in order for them to be 

effective.  

 Going even further, the message placement within a website has also proved to have an 
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effect on the way Internet users view advertising messages. Broeck, Poels and Walrave (2017) 

investigated how product involvement plays a role in determining the effectiveness of 

advertisement messages within the Facebook site. This study looked at how the placement of 

advertisements within Facebook interacted with the consumer’s perceived product involvement 

level of the product being advertised. Researchers found that when respondents saw 

advertisements with a product that had a high involvement level, they indicated they were far 

more accepting of the advertisements being placed in the message stream, as opposed to 

anywhere else on the screen (Broeck, Poels & Walrave, 2017). Depending on whether Internet 

users see advertisements featuring high or low-involvement products on social media, the 

message placement shapes whether they are accepting of the advertising.  

 Additionally, advertisers should consider whether their advertisement will be viewed on a 

computer or smartphone. Ha, Park and Lee (2014) noted that users may feel irritated by 

advertising when they are exposed to it on a small screen, which can significantly decrease the 

value of advertising. When it comes to Facebook, advertisers should consider whether their 

advertisement is better suited for mobile or desktop viewing, as this evidence proves that there 

can be adverse effects.  

 The level of trust a person has with a retailer is also a relevant factor to consider. Bleier 

and Eisenbeiss (2015) examined the factor of trust in relation to personalized digital 

advertisements in a study conducted in 2015, proving that “trust is a major determinant of the 

effectiveness of ad personalization” (Bleier & Eisenbeiss, 2015, p. 402). Findings concluded that 

click through rates were higher when a trusted retailer served an advertisement that closely 

reflected the interests of a person, or in other words, was personalized. Personalized 

advertisements from trusted retailers are more likely to be clicked on compared to untrustworthy 
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retailers. How trustworthy a consumer is of a retailer influences the way they respond to their 

advertisements, which should be taken into consideration by people in the advertising industry. 

 Out of the research examined, it can be concluded that there are many factors that 

contribute to the effectiveness of personalized advertisements. Overall, literature reveals there 

exists a tension in research with evidence that suggests on one side that personalization can be a 

helpful tool for advertisers, and evidence revealing the negative effects of personalization on the 

other side. This information is beneficial to advertisers as it suggests there is a fine line between 

advertising being successful or coming off as too intrusive. Existing literature points to the 

intersection of this problem lying in the concept of relevance. Evidence also shows that when 

consumers can decide how much personal information they want advertisers to have access to, 

they are more comfortable with being served personalized advertisements using this specific 

information. This evidence concludes that the best way to create personalized advertising is 

through a balance of different factors. Literature examined the need to find a “sweet spot” when 

it comes to personalized advertisements, or else this strategic technique could end up producing 

more harm than good.  

Facebook Advertisements  

 Although advertisements can be found on almost any website, SNSs are of special 

interest to advertisers because “social networking sites (SNS) and online communities have 

become the top online destinations on the web” (Hodis, Sriramachandramurthy & Sashittal, 

2015, p. 1255). More specifically, Facebook is a dominant player in this category, with its 1.37 

billion daily active users on average (Hodis et al., 2015; Facebook, 2017). Facebook allows users 

to connect with friends, send personal messages and update their profiles to notify friends about 

themselves (Quan-Haase & Young, 2010).  
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Many choose to utilize Facebook as an advertising platform because there is an 

opportunity to target people based on an abundance of demographic information collected by the 

SNS, and available to those who pay to advertise on the SNS (Hodis et al., 2015). The popularity 

of using this method of advertising is also partly due to the large amount of people who use the 

SNS, and because there is a good chance a target market can likely be found on the site, no 

matter the demographic (Curran et al., 2011). The reason this is possible is because Facebook 

allows targeting based on what people reveal about themselves on their personal pages, such as 

demographic information and interests (Curran et al., 2011). For example, audiences can be 

targeted based on a variety of characteristics, such as location, age, and relationship status 

(Curran et al., 2011). Therefore, Facebook gives advertisers the opportunity to target audience 

segments very precisely. This has also led to a changing perception of users who view 

advertisements on the site. Instead of seeing a variety of irrelevant advertisements, users see 

advertisements that are personalized to their desires (Curran et al., 2011). 

Alternatively, Facebook allows advertisers to target people through a pixel, which is a 

small piece of code that tracks what people do on certain web pages (Davies, 2019). Facebook 

defines this as “an analytics tool that allows you to measure the effectiveness of your advertising 

by understanding the actions people take on your website” (Facebook, 2019). The pixel must be 

installed on a web page first, and then it can track digital interactions with content on a website, 

Facebook page, and other third party websites (Davies, 2019). Facebook considers this one of 

their business tools, and explains that this is why people see advertisements based on products or 

services they have looked at online (Facebook, 2019). Pixels are similar to cookies, which are 

another form of tracking technology, but they are not the same thing (Rasmussen, 2017). A pixel 

is a block of code that is stored within the pages of a website, and cookies are stored in a web 
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browser (Rasmussen, 2017). A pixel helps advertisers reach the right people and measure 

advertising performance, while search engines use cookies to remember a persons site 

preferences, like items in an online shopping cart (Rasmussen, 2017). In other words, pixels 

deliver the information and cookies store it. So, whether the data is collected on the devices of 

users, or submitted by them when signing up, in both cases, it can be incorporated into strategies 

by advertisers (Bang, & Wojdynski, 2016). 

Even though Facebook was created in 2004, it was not until 2007 that they launched an 

advertising platform that made advertisements more relevant and interesting to the user 

(Facebook, 2007). Facebook also created a system that tailors advertisements to user interests, 

which makes them more appealing (Facebook, 2007). As of 2018, Facebook offers several 

different advertisement formats that administrators of business pages can create, consisting of 

video, image, carousel, and canvas types. A carousel advertisement features two or more images 

or videos in one advertisement that can be viewed by swiping the screen on a mobile device, or 

clicking the arrows on a computer (Facebook, 2018). A canvas advertisement consists of a 

mobile full-screen experience that delivers a fully immersive and interactive advertisement 

without having to leave the Facebook mobile app (Facebook, 2018). Each format has different 

placements, and can support a variety of campaign objectives and calls to action. A campaign 

objective is “what you want people to do when they see your ads. For example, if you want to 

show your website to people interested in your business, you can create ads that encourage 

people to visit your website” (Facebook, 2018). Additionally, a variety of calls to action can be 

chosen for an advertisement, such as Shop Now, Learn More, Sign Up, Book Now or Download 

(Facebook, 2018). The purpose of this is to help the person viewing the advertisement 

understand the action to take after seeing it. 
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In order to create an advertisement on Facebook, a person must have a unique Facebook 

profile and be an administrator of a page (Curran et al., 2011). A Facebook page is defined as a 

public profile that allows businesses, organizations, public figures, and other entities to have a 

presence on the SNS (Facebook, 2018). The page administrator is responsible for designing the 

advertisement, as well as deciding all the text that goes along with it. Also included in this 

process is deciding targeting information, and setting pricing. The advertisement creator is the 

one who determines the “account currency...campaign budget and schedule and pricing” (Curran 

et al., 2011, p. 28). Depending on the campaign objective, there are different minimum pricing 

requirements which are set by Facebook. Once the advertisement is running, Facebook provides 

a variety of metrics and reports that provide details about how the advertisement is performing, 

which can be viewed through the Ads Manager platform, Facebook’s site for managing 

advertisements (Curran et al., 2011). 

Millennials and Advertisements  

 Millennials, those born between 1981 and 1996 (Pew Research Center, 2018), are a 

valuable population of study, because in 2019 they are the “largest living generation by 

population size” (Pew Research Center, 2017). This generation is also well into its prime of 

being powerful consumers. This research focuses on millennials, who are considered heavy users 

of Facebook (De Keyzer et al., 2015). Facebook is of special interest, because over 68% of U.S. 

adults use the SNS (Pew Research Center, 2018). Additionally, it is the most widely used out of 

existing social media platforms, and its user base is representative of the population (Pew 

Research Center, 2018).   

Because millennials have been exposed to technology and the Internet for almost their 

entire lives, “social media, constant connectivity and on-demand entertainment and 
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communication are innovations [they] adapted to as they came of age” (Pew Research Center, 

2018). With the amount of time this generation spends online, communicating with millennials 

through digital marketing is extremely effective (Taken Smith, 2012). Because of this, 

companies should connect with millennials “on their turf, the digital arena” (Taken Smith, 2012, 

p. 90). This generation also responds well to personalized messages, as these types of messages 

have been shown to increase the level of loyalty a consumer feels toward a retailer (Taken Smith, 

2012). 

Mobile and Desktop Platforms  

As mobile devices become more commonly used, many applications provide a mobile-

friendly interface in addition to a desktop interface (Wentz & Lazar, 2011). In the year 2019, 

Facebook can be accessed using both. The main difference that exists between mobile and 

desktop interfaces is that mobile applications typically have interfaces that are simpler, and less 

cluttered (Wentz & Lazar, 2011). They also are made for users who are using a hand-held 

device, as opposed to a device with a mouse or control pad, like a laptop or desktop computer. 

Additionally, users who access Facebook using a mobile device will experience the social 

networking site on a smaller screen, as opposed to desktop or laptop users who will see a larger 

version of the interface.  

Uses and Gratifications Theory 

The uses and gratifications theory states that audience members intentionally select 

media and are not just passive subjects in terms of media messages (Rubin, 2009). Developed to 

initially examine television and other traditional media, it is a useful lens to analyze the use of 

SNSs and personalized advertisements (Quan-Haase & Young, 2010). In terms of media in the 

twenty-first century, audiences are said to be active in the way they choose to use media, and do 
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so according to their specific needs (Quan-Haase & Young, 2010). Social media is relevant in 

regards to this theory, because users are the ones who have control over its use (Quan-Haase & 

Young, 2010). This specifically applies to the SNS Facebook, which people use for a variety of 

reasons. There are several different ways to use the site, which are performed uniquely by each 

user, but done so using a single interface.  

The uses and gratifications theory comes to play in terms of digital advertising, because 

each click can ultimately be broken down to analyze the type of gratification the user is 

attempting to seek (Leiner, Kobilke, Rueß & Brosius, 2018). Research related to gratifications 

and SNSs has found that these gratifications mostly fall under the category of social needs, 

which include connecting with friends and obtaining information about social events (Bonds-

Raacke & Raacke, 2010).  

Since advertising generates a substantial amount of revenue for Facebook, it’s safe to 

assume the SNS relies on this as a way of staying profitable (Krombholz, Merkl & Weippl, 

2012). Advertisements on Facebook are integrated into the experience, allowing users to be the 

ones who make selections regarding desired information, including advertisements (Ha, Kim, 

Libaque-Saenz, Chang & Park, 2015). Therefore, the uses and gratifications theory is directly 

related to advertisements that may be personalized to Facebook users, because users choose 

which advertisements to click on. Gratifications may be specific to each user who clicks on an 

advertisement, because “the product or service that the company is offering them is something 

that the customer may be looking for or interested in” (Curran et al., 2011, p. 30).  

Past research regarding the uses and gratifications theory in relation to personalized 

advertisements is limited. However, this study adds to this area of research by examining 

gratifications received from advertisements that Facebook users click on. This is relevant, 
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because each user may be seeking a gratification that is unique to them, depending on the 

specific advertisement they click on, and whether or not it is personalized. This study aimed to 

uncover why users click on certain advertisements, and understand the gratifications associated 

with these clicks. 

After reviewing the existing literature and identifying the gaps where there is potential 

room for additional study, this study was designed with the purpose to gain a better 

understanding of personalized advertising to millennials on Facebook. The goal of this research 

was to help advertisers understand the best ways to use Facebook when serving targeted 

advertisements, and to understand user behavior when it comes to those who are clicking on 

advertisements. Data produced leads to an understanding of the in-depth thoughts and 

motivations of consumers within the millennial age range who view advertisements on 

Facebook. Additionally, it helps companies and brands create better advertisements, as well as 

improve their digital practices.  

This study adds significant information to the field, because most of the research 

previously conducted in this area has been done quantitatively through surveys and experiments. 

This is because Internet platforms provide rich data on metrics that help measure user 

engagement, such as click through rate and number of impressions, which can be easily 

quantified and compared. Previous research that looks at various advertising methods has shown 

whether people are clicking on advertisements or not, but little has been done to explore why 

users click on the advertisements they do. Qualitative data produced from this study provides 

more insight about why users are clicking, or not clicking, on advertisements and how they feel 

about advertising on SNSs, filling a gap in the field.  
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Based on the information found in this literature review, this study was developed to 

address the following research questions: 

RQ1: How do millennials experience, interact with, and react to personalized 

advertisements on Facebook? 

RQ2: What motivates millennial Facebook users to click on advertisements? 
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Chapter 3: Methods 

 

To answer these questions, the method that was used to carry out this research was a 

qualitatively structured usability study. Usability research is mostly used to understand how 

someone uses something, whether it is a product or navigating through a website, for the purpose 

of making it better or easier to use (Wang, 2008). In the context of this study, more of an 

emphasis was placed on web usability, which focuses on “whether a website can be used to 

achieve consumers’ goals” (Wang, 2008, p. 89). More recently, the Internet has made web 

usability a more salient issue because whether a user is able to navigate a site is a big factor that 

plays into how long they will remain on the site. In light of the Internet economy, usability has 

assumed a much greater importance in the past decade than it has in the past (Nielsen, 2000). 

Users have the control to navigate the web how they want, causing usability to be a crucial factor 

to consider when evaluating websites as a whole. 

One factor that affects how a person navigates through a website is the content on the 

site. The SNS Facebook features user content in the form of videos, pictures and status updates, 

as well as advertisements in photo or video form. SNSs frequently have another dimension of 

user navigation; advertisers must consider not only the usability of a desktop format but also the 

mobile format of a site, as well as how to successfully serve advertisements on each.  

Traditionally, studies have used usability measures accompanied by more quantitative 

counterparts, such as surveys or experiments (Wang, 2007, 2008), to assess how a user navigates 

a certain website. This study differs in that it paired a usability aspect with a more qualitative 

aspect in order to gain more insight to how users assess personalized advertisements when 

scrolling through Facebook. Qualitative study allows for researchers “to gain expert insight or 
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information, to obtain descriptions of events that are normally unavailable for observation,…and 

to create a record of communication that that can subsequently be analyzed,” which quantitative 

studies do not often provide (Lindlof & Taylor, 2011, p. 3). The unique qualitative aspect 

consisted of a pre-interview portion, a think-aloud technique paired with an observation measure, 

followed by a semi-structured interview with open-ended questions. This method was the best 

way to answer the research questions because it not only showed how users behave when they 

click on advertisements when scrolling through the SNS, but it provided detailed information 

about why they click—or do not click—on certain advertisements.  

Review of Existing Methodologies  

 In researching other studies that have aspects of usability, there are few that exist which 

are similar to the way this study was carried out. However, there are several published studies 

that have used methods with similar aspects.  

 First, a study done in 2015 considered the motivations behind Facebook likes of certain 

products and brands. Participants consisted of undergraduate students who were recruited 

through a survey. They were asked to think of a product or brand that they had recently ‘liked’ 

on Facebook and were asked open ended-questions about the specific one they named. This 

study was completed to understand ‘liking’ behavior for different types of brands (Pelletier & 

Blakeney Horky, 2015). Participants responded open-endedly to questions such as “what 

prompted you to ‘liking’ this brand on Facebook?” and “describe your interactions with the 

brand.” These questions helped researchers figure out what made people ‘like’ certain brands on 

Facebook. The study conducted by Pelletier and Blakeney Horky (2015) is relevant to this 

research methodology because it used open-ended questions. However, instead of being focused 

on Facebook ‘likes’, this research was focused on reactions to Facebook advertisements.  
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 Wang (2007) conducted a study that looked at the decision-making process of buying a 

tennis racket from a website. Using a quantitative approach, participants were prompted to click 

on a link for a website that featured an article or an advertisement. Next, they were asked to 

answer questions about how the website was for buying tennis products, and were prompted to 

answer using a continuum scale (Wang, 2007). This study is valuable to my research because it 

asked participants to complete a task, such as viewing a website or article, and then assessed 

their thoughts and feelings as a follow-up measure. It is crucial that follow-up activities occur 

directly after a completed task to ensure that study participant’s thoughts stay top of mind. This 

research helps guide this particular study, because I asked research participants to view their own 

Facebook timeline in order to help me understand their thoughts about personalized 

advertisements, and their motivations to click on them. Additionally, a similar qualitative 

measure was used that prompted participants to discuss the activity of viewing their Facebook 

feed.  

 Next, Robinson & Mendelson (2012) carried out a mixed methods study using a hybrid 

approach. After completing a survey and being randomly assigned to view a certain type of 

online news content, researchers asked participants to “think-aloud” while they viewed the 

content. Following this, participants were asked to answer questions in a semi-structured 

interview. Asking participants to think-aloud as they are completing a task is an interesting 

approach, because it is a way to instantly know what they are thinking without them being able 

to filter out any thoughts. Studying this approach is valuable because encouraging participants to 

think-aloud as they are completing a task gets at their raw thoughts and feelings about 

something. Understanding this in the context of viewing personalized Facebook advertisements 

is extremely valuable to my research.  
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 Lastly, a study done in 2015 aimed to understand Facebook usage among college students 

(Hodis et al., 2015). Using focus groups, moderators “guided the discussions through specific 

questions regarding their experiences with and attitudes towards marketing, display advertising 

and brands on Facebook. Each group also reflected on their personal use of Facebook during a 

typical day, [and] their goals in using the medium” (Hodis et al., 2015, p. 1263). One interesting 

thing about this study is that participants were asked about their Facebook usage in terms of the 

number of friends they had, the frequency they checked the site, as well as how often they posted 

and commented on things. This is useful because it is important to consider whether study 

participants are active users of Facebook. If they are not regular users, they may not add any 

interesting information to the research. 

Research Design 

 This study was designed to have four parts. Beginning with an online survey screener, 

participants engaged in a 30-minute face-to-face study that included a pre-interview, a think-

aloud and observation portion, as well as a post-interview. The flow and order of the study can 

be visualized in the following chart: 

 

Figure 1. Flow of Study Portions 

Recruitment 

Before research began, I had received approval from the Institutional Review Board in 

order to conduct research involving human subjects. In laying out my study design, the first step 

included recruiting participants. I obtained a convenience snowball sample via Facebook, where 

I posted a survey screener via my personal profile to help identify who was interested in the 

Survey 
Screener

Pre-
Interview

Think-
Aloud & 

Observation

Post-
Interview
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study, encouraging the survey to be shared. Snowball sampling was an appropriate method, 

because “snowball sampling is well-suited to studying social networks…it is also sometimes the 

best way to reach an elusive, hard-to-recruit population” (Lindlof & Taylor, 2011, p. 114).  

Using Qualtrics, I developed an online survey screener to ensure that individuals fit the 

criteria for inclusion to participate in this study. The survey screener included questions about 

gender, age, ethnicity, city of residence, whether the individual had a personal Facebook account 

or not, what industry they worked in, and whether they were willing to spend 30 minutes 

participating in a face-to-face study (see Appendix A for complete list of questions). The 

screener also asked for an email address for the purpose of contacting successfully screened 

individuals about arranging a time and date for the study. Participants needed to fall within the 

millennial age range, which included “anyone born between 1981 and 1996 (ages 23-38 in 

2019)” (Pew Research Center, 2018). They also needed to have a personal Facebook account and 

had to be willing to spend 30 minutes participating in the study. It was necessary for participants 

to view their personal Facebook timeline, because this is where advertisements were shown that 

were personalized according to the information on their Facebook profiles. Participants could 

also not work in or study advertising, marketing, or public relations, as they could have had an 

industry bias.  

I received 236 responses from the survey screener, but only one person met the screening 

criteria and qualified to be a participant. This person was contacted via email in order to arrange 

a date and time for the study. The other 235 people who did not fit the study criteria were 

screened out of the Qualtrics survey, and excluded from the study. This required me to seek out 

almost every participant individually. I did this by filtering my list of Facebook friends to Kansas 

City, and reached out to several individuals via Facebook message to see if they were interested 
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in being a study participant. I told them that I was conducting this study for the purpose of 

completing a thesis, and asked them if they would be interested in helping me by meeting at a 

coffee shop for a 30-minute interactive interview. I also informed them that I would not be 

receiving funding for the study, and that they would not be compensated for their participation. If 

they agreed, we arranged a time and date to meet.  

Participants were asked to bring a personal laptop or mobile device to the study, and were 

notified ahead of time about which one to bring. However, this was not a requirement to be a 

participant. If they did not bring either device with them, they were able to use my personal 

devices. All participants used their personal devices except for two; one female participant used 

my laptop device, and one male participant used the laptop device of a friend.  

My goal was to have 12-16 individuals participate in the study, with another goal of 

having half of the participants being women, and the other half being men. Having 12-16 

participants was appropriate, as a think-aloud technique—“typically done with a small number of 

participants (10-20)—works well with online information channels” (Robinson and Mendelson, 

2012, p. 340). Even though I recruited my Facebook friends through my personal profile, I aimed 

to recruit at least one degree of separation. This meant selecting those who I was friends with on 

the SNS, but did not know closely, to be a participant in the study.  

Participants 

The participants, after being stratified by gender, were randomly assigned to either the 

mobile device or laptop group. The inclusion of a mobile device in the study was done because 

research shows that many millennials own a smartphone device. Specifically, 94% of Americans 

ages 18-29, and 89% of Americans ages 30-49 own a smartphone device (Pew Research Center, 

2018).  
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Table 1 

Participant Breakdown 

 

 Gender 

Device Male Female 

Mobile 3 3 

Laptop 3 3 

 

In total, 12 people participated in this study. Out of the six male and six female 

participants, half used a laptop device and the other half used a mobile device to complete the 

think-aloud activity. Participants varied in ethnicity, occupation, and were all between the ages 

of 23 and 38 years old (see Appendix B for demographic information). All of them had a 

Facebook account and stated they access it at least once per day, indicating they were all active 

users of the SNS.  

Setting 

 One requirement of the study was that participants had to live in either Kansas City, 

Missouri or Kansas City, Kansas, due to my travel limitations. However, the study ended up 

taking place in three different cities in Missouri. One study took place in St. Louis, Missouri, and 

another took place in Chicago, Illinois, due to finding a participant in each of these cities who fit 

the criteria, while already being there for personal reasons. The remaining studies took place in 

Kansas City. Each study took place at a coffee shop or similar quiet meeting space that was free 

from distraction. 

Procedure 

When participants arrived to the study location, they were provided with an informed 

consent document. That document informed them that they were not required to post anything to 
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their personal Facebook profile at any point during the study. Additionally, participants were 

informed that, even though I would see their Facebook profiles, I was only collecting 

information about advertisements during the study, and would not be using any additional 

information regarding user profiles, excluding demographic information obtained from the 

survey screener.  

During the first portion of the study, I started with a preliminary semi-structured 

interview where I asked participants questions about their general Facebook usage with “probes 

to generate more detail” (Lindlof & Taylor, 2011, p. 204). This took around five to ten minutes. 

These specific questions were focused on general habits of Facebook usage, such as how many 

times a day or week each person accesses the site, which device they usually use to access the 

site, and where they are when they access it (see Appendix C for questionnaire guide). I defined 

access as any time a person logged onto the Facebook site, regardless of whether they posted 

something or just scrolled through their feed. These questions were important because they 

served as a good way “to help the participants feel comfortable talking about themselves” 

(Lindlof & Taylor, 2011, p. 196). Their answers provided me valuable information about their 

general use of Facebook. 

Next, during the observation and think-aloud portion, I observed each participant while 

they individually looked through their personal Facebook feed on their laptop computer or 

mobile device, depending on which one they were assigned. Computers used in the study were 

checked to ensure that any advertisement-blocking software was disabled. It was important for 

participants to use their personal devices, because cookies and personalized advertisements on 

Facebook tend to overlap. If the participant did not bring, or did not feel comfortable using their 

personal device, they were able to use mine. I then prompted each participant to tell me about 
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each advertisement they looked at as they scrolled through their personal feed, and asked them to 

think-aloud as they were doing this. They were told that each advertisement would be labeled 

with the word ‘sponsored,’ and would appear in their feed around every five posts. As long as 

the post was labeled with the word ‘sponsored,’ they were asked to talk about it, because this 

indicated that it had paid support behind it. Participants were instructed to scroll through their 

feed and engage with advertisements. They were asked to not click on other pages, friend’s 

profiles, look at messages, or go onto their own profile, with the exception of clicking on 

advertising content that would take them off of their feed. They were also instructed to turn off 

Facebook’s messaging feature during the study. I mostly paid attention to what types of 

advertisements they were spending time looking at, clicking on, and engaging with, as well as 

the things they were saying and doing as they scrolled through their feed. Additionally, I 

assessed their familiarity with the site. This portion of the study also had a semi-structured 

interview. I created a discussion guide with questions that served as possible probes while 

individuals were scrolling through their feed (see Appendix D). Depending on how participants 

engaged with the advertisements they saw, they were asked some or all of these questions to 

ensure that meaningful responses were collected from this portion of the study. Having 

participants think out loud was important, because even if they were not engaging with 

advertisements in a traditional way — such as liking, commenting, clicking, or using one of 

Facebook’s reaction buttons — they were still retaining the information that the advertisement 

was conveying, and relaying those thoughts and feelings to me, the researcher, through their 

words. In the case that someone just slowed down or stopped scrolling completely to look at an 

advertisement, but did not engage with it in a way that was outlined above, the think-aloud 

technique paired with observation still yielded results about the behavior of the participant. 
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After ten to fifteen minutes of this, I moved into a second open-ended question portion, 

which was considered a debriefing. Again, it was a semi-structured interview with a list of 

possible probes. Here, I asked questions about the participant’s behavior throughout the 

observation portion (see Appendix E for questionnaire guide). These were follow-up questions 

that were directly related to the think-aloud portion of the study, such as “were there any 

advertisements you saw that you would consider helpful to you?” This took around five to ten 

minutes.  

Data Collection 

To record data from my study, I used an audio recording app on an iPhone 7 to record the 

pre and post semi-structured interviews. Using an audio recording device allowed me to “engage 

more fully in the conversation” (Lindlof & Taylor, 2011, p. 192). I later transcribed this audio 

data using a website called Temi. I also used Google Drive to organize and store my data. For the 

think-aloud portion, I used Zoom software that recorded a video screen grab, as well as external 

audio on a laptop computer. This captured the screen as the participant was scrolling through 

their Facebook feed, as well as audio that included what they were saying while this happened. 

This served as a way to document what advertisements the participant was looking at, as well as 

what they were saying about them at the same time. It was necessary for the participant to 

download the Zoom application on their personal computer. For those who used a mobile device 

during the study, a video screen grab and audio was recorded using iPhone software capabilities. 

However, having an iPhone was not an eligibility requirement.  

I also wrote handwritten field notes during the observation and think-aloud portion. This 

allowed me to access the data at a later time in order to analyze more thoroughly which 

advertisement the participant was reacting to, as well as what they were saying about each 
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advertisement. All of this data was stored on my personal computer, which was password 

protected and only accessible by me. Additionally, data from this study has only been viewed by 

members of my committee and myself, and will be kept for seven years after the research is 

finished, as required by the Institutional Review Board and MU policy. Participant’s names have 

been changed to keep their identity anonymous, and have been replaced with two letters and a 

number, which represent their gender (male or female), and the device they used to complete the 

study (laptop or phone). 

Data Analysis 

When reviewing the results of the study, I triangulated my data by drawing on data from 

both the observation and think-aloud portion, as well as the semi-structured interviews. I drew 

themes from all of these things, and did not use any data analysis software. After all 12 

interviews were completed, I performed a content analysis of my interview transcripts, organized 

by each participant. I started this process by reading through each transcript several times in 

random order, so that I could become immersed in the data (Elo & Kyngäs, 2008). Next, I 

engaged in the process of open coding, guided my by research questions. When analyzing 

qualitative data, it’s possible that interesting points that are not related to the topic of study will 

come up, which is why it was important to keep my research questions in mind (Elo & Kyngäs, 

2008). Open coding involves writing notes and headings directly in the text while reading it (Elo 

& Kyngäs, 2008). In order to do this sufficiently, “the written material is read through again, and 

as many headings as necessary are written down in the margins to describe all aspects of the 

content” (Elo & Kyngäs, 2008, p. 109). Throughout this process, categories were developed 

“using content-characteristic words” (Elo & Kyngäs, 2008, p. 111). For example, initial 

categories that emerged were named using phrases like “FB = family” and “friend purge,” as 
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well as individual words, like “contradiction” and “price.” These smaller categories were then 

grouped into larger ones, which later turned into overall themes like “Facebook User Behavior” 

and “Clarity of Content” (Elo & Kyngäs, 2008). I continued to develop these categories and 

subcategories for as long as it was reasonable and possible (Elo & Kyngäs, 2008). The larger 

categories then influenced the structure and organization of my results section.  

I also used the uses and gratifications theory as a lens for analysis. This was appropriate, 

because “terms and propositions of a theory, when applied to actual cases, can lead to confident 

explanations of the underlying mechanisms” (Lindlof & Taylor, 2011, p. 79). As a result of this 

study design, I am confident that meaningful data was produced to draw valuable conclusions 

about millennial Facebook usage in relation to advertising.  
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Chapter 4: Results 

 

Facebook User Behavior  

During the first portion of the study, individuals were asked general questions about how 

they use Facebook. On average, participants said they have had a Facebook account for ten 

years, with a majority of participants who said they created their account in 2008. The average 

number of Facebook friends each participant had was 1,121, although several mentioned they 

had either recently gone through and deleted friends they did not personally know, or felt like 

they needed to. Participants said they access Facebook on average three times per day, usually 

when they wake up in the morning and before they go to bed. After the study was completed, I 

was curious to see how this number compared to other research that has been done. Interestingly, 

the most recent data available from a study conducted in 2013 found that smartphone users 

access Facebook 14 times a day, suggesting that people might underreport the amount of times 

they access the site (CNN, 2013). Ten out of 12 participants stated they access Facebook using a 

smartphone device through the Facebook app. However, several added that they occasionally 

access Facebook using their laptop or desktop computer, but only if they are already using it for 

another purpose. Most said they access Facebook when they are either at home, or while they are 

at work.  

While participants were asked questions about Facebook specifically, several elaborated 

on their social media usage as a whole. Almost all revealed that in addition to Facebook, they use 

a mix of several different SNSs, each for different reasons. Most notably, study participants cited 

Instagram, Twitter and Snapchat as the other SNSs in their repertoire. Instagram was said to be 

used for exploration, as well as for quick and mindless scrolling. Twitter was described as being 
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used for keeping up with sports and current news. And Snapchat was said to be used for sending 

funny pictures and videos to close friends. When asked how Facebook compared to the other 

SNSs they use, respondents said they use Facebook primarily to stay connected with family and 

friends. Even though Facebook was always part of the social media mix that respondents 

mentioned, it usually came in last place in terms of both popularity and frequency of usage. 

Participants explicitly stated they use Facebook less compared to the other SNSs they have 

accounts on. For instance, FL2 said “I’m more heavy of an Instagram user than I am Facebook.” 

Beyond this, respondents were asked questions about why they use Facebook, as well as 

reasons they like and dislike the site. Participants stated they use Facebook to keep in touch with 

family and friends, like ML1 who said “I have a lot of family that’s from different places, you 

know, around the world. So it’s a good way to keep up with them.” Participants also said they 

consider Facebook a good place to share life updates, like finding a new job or graduating from 

college, because the people they are ‘friends’ with are the people they want to see their posts. 

Facebook was described by several as a way to keep others aware of things happening in their 

lives, as well as a way to stay up to date on the lives of others. Additionally, participants said 

Facebook is used to connect with friends and family who live far away. They stated the site 

allows them to stay connected with people they don’t see as often through the form of pictures, 

videos, and status updates. Some also said using Facebook is an easy way to stay in contact with 

others, because it’s more convenient to ‘like’ or comment on a picture, than to reach out to call 

or text someone. While a few study participants mentioned they have considered not using 

Facebook anymore, all admitted that being able to remain connected with family and friends is 

what makes them keep an active account.  
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Next, individuals described the different ways they use Facebook, with many responses 

including for practical purposes. Participants said they check Facebook to make sure they are in 

the know in terms of what is happening with friends & family, pop culture, and news. They also 

explained that they use Facebook for buying and selling things within the Marketplace feature of 

the SNS. Additionally, individuals mentioned that since almost everyone they know has a 

Facebook account, it helps them learn about a person they might not know by looking at their 

mutual friends, interests, and life events listed on their profile. The SNS was also described as 

being useful in terms of serving as a reminder to wish friends happy birthday, a way to discover 

events, and a way to keep up with current news.  

Some study participants also described how they consider Facebook a form of 

entertainment. Several explained that they consider scrolling through the site a fun, yet mindless 

activity, and even referred to it as a break from reality. Individuals said they access Facebook 

when they are trying to “get away”, like when they need a break from school, work, or when 

they are looking for something to do to pass the time. FL3 elaborated on this when she said “if 

I’m waiting for an appointment, or if I’m waiting for a meeting, or waiting for a call, or waiting 

for something, I’ll be on Facebook probably.” 

During the end of the first portion of the study, participants were asked what they dislike 

about Facebook. One reason participants stated for this was that they think the site has a 

tendency to help spread false information, like fake news articles. Some added that because of 

this, they can’t rely on everything they see on the SNS to be true. Two participants also 

described their frustration of seeing friend’s posts that involve political opinions, implying that 

Facebook is not the appropriate place to share this type of content. Additionally, a few 
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participants stated they feel like they only see posts from a select group of people, and not the 

friends they want to see posts from.  

Male vs. Female 

This study was designed to have an even split between male and female participants. 

While I did not notice any findings that were tied more heavily to one gender over another 

during the think-aloud portion, the pre-interview portion was different. During this portion, when 

participants were asked how they use the SNS, female Facebook users indicated they posted 

content more frequently, while male Facebook users suggested the opposite. Males indicated that 

they prefer to view the content that others post instead of posting themselves. This suggests that 

each gender has different preferences when it comes to how they use the SNS. 

Think-Aloud Overview  

Following the first interview portion of the study, participants were asked to scroll 

through their Facebook timeline on either a mobile or laptop device, whichever they were 

assigned, and were prompted to ‘think-aloud’ about the sponsored advertisements they saw. 

Throughout this portion, when individuals saw an advertisement, the first thing they did was 

attempt to make the connection to why they were seeing it. This included either thinking back to 

their recent search history, trying to remember if they had talked about it with someone, 

questioning if they bought something similar recently, wondering if they might be seeing it 

because of the time of year, tying it back to their demographics, or relating it to information that 

was listed on their profile. For example, after seeing only one advertisement during the think-

aloud portion, FP1 said “I think that I have this ad because I’ve been looking at house stuff 

recently.” A majority had at least some idea, or a loose explanation for why they were seeing 

each advertisement, and very few participants had no idea. Incidentally, advertisements served to 
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participants seemed like they were related to them based on at least one personal reason they 

mentioned during the study. This included things based on geographic location, personal interest, 

life stage or occupation, such as FL1, who was served an advertisement for a restaurant “only a 

block, or two blocks away.” Some felt like almost every advertisement was targeted, and others 

felt like only a few were. While most participants did not engage with any advertisements during 

the study, this could be because they might not have been behaving like they would have if they 

were on their own, due to being in a research setting.  

Mobile vs. Laptop 

When comparing data from participants who used a laptop device to complete the study 

to those who used a mobile device, there was not a major distinction in findings. However, one 

laptop participant who, during the pre-interview portion revealed that he usually accesses 

Facebook on his mobile device, suggested that the amount of items on his screen made it 

challenging for him to decide what to focus on. Without being prompted, he said, “I got other 

things going on over here and like, I dunno, I've got notifications over here and stuff…I guess 

I'm just not quite as focused at that one small part of the screen” (ML2). However, he was the 

only participant to bring this up. 

Elements of Advertisements Participants Found Appealing  

Next, advertisements that participants engaged with or said they would be likely to 

engage with during the study either had an element of curiosity, a benefit to the user, or aligned 

with user interest or behavior.  

Element of curiosity. Advertisements served to participants had to be intriguing in the 

right way in order to draw them in by having an element of mystery or curiosity. Within this 

context, the element of curiosity was tied directly to the content of the advertisement. For 
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example, a sponsored post that featured an article about the TV show Game of Thrones was 

served to FL3, in which the content teased what the characters in the show looked like in real life 

(see Appendix F for screenshot). After seeing this, FL3 stated that she was a fan the show, and 

said she was interested in clicking on the advertisement, because the article presented her with 

the opportunity to learn something new. Specifically, she said “because I have an interest in that, 

I would be interested in seeing what they look like” (FL3). Another reason she hinted this article 

was enticing to her was because she said the advertisement image gave a “sneak peek” about 

what the content would include. In this case, showing a preview without giving the article 

content away was key in terms of piquing her interest. 

Another case when a participant was drawn in by an advertisement was one in a carousel 

format, where it was necessary for them to swipe through each photo or video in order to see the 

next (see Appendix F for screenshot). Even though he stated he would never buy any furniture 

from Pottery Barn, ML2 admitted “I guess there is like a thought in the back of my head that 

says, man, if I hit that one next button, I might see that couch that I couldn't live without.” 

Following this, he touched on how he thinks it’s especially intriguing when a little part of the 

carousel image is hidden, because it makes him wonder about the next item even more.  

Similarly, FL2 was served an advertisement for a lifestyle and beauty subscription box 

called FabFitFun, where part of the product appeal is that the consumer does not know what 

products are in the box until it arrives. The advertisement consisted of a video that revealed what 

was in the most recent box, leading her to say that she consistently pays attention to 

advertisements like these, because she wants to see what is in the new box. 

User benefit. Participants also found advertisements that focused on the product or 

service benefit to the consumer to be engaging. Advertisements such as these focused on the 
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value to the user, and included things like a price promotion for something that they had not yet 

purchased. For example, FL1 called an advertisement for a free gym membership trial useful, 

and added that she would consider a relevant advertisement one that tells her about a sale.  

Likewise, advertisements with an aspect of novelty, whether it was a product featuring a 

new color, flavor, or even a new product entirely, resonated well with consumers and 

consistently drew them in. In this case, the concept of novelty was related specifically to the 

product characteristic. For example, after seeing an advertisement for a new flavor of energy 

drink, ML3 said he would be willing to try the new flavor next time he went to the store. FL2 

elaborated on this idea by saying “I feel like if it's new information about the product or if it's a 

new product that I haven't seen before, like I would consider that relevant.”  

Some participants also found advertisements to be useful when they served as a reminder. 

For example, advertisements that reminded them of something they needed to buy, or a show 

they wanted to watch, were considered appealing by consumers.  

Alignment with user interest or behavior. Additionally, participants paid more 

attention to advertisements for things they were interested in, or that matched some sort of 

lifestyle behavior they were currently engaging in. When participants saw an advertisement for 

something that had the potential to help them with something that was going on in their life, they 

typically found it appealing. For example, FP3 mentioned that since she was trying to eat 

healthy, she enjoyed seeing advertisements for things like detox recipes. FP1 also spoke highly 

of seeing multiple advertisements for apartment complexes after mentioning she was planning on 

moving. And ML1 elaborated on this even more by saying that since he likes sports, any 

advertisement related to sports is likely to catch his eye. Beyond this, FP2 furthered this idea 

when she saw an advertisement for a news article, and mentioned that she was drawn in because 
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it aligned with what she thinks. Overall, responses suggest that advertisements for things that are 

more personal to the person viewing them are not only more interesting, but also more engaging.  

Imagery & Text 

During the think-aloud portion of the study, the imagery of an advertisement was key to 

catching the attention of the participant. Since an image or video was typically the first part of 

the advertisement a user saw, it had to be eye-catching enough to draw them in to want to spend 

time absorbing the rest of the advertisement.  

Part of being eye-catching enough to draw a user in included having quality imagery. FP2 

echoed the importance of this when, after seeing a video advertisement for a clothing retailer, 

said “having a video that's like actually well-made and like shows off the clothing really draws 

me in." This thought was furthered by FP1, who said “they have a good photo. I would probably 

go to that website and check it out and see if it was something I'd be interested in,” when she saw 

an advertisement for an apartment complex (see Appendix F for screenshot). This was also true 

for ML1, who stated “I've never heard about it, but it...it catches my eye...it's the picture. I'd 

definitely say it's appealing,” after seeing an advertisement for a meal kit delivery service called 

HelloFresh (see Appendix F for screenshot). 

In addition to being attention grabbing, advertisement imagery had to help explain the 

product or service in order to draw people in. Participants who saw advertisements featuring 

images that showed someone using the product being advertised considered it appealing. For 

example, seeing clothing items on a mannequin helped ML2 evaluate the item he saw in a 

clothing advertisement, because it showed him how the item might fit on a mannequin. These 

specific images prompted him to say “I see it on this mannequin and now I know I don't want it,” 

helping him evaluate the product without even having to click on the link.  



 

 45 

Advertisements that used an image to show how a product or service worked were also 

appealing to participants. When ML1 saw an advertisement for DoorDash, a food delivery 

service he had recently learned of, he described how the picture in the advertisement “gives you 

a little bit more of the breakdown... just how like the guy…his hand is kind of showing you that 

he's on his way to deliver something...I like how it shows how it works” (see Appendix F for 

screenshot). This suggests that advertisements are key to helping a person understand a product 

or service if they aren’t already familiar with it.  

In addition to imagery, the text in an advertisement was another component that drew 

individuals in. Participants indicated that after viewing the picture in an advertisement, the 

caption continued to help them understand what was being promoted. After this was when they 

decided if they wanted to look more in-depth into the product or service, or if they wanted to 

keep scrolling. In general, participants stated that shorter captions with less text were more 

appealing. Being short, sweet, and to the point was key to them finding the text useful. On the 

other hand, captions that were long and filled with many details were usually skimmed or not 

read. FL1 took the professionalism of a caption into context when she was asked to evaluate the 

text. After stating that she did not like the text or wording, she added “what's interesting about 

this is the usage of capital letters, um, too much description, and then emoji’s makes it seem like 

it's very unprofessional of an ad” (see Appendix F for screenshot). When asked if she would be 

likely to click the ‘see more’ button to view the remainder of the text, she said she might be 

likely to click this in another case, but only if it was something that caught her eye.  

Clarity of Content 

During the think-aloud portion, individuals suggested that clarity is key when it comes to 

sponsored advertisements on Facebook. This was noted when some participants were confused 
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about what was considered an advertisement and what wasn’t. For example, participants said that 

it can sometimes be challenging to differentiate a sponsored advertisement from a regular post 

from a friend when they both show up in their Facebook feed in a similar format. They also 

stated there can be confusion between a regular post from a brand’s page that they ‘like’, and an 

advertisement from that same brand that has paid support behind it.  

 Second, interviews suggested that clarity, in terms of what the product or service being 

advertised was, was also a key factor to participants who viewed advertisements. Individuals 

found advertisements especially unappealing if they didn’t know what was being advertised. For 

example, MP1 was served an advertisement for something he was not familiar with, and grew 

annoyed that he had to question what the product or service even was, leading him to say that he 

would not click on it. This finding conflicts with an earlier one, which noted that advertisements 

need an element of curiosity in order to be effective, suggesting that there might be a sweet spot 

here. While advertisements need to have something that piques the interest of the individual, they 

also must be clear enough to not drive the person away. An example of an advertisement that hit 

this sweet spot was the one for the sponsored Game of Thrones article that was previously 

mentioned, which teased what the characters look like in real life. This is because it was 

successful in drawing the participant in, but was not vague enough to cause them to keep 

scrolling.  

 Additionally, pricing was something that was brought up frequently by participants 

during the think-aloud portion. Almost all participants said something about how the price of an 

item listed somewhere on a sponsored advertisement was helpful to them. For example, after 

seeing an advertisement for a clothing brand, ML2 stated “I like how it says the price. That gets 

me, ‘cause I can just check out immediately.” Individuals hinted that seeing the price of an item 
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is convenient, because it helps them know if something is in their price range almost 

immediately, without making them do the extra work of clicking on the link to find out how 

much it is. For instance, FL3 said “it's transparent. You're not hiding anything from me. You're 

not getting me to click on it, and then I find out it's something I can't afford later.” Knowing the 

price either made participants not click, because they were able to do an instant evaluation of if 

the thing being advertised was too expensive, or it made them want to click, because the price 

revealed the product was within their budget, and they wanted to get more details, or make the 

purchase.  

Timing & Frequency 

While scrolling through their Facebook timelines, participants indicated that the timing of 

when an advertisement is served to them is another factor that influences whether they will 

engage with it. For instance, participants said that seeing an advertisement a few weeks before a 

holiday might be considered effective, because it communicates urgency that the holiday is 

coming up. MP3 elaborated on this when an advertisement for a jewelry company came up in his 

feed, exactly one week before Valentine’s Day (see Appendix F for screenshot). Although he 

wasn’t interested in the specific product being advertised, he said “in theory, those gift, 

Valentine's Day gift ideas could be helpful.” Similarly, ML1 was served an advertisement for 

tickets to a St. Patrick’s day event less than two weeks before the holiday, and shared that he 

would definitely consider looking into going.  

In contrast, participants who saw an advertisement for something they had already 

bought, right after purchasing it, thought of the advertisement as annoying and a waste of space. 

For example, FL3 was served an advertisement for a ticket to a movie she had already seen, 

which prompted her to say “it's just not relevant to me...I've already seen it.” For the most part, 
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participants agreed that they do not like to see advertisements for something they have already 

bought, simply because it is irrelevant. However, the only time this was thought of as helpful 

was when the advertisement served as a reminder to check when a package would arrive, if it 

was a physical product. FP2 brought this up when she said “if I already made a purchase and I 

see something that looks similar to what I purchased, it'll remind me, oh, where is it at? Let me 

track where my package is at. So in that regard it's helpful.” Otherwise, a majority of participants 

said seeing an advertisement for something they have already purchased feels redundant, and is 

considered an inconvenience.  

This suggests that the proper timing of a when an advertisement is served to a consumer 

could be multifaceted. Seeing a repetitive advertisement came off as annoying to a person who 

had already decided they were not going to buy a product, but was seen in a different way to 

someone who was still in the process of making that purchase decision. However, when 

participants did see advertisements that missed the mark in terms of timing, no negative actions 

were taken by the user as a result. They just kept scrolling.  

Brand Familiarity 

Brand familiarity was also taken into context by participants during the think-aloud 

portion. Throughout the study, seeing an advertisement for a new product either went one of two 

ways. On the one hand, participants enjoyed seeing an advertisement for a new product or a new 

version of an existing product, if it was from a brand they already knew about. For example, FL2 

reacted positively to an advertisement for a pair of scrubs that were featured in a new color from 

a brand she had previously made a purchase from (see Appendix F for screenshot). After seeing 

the advertisement, she mentioned the item was especially pertinent in her life, because she had 

just looked on the brand’s website yesterday, adding that she would definitely look into 
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purchasing the scrubs. Being already familiar with the brand might be what factored into her 

being receptive of the advertisement. This could be because it was not necessary for her to take 

any extra steps to understand more about the pricing and quality of the product.  

On the other hand, a similar situation was not as well received when FP2 was served an 

advertisement from a clothing retailer she was not familiar with (see Appendix F for screenshot). 

Immediately after swiping through the carousel images of the clothing, she said “I've never heard 

of this brand, and I'm not liking what I see. I would not wear any of these things.” Since she 

decided she was not interested after seeing the images, she kept scrolling and did not click or 

engage with the advertisement further. This was actually the case for most participants who 

found themselves in the same situation – when individuals were served an advertisement from an 

unfamiliar brand, they were less likely to be interested in the advertisement and continued to 

scroll.  

Industry  

Advertisements were considered more acceptable to participants when they were 

suggesting new products or items participants did not know about, but when it came to bigger 

things that influenced their opinions and viewpoints, they were seen as less acceptable. For 

example, a few participants brought up the Cambridge Analytica scandal, indicating that 

advertisements can only go so far before they overstep certain boundaries Facebook users have. 

FL1 said “I guess in one way [Facebook advertisements are] useful because you might discover 

new things that you didn't know… like a really good SPF or moisturizer. But it's annoying...if 

they do other things like try to influence the way we vote….I think it's harmless when they're 

suggesting items to you, but...not when it comes to influencing bigger ideology or thoughts.” 
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MP3 added to this by saying “Facebook's been kind of interesting recently...I like how you can 

be kind of open minded on there, but then they got a little out of control with the last election.”  

On a similar note, one participant indicated that Facebook might not be the most 

appropriate place for certain industries to advertise, like the medical industry, for example. An 

advertisement for a cold medication was not well received by FL3, who indicated she would only 

likely be influenced by a doctor when taking a medicine, and not Facebook. 

Privacy Concern  

All participants were aware that Facebook uses their personal information to serve them 

advertisements, and throughout the entire study, several brought up that there is a little bit of a 

creepiness factor associated with this. People said this is because it can feel like an invasion of 

privacy when they see advertisements for things they just looked up online. Some even shared 

that there have been times when they have said something out loud, and then are later served an 

advertisement for this exact thing. MP3 described how “it really does seem like you talk about 

something and then the next day, or an hour later, it pops up on there.” Similarly, FP3 shared that 

“it’s just so irritating. It’s just like, I can’t say anything in private,” later adding that “it just gets 

creepy sometimes, [and] it makes me really uncomfortable.” This was also mentioned by FL2, 

who said it’s “just weird that like you talk about something with a friend, and then the next day it 

is on your Facebook.” Participants hinted that this uneasiness stems from not knowing how 

Facebook has access to what feels like is private information.  

Interestingly, when this same topic was brought up, individuals consistently characterized 

who they think is responsible for sponsored advertisements in a human way, using the word 

‘they.’ For example, when MP3 was asked about the first thing that comes to mind when he 

thinks about advertisements on Facebook, he said “that they’re listening,” later adding that he 
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feels like “they're not really hiding anymore that they know exactly what you're doing on your 

computer” (MP3). Similarly, FP1 said, “I think they know I've looked into this.” Additionally, 

some participants were weirdly satisfied after being served an advertisement that didn’t appeal to 

them, because it was an indication that Facebook did not have the correct information about 

them. For instance, FL1 said “they missed a lot. So that means that they don't have the right 

information, which makes me feel good.” This evidence could constitute the sweet spot the 

existing literature put forth, which suggested that people want advertisements to be personalized 

to some degree, but not too personalized to where they feel like an invasion of privacy. 

Although several participants brought up how sponsored advertisements can feel creepy 

sometimes, almost all said that they have accepted that this is just the way things are. For 

example, FP3 shared “I just feel like the world's just watching every single thing that you're 

doing. It's annoying and it's nerve wracking, but it's like, this is how they do things now.” 

Another reason people mentioned for feeling this way was because they said they have nothing 

to hide. FL3 described this when she said, “it’s just the way it is...I just don’t have anything to 

hide, so it doesn’t bother me.” 

Despite all of these comments, several participants admitted it would still take more, 

beyond this creepy feeling, for them to change their behavior when it comes to using Facebook, 

and most said they would rather continue to see personalized advertisements over non-

personalized ones. FL3 characterized this when she said “I mean, I'm not hiding anything. So...I 

would rather them tailor their ads to me.”  

  However, MP3 brought up that there isn’t really another option for people, since 

Facebook users must agree to a terms and agreement upon sign up, where they give the site 

permission to utilize their personal information. He said “it's kinda like, if you're with us, we sell 
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your information, or you're going to get these ads targeted towards you. There's no in between” 

(MP3). So, while participants have conflicting thoughts about sponsored advertisements, a 

majority agreed that they have yet to experience something that would cause them to behave 

differently at this point in time.  

Online Advertisements vs. Facebook Advertisements 

 Toward the end of the study, participants were asked to share their thoughts about online 

advertising in general, with four participants describing it as necessary. Both MP3 and MP1 said 

it is a “necessary evil.” FL3 thought it about it in more of a business context and said “it's 

necessary...companies need it to thrive and survive.” ML3’s response included, “advertising has 

to be there so that new products can get out.” However, all of these responses conflict with 

answers to a similar question that participants were asked at an earlier point in the study, which 

was “what comes to mind when you think of advertisements on Facebook?” When asked about 

Facebook advertisements specifically as opposed to online advertisements in general, 

participants had almost the opposite reaction. Responses from some of the same participants 

included describing Facebook advertisements as unnecessary, annoying, hit or miss, and 

redundant. While online advertisements as a whole were thought of as serving a purpose and 

associated positively, Facebook advertisements were met with criticism and were described 

negatively by participants. However, a contradiction between the answers of these two questions 

exists here, because Facebook advertisements are technically a form of an online advertisement.  

 Following this, several participants went on to talk about how advertisements have 

evolved throughout time, and in their evolution, their form has adapted to where they can reach 

the most people. MP1 elaborated on this by saying  
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When people moved to cities, that's when billboards got created and then when more 

people moved, that's when bus ads got created. And it's just like, when people moved to 

the Internet, I think online ads were obviously going to be a part of that. 

 Adding to this, FL3 described how “if you advertise in a newspaper, you're not going to get near 

the business if you advertise on social media or online.” Additionally, participants suggested that 

since online advertisements have grown into existence alongside the millennial generation, they 

are considered normal to them. FL2 explained that “if I lived without [digital advertising] at this 

age and then like grew up and, it started evolving, like maybe I'd feel differently about it, but it's 

just kind of always been there.” So, in a sense, individuals agreed that advertisements should 

meet consumers where they are at in order to be successful.  

Prior Knowledge Level  

Throughout the study, people who did not have any background knowledge on sponsored 

advertisements on Facebook were the ones who were the most fearful of them, and users who 

knew more about them were less skeptical. For example, FL1 mentioned that her roommate, who 

works in the digital advertising industry, has explained to her how sponsored posts are set up on 

the back end of the platform, which has made her think less negatively about them. Another 

person who brought this up was ML2, who said he doesn’t mind seeing advertisements on 

Facebook, because he understands how it helps the business that he works for. Contrastingly, 

FP3 was a participant who did not have the same knowledge level, and said “when I'm scrolling, 

I just kind of do it as if like I'm reading a magazine or like a newspaper. I'm trying not to ‘like’ 

too many things or anything like that.” In other words, she intentionally does not engage with 

advertisements in a way that would give Facebook any type of information, because she is 

fearful of what this could result in.   
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Extreme Personalization 

 In addition to the thoughts and feelings that were relayed to me during think-aloud 

portion, observing the physical behavior of participants suggested interesting things about the 

way personalized advertisements make them feel. When certain advertisements were served to 

participants, I sometimes noticed unusual behavior begin to occur. For instance, some people 

became visibly uneasy, and stuttered while they tried to find the words to answer my questions, 

indicating to me that they were either embarrassed or annoyed that a particular advertisement 

was being served to them at that moment in time. Although there was no way for me to confirm 

this, I speculated that the reason they were embarrassed was because they had either looked up 

the product or service in the advertisement, and didn’t want me to know about it, or they were 

embarrassed because it was served to them for reasons tied to their purchase history. While this 

finding is primarily tied to the visible behavior of participants, there was one participant who 

stated something related to the behaviors I noticed. They said  

At times it gets annoying because, like for example, if I’m on my laptop, I don’t want the 

person behind me to see all of the stuff that I was looking at on Fashion Nova…even 

though like, I know nobody’s going to do that, I’m just like, oh my gosh. (FP2) 

So, while personalized advertisements are obviously personal, this evidence suggests that they 

might even feel too personal at times. This could be because some advertisements have a 

tendency to reveal private or personal information about the past online search or purchase 

history of a person, which people might want to keep private, depending on what they might 

have bought or looked up.  
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Overall, these results comprise interesting learnings about millennials and personalized 

advertisements on Facebook, and lead to more concrete findings that help put this information 

into context.   
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Chapter 5: Discussion 

 

Findings 

To reiterate, this study was conducted for the purpose of gaining a better understanding 

of personalized advertisements served to millennials on Facebook, and was developed to address 

the following research questions: 

RQ1: How do millennials experience, interact with, and react to personalized advertisements on 

Facebook? 

In most cases, millennials do not seek out advertisements on Facebook intentionally, and 

only experience them because they use the SNS for other reasons. However, because 

advertisements are seen while millennials are on the site to do other things, they see sponsored 

advertisements passively, and only take them in or pay attention to them if something happens to 

catch their eye as they are scrolling through. If this happens to be the case, this is when there is a 

slight chance they will be interested, since they are continuously scrolling, and have the ability to 

control what posts or advertisements they stop on.  

Additionally, millennials typically do not interact with personalized advertisements and 

mostly just absorb the content of the advertisement by reading the text and looking at the 

picture(s) or video. The only time they do interact is when it involves a benefit to them. When 

this is the case, interactions include clicking on a link that takes them to another page, 

occasionally liking the advertisement, or tagging a friend in the comment section. 

Lastly, millennials react to personalized advertisements by trying to explain why they are 

seeing them. Facebook users can usually think of at least one reason they might be seeing a 

specific advertisement, and typically try to connect the dots by thinking back to their recent 
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search history, trying to remember if they had talked about it with someone, questioning if they 

have bought something similar recently, wondering if they might be seeing it because of the time 

of year, tying it back to their demographics, or relating it to information that is listed on their 

profile.  

RQ2: What motivates millennial Facebook users to click on advertisements? 

Millennial Facebook users are motivated to click on advertisements only when there is a 

direct benefit to them. However, they first have to be drawn in in order for them to even consider 

taking this step. The imagery and text of an advertisement work hand in hand to accomplish this, 

since these are the first two things that Facebook users see when coming across an advertisement 

on Facebook. Beyond this, the advertisement must also include an aspect of personalization, 

feature quality imagery, list the price of the product or service, be shown at the right time, and 

have an element of mystery. After all these conditions are met is when they are likely to click, 

which is the ultimate measure of success when it comes to advertising on Facebook.  

Significance 

Findings linked to existing literature. Revisiting the findings of other scholars helps put 

the findings of this study into context. The literature review discussed how Boerman, Willemsen 

& Van Der Aa (2017) revealed that Facebook posts by brands do not need as much disclosure, 

because people realize they are advertisements. This study found the opposite to be true, with 

data indicating that millennials have a hard time distinguishing an advertisement from a friend’s 

post, or a post from a brand whose page they ‘like’, especially when all three have a similar 

format, and are viewed in the same place. Although Facebook labels posts that are 

advertisements with a “sponsored” label, this new finding suggests that the SNS might need to 
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do more in order to help users more easily identify what a post with paid support behind it looks 

like, as opposed to one that is organic. 

Additionally, a study conducted by Jung in 2017 revealed that a sweet spot is necessary 

when it comes to the conflicting finding that while personally relevant advertisements may draw 

in consumers, consumers who are worried about their information being collected are more 

likely to avoid advertisements altogether. Findings from this study contradict Jung’s, proving 

that millennial Facebook users do not have the same concerns about data collection as they did 

before, and are more accepting of their data being used by the SNS. This finding indicates there 

is no longer a need for a sweet spot, at least when it comes to millennial Facebook users. 

However, while people might be more accepting, this doesn’t change the fact that many are 

starting to grow frustrated of how the SNS makes a profit off of their information, and think it’s 

unfair they don’t have another option.  

Tucker (2014) found that when users have a greater sense of control over their 

information, they are more comfortable clicking on advertisements that are targeted to them. 

Although research from this study neither confirmed nor denied Tucker’s finding, it furthered it 

in the sense that in addition to information control, Facebook users are also more comfortable 

clicking on sponsored advertisements when they know more about how they work.  

Lastly, in 2014, researchers proved that people feel irritated when they are exposed to 

advertisements on a small screen (Ha, Park & Lee, 2014). This study proved the opposite to be 

true, with data revealing that a majority of millennial Facebook users access Facebook on a 

mobile device instead of a desktop or laptop computer. However, since smartphones have 

become more widely used since the completion of this study, this could serve as a likely 

explanation for the discrepancy in findings.  
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One other explanation for these differences in findings is that since Facebook is a digital 

media platform, it is constantly changing and evolving. That being said, small changes that 

happen over the course of time could have an impact on the user experience of study 

participants, depending on what year the study was conducted in.   

Findings linked to theory. Using the uses and gratifications theory as a lens for analysis, 

millennial Facebook users are the ones to determine the reason they are using Facebook, all 

based on the gratifications they wish to receive. This study finds that most millennials are 

seeking to fulfill a similar gratification by using Facebook, namely keeping up with friends, 

family, pop culture and news.  

Further, breaking down the gratifications behind each click helps uncover why users click 

on certain advertisements. Since millennial Facebook users click on advertisements for different 

reasons, each click ties to a specific gratification they are seeking at that moment in time. This 

means that users are likely to be seeking a different gratification each time they see a sponsored 

advertisement come up in their feed. While gratifications differ from person to person, in a more 

general sense, findings suggest that the gratifications behind each click tie back to a user benefit 

the advertisement can fulfill.  

Research significance. This research contributes to the field by furthering the findings of 

other scholars, and by helping fill a gap in the existing literature on the topic of digital 

advertising. An analysis of existing research revealed that while several quantitative studies exist 

on this topic, a number of qualitative studies are missing. One reason for this could be because 

analyzing numbers that exist in digital platforms like Facebook tend to be more convenient for 

researchers, and allow findings to be supported by numbers. However, more qualitative data is 

needed in this area to add to existing quantitative findings in a way that provides explanation for 
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why consumers behave the way they do when it comes to digital advertisements. Additionally, 

this study furthers the findings of past researchers, and adds new findings to the field that have 

yet to be addressed by others.  

Implications. Findings from this study can be applied more generally in that they 

propose a recommendation to Facebook, as well as serve as a set of best practices for advertising 

professionals. First, data revealed that Facebook users are beginning to catch on to the fact that 

Facebook utilizes their personal information to make a profit. Findings also revealed that when 

users know more about Facebook advertisements, they are less skeptical of them. These two 

things together, suggest that Facebook should consider being more transparent when it comes to 

their advertising practices, specifically in terms of informing users of how they use their personal 

information. While Facebook does have a section on their site that explains this, it is not 

displayed upfront, and users have to search in order to find it. Making this more visible and 

easily accessible might help Facebook users understand more about how advertising on the SNS 

works, potentially leading them to feel more positive about being served advertisements on the 

site as a whole. If Facebook does not do this, they could risk a situation similar to the Cambridge 

Analytica one, and potentially lose users who might not be willing to give Facebook a second 

chance. Although Facebook users are just starting to realize the value of their data, they don’t 

quite understand the implications of this yet. However, once they do finally become aware of 

what their data is worth, the format of the SNS could change entirely, having a large impact on 

the organization. For instance, if Facebook no longer has permission to access and utilize user 

data, they can no longer make a profit from companies who pay the SNS to advertise using this. 

Subsequently, Facebook would either need to compensate users for their data, or charge them for 

having an account, if this were to happen. 
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 In addition to this, findings from this study also serve as a set of best practices for 

advertisers on how to efficiently engage millennial Facebook users through personalized 

advertisements. Since every click of an advertisement on Facebook can ultimately be broken 

down to a dollar amount, putting these findings into practice could help brands see a better return 

on investment, and a better value for the money they spend on advertising. The application of 

these findings can also help companies and brands create better advertisements in terms of 

content, timing, and placement, leading consumers to feel more favorably about brands, and 

resulting in increased consumer loyalty. While certain things may not always be controllable by 

the advertiser due to things like cookies, they still have control over a variety of factors that can 

impact the success of the advertisement.  

Limitations 

One limitation of this study is that it is impossible to confirm whether advertisements 

participants saw during the think-aloud portion were actually personalized. However, 

participants were asked about whether they speculated that advertisements were targeted during 

the second open-ended question portion of the study, which helped provide additional context. It 

was also possible to make inferences about this by comparing the demographic information of 

the participant to the advertisements they were served during the study.  

Another limitation is that because this study took place during the months of February 

and March, the time of year had an effect on the types of advertisements that participants saw. 

While participants would realistically see different advertisements at any time of the year, these 

findings are heavily tied to the early spring months of 2019. 

This study is also limited in its recruiting efforts. While there was at least one degree of 

separation between the researcher and each study participant, all participants were Facebook 
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friends of the researcher prior to the study, indicating a potential researcher bias. On a related 

note, participants were supposed to be representative of the millennial age range of 23-38 years 

old, but tended to skew younger in actuality. This suggests that the data might be missing 

perspectives from the older end of the millennial audience.  

Further, during the think-aloud portion, it is unlikely that participants interacted with 

Facebook advertisements like they normally would have, since they were being observed. 

Because of this, findings could be limited in the sense that participants may have behaved 

differently than they normally would, because they were being watched. Adding to this, in such a 

small window of time, it is unlikely that each participant would have come across several 

relevant advertisements in the span of 10-15 minutes.  

And lastly, while it was a goal for participants to use their own devices to complete the 

study, two participants did not. This would constitute a limitation as well, because of the cookies 

on the devices that did not belong to the participants.  

Directions for Future Research  

As a result of conducting this research, previously hidden questions were revealed that 

were not initially considered, with the first being, how does the consumer purchase process 

intersect with the timing of when a personalized advertisement is shown? Data produced from 

this study was not strong enough to indicate whether the effectiveness of certain advertisements 

could be linked to the stage of the purchase process the consumer was in, and future research 

should consider testing whether these things are connected.  

In addition to this, findings revealed that out of the many SNSs used by millennials, 

Instagram is used more frequently compared to Facebook, suggesting that future researchers 
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should consider conducting a similar study that uses Instagram as the medium instead of 

Facebook. 

After the study was completed, I learned that within each sponsored advertisement on 

Facebook, it is possible to open a menu that provides a reason why the Facebook user may be 

seeing that specific advertisement. In future research, I would recommend that after each 

participant thinks-aloud, have them examine this to see the reason(s) Facebook provides.  

 A longer window of study should also be considered, testing whether the time of year 

influences the types of advertisements people see, and whether this factor is strong enough to 

have an impact on results. Specifically, researchers should consider how findings differ when 

conducted closer to the holiday season, for example, at a time when more brands have a 

propensity to advertise.  

 Additionally, findings from this research suggest that newer brands or startup companies 

may have issues when it comes to people being interested in their advertisements due to not 

being familiar. This indicates that future research should look into how the repeated exposure of 

advertisements interacts with this finding, in order to understand how brands advertising for the 

first time can best appeal to new audiences.  

Lastly, future researchers should consider the Communication Privacy Management 

(CPM) theory as a framework to investigate personalized advertising. This theory proposes that 

when people disclose their private information, there are certain things they take into 

consideration (Frampton & Child, 2013). First, people believe that since they own their 

information, when they share it with others, they are allowing that second person or entity to 

become a co-owner (Frampton & Child, 2013; Child & Starcher, 2016). In the context of 

Facebook, this means that information people share about themselves becomes collectively-
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owned by both themselves and the site (Frampton & Child, 2013, p. 2258). When this is the case, 

the others who know the information then have a shared sense of responsibility in terms of 

protecting it (Child & Starcher, 2016). When it comes to how people decide if they want to share 

this information in the first place, selections are made “based on decision criteria such as cultural 

expectations, gender, motivational goals, contextual issues, and risk-benefit assessments” (Child 

& Starcher, 2016). They also assess whether there are rules put in place for when it comes to 

sharing the information outside of the two parties. When these parameters are not set or followed 

is when there is a chance of a breakdown occurring, which typically results in the redaction of 

the information that was initially shared (Child & Starcher, 2016). The application of this theory 

in the context of future studies could reveal much about what people are thinking when they 

share their personal information on Facebook, what types of breakdowns occur, and for what 

reasons, especially as the information relates to personalized advertisements.  

These things, combined with how Facebook is always changing, suggest that research 

produced on the topic of digital advertising will continue to be relevant for years to come. 
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Chapter 6: Conclusion 

 

 While this topic still has many unanswered questions, this research helps fill a gap in the 

field when it comes to how millennial Facebook users experience, interact with, and react to 

personalized advertisements, as well as what motivates them to click on them. In addition to 

offering useful information to professionals in the advertising industry, this research furthers 

existing findings from other scholars, and contributes new findings to an area of study that has 

not been widely addressed. 

 One reason why this study is so relevant is because in the year 2019, Facebook is used by 

more people than ever before. What was initially created to be a simple platform that connects 

friends has turned into a multi-million-dollar industry that has given brands the ability to reach 

almost any consumer, down to their zip code. While some think the SNS giant has crossed the 

line in terms of being intrusive, the relevant role it plays in the lives of consumers cannot be 

denied. However, as Facebook continues to change throughout time, it will be necessary for both 

brands and users to keep up to ensure that each are getting the most out of the platform, and are 

not being taken advantage of. 
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Appendix A 

Survey Screener 

In the following survey you will be asked a series of questions about your demographics and 

willingness to participate in a research study. Please answer each question to the best of your 

ability. Your responses will be recorded and used to guide my research, but your answers will 

remain confidential. The survey should take approximately one minute to complete. Thank you 

for your participation!  

1. What is your gender? 

a. Male (CONTINUE) 

b. Female (CONTINUE) 

c. Other (CONTINUE) 

2. What is your age? 

a. 22 and under (TERMINATE) 

b. 23-26 (CONTINUE) 

c. 27-30 (CONTINUE) 

d. 31-34 (CONTINUE) 

e. 35-38 (CONTINUE) 

f. 38+ (TERMINATE) 

3. Please indicate your ethnicity.  

a. American Indian or Alaska Native (CONTINUE) 

b. Asian (CONTINUE) 

c. Black or African American (CONTINUE) 

d. Hispanic/Latino (CONTINUE) 
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e. Native Hawaiian or Pacific Islander (CONTINUE) 

f. White (CONTINUE) 

g. Other (CONTINUE) 

4. What is your current city of residence? 

 a. Kansas City, Kansas (CONTINUE) 

b. Kansas City, Missouri (CONTINUE) 

c. Other (TERMINATE) 

5. Do you have a Facebook account? 

 a. Yes (CONTINUE) 

 b. No (TERMINATE) 

6. Do you work in or study marketing, advertising or public relations? 

a. Yes (TERMINATE) 

b. No (CONTINUE) 

7. Would you be willing to spend 30 minutes participating in a face-to-face study using your 

personal Facebook account? (You will not be required to post anything to your Facebook profile 

at any point during the study) 

a. Yes (CONTINUE) 

b. No (TERMINATE) 

If yes is selected, display: Please enter your email in the form below. You will be contacted only 

for purposes pertaining to the study. Please know that you will not be compensated for this study.  
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Appendix B 

Participant Demographic Information  

Name Age Gender Ethnicity Occupation Study Device 

FP1 23 Female White Associate Consultant Phone 

FP2 23 Female Asian Student Phone 

FP3 23 Female Black Personal Banker Phone 

FL1 28 Female Asian Student Laptop 

FL2 23 Female White Nurse Laptop 

FL3 26 Female White Mortgage Lender Laptop 

MP1 23 Male American Indian Producer Associate Phone 

MP2 28 Male White Contract Attorney Phone 

MP3 24 Male White Account Coordinator Phone 

ML1 24 Male Black Package Handler Laptop 

ML2 24 Male White Sales Representative Laptop 

ML3 24 Male White Senior Associate Consultant Laptop 
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Appendix C 

Pre-Interview Questionnaire Guide 

Hello, and thank you for coming today. My name is Emily Ladig and I am a master’s student at 

the University of Missouri. I am conducting this study for the purpose of completing a thesis. 

The activity you are here for today involves research, and your participation is voluntary. As the 

informed consent document stated, I am not receiving funding for this study and you will not be 

compensated for your participation today. All of your information will remain confidential, and 

will only be accessible by my committee and myself for research purposes. It will not be made 

public or used in any other way. In the final report, identifiable information will be omitted and 

pseudonyms will be used, making it impossible to identify any study participants. That being 

said, I do encourage you to share as much detail as you feel comfortable.  

There are three portions to the study today, and it will take about 30 minutes to complete. 

The study will begin with a preliminary interview portion where you will be asked questions 

about your general Facebook usage. This is expected to take around five to ten minutes. Next, 

you will be observed while you look through your personal Facebook feed on your _______ 

(insert assigned device: either laptop computer or mobile phone). If you did not bring, or do not 

feel comfortable using your personal device, you will be able to use my device(s). You will be 

asked to scroll through your Facebook timeline, and will be prompted to talk about each 

sponsored advertisement you look at as you do so. After ten to fifteen minutes of this, there will 

be a second brief interview portion where you will be asked questions about your behavior 

throughout the observation portion. This will take around five to ten minutes.  

You will not be required to post anything to your personal Facebook profile at any point 

during the study. Even though I will see your Facebook profile, I will only be collecting 
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information about advertisements during the study, and will not use any additional information 

regarding user profiles, excluding demographic information obtained from the survey screener. 

Does that sound okay to you? If so, let’s get started. In the survey screener, you indicated that 

you have a Facebook account, so I am going to start by asking you a few questions about you 

and the way you use this social networking site. 

1. Tell me a little bit about yourself. 

a. What are some things you like to do? 

2. How would you describe your social media use? 

3. How many Facebook friends do you have? 

4. How long have you had a Facebook account for? 

5. What is your primary motivation for using Facebook? 

a. Do you use it mostly to connect with friends and family, receive news, as a consumer to 

shop online? 

6. How many times per week do you access Facebook? 

a. If multiple times per week, ask: How many times per day do you access Facebook? 

7. What device do you usually access Facebook with? 

a. Looking for mobile or laptop. 

8. Where are you usually at when you access Facebook? 

a. Looking for location: work, home, school, etc. 

9. What do you like about Facebook? 

10. What do you dislike about Facebook? 
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Appendix D 

Think-Aloud & Observation Questionnaire Guide 

Now, we will be moving into the next portion of the study. First, please take out your assigned 

device and turn off any advertisement blocking software that may be on your laptop or mobile 

device. Log into your Facebook account, and disable your active messaging feature. If you have 

been assigned a mobile device, this step is not necessary because Facebook’s messaging feature 

can only be accessed through a separate application. This is only necessary if you were assigned 

a laptop device. To do this, on the Facebook home page, click ‘Messenger’ on the left toolbar, 

click the settings gear, then click ‘Settings’. Toggle the ‘Active Status’ button to ‘Go Offline’. 

Now please return to your Facebook home page.  

Laptop: Next, please open up a new tab and download Zoom by going to https://zoom.us/ 

and sign up for a free account. This is a free application that we will be using today to record the 

study. If you do not feel comfortable downloading Zoom, you can use my computer. After this, 

click on “My Account”, and in the upper right corner, hover over ‘Host a Meeting’. Click ‘With 

Video On’, and the site will prompt you to open the application. Select ‘Join with Computer 

Audio’. You should then see yourself on the screen. On the lower dashboard, click ‘Share’, then 

select the window that has Facebook open. Click ‘More’, then ‘Record’. 

 iPhone: Next, please configure your screen recording application on your iPhone. If you 

do not feel comfortable doing this, you can use my mobile device. If you do feel comfortable, do 

this by going to ‘Settings’, ‘Control Center’, ‘Customize Controls’. Here, you will notice ‘Screen 

Recording’. Tap on the green plus sign to the left of it, and it will be added to the Control Center. 

Swipe up from the bottom of your screen, hold the Screen Recording icon, and a window will 

https://zoom.us/
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pop up. Turn the microphone audio on, and select ‘Camera Roll’. Press ‘Start Recording’, close 

out of the window by pressing the home button, and open up the Facebook application.  

When I tell you to begin, please scroll through your feed and engage with advertisements 

for the next few minutes. As you are doing this, please “think-aloud”, and verbally tell me your 

thoughts about each advertisement you see. Advertisements will be labeled with the word 

‘Sponsored’, and will appear in your feed around every five posts. Please only react to sponsored 

posts. You may click on advertising content that may take you off of your feed, but do not click 

on other pages, friend’s profiles, look at messages, or go onto your own profile. Feel free to 

engage with an advertisement as you normally would, such as by clicking, liking, commenting, 

sharing, etc. You will also be asked some questions about the advertisements as you are doing 

this. You may begin. 

1. Do you like this advertisement? 

a. PROBE: What do you like about it? 

b. PROBE: What do you dislike about it? 

2. What aspects of this advertisement catch your attention? 

3. What do you think about the imagery of this advertisement? 

a. PROBE: Why? 

4. What do you think about the wording of this advertisement? 

5. Is this advertisement helpful to you? 

a. PROBE: Is there anything that is not helpful about this advertisement? 

6. Would this advertisement convince you to buy what is being promoted? 

a. PROBE: Why? 

7. How does this advertisement make you feel? 
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8. What three words would you use to describe this advertisement? 

9. Have you previously made a purchase from this company?  

a.  PROBE: Would you consider purchasing something from this company? 

10. Do you think this advertisement is specifically targeted to you? 

a. PROBE: What makes you think that?  

11. If a participant clicks on an advertisement, likes it, comments on it or shares it, ask: What 

made you engage with this advertisement?  

12. Why do you think you’re seeing this advertisement? 

Laptop: Now, click ‘Stop Share’, ‘End Meeting’, and ‘End Meeting for all’. Please email the 

video to me at emilyladig@gmail.com.  

iPhone: Now, please swipe up from the bottom of the screen, hit the screen recording icon to 

stop the screen recording. Go to your photos app, and please email the video to 

emilyladig@gmail.com 

That concludes the second portion of the study. Next, I’m going to ask you a few more questions. 

  

mailto:emilyladig@gmail.com
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Appendix E 

Post-Interview Questionnaire Guide 

1. What comes to mind when you think of advertisements on Facebook? 

PROBE: Is there a certain brand or advertisement that stuck out as being particularly 

memorable? 

2. During the last portion of the study, did you speculate that any advertisements were targeted 

specifically to you? 

a. PROBE: If yes, how did you feel when an advertisement on Facebook was targeted 

specifically to you? 

b. PROBE: Could you tell? How? 

3. How did you feel when an advertisement on Facebook was not targeted to you at all? 

a. PROBE: Could you tell? How? 

4. Which, if any, advertisements felt like they were not targeted to you at all? 

5. Were there any advertisements you saw that you would consider helpful to you? Why? 

a. PROBE: If not, tell me why you feel this is the case. 

6. Thinking about any advertisement, not just the ones you saw during this study, what would 

you consider a relevant advertisement? 

7. Thinking about any advertisement, not just the ones you saw during this study, what would 

you consider a helpful advertisement? 

8. What companies do you enjoy seeing advertisements from? 

a. PROBE: Are there any companies you do not like to see advertisements from? 

9. You might already know this, but Facebook sometimes uses your personal profile 

information to serve you personalized advertisements. How do you feel about this? 
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a. PROBE: Does knowing this make you consider changing the way you use Facebook? 

10. How would you describe your feelings toward online advertising in general? 

That concludes the third and final portion of the study. Thank you for your time participating 

today. Just as a reminder, all the information you shared today will remain confidential. Is there 

anything else you would like to tell me today regarding Facebook and online advertisements? Do 

you have any questions for me? Thank you for your time. 
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Appendix F 

Screenshots of Stimuli 

Figure F1 

 

 

Figure F2 
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Figure F3 

 

 

Figure F4 
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Figure F5 

 

 

Figure F6 
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Figure F7 

 

 

Figure F8 
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Figure F9 
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Appendix G 

Interview Transcriptions 

FP1 

Emily:  Okay, so first I’m going to have you introduce yourself and 

tell me about you, and what you do.  

FP1:  My name is FP1, I work at Cerner, I’m an Associate 

Consultant, so I travel around the United States to help 

people in the healthcare field. I went to school at Missouri 

State University in Springfield, Missouri. My undergrad 

was in marketing, minor was in accounting. Um. I’m from 

the Kansas City area.  

Emily:  Okay, so how would you describe your social media use? 

FP1:  Umm. I get on it every day. I like to get notifications on 

some things, otherwise, not really. I like to kind of just 

scroll versus read articles and stuff like that. So, I really 

like Instagram because it’s convenient, cause if I want to 

read more into something then I have the opportunity to do 

that. I like Facebook to stay in contact with family, or just 

to stay up to date on people’s lives. 

Emily:  Okay, so you might have to look. But, how many Facebook 

friends do you have? 

FP1:   I have 1,341 friends.  

Emily:   And then how long have you had a Facebook account for? 

FP1:   Since 2008. 

Emily:  And then, you kind of touched on this already, but what is 

your primary motivation for using Facebook? 

FP1:  It’s nice to keep up with people and be able to see their 

photos. 

Emily:  How many times per week or per day do you access 

Facebook? 

FP1:   I’d probably say about twice a day.  
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Emily:   Where are you usually at when you access Facebook? 

FP1:  Usually at home, when I wake up in the morning and when 

I go to bed at night. And then a couple times at work during 

the day.  

Emily:   What do you like about Facebook? 

FP1:   I like the videos that come up. 

Emily:  Okay, so that concludes the first portion. So now, I’m 

going to have you take out your phone and have you scroll 

through your Facebook timeline, and I’ll have you stop on 

each sponsored post and talk through it and tell me what 

you think, and I’ll ask you questions during that as well.  

Emily:  So it's recording. Okay. Sweet. So open up Facebook and 

just go to your like, yeah, perfect. Your home screen. And 

so, you'll look at the ones that say sponsored. So it'll say 

like right next to the top or whatever. And, so they'll show 

up every five posts. So that would be the first one. So kind 

of just want to know your initial thoughts. Do you like this 

ad? What do think of it? 

FP1:  Um, I think that I have this ad because I've been looking at 

house stuff recently. I don't really like the ad very much. I 

think the photos are really boring and I don't know, I'm not 

looking for a mattress, so it's kind of irrelevant. 

Emily:   Okay. Keep going. 

FP1:  Earnest? Refinance student loans. Again, I think they know 

I've looked into this, but I looked into it on my laptop, so I 

think it's weird that they know. But yeah. 

Emily:   Does anything catch your attention about this? 

FP1:  Um, if I hadn't already tried to do it, I probably would have 

been like, oh, maybe I'll refinance my loans or, I'll look into 

it, but I've tried them before and I don't think they give 

good deals, so. 

Emily:   So you've used this company before? 

FP1:  I don't know if I used...I might have looked into them. I 

might've created an account and I went through another 
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one, Sofi, S-O-F-I, but the deals were way, the deals quote 

on quote were way more than what mine already were. 

Emily:  Okay, so you've looked at something in like the same 

category then? 

FP1:   Yeah. 

Emily:   Okay, Gotcha. Um, so how does this one make you feel? 

FP1:  Slightly hopeful, because it says starting at $581, and I'm 

looking for apartments right now, so that's kind of cool. 

But, I also feel like they're going to have very bad square 

footage, but they have a good photo. I would probably go 

to that website and check it out and see if it was something 

I'd be interested in. 

Emily:   Would you say that this ad is helpful to you? 

FP1:   Yeah. 

Emily:   Okay cool. Go to the next one. 

FP1:   I actually toured this place. 

Emily:   Really? 

FP1:   Yeah. 

Emily:  So, with this one being a carousel and having multiple 

pictures, what do you think about the imagery of this ad. 

FP1:  I like them. I think it would make me...if I hadn't already 

visited it, I would want to visit it. 

Emily:   Yeah. Okay. 

FP1:   Umm. I've just kind of seen these all over social media. 

Emily:  Okay, let me ask you this, what three words would you use 

to describe this ad? 

FP1:   Cheesy. Fine. Um, kinda cute. 

Emily:   Would you say it's helpful or not helpful? 
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FP1:   No, not helpful. 

Emily:   Okay. 

FP1:   I don't know if that's an ad. 

Emily:   No, it doesn't say sponsored. 

FP1:   Well I am interested in that. 

FP1:   The next is another apartment. 

Emily:  Okay. So I think I can guess your answer, but why do you 

think you're seeing this ad? 

FP1:  Uh, cause I've been shopping for apartments and they 

obviously are aware of that. Um, I would probably want to 

check it out because again, it has good pricing down here, 

but I don't know. 

Emily:  So do you feel like Facebook does a good job, like does it 

sometimes show you places that you haven't seen before? 

Or that maybe you didn't know about? 

FP1:   Yeah, I haven't seen these two. 

Emily:  Do you think you'd consider looking at them? Not maybe 

specifically this one, but any ones you see on Facebook? 

FP1:   Yup. 

Emily:   Okay, let's look at like one or two more. 

Emily:  What do you think about the wording of this 

advertisement? 

FP1:   Like the header or...? 

Emily:   Yeah, like the text. 

FP1:  Um, I don't mind it. I don't know. I guess I don't really have 

a big opinion on it. 

Emily:   What's this an ad for? 

FP1:   DIFF eyewear. 
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Emily:   Oh, okay. 

FP1:  So I've actually looked into DIFF eyewear for UV blocking 

glasses, but I ended up buying another pair I liked better. 

Um, I don't know how I feel about videos on ads, honestly. 

It depends. 

Emily:   Why don't you like them? What don't you like about them? 

FP1:  Like this one I didn't think it was a good video, it was just 

someone talking, it didn't catch my eye. It just, I don't 

know. 

Emily:   It wouldn't make you click on it? 

FP1:  Yeah, it didn't like make me want to buy anything from 

them. 

Emily:   Okay. Let's do one more. 

FP1:   Oh, so I actually interned for HCA a couple summers ago. 

Emily:   What is HCA? 

FP1:  It's a health center, so it's like a hospital name. Um, so 

yeah, Midwest Health. Um, I'm obviously biased, but I 

really like their social media. I think they have really good 

advertisements in general. 

Emily:  What about their advertisements, or even this one 

specifically, is good? 

FP1:  They're clever, I like the colors of them. Um, I just feel like 

they're good at grabbing people's attention, but not in a 

negative way. 

Emily:  Yeah. Okay, cool. So you can go ahead and stop the screen 

recording. 

Emily:  Okay, so now we're just gonna go into the last portion here. 

So, thinking just in general, not just in the past 10 minutes, 

but what comes to mind when you think of advertisements 

on Facebook? 

FP1:  Um, I feel like Facebook takes what you look at on other 

things your phone and then serves an advertisement for 
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you. Um, I think sometimes they're helpful. But, I feel like 

if sometimes I pause too long on certain ads, I start see 

them more. I feel like I've watched a video for something, 

and now I see it more. 

Emily:  Okay, so during the last portion of the study, did you 

speculate that any ads were targeted specifically to you? 

FP1:  Some of them. The apartments...I looked at DIFF Eyewear 

recently. 

Emily:  So knowing that Facebook has your information and uses 

that to show you those ads, how does that make you feel? 

FP1:  It creeps me out, because I don't think I've ever looked at 

Midwest Health on Facebook. I have emails and I may 

have looked at them on my phone too, but still. 

Emily:  How do you feel about targeted ads versus ones that aren't 

targeted? 

FP1:  I would probably be more interested in the targeted ones. 

But, I don't know how they are getting their information. 

Emily:  And then, did you feel like any of the ones you saw were 

helpful? 

FP1:   Yeah, the apartment ones. 

Emily:  In terms of the creepiness, would it ever get to the point 

where it would make you consider changing the way you 

use Facebook? 

FP1:  No, unless like something came out that said Facebook's 

been...I don't know, I get paranoid about that stuff. 

 

FP2 

Emily:  First I'm gonna have you just introduce yourself. and just 

tell me a little bit about like you and what you do and stuff 

like that. 

FP2:  My real name is FP2, so that's why I put that on your paper. 

Um, I'm in Grad school right now. I'm doing my master's in 
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biomedical sciences. It's pretty much a program that gives 

me a good foundation before I go into medical school. I 

didn't really have to do it, but I thought it would be a good 

idea. Yeah. So I'm taking like all first year, second year 

med school classes, and then I get to get a masters in that. 

Emily:  How long is the program? 

FP2:  It's just a year. 

Emily:  Oh just a year, that's so nice. Oh my gosh. That's huge. 

FP2:  It's really jam packed. But yeah. 

Emily:  So have you started applying to med schools and stuff? 

FP2:  I have. I haven't heard back. Um, unfortunately I haven't 

heard back from anyone. But, I mean if I don't get in this 

time around, it's okay. I can always re-apply, especially 

having finished my master's by the end of this year, it'll be 

like good anyway. So yeah. 

Emily:  That's so exciting. Okay. So how would you describe your 

social media use? 

FP2:  Um, so I'm working on, um, as far as like Instagram, I'm 

working on having more of like, um, I guess more of like a, 

I wouldn't say a position, but like I want to be more 

intentional. Especially since I'm in graduate school and I'm 

trying to go to med school, I feel like it'd be a good idea to 

be that person that someone can go to. Um, or at least 

someone can identify with as a female that's like, same 

ethnicity, same religion as me doing the same thing as me, 

because I don't think there's a lot of representation out 

there. And I also like fashion. 

FP2:  So, um, my platform is kind of, um, even though you're 

doing, like if you're in law school or graduate school, 

whatever, like you can still have hobbies and you can still 

like, you know, have fun with it. And so that's my platform 

on Instagram. So I'm trying to be more intentional with 

that. 

Emily:  So I want to, I want you to explain a little bit more about 

what you mean by like intentional. 
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FP2:  Um, meaning. 

Emily:  Like selective about what you post? 

FP2:  Yeah. So instead of like posting just random things about 

me on there. Um, I try to be more vulnerable with myself 

so that more people can connect and more people can feel 

like they're not alone, if they have like the same like 

feelings or are dealing with the same things as I am. Um, 

not only just being with like, in like a biomedical sciences 

program, but also like just like normal things like 

friendships, and hardship and all of that. I want it to be 

more vulnerable considering that, you know, I'm an adult 

and like I feel like what I'm doing, I'm like in a transition 

stage, but my goal is to be a doctor, and that's a pretty big 

deal. 

FP2:  So I feel like if anyone else has big dreams, but is like, you 

know, I don't want to give up like my love for fashion. I 

don't want to give up my love for photography or modeling, 

which I like doing, um, I want to show that you can do both 

and be successful in both. 

Emily:  Yeah, that's awesome. So do you mostly focus on 

Instagram for that or do you share some of the same stuff 

on Facebook too? 

FP2:  Um, for now I'm mostly focusing on just Instagram. Um, if 

I think that like later in the future it will be beneficial to 

merge my posts, then I'll definitely be more intentional 

with that. But for now my Facebook is a little bit more 

personal. Um, and my Instagram is a little bit more like 

connecting with the world and my audience. 

Emily:  When you say personal, like what exactly do you mean by 

that? 

FP2:  Um, so I'll post more things about like my family members 

on there, my friends on there. 

Emily:  So more like, family, friends type thing whereas Instagram 

is like whoever? 

FP2:  Yeah. Yeah. 
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Emily:  Okay, cool. And then you might have to look, but how 

many Facebook friends you have? 

FP2:  Yeah, definitely gonna have to look. 

Emily:  Yeah. I don't even know how many I have. I think it's in, I 

know it's in the about section though, if you go on like your 

profile. 

FP2:  Okay. Let's see, I have 1,809. 

Emily:  Okay, cool. And then how long have you had a Facebook 

account for? It might be on the same page. 

FP2:  Yeah. I think I started it in eighth grade so that's like '08, so 

10 years. 

Emily:  Wow, that's so crazy that it's been 10 years. 

FP2:  Wait, it's 2019 now. 

Emily:  Almost more than 10 years. So crazy. Okay. So what is 

your primary motivation for using Facebook? Or for having 

an account I guess? 

FP2:  Um, so primary motivation is, I feel like, um, a lot of other 

people on Facebook, as far as my friends use it for similar 

reasons as me to be more personal with it, to share like life 

goals, changes in what they're doing. Um, like a lot of us 

are getting married and getting engaged. So like being able 

to see like, oh, like nice, like they're getting married or they 

got engaged or they're having a kid, like that happens more 

on Facebook than Instagram. 

FP2:  So I feel like it's a good way for me to keep up with like my 

classmates that I'm not really going to see as much as I 

used to, but um, I still can like congratulate them or like be 

able to like, "like" posts that they had that are personal. So, 

still being able to keep in touch without having to like, you 

know, connect on like a very personal personal level. 

Emily:  Yeah, that's a great answer. Um, how many times would 

you say either per week or per day you go on Facebook? 

FP2:  Um, I would say probably like four times a day. 
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Emily:  Four times a day? 

FP2:  Yeah. 

Emily:  And then what device do you usually like go on Facebook 

with? Is it more like phone or laptop? 

FP2:  Mainly my phone. I rarely go on Facebook on my laptop. 

Emily:  Okay. And then where are you usually at when you access 

Facebook? Like home, class, work? 

FP2:  Um, I'm usually home. I use Instagram more while I'm in 

class because I get more notifications of like people liking 

and commenting. But, um, yeah, mainly at home is when I 

look at Facebook and I know this probably sounds really 

weird, kind of biased, but I don't have like cable, so like a 

way for me to keep up with like big news is Facebook, 

because I'm following like CNN and like all those like big 

news outlets. So like if anything is happening politically, or 

like something big in the news that I can't access because I 

don't have like, like, you know, cable, then I use Facebook 

for that. 

Emily:  Yeah, that's super interesting. Um, so what do you like 

about Facebook? 

FP2:  Um, I like being able to like connect like on a personal 

level, like I said, so like I like being able to like see like 

what people are up to. 

FP2:  Um, I like that, um you know, news outlets do post a lot of 

stuff on like, um, Facebook, like I think there's been like a 

recent update with CNN where like if there's like breaking 

news, it'll say like how recent that post is like within like 10 

or 12 minutes or like 30 minutes or an hour. 

Emily:  That's kind of cool. 

FP2:  So like, as far as like politically speaking with everything 

happening, like it's nice to keep track with what's going on 

with like our legal system and stuff like that with like CNN 

on Facebook for me, because again, I don't have a TV. So, 

and also when you're on the go, it's hard to keep up with 

like what's going on. Um, and I know Apple, like you can 

download the CNN app and like it'll let you know, like, you 
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know, big news like updates and whatnot, but sometimes 

it's nice to keep track of what's going on other than like 

gigantic changes. 

Emily:  Right. So do you like that on Facebook then, is that how it 

comes up, like the CNN page? 

FP2:  Yeah. 

Emily:  Gotcha. And then so reversing that, what do you dislike 

about Facebook? 

FP2:  Um, definitely like knowing that it's biased you know, like 

it gives me what I want to see. So if there's something 

going on that I'm not necessarily following or keeping track 

of, I'm not going to see it. Um, and I don't necessarily like 

that because if like there's a humanitarian crisis somewhere 

that I'm not keeping track of and I want to learn more about 

it and see if I can do anything about it, like I would like to 

see that on my feed. But if I don't know anything about it, 

then it's not gonna come up. 

Emily:  So you feel like, it's only showing you like selective things 

and you're not seeing everything? 

FP2:  Mmhm. 

Emily:  Okay. Alright, so now we're going to move on to the 

second portion, so I'm gonna have you take your phone out. 

Emily:  Okay. So I'm going to have you turn the like screen 

recording function on. So basically it's like, you've seen it 

before. It's like a screenshot but it's just like a video 

version. So how you do that is just go to settings. And 

Control Center. So basically the reason I'm having you turn 

this on is because, so I can like, um, see and hear what ads 

you're talking about, like at the same time. And then you'll 

do 'Customize Controls' and then you'll add screen 

recording. I think you just scroll down a little bit, the Red 

Square, add that. Then you can click out of there, and then I 

will have you open up Facebook and yeah, just your 

homepage. So perfect. So then I'm gonna have you hold 

this down and then we're gonna do microphone on and then 

start recording. 
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Emily:  Okay, so kind of like I said before, I'm gonna have you just 

like scroll through your feed and whenever you see an ad 

they're all labeled with 'Sponsored', and so every 5 posts, 

when you see a sponsored ad I'm gonna have you stop and 

kind of like talk me through it, basically like think aloud 

and tell me what you're thinking. And um, I will ask you 

some questions like as you're doing that. 

FP2:  Okay. So would this be one? 

Emily:  Yes. 

FP2:  Okay. So I'm thinking about, you know, what brand this 

shoe is, what this entails as filler treatment, like what that 

even means, how that's even possible? Um, I don't really 

like that t shirt, that dress is nice, this dress is nice, cause 

I've been looking for dresses for a friend's wedding, so 

that's interesting that that's coming up. I would never wear 

those pants. That dress is cute. Um, now I'm getting kind of 

disinterested because there's no more and I'd have to click. 

Emily:  So would you say you like this ad or dislike it? 

FP2:  Um, I don't really care for it. 

Emily:  Indifferent? 

FP2:  Yeah. 

Emily:  Okay. You can go ahead and go to the next one. It should 

be every like five-ish posts. 

FP2:  Alright. Umm. 

Emily:  What's this an ad for? 

FP2:  Um, it's another clothing ad it looks like...Dolls Kill? I 

don't know. I've never heard of this brand, and I'm not 

liking what I see. I would not wear any of these things. 

Emily:  So is that, would you say it's helpful you then? 

FP2:  Not at all, because I wouldn't wear anything like this. 

Emily:  Okay. Interesting. Um, okay, go to the next one. 
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FP2:  Okay. This one? 

Emily:  Yeah. Okay. So tell me about this one. How does this one 

make you feel? 

FP2:  Umm, well it says membership for Saint Louis University 

students and I'm not a student there anymore, so I wouldn't 

get it for free. So I mean it'd be interesting if I was still a 

student, cause it would be cool to be able to have like a free 

membership with the Wall Street Journal, because their 

stuff can be interesting to me, but at this time like that 

doesn't apply. 

Emily:  Okay, cool. Um, you can go ahead and go to the next one. 

FP2:  Okay. 

Emily:  Okay. So what aspects of this ad catch your attention? 

FP2:  Um, so I feel like everyone, every, like one of my friends 

that I've talked to, like, they're talking about this right now. 

Emily:  Is this the Ted Bundy documentary? 

FP2:  Yes. Yeah. 

Emily:  Have you watched it? 

FP2:  No, I haven't. And so this just reminded me that I need to 

do that. 

Emily:  So would you say it's helpful then? 

FP2:  Yes, it is. Yeah. And um, but my friend told me, now that 

I'm thinking about it. My friend told me that it's not 

necessarily like the actual movie or whatever. It's just like 

information on the case. And so now I'm like, will it help 

me learn more about it or should I just wait till the actual 

movie? 

Emily:  Gotcha. Okay. You can go ahead and go to the next one. 

Emily:  Okay. So what do you think of the imagery in this ad? 

Well, first of all, what's this for? 
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FP2:  It's for gun safety. Um, and it says "say no to Trump's plans 

to arm teachers in your school", which is something that I 

am for. So it goes along with my values. 

Emily:  Does it make sense that you're seeing this ad? 

FP2:  It does make sense that I'm seeing it, yeah. 

Emily:  Now, let's see. So, I guess same as last question, how does 

this one make you feel then? 

FP2:  Um, I mean I'm gonna say indifferent as of now because I 

don't really see how like looking into that is going to make 

the situation any better. Like I know everything that I need 

to know about this, so I don't feel the need to learn more 

about it. 

Emily:  So you wouldn't probably click on it then, you'd just keep 

scrolling? 

FP2:  Yeah. I just feel like it goes along with like what I like to 

see, but it's not something that draws me into like actually 

click it. 

Emily:  Okay. And why is that? Just the topic, cause you already 

know stuff about it? 

FP2:  Yeah. Yeah. Because like I already know what it's about, 

and I don't see like how signing a petition is going to 

change that right now. And personally I think there are 

more things that Trump is doing that, that are like worse 

than this. So, if it was like something that was like more 

personal, like, you know, going back to like his like 

Muslim ban thing, then I would sign it. Cause I feel like 

that affects me even more directly. Um, but I don't see this 

actually happening anytime soon. Even if it gets passed, I 

don't think it happens anytime soon. So I don't really feel 

the need to click it right now. 

Emily:  Okay. That makes sense. Go ahead and go to the next one. 

FP2:  This one is sponsored. Um, well I don't see anything. 

Emily:  Yeah. Okay. So no picture. 

FP2:  Ok there we go. That's a nice picture. 
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Emily:  Okay. So that was what my question was going to be, what 

do you think about the imagery of this ad? 

FP2:  It's pretty, it makes me want to go on vacation. Um, and I 

would be tempted to click it and see like how I could get a 

free vacation just to plant trees. So I would be tempted to 

click it and learn more about it. I probably wouldn't like 

follow through with whatever they're doing, but I'm just 

kind of interested in like what they're doing. 

Emily:  So the image is what draws you in kind of? 

FP2:  The image and the message of like "free vacations to help 

plant trees." 

Emily:  So both, it's...they're both enticing? 

FP2:  Yes. 

Emily:  Okay, go ahead to the next one. Okay, so what three words 

would you use to describe this ad? So is it another petition 

one, kind of similar to the last one a little bit? 

FP2:  Mmhm. Um, what three words. I guess, action. So like 

taking action on this issue. So action comes to mind. 

Petition comes to mind. And um, I know this is two words 

about feminine products comes to mind. 

Emily:  Okay, cool. You can go ahead and go to the next one. 

FP2:  Okay. 

Emily:  Now what is this an ad for? 

FP2:  It's another clothing ad. 

Emily:  Have you previously made a purchase from this company? 

FP2:  No, I have not. 

Emily:  Would you consider purchasing something from this 

company? 

FP2:  Um, the clothing in the video is cute. Um, so I would 

definitely like click on it and look at what their products 

are. Um, and if I'm willing to spend whatever for 
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something that I like, then I probably would make a 

purchase. 

Emily:  So what are your thoughts on having this video up top and 

then like the thumbnail images below? 

FP2:  I think it's really smart. I think having a video that's like 

actually well made and like shows off the clothing really 

draws me in. Especially like being into fashion and being 

into like, you know, modeling and how all that works, I 

think they did a good job with, um, focusing on the 

clothing and making it seem like very in and trendy. And so 

I think that works. 

Emily:  Okay. Um, alright. And go ahead and go to the next one. 

FP2:  Okay. 

Emily:  So do you think this advertisement is specifically targeted 

to you? 

FP2:  Yes. 

Emily:  Okay, why do you think that? 

FP2:  Because, um, I don't like Trump. I don't like the Trump 

administration and this is like, um saying he's doing 

something negative, um, and it's telling me to do something 

about the fact that he's allowing people to hunt on 

endangered species, and I don't think that's right. 

Emily:  So why, I guess, why do you think you're seeing that then? 

Cause you have that opinion? 

FP2:  And like, um, I share things that go along with those 

opinions, and like I follow things that go along with those 

opinions. 

Emily:  Okay, so that's why you think you're getting served an ad 

like that? 

FP2:  Mmhm. 

Emily:  Gotcha. Okay. Let's look at one or two more. 

FP2:  Okay. 
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Emily:  Um, okay. What do you think of the wording of this 

advertisement? Whether it's on picture or in the caption 

or... 

FP2:  I think it's bold and I think it's negative. 

Emily:  So does the wording being bold and negative, does that like 

turn you away or does that draw you in? 

FP2:  Um, as far as aligning with what I think, it draws me in. I 

agree with it. But again, I don't see how signing a petition 

is going to change anything, so I wouldn't follow through 

with it. It just catches my eye and I'm like, yes. And then I 

move on. 

Emily:  So that's interesting that that's the third one to sign a 

petition. Do you see those pretty often? 

FP2:  Often, yeah I do. 

Emily:  Why do you think that is? 

FP2:  I'm pretty sure, because when things like the Muslim ban 

and all that stuff was going on, like um, you know, I 

wanted to do anything that could potentially help me in my 

future. So I would sign that petition. I'm pretty sure I did 

sign a petition about it. 

Emily:  And was that through Facebook then? 

FP2:  Yes. 

Emily:  Okay. So you think because like you've kind of signed one, 

that's maybe why other ones are popping up? 

FP2:  Mmhm. 

Emily:  Interesting. Okay. So that concludes this portion. So I'm 

gonna have you swipe down and stop the screen recording 

and then I will have you, it should save to your photos. So 

I'll have you air drop that to me at the end. 

Emily:  So now last portion here. So, um, just in general, what 

comes to mind when you think of ads on Facebook? 

FP2:  I think they can be useful but can also be redundant. 
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Emily:  Okay. Elaborate on that a little bit. 

FP2:  So useful meaning, um, like products that um, I have 

looked at in the past can sometimes pop up and um, some 

of them I may have bookmarked and forgot about, and 

when they pop up again I'm like, oh, I was meaning to get 

that. 

Emily:  So useful in that...helpful in a way? 

FP2:  Helpful in a way that like, it reminds me of like, oh, I was 

looking for wedding dresses, maybe I should buy one. You 

know, as far as like the things I look at on different 

websites, um, those things pop up on Instagram and it 

reminds me of like what I was looking at. If I already made 

a purchase and I see something that looks similar to what I 

purchased, it'll remind me, oh, where is it at? Let me track 

where my package is at. So in that regard it's helpful. Also, 

some ads are helpful if I, for example, miss something in 

the news. And there's like a petition thing about a ban or 

like a bill or something that I didn't see before, then it 

makes me interested in knowing what it's about. Um, it's 

useful in the sense of like if I really think that I can help 

something not go through or something go through that will 

benefit me and people like me, then I will sign it. Um, but it 

can be redundant in the sense of like, if I've already seen 

that one ad already, I don't want to see it a bunch of other 

times, especially if I've ignored it. Or, um I dunno if I just 

can't connect with it. There've been times where I'll have, 

there'll be an ad for like that clothing that I didn't connect 

with and I didn't like at all, like I don't know why that 

would show up. 

Emily:  Okay. Gotcha. And then, so I think I'm gonna know the 

answer to this, but during the last portion of the study, did 

you speculate that any ads were targeted specifically to 

you? 

FP2:  Yeah. 

Emily:  Okay. So how does it make you feel when one is targeted 

to you versus one that maybe, like the shoe one, that kind 

of like missed the mark in a way. 

FP2:  Um, it makes me happy to know that I'm getting things that 

I want to see, but it makes me curious to know what else is 
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out there that I'm not seeing. In the sense of things that I 

think are really important. Like the shoe thing that I didn't 

like, um, that's not necessarily really important, but it 

makes me wonder again, if there's something that I'm 

missing that is affecting like a population that I like, you 

know, value. That's affecting it negatively if I'm not getting 

information about it. Or, even the other way around if 

something positive is happening and I would be interested 

in that and it's not coming up on my feed, then I'm not 

going to know about it. So it makes me curious. 

Emily:  Gotcha. So were there any ads just in this last portion that 

you would consider helpful to you? 

FP2:  The clothing ones that I liked. Although I shouldn't be be 

buying more clothes, but those clothing ones. Um, maybe 

like the vacation one, if I was in the place where I would be 

able to take advantage of that time wise, I could see myself 

in the future, like maybe highly considering it if I had the 

means to go through with it. 

Emily:  Cool. And then thinking about any ad, not just one of the 

ones you saw just in the past ten minutes, but what would 

you consider a relevant ad to be? 

FP2:  Like what would I define like a relevant ad? 

Emily:  Yeah. 

FP2:  Um, I think a relevant ad is one that connects to the 

audience, and one that, um, is able to engage with the 

audience. 

Emily:  Okay. So engage in, in terms of like having them pay 

attention to it or like engage in terms of like clicking on it? 

FP2:  Yeah, clicking on it and learning more about it. 

Emily:  So that's like a really successful ad if you like, are drawn in 

enough to click on it? 

FP2:  Right. Right. Yeah. So I think, um, one that connects with 

the audience. What's the first word that I used? 

Emily:  Um, you said engaged, causes them to engage or connects... 
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FP2:  Like interests. Like, okay. So my, my idea with an ad if I 

was to design an ad, I would want it to first catch the 

attention of my audience and then have them engage with 

that. So like if I miss the mark on engaging, it's great that 

they looked at and they like what they see, but it's not going 

to do anything if they don't follow through with it. 

Emily:  Gotcha. That's a good point. Okay. What companies or 

even just industries, do you enjoy seeing ads from? 

FP2:  Um, cosmetic companies. 

Emily:  Any ones like in particular? 

FP2:  Like Sephora and Ulta, especially if like, you know, there's 

an ad about them having a sale, I'm definitely gonna look 

into that. I really shouldn't be, but I will. 

Emily:  Okay. Um, so would you consider like a helpful ad if it's 

announcing like a sale? 

FP2:  Yeah. Um, what was the question again? 

Emily:  What companies do you enjoy seeing ads from? Or 

industries even. 

FP2:  Um, so the cosmetic, um, clothing industry, like the fashion 

industry, um, and I think like news outlets. 

Emily:  Great. And then is there any companies you don't prefer to 

see ads from? 

FP2:  Um, companies that like promote things that I'm not for, 

like, um, anything from the NRA wouldn't really make 

sense for me to look at cause I don't really support all that. 

Um, any ads from like really conservative, like... 

Emily:  So, basically you don't prefer to see, things that don't align 

with your viewpoints? 

FP2:  Yeah. 

Emily:  Okay. Gotcha. And then, so it sounds like you already 

know this, but Facebook uses your personal profile 

information to serve you personalized ads. So how does 

that make you feel? 
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FP2:  Um, it makes me feel good to know that I can keep up with 

things that I care about. Um, but again, like even though I 

don't want to see things that I don't agree with, if something 

is happening in the realm of like, you know, the NRA and 

they're going through with something that I really don't 

agree with, I'm not going to see that because I don't follow 

the NRA. Um, and I'm only gonna see the end result 

through other news outlets if it gets really big and it's really 

bad, you know? 

Emily:  Yeah. 

FP2:  So it would be good for me to see things that I don't 

necessarily like, but to keep track with what's going on just 

in case I know to keep something on my radar. 

Emily:  Yeah. So knowing that Facebook like uses maybe your 

gender, age, stuff like that to serve you those ads, does that 

make you consider changing the way you use Facebook at 

all? 

FP2:  No, no. I think, I think it's smart as Facebook as like a 

company to do that because people like to see what they 

enjoy and I think it's good for, you know, every, an 

everyday person to look at something that they enjoy 

because like, that's what they're doing. They're not going to 

intentionally go look at something that they don't like, you 

know? Um, so it's also a nice break from like the stressors 

in life and whatnot so that you can like see things that you 

like enjoy. I don't, yeah, I wouldn't change anything. 

Emily:  Um, and then last question, how would you describe your 

feelings towards online advertising in general? So not 

necessarily just on Facebook, like, any digital ad. 

FP2:  Um, I think it's smart. More often than not, it catches my 

attention and I do engage and I do make a purchase or 

whatnot. Um, but at times it gets annoying because like for 

example, if I'm on my laptop, um, I don't want the person 

behind me to see all of the stuff that I was looking at on 

Fashion Nova, on the sidebars of my computer. Even 

though like, I know nobody's going to do that. I'm just like, 

oh my gosh. 

Emily:  So it's a little like revealing, I guess, in a way? 
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FP2:  Yeah. Especially if it pops up on like sites that are not like 

social media, like just random ones that like, like let's say I 

Google something important in class. Well, that website is 

going to have the things I was looking at on the sides of it. 

So it's, that's when it gets annoying. 

Emily:  Yeah, that's a great point. Okay, cool. That is all for today. 

So I'm gonna have you, um, email that video to me. 

 

FP3 

Emily:  With that, we should be able to get started. So let me ask 

you this, do you have an iPhone or do you... 

FP3:  I have an iPhone. 

Emily:  Okay, so we won't need it just yet, but I'll tell you when to 

get it out. Um, okay so first, I know we just kind of went 

over this, but I'm gonna have you introduce yourself and 

like tell me a little bit about yourself. 

FP3:  Okay. So I'm FP3, you're recording already? 

Emily:  Yeah. Just pretend it's not there. 

FP3:  Okay, cool. So I'm FP3, I'm a personal banker. Um, I've 

lived in Kansas City for about four years now. Graduated 

from UMKC in May of 2018. 

Emily:  Wait, so you said you're a personal banker? Is that what 

you said? 

FP3:  Yep. I'm a personal banker right now. 

Emily:  So, is that what you do just while you're applying for like 

grad school and stuff? 

FP3:  Yeah. 

Emily:  So, what does...what does that mean? 

FP3:  So like being a personal banker? 

Emily:  Yeah. 
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FP3:  So it's like opening accounts, closing accounts, starting 

loans, closing loans, like doing all the financial stuff, which 

is so crazy cause I have no desire to do any financial thing, 

but it's good to know, like I learned so much like just being 

a personal banker about like how to like make my money 

grow faster. I like it a lot. 

Emily:  Yeah. That's, I mean, I guess it's never a bad thing to know. 

So what bank do you work at? 

FP3:  At UMB. 

Emily:  Oh okay, very cool. So I work at an advertising agency and 

I was just working on a bank project, so I'm being opened 

up into the banking world. Um okay, so how would you 

describe your social media use? 

FP3:  Um, oh my gosh, I use it so much. So yeah, so I use social 

media so much that like I decided to put a, um, an app limit 

on my phone because you know, iPhone, with the new 

upgrade you can limit yourself. 

Emily:  I knew it gives you your screen time, but I didn't know you 

could like limit yourself? 

FP3:  Yes, you can limit apps. So I limited my app to just like, 

because first off, I got a notification saying that I was 

spending eight hours, an average of eight hours a day on 

social media, and I was like are you freaking kidding me? I 

was like, I'm wasting so much time. I was like eight hours a 

day on social media, that's like seven hours of sleep, like, 

most of my day is doing nothing, like absolutely nothing. 

So I limited myself, so I was like only doing three hours a 

day max. Like even three hours is a lot. 

Emily:  So you went from 8 to three? That's like kind of a big jump. 

FP3:  Yes. Like I just had to. I was like I just got to do cold 

Turkey. 

Emily:  Yeah. So out of the eight hours, like what...like which 

social media apps were taking...which ones were you 

looking at and which ones were taking up the most time, I 

guess? Because doesn't it kind of show you how much you 

spend on each? 
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FP3:  So I was using Twitter the most and then it was Instagram 

and then it was Facebook. Yeah. 

Emily:  I love Twitter. You can get down some deep holes in 

Twitter. 

FP3:  Yes, you can get, you just get so sucked in. 

Emily:  Okay. So, um, kind of jumping back to Facebook, um, you 

might have to take out your phone, but how many 

Facebook friends do you have? I think if you just go to 

your profile and you just scroll down a little bit, it should 

tell you. 

FP3:  Let's see. I feel like...I've had my Facebook since middle 

school, so I have friends that I probably don't even know 

that are my friends. 

Emily:  I know. I feel like I need to go through and delete so many 

people. 

FP3:  I know, I feel like I'm like darn it, FP3. Oh, oh my God. 

Okay. I didn't even know...I have 1,732 friends. 

Emily:  Cool. And then, um, you can just guess this roughly...I 

know you said middle school, but how long have you had a 

Facebook account for? 

FP3:  Oh, gosh let me think. Probably like 13 years I wanna say? 

Emily:  Okay, so middle school, that'd have been about what.. 

FP3:  Is it 13 or 15? I don't, oh my God, it's just gonna make me 

so old. 

Emily:  Probably 2008, so like eighth grade, middle school 

probably? 

FP3:  Yeah. So 11 years. 

Emily:  Gotcha. I know, that makes me feel super old too. 

Emily:  Okay, so I know you use like, I mean most people use a 

couple different social medias, but what's your main reason 

for having a Facebook account? 
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FP3:  The connection. Connecting with like old friends, like 

finding people, like it's just cause everyone has a Facebook. 

It's like the modern day White Pages. Like you just search 

someone's name, go through like their history, you see who 

they've dated, who they know, like it's just crazy. Like 

Facebook is really great. So yeah, if you want to do like 

some stalker-ish stuff, you go to Facebook. 

Emily:  Okay. So connecting with people. Now, how many 

times...okay, so I have per week written, but how many 

times per day do you access Facebook? 

FP3:  At least like twice a day. 

Emily:  Twice a day. So you've really cut down then, from going 

from eight hours to...Um, so how many times were you 

checking it whenever it was 8 hours? 

FP3:  Like before? 

Emily:  Yeah. 

FP3:  I was probably checking it like, probably...I can't, I can't 

even tell you the count. It was definitely, it was more than 

five times. Definitely more than that. 

Emily:  Oh my gosh. So, how did you cut down on all the social 

media time? 

FP3:  I just, when I saw that notification that I was literally 

spending eight hours, that's what really just was like, oh, 

okay, you got to like, do something more in your life than 

that. So yeah, that's really what did it. 

Emily:  I know like during holidays and stuff, my screen time goes 

like way up, and I'm like, oh my gosh. 

FP3:  It's like embarrassing, you're like I'm literally zoned out, 

and I'm like, letting the world just pass me by while I'm 

just... glued to the phone. 

Emily:  Yeah, but it's interesting now that tells you, because like, it 

never used to tell you before 

FP3:  I know. 
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Emily:  So I don't know if it's better or worse. 

FP3:  It's like, did I really want to know that? You know? 

Emily:  Um, so whenever you are checking Facebook, is it usually 

on your phone or computer? 

FP3:  Phone. 

Emily:  Okay. And then where are you usually when you look at 

Facebook? Is it like home, work, school? 

FP3:  Work. 

Emily:  Work? Everyone does it. 

FP3:  It's always at work. 

Emily:  Um, and then, so what do you like about Facebook? 

FP3:  Um, I love the connection, how everyone has it, literally 

everyone. Um, I love like the different articles that are on 

there, different videos. Um, I dunno, it's just, it's a good 

place to just connect, like everyone like laughs under the 

comments, it's just a different type of, I don't know. Even 

though it seems like it's for like an older generation, like it 

seems like everybody uses it still, so it's like the 

commonality between all these different social media 

sources, and like Facebook's like the middle ground that 

everyone uses. 

Emily:  Okay. That's interesting. Cause like kind of people of all 

ages have Facebook, whereas maybe younger people our 

age have like Instagram and Twitter. Okay. And then so 

reversing that, what do you not like about Facebook? 

FP3:  I don't know. It just seems like...what do I not like about 

Facebook? I really don't know. It's like there's nothing that 

I don't like and there's nothing that I, you know...that like.... 

Emily:  Is it maybe that like it sucks you in, I guess? Just with like 

the screen time thing? 

FP3:  Yeah, the screen time, yeah, that sucks. You just get zoned 

out. Um, but yeah, I guess that's the only thing I don't 

necessarily like. I guess I would have used it more, but it 
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just seems like, I don't know, Facebook just gives me like 

an older vibe, you know? I don't know if that made any 

sense. 

Emily:  No, it does. I mean it's probably like the oldest social media 

that you have, I mean, I think it's the oldest social media I 

have, so like. And just the fact that older people are on it 

too. 

FP3:  Exactly. And it seems like after, because I didn't start using 

it for real like that until I graduated high school. So it just 

seems like once you kind of close a chapter in your life, 

you want to continue to connect with people, so you get on 

Facebook. It's just like, alright, I'm getting older. 

Emily:  Okay, that's kind of interesting. So it's like an age thing, 

when you need to start like keeping those connections. 

FP3:  Yeah 

Emily:  Okay. So I'm gonna have you take out your phone. Um, 

what I'm gonna have you do. Is go to your settings. 

Basically I'm gonna have you turn on your screen recording 

thing. So basically what it is, it's like a video version of like 

a screenshot. But basically the reason I'm gonna have you 

do that is so like when you are scrolling through the ads, 

basically it's just so I can like remember what ads you were 

talking about and like what you're saying at the same time. 

FP3:  So just turn on my screen recording? 

Emily:  Yeah, so go to...oh, you already have it. So yeah. Okay. 

Start recording. Alright. Um, so I'm gonna have you open 

Facebook. Okay. And so, um, basically what you'll do is 

you'll scroll through and I'm going to have you stop on each 

sponsored ad. So, they'll be every five posts. So basically 

just kind of tell me your thoughts, like think aloud and I'll 

ask you some questions too. 

FP3:  So this one is Orange is the New Black. I lost track of 

Orange is the New Black after the second season because it 

just seems like it's like a slow season, good season, slow 

season, good season. So, kinda just lost track. 

Emily:  So, you've watched Orange is the New Black before? 
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FP3:  Mmhm. 

Emily:  Okay. So what do you think about seeing this ad? Is it 

helpful or is it kind of like a reminder? 

FP3:  It's a reminder that it pops up on my "things you should 

watch", and I'm just like ehh. 

Emily:  So it kinda makes sense that it's showing up? 

FP3:  Yeah, it makes sense to me. Um, so should I keep 

scrolling? 

Emily:  Yeah. So every like five posts I think it will be. 

FP3:  Okay, here we go. Marvel studio. 

Emily:  Okay, so tell me what you think about the imagery of this 

ad? 

FP3:  Looks like a pretty good movie. Looks like it'll be a good 

movie. Um, I'm not really into like superheroes or anything 

like that, but I see it's a woman character. So I think I 

would support. 

Emily:  What do you think about the past few ads being videos? 

What do you think about them being videos as opposed to 

like a still image? 

FP3:  It grabs your attention to actually watch it. 

Emily:  Okay. Gotcha. You can go ahead and go to the next one. 

FP3:  Papa Johns. 

Emily:  Okay. How does this one make you feel? 

FP3:  I don't know, it just makes you feel like, oh, okay. It's just 

like, okay, it's Valentine's Day and pizza. That's how I feel. 

I don't know. It gives you a sense of like if you're lonely, 

buy a pizza? I don't know. That's what I'm feeling. 

Emily:  Do you think it's convincing enough to make you buy a 

pizza? 
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FP3:  No, not at all. I just think it's cute. I'm like, oh, that's cool. 

You made a heart pizza. 

Emily:  Okay, so it's kind of appealing. 

FP3:  Yeah. 

Emily:  Okay, go ahead and go to the next one. 

FP3:  Popeye's. 

Emily:  Lots of food 

FP3:  I know. 

Emily:  Okay, so what do you think about this one? 

FP3:  This one, I think I'm little like, uh, my phone probably 

heard me talking because we were at work just talking 

about fried chicken and so, yeah. So I just feel like, uh, you 

know, like how you think, like you talk about things and 

then they pop up on your ads? That's what I feel right now. 

Emily:  So, how does that make you feel seeing that and knowing 

that you were just talking about it the other day? 

FP3:  Uh, I don't know. I just feel like every, like the world's just 

watching like every single thing that you're doing. It's like 

kind of like, it's annoying and it's nerve wracking. Um, but 

it's like, this is how they do things now. Not like I like it, 

but I hate it. I like hate it every single time I see something 

that I talked about, I'm like, oh my god, like I need to be 

quiet. 

Emily:  Yeah. Okay, you can go to the next one. 

FP3:  Okay. Sling TV. I don't know what this is at all. 

Emily:  Okay. So never like looked this up or purchased anything? 

FP3:  No, um maybe it was like, I don't know. I don't know what 

this. What is this, what is Sling TV? Oh, I don't know. 

Emily:  What's the caption? 
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FP3:  TV is ready for your dose. Oh, Desi entertainment. Um, 

yeah. I don't know. 

Emily:  Interesting. So, not knowing anything about it, what do you 

think about the wording of this advertisement? Is it helpful 

or is it...? 

FP3:  Um, it's not helpful at all because I've never watched any 

Desi Entertainment, so it's kinda just like a waste of their 

time. 

Emily:  So does this ad make you consider like looking into it or? 

FP3:  No. Not at all. 

Emily:  Okay. Alright. You can keep going. 

FP3:  Okay. Alright. Oh, alright. It's a sparkling water or a 

sparkling...peach, strawberry. Oh yeah, this is a mineral 

water, I think. 

Emily:  Do you think this is specifically targeted to you? 

FP3:  Um, yeah, I guess. I like mineral water, so yeah. I've never 

posted about it though. 

Emily:  Have you ever bought a different brand of mineral water? 

FP3:  Yeah. Okay. So I guess it is. 

Emily:  Okay. You can go ahead and keep going. 

FP3:  Alrighty, lingerie line it looks like. I think that's just 

because it's Valentine's Day is coming up and I'm a female 

on Facebook. 

Emily:  Okay. That makes sense. 

FP3:  Yes. 

Emily:  Um, so what three would you use to describe this ad? 

FP3:  Three words? Um, cute, um, I guess it's right timing, even 

though that's two words, um, and then the last thing, um, 

it's catchy. Yeah. Because the fashion of it is, it's, it's, it's 

cute. 
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Emily:  Okay. What do you think about the movement? 

FP3:  Um, it's really, it's cool because it makes you feel like 

you're like the one tapping on it and looking at the different 

images. Cause that's probably what I would do if I was 

actually on the site anyway, is click on it to make it bigger. 

Emily:  Yeah. That's interesting that you get a lot of video ads. I 

think almost every one has been a video. 

FP3:  Yeah. I think it's maybe because I just like, I don't know, I 

watch a lot of videos on my phone so like I'll go to like 

videos and watch them and stuff like that. 

Emily:  So I'm gonna have you look at one or two more. 

FP3:  Okay. Top Golf. 

Emily:  Okay. So why do you think you're seeing this one? 

FP3:  Um, I don't know. I live like 10 minutes away from Top 

Golf. So maybe that's... 

Emily:  Wait, didn't I just say Top Golf? 

FP3:  Yeah, you did say Top Golf too. 

Emily:  That's so weird. 

FP3:  It's happening. 

Emily:  That's so interesting. Oh my goodness. Wow. 

FP3:  It's just so irritating. It's just like, I can't say anything in 

private. 

Emily:  I know. That's so crazy. Oh my gosh. I'm like blown away. 

Okay, let's do one more since that was a little creepy. 

FP3:  Okay, Juicy Couture. 

Emily:  Okay. Um, why do you think you're seeing this? 

FP3:  I don't know. I used to wear a lot of Juicy Couture, like 

their sweatsuits and like their jackets cause everyone did. 
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Emily:  Oh yeah. 

FP3:  But I'm trying to think. I don't know. It says like a lot of my 

friends liked it, so maybe that's why? But um, yeah I don't 

know. 

Emily:  Interesting. 

FP3:  Yeah. They're talking about their new fragrance too. 

Emily:  Have you ever like, do you ever find yourself clicking on 

ads or liking them or like engaging with them at all? 

FP3:  The crazy thing, I don't. I just look at them and I'm like, 

okay, that's cool. 

Emily:  Kind of like keep scrolling? 

FP3:  Yeah. But I like this because it has like the Mean Girls, um, 

like, font on it. 

Emily:  Yeah. So you can go ahead and swipe up, and hit stop, and 

then I'll have you send it to me, but you can do that at the 

end. 

FP3:  Okay. 

Emily:  So a few more questions for you. So just in general, what 

comes to mind when you think of ads on Facebook? 

FP3:  Eh, sometimes I feel like they're kind of off ads. Like they 

don't necessarily relate or they're not really geared towards 

me, cause like a lot of those I could care less about. Like 

the movie ad with the um, the Marvel Movie ad, I don't 

really watch superhero movies or anything like that. Um, 

like the lingerie one I was like, oh that's cool. Like it was 

cute. Um, but yeah. And then lastly, what was the other 

one? Oh, the Papa John's pizza. Like it's just so off. I'm just 

like, this isn't really geared towards me. 

Emily:  So what would you consider like an "on" ad I guess, if 

those are off ones? 

FP3:  Probably like the fragrance one cause I love like perfumes. 

Um, what else? Like different, the craziest thing the most 

"on" ad, like the most like "on" like ads that are like geared 
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towards me are the ones that like from the people that I 

follow, like when they post ads about like a sponsor that 

they have like, you know, like Fashion Nova or like 

different like detoxes that they do or anything like that. 

Like those are the ads that actually catch my attention that I 

click on. 

Emily:  Okay. And is that because there are things you've like 

looked up? Or did you say some of them you follow, and 

that's why you like when they come up? 

FP3:  Mmhm. 

Emily:  Um, okay. So I think I know the answer to this question 

because we talked about it a bit. But, did you speculate that 

any ads were targeted specifically for you? 

FP3:  Yeah. 

Emily:  Okay. Which ones?  

FP3:  The one that we were talking about, the Top Golf one. 

Yeah. That was the only one because I feel like they heard 

us talking about it. That's the only one that I would say is 

specifically geared towards me. 

Emily:  And you said you live 10 minutes away from Top Golf, 

too? 

FP3:  Yeah. But other than that, probably not. I think they're just 

like kind of assuming that. 

Emily:  Yeah. Um, so were there any ads that you would consider 

helpful to you that you saw? 

FP3:  No, not helpful. 

Emily:  Okay. And then so thinking about any ads, not just the ones 

that you saw, what would you consider a relevant 

advertisement? 

FP3:  For like me specifically? 

Emily:  Yeah. 
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FP3:  Okay, so how deep do you want? Like what do you mean 

by like relevant ad? 

Emily:  Like relevant, I guess just like when it would come up and 

you would like be interested in it, it would be something 

that I guess is helpful or useful or interesting in some way. 

FP3:  Um, I think just like, I love watching CNN and MSNBC. 

So anything that's geared towards like politics or like, news 

breaking, like that's instantly gonna catch my attention. 

Even if it's just like a new, like anchor show or anything 

like that, that'll catch my intention. 

Emily:  Okay. 

Emily:  Um, clothes catches my attention. Um, different detoxes 

catch my attention just because like I'm trying to like eat 

healthier now. So things like that. 

Emily:  So detoxes in terms of like different, I guess like is recipes 

the right word for different detoxes? 

FP3:  Yeah. 

Emily:  And then, uh, so kind of similar question, but what would 

you consider a helpful advertisement? 

FP3:  Like the way it's designed and stuff like that or just how 

they advertise? 

Emily:  Um yeah, how about the way it's designed? 

FP3:  Yeah. Um, helpful advertisement. I think it would be more 

so like the lingerie one, how they picked like one of the 

lingerie things and it popped up and they could view it and 

then it pulls back and clicks on the other one and views it. 

Um, that caught my attention and made me look at it longer 

just because that's how I shop. Like I'll click on something 

and let it blow up and see like the details of it and then 

click off of it and then go to the next. 

Emily:  Yeah. So it kind of mimics the users, I guess, behavior? 

FP3:  Yeah. 
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Emily:  That's an interesting point. And then so this could be like 

specific brands or just industries in general, but what 

companies do you enjoy seeing ads from? So it doesn't 

have to be a specific brand. It could be like the beauty 

industry or something like that. 

FP3:  Yeah. So I love the beauty industry. I like seeing what new, 

like techniques are they using, what new, what is it, 

makeup brushes have out. Um, I also like seeing ads for 

um, like different like workout things. So like, um, if they 

have like, oh, a new yoga mat or you know, anything like 

that. Um, I also like, like hair products. So I guess that goes 

into beauty industry. 

Emily:  Um, so then to kind of reverse that are there any companies 

or industries that you don't like seeing ads from? Maybe 

even including any of the ones you saw tonight? 

FP3:  Yeah, the Top Golf one I could care less about. Um, the 

superhero movies, um like Papa John's and all 

those...they're just there. I just feel like they just have to be 

there because when you're watching TV, there's Papa 

John's ads anyway. It's kind of just like, ah, they're there, 

they're expected. 

Emily:  You just kind of scroll past? 

FP3:  Yeah. 

 Emily:  Um, so how does it feel when you get a super like 

personalized, targeted ad? 

FP3:  It freaks me out. I'm like oh my gosh. Like it's cool, like, 

okay, yeah, they're paying attention to like the detail or the 

things that I'm clicking on, or the things I see. But it just 

gets creepy sometimes, like it makes me really 

uncomfortable. Like, I like the ads that you can just see on, 

you know, on TV or something like that, but I feel like 

sometimes it's like invading your privacy. 

Emily:  So what's like the sweet spot between what you just 

described when they're like too creepy, invasion of privacy, 

versus the ones that you just kind of keep scrolling past? Is 

there a sweet spot? 
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FP3:  It's really hard. I don't know if there's a sweet spot because 

I haven't experienced a sweet spot. 

Emily:  Okay. So I guess just knowing that Facebook does use your 

personal information, does that make you consider 

changing the way you use Facebook at all? 

FP3:  Yeah. 

Emily:  How would it affect you, or like how would you consider 

changing it? 

FP3:  So I guess I just don't like, when I'm scrolling, I just kind of 

do it as if like I'm reading a magazine or like a newspaper. 

Like I'm trying not to "like" too many things or anything 

like that. 

Emily:  So like not engaging with it to let them know that they like 

didn't “get you”, kind of? 

FP3:  Yeah, like mostly just like liking things from like my 

friend's pictures or their statuses, but nothing, you know, 

with like an ad or anything. Like, you know, how they have 

those pages of oh like this page if you shop here a lot. 

Emily:  That's true. Okay. And last question, this is just in general, 

but how would you describe your feelings toward, not 

necessarily just Facebook ads, but online ads in general? 

FP3:  I think there's good ones and bad ones. I think they 

definitely, you know, creep you out sometimes with that, 

but for the most part they're pretty effective. I mean, um, I 

mean, people see ads every day. I mean, even if you don't 

buy something from that store that day, you'll probably 

think about the store and be like, oh, let me, you know? 

It'll, it sits in your mind for sure. 

Emily:  Okay. So annoying but effective. 

FP3:  Yeah. 

Emily:  I like that. I think a lot of people would agree with that too. 

Okay, cool, so that's all the questions I have for you. 

 

FL1 
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Emily:  Okay. So first to start, I'm gonna have you tell me a little 

bit about yourself. So like what do you do, and like we 

talked about how you're a student I guess. 

FL1:  Sure. Currently I am a student pursuing my MBA and will 

be done in a few weeks. So that's exciting. Um, I do that 

full time. Prior to that. Should I talk about it? 

Emily:  Sure. 

FL1:  Um, prior to that I worked in the finance industry, um, and 

both my degrees will focus on finance. 

Emily:  Nice. So what are some things you like to do for fun? 

FL1:  For fun? I like to go, well fun has a different meaning when 

you're a student. So as currently as a student, um, I like to 

travel, don't get to do that as much anymore. Um, try new 

places, food, um, and just like chill with my friends. 

Emily:  How would you describe your social media use? 

FL1:  Heavy on the Instagram and very low in everything else. 

Emily:  Okay. So Insta's a favorite. Um, and then, so this is, you 

might have to look this up, but how many Facebook friends 

do you have? I don't know off the top of my head either. 

FL1:  Not that many. I don't use Facebook. I have more people on 

LinkedIn than I do on Facebook. 

Emily:  No way. That's interesting. 

FL1:  I don't find it as useful for like business. Um, 218. 

Emily:  Okay, great. And then how long have you had a Facebook 

account for? I think it, I think it's in the about section, I 

think it says like "a member since 2000" or whatever. 

FL1:  Yeah, probably 2008. 2008. Yeah, that's when I graduated 

high school, so. 

Emily:  Okay, perfect. And then what is your primary motivation 

for using Facebook? Like you say you use it less, but why 

do you still have an account? 
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FL1:  I use it sometimes to look to see what's available in the 

marketplace. 

Emily:  Okay. Yeah. Because that's how you guys met, right? 

FL1:  Yep. And then also like I keep an eye on like furniture or 

things for the apartment. Even though I'm limited with the 

cash, so secondhand is always the best. Um, other than that 

just very limited. Oh, on birthdays. Yeah, that's about it. 

Emily:  And then on birthdays, is it usually like just to remind you 

when someone's is so you text them or do you usually like 

write on people's walls? 

FL1:  I've written on their walls. Also one more I want to add, uh, 

events. I think it's useful to discover different events and 

invite like certain people that would be interested. So I've 

used that before. 

Emily:  Yeah. And then how many times per week would you say 

you access Facebook? 

FL1:  I would say like once a day, but I'm not on there for more 

than five minutes. It's definitely less than 5 minutes. 

Emily:  Okay. So kinda like scrolling through? 

FL1:  Yep. 

Emily:  Cool. And then what do you, what device do you usually 

access Facebook with? 

FL1:  Laptop. 

Emily:  Laptop. Pretty much always laptop? 

FL1:  Yes. 

Emily:  Okay. And then where are you usually at when you access 

Facebook? Like in terms of like a work home, school type 

thing? 

FL1:  Um, it's usually like my, like five minute break. So 

typically at school or at the library. 

Emily:  And then what do you like about Facebook? 
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FL1:  Um, I like that over the years it's become more like the 

interface has become more user friendly. Um, uh, the 

events, it helps you, I don't know, you get like information 

about like local information. I think that's probably what I 

like most about it. 

Emily:  Okay. And then what do you dislike about Facebook? 

FL1:  Um, collecting data. 

Emily:  Collecting data. Okay. I want to, I want you to talk about 

that a little more. 

FL1:  Well there was news about that recently. 

Emily:  Like the Cambridge Analytica stuff? 

FL1:  Yes. Stuff like that. Especially because companies make 

millions of dollars off of user data. 

Emily:  Is it more like what data, like your age and like your 

friends, and is that like what concerns you I guess 

specifically? 

FL1:  Um, not so much that as opposed to like if I'm looking at 

things to purchase and then I see those ads. Um, my biggest 

concern with that is if an increase in price, so they may 

charge extra if I return back to the page or something and 

you're like, oh, this person really wants this product. 

Because you know how those, the prices fluctuate 

depending on, it's like supply demand. 

Emily:  Totally. Yeah. Or it'll be like "this is now 50 percent off" or 

like it definitely fluctuates, yeah. 

FL1:  Yeah. And for the longest time I actually had ad blocker on 

Facebook so I didn't even see any ads. 

Emily:  Interesting. And so, you said for a certain amount of time, 

do you not have that anymore then? 

FL1:  No, I took it off because Paige found a really good deal. 

Emily:  Oh, the Honey thing? 
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FL1:  No, I have Honey though. No, she found like Classpass, 

there was like a really cool deal where you got like free one 

month free of Classpass, and then I was like, oh you can get 

cool things off of there. And I was like, maybe it isn't so 

bad. Um, so I took it off like the last two weeks or 

something. 

Emily:  Interesting. Do you think you'll put it back on then? Or did 

you already put it back on? 

FL1:  I didn't. 

Emily:  You haven't? 

FL1:  No, not. I don't...I don't use it enough. 

Emily:  Gotcha. Okay, great. Okay. So now we're going to be 

moving into the next portion of the study. So. Okay. I'm 

gonna have you take out your laptop, which you have 

already out. 

Emily:  Um, so I'm going to have you log into your Facebook 

account and then I'm going to have to disable your active 

messaging feature. Hmm. 

Emily:  Okay, perfect. So, okay, now that that's good. And then 

you're going to click more on the right side of this three 

little dots and then you're gonna. Click record, um, and then 

recording. Okay. Yeah, so we're recording. Perfect. Okay, 

so I'm going to kind of explain this now. So when I tell you 

to begin, please scroll through your feed and engage with 

advertisements for the next few minutes. So as you're doing 

this, please think aloud and verbally you'll just tell me your 

thoughts about each advertisement you see. So basically, 

ads will come up every five posts and the way you'll be 

able to notice that it's an ad is it will have the word 

sponsored by it. And then I'm also going to ask you a few 

questions as you do this. So you can go ahead and start 

scrolling. 

FL1:  Okay, so Sephora is the first sponsored ad I see. Um, 

talking about some beauty products. 

Emily:  Do you like this ad? 
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FL1:  Yeah, I do. I actually have a Sephora gift card for my 

birthday. So, um, but then again it's, what's interesting, it's 

not telling me a specific product that I would be interested 

in. It's kind of like a generic, um, beauty phase, stuff that I 

can't afford as a student right now. So that's the other thing, 

I get some random ads about things like as a student. I don't 

have an income so I can't really like, you know. 

Emily:  Yeah, go ahead and go to the next one. 

FL1:  The next one is Bloch. I think is how you say? It's a UX 

designer, so I think this has to do with coding. 

Emily:  Are you familiar with this company or is this the first time 

you've ever seen it? 

FL1:  No, this is the first time that I've seen it. But I get, like for 

my program, I do a lot, I do some decent amount of coding, 

um, so I do get a lot of coding messages. So. 

Emily:  So would you say this is helpful then? 

FL1:  No, because that's more, the line between... Facebook is 

more personal and not like work. And it's weird that I get 

like work related or school work related as, I don't know if 

that makes sense. 

Emily:  So it's like Facebook is more like a friend zone type thing, 

where it's like you want to separate like kind of work and 

play? 

FL1:  Right. So I get a lot of like e-trade ads or like coding ads 

and I don't want to think about school. 

Emily:  Because you're like “I'm on my break”, like you said. 

FL1:  Exactly. 

Emily:  Cool. Okay. You want to go ahead and go to the next one? 

FL1:  Yeah. Is this helpful? 

Emily:  Yeah, this is perfect. 

FL1:  Okay I got a Wowbao ad, which is sponsored. Oh, it's 

great. Because I get "buy any bowl and add three pieces of 
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pot stickers for free". Wowboa is kind of like overrated. So, 

um, I do go there occasionally but. 

Emily:  And this is a restaurant in Chicago? 

FL1:  Yes. It's only a block, or two blocks away. 

Emily:  How often do you eat here? How many times have you 

eaten here before? 

FL1:  Not Often. Um, it just opened up two blocks away, which is 

interesting. Um, yeah. So, um, I've been there like twice. 

Emily:  Okay. So do you like this ad then? Like you said, you were 

like, it's amazing. 

FL1:  It's indifferent. 

Emily:  Indifferent. Okay. 

FL1:  Yeah, like again, I don't think, I think their products are 

kind of like overrated. 

Emily:  Okay. Alright, go ahead and go to the next one. 

FL1:  Cool. So the next one is 30 East, which is a luxury 

apartment. Um, which is interesting because we talked 

about the next step for this apartment because it kind of 

sucks. 

Emily:  Are you familiar with this complex? 

FL1:  No, I'm not. Um, but what's interesting here, it's like 

"luxury student apartment community downtown Chicago", 

Emily:  Which is basically you, right? 

FL1:  Right. I'm a student, so it definitely appeals to that aspect. 

But then again, luxury, like that's something... 

Emily:  Student and luxury, I guess..are relative terms. I don't know 

if they go together. 

FL1:  They really don't. Maybe for some people, but not me. 

That's interesting. Again, it doesn't do anything because I'm 
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almost done being a student. So yeah, the next one is 

interesting. 

Emily:  I've gotten ads for this too. 

FL1:  Right? Brilliant Earth? Uh, which is "perfect proposal". So 

it's for... 

Emily:  Which makes me wonder if it's like a demographic thing, 

because it's like we're the same, like female, same age 

range kinda? 

FL1:  Maybe. But I do like pretty jewelry. So, um, this is about a 

proposal which I'm like...far from it. 

Emily:  Yeah, it's like they might be advertising to the wrong 

demographic, like that would come up more in a guys 

you’d think. 

FL1:  Yeah, they definitely have the wrong person. 

Emily:  Yeah, so you probably wouldn't be making a purchase from 

like this exact company? 

FL1:  No, but what's interesting, because I've seen this ad before, 

it says "click drop a hint" and it says right here "and we'll 

send you your loved one a hint so you don't have to." 

Which I'm like, so how do they know who that person is 

and like, are they connected? 

Emily:  Yeah, that's a really good point. I don't know. 

FL1:  So that's interesting. 

Emily:  Yeah. Okay. You can go ahead and go to the next one. 

FL1:  And I'm also curious, who are the people that "like" these 

ads? 

Emily:  Right? That's a good point. 

FL1:  They know so much about me. Oh my gosh, I got another. 

Well this is South Carolina "romantic getaway for two". 

Um, interesting. I think I might have gotten a South 

Carolina ad because um, I used to live in North Carolina. 
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Um, so South Carolina was a popular destination for their 

beaches. 

Emily:  So how does it make you feel to get an ad that's like about 

like clearly something that's focused for a couple? 

FL1:  I mean I just kind of pass over it. It's just like, they got it 

wrong. 

Emily:  Okay. Interesting. Let's do two more. 

FL1:  Okay. I've never analyzed my ads before. You know what 

it is? I think it's because um, what's that...Valentine's Day. 

Emily:  Oh, just like coming up or whatever? 

FL1:  Yeah, because that's why I have like this one which is... 

Emily:  It's all about love? 

FL1:  Yeah 

Emily:  That's kind of interesting. 

FL1:  I know. 

Emily:  So what's this for? 

FL1:  It is, when I click to see more...it's like a good chunk of 

information for an ad, which is interesting. 

Emily:  Yeah. What do you think about all, like the text, and the 

wording? 

FL1:  Two things. I don't like the text and the wording. Um, it 

makes it look really unprofessional. I just... Something 

about the, it's called daybreaker. Um, what's interesting 

about this is the usage of capital letters, um, too much 

description and then emojis makes it seem like it's very 

unprofessional of an ad. The other one, like for example, 

the Sephora one was clear. It was a clean. This is like an 

intern made it. 

Emily:  So I noticed you clicked like the "see more". Do you think 

you would usually click on the see more or would you just 

like keep scrolling past it? 
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FL1:  For this ad? I wouldn't because again, it doesn't really 

appeal to me so I just glance over it. But if there is 

something that does catch my eye, I do click see more, 

because I want to see more. 

Emily:  Cool. And then we'll do one more. 

FL1:  How much you wanna bet this is like a couples thing? This 

one's kind of cool. 

Emily:  Lots of travel destination ads. 

FL1:  I know. Well, yeah, I don't know why that is? I haven't 

been on Expedia, like I can't travel as a student much. This 

one's the coolest one so far I think. 

Emily:  Okay. So what three words would you use to describe this 

advertisement? 

FL1:  This one? Oh let me read it first. I would say it's 

adventurous, it's exciting. Um, probably cool, because it's 

an arctic vacation. 

Emily:  So, given all those things, do you think it would convince 

you to, whether it's purchase or like I guess look more into 

the experience? 

FL1:  Yeah, I would look more into the experience just because 

it's so unique and I haven't...you don't really hear about 

arctic vacations very much. 

Emily:  So whenever you said this is the coolest one, like what 

about it makes it the coolest? Is the picture? Is it the 

concept? 

FL1:  What stands out is the picture's pretty nice. It has some 

interesting visual, the contrast, the contrast of the, 

something that doesn't belong, which is the hot air balloon 

in like a Tundra setting, which is something that is unique 

and different, right? It catches your eye. Also, the seven 

epic experiences, so it's kind of like, not only is it an ad but 

it's seven things you could possibly learn. So it's kind of 

like a knowledge... I dunno. 
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Emily:  It's not just like, you're selling me something. It's like, you 

might be selling me something, but I'm also learning 

something? 

FL1:  Something. Yeah. 

Emily:  Huh, cool. And then, so with this last one, why do you 

think you're seeing this? 

FL1:  Oh, good question. I don't know...I don't know. 

Emily:  That's okay. Um, okay, cool. So now at the top of the 

screen, you'll hit stop share. Okay. And then, end meeting. 

And then I'm going to have you email video to me. 

FL1:  We could keep talking. 

Emily:  Yes, that actually works. I'll just go through the next few 

questions then. Okay. So here we go. Okay. So just in 

general, like what comes to mind when you think of 

advertisements on Facebook? Just generally. 

FL1:  I think they're, as we saw, a hit or miss. 

Emily:  Hit or miss, that's a good way to describe it. Um, and then, 

which out of all like the 10, 15 ones you just looked at, 

which one was the most memorable would you say? 

FL1:  Probably the last one, with the Canadian travel, like the 

arctic experience for the reasons described in the recording. 

Emily:  Yeah. Okay. So I think I can guess the answer to this, but 

during the activity that we just did, did you speculate that 

any advertisements were targeted specifically to you? 

FL1:  Like maybe Sephora. Yeah. 

Emily:  And then so how does that make you feel when, when like 

they are clearly targeted to you, if you think that's the case? 

FL1:  Um, when they are? 

Emily:  Yeah. Like how does that make you feel? Like is it 

sometimes helpful? Is it like too creepy? 
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FL1:  Well it depends because they missed a lot. So that means 

that they don't have the right information, which makes me 

feel good. Which is the opposite. 

Emily:  Um, and then so okay. So you kind of just talked about how 

it's hit or miss. So how did you feel like when it was a 

miss? I mean I guess you just said it's like a waste because 

they don't have the right information. Um, and then so 

thinking back, like which ones were those ones that like 

completely missed? 

FL1:  Well, I think the, there was like the couples one and the 

engagement ring. So there was like two couple ones and an 

engagement ring, so that was three. And then also the 

Canada one was kind of cool, but like there's no way I'm 

going to go like travel anytime soon, right? So I think the 

closest most practical one was probably Sephora. 

Emily:  And then, so were there any ads that you would consider 

helpful? I guess you just said that Sephora would be 

practical. 

FL1:  Right. If they gave me like a product. If they recommended 

a product, which they didn't. 

Emily:  That would have been more helpful? 

FL1:  Right. 

Emily:  Okay. And then, so thinking about just any ad, like not 

necessarily one that we just looked at, what would you 

consider a really relevant ad to you. Like one that's really 

helpful. 

FL1:  Right now? 

Emily:  Just yeah, it can be any ad that you've ever seen I guess. 

FL1:  Um, I saw a couple of, well like when I signed up for 

Classpass I started getting some local like gym ads about 

like memberships and like free trials and stuff. Things like 

that were probably more useful because in our building, we 

don't have a gym. So that was, I think those were probably 

the most useful in recent times. 
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Emily:  Okay. And then so in addition to like maybe advertisements 

for things, like you were just talking about how 

gyms...what, like specific companies or brands do you 

enjoy seeing advertisements from? 

FL1:  Mm. Like local gyms around here? Like X Fitness or... 

Emily:  Yeah. Well, it doesn't have to be a gym, but like, I guess 

thinking back to the Sephora thing. Like you kind of said 

they did a good job..it was like short and sweet compared 

to that like event ad or whatever. Are there any other 

brands who you don't really mind seeing those ads from 

because you know that it's kind of just well done, so it's 

kinda like whatever? 

FL1:  Oh, that's an interesting way to look at it. You're like "good 

job, you." Great question. I know like the beauty industry 

does a really good job in general, like nail polish ads or like 

Essie. Um, yeah I enjoy seeing them because I like to spend 

money on makeup. 

Emily:  Okay. So it sounds like you already know this, but 

Facebook sometimes uses your personal information to 

serve those ads. So how do you feel about this? 

FL1:  I think um, it's interesting. I guess in one way it's like 

useful because you might discover new things that you 

didn't know, like Classpass or like a gym that's a couple 

blocks away, or like I dunno, like a really good spf or 

moisturizer. But it's annoying when they get it wrong and 

it's also annoying when they, like, if they do other things 

like try to influence the way we vote. That's where it's like 

not great. I think it's harmless when it's like they're 

suggesting items to you, but not where like they could 

influence like bigger... when it comes to influencing bigger 

ideology or thoughts. That's like a no no. 

Emily:  That’s where the line gets crossed for you? 

FL1:  Yeah.  

Emily:  Yeah. I would agree with that too. So, knowing that they do 

use your information, does that make you consider 

changing the way you do use Facebook? 
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FL1:  Originally, that's why I had ad blocker downloaded, 

because that's the way I like, changed the way...I just didn't 

want to see ads. But going forward, unless there's anymore 

interesting news that comes out, um, I think I'll just leave it 

be. 

Emily:  Um, and then how would you describe your feelings 

towards online advertising in general, like not necessarily 

on Facebook? 

FL1:  Honestly like, before, it was just strictly like no, I don't 

want to see ads, I don't want anything to do with it. A 

combination of things have changed over the years. I took a 

marketing class in school and our professor said something 

about like, it's not about like how it could benefit you as 

opposed to like, you may discover things you didn't know 

about, which I was like, oh, that's a great way to look at it. 

Um, and then also my roommate Paige, um, she works in 

the industry. So like talking to her and knowing how they 

craft the ads on the back end..like, the more I learn about it, 

the less ignorant I am, the less afraid I am of it too. 

Emily:  Yeah, that makes total sense. Great. Well, that was my last 

question. 

FL2 

 

Emily:  Okay. So first to start, I'm going to have you introduce 

yourself and tell me a little bit about yourself. 

FL2:  Okay. I'm FL2. 23 years old, live in Kansas City, Missouri. 

I am a NICU nurse at Children's Mercy here in Kansas 

City. Um, I am also a fitness instructor and dance teacher. 

Emily:  Nice. Um, how would you describe your social media use? 

FL2:  Um, I dunno, I mean, I'd say it's very prevalent in my life. 

Just use it to, you know, post about things going on with 

me. I'm more heavy of an Instagram user than I am 

Facebook, but I still use Facebook to like get on and I'm 

more of just like a scroller on Facebook, not as much of a 

like poster. Um, but I would still say they're still very 

important in my life. 
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Emily:  What social media... I guess accounts for like apps do you 

use besides Facebook and Instagram? 

FL2:  I use Snapchat and Twitter. I think that's it. 

Emily:  Okay. So either guessing or if you want to look. Um, how 

many Facebook friends do you have? I think if you just go 

to your profile, it says like on your home page. 

FL2:  Okay. I was gonna say, I don't even know. Yeah, I'm not 

very in tune to that. Let's see, 1814 

Emily:  1814. Okay. And then about how long have you had a 

Facebook account for? 

FL2:  Um, let's see. Since eighth grade. 

Emily:  So I think the same for me too. 

FL2:  Yeah. How many years is that? Eighth Grade? 12th. 13. 

Emily:  So was that 2007 or 2008? 

FL2:  I think it would have been 2008 

Emily:  2008. Yeah. Okay. And then, um, so what would you say is 

your primary motivation for using Facebook? Or still 

having an account, I guess. 

FL2:  I think to just like keep up with everyone and share, you 

know, what I'm doing In my life. 

Emily:  Okay. And then, um, about how many times like per week 

or per day, I guess would you say you check it or get on? 

FL2:  Hm. Well, I don't know. Probably too many. I don't know. 

Like maybe anywhere from like five to 10 times a day. 

Emily:  Five to 10? 

FL2:  Yeah. 

Emily:  And so when you are checking it, where are you usually at? 

Is it like home? Work? 
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FL2:  Um, probably like a mix of both home and work. Mostly 

home. But if you're like have a break or aren't doing 

anything at work then yeah. 

Emily:  And do you usually check it like on your phone or 

computer? 

FL2:  Mostly on my phone. 

Emily:  Mostly phone? 

FL2:  Yeah. 

Emily:  But computer sometime? 

FL2:  Yes. 

Emily:  Okay. So what do you like about Facebook? 

FL2:  Um, I mean I like that it just has like a little bit of 

everything. You know, pictures, status, people can share, 

post, write longer posts. I feel like it's more convenient for 

the actual like, um, what's going on versus like Instagram, I 

feel like it's just more to like look at stuff. I feel like this is 

like more like about you. What's going on, you sharing 

what you like and stuff like that. 

Emily:  Okay. So convenient in terms of like I guess, do you mean 

like it's different content, like it's not just limited to 

pictures? 

FL2:  Yeah. 

Emily:  Okay. And then to the reverse that, what do you not like 

about Facebook? 

FL2:  I don't like how it only shows you certain people's stuff. 

Like it kind of filters what it does and doesn't show you. 

Um, which obviously when you have a ton of friends, like 

you're not going to see everybody's stuff, especially if 

you're not on it all the time. But recently I've noticed that 

like stuff is getting filtered that I'm not seeing or I'm seeing 

the same like 20 people's stuff all the time based off of like, 

I don't even know what they're doing. Like if they're doing 

it based off of likes or what I'm looking at. Or... 
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Emily:  Do you feel like there's people you're friends with that 

you're not seeing their stuff? Like you're missing the stuff 

they post? 

FL2:  Yeah. 

Emily:  Okay. Um, okay, cool. So I'm going to have you, you're 

already logged into Facebook, so go back to the zoom tab 

and go to join a meeting. And then I think you just hover 

over or is it this or, hmm. 

Emily:  Oh, sorry. Host a meeting. Host a meeting with video on 

FL2:  And then I sign in? 

Emily:  Yeah. Okay. So go to host meeting again, I think with 

video on and then yeah, click download and run zoom. It's 

just like a free download. Um, it won't put any like viruses 

on your computer or anything. 

FL2:  Okay. And then let's see I just open this? 

Emily:  Yeah. Cool. And then once that opens up, um, basically 

what we're doing is just starting like the screen share thing. 

So go to join with computer audio and then go to share like 

the green thing and then hit. Uh, okay. Yeah, it does. Yeah, 

hit desktop one and then share. Okay. And then now we 

will go to, um, something actually ease. So go to more and 

then hit record. Okay. And then go to Facebook. The 

Facebook tab. 

FL2:  Is it just recording me or is it recording? 

Emily:  It's recording the screen. 

FL2:  Okay, got it. 

Emily:  Okay. I think, let me just make sure. That's good. Okay. So 

what I'm gonna have you do is, um, I'll have you go to your 

homepage. And so I want you to look at the sponsored ads 

and so they'll come up around every five posts and I want 

you to kind of like talk about them, tell me what you think, 

think aloud essentially, and I'll ask you some questions as 

you're doing that. So that would be the first one, yeah. 

Okay. So what do you think of this add? 
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FL2:  Um, I mean this is an ad I see all the time. I see ads for this 

brand all the time. I do follow them on Instagram, but I've 

never like gone and liked them on Facebook. Um, so I'm 

like constantly seeing their stuff and I'm intrigued in it, but 

I've never ordered it or anything. 

Emily:  Okay. So do you like when it comes up, I guess, because 

you like them on what, Instagram? 

FL2:  I mean, I guess it doesn't really bother me. I think this is 

one of those things like with sponsored ads that I just kind 

of mindlessly scroll through unless it like really catches my 

eye, like with what it's doing. So like for Kopari like since 

I'm already so used to seeing them on Instagram, like this 

probably would have been a case where I would have just 

kept going. Yeah. 

Emily:  Um, so would you ever consider buying anything from 

them? 

FL2:  Yeah, yeah I would. 

Emily:  Okay. And then, so if you did, do you think you would be 

more likely to buy it like through Instagram or through 

Facebook? 

FL2:  Um, I mean probably just through Instagram just because 

that's where I follow them and see most of their stuff. 

Emily:  Okay. Okay. You can keep scrolling, I think it's about 

every 5. 

FL2:  Hm. Okay. So Hello Fresh is the next one. 

Emily:  Okay. What about this catches your attention? Or does it 

catch your attention I guess? 

FL2:  Yeah, it does. I mean, like I said, this is kind of the same. 

Like, I see ads for Hello Fresh all the time because, um, at 

one point like I was interested in, went on their website and 

was like looking and stuff like that. 

Emily:  Have you ever done it before?  

FL2:  No. No. Well I, my mom has but I've never ordered it for 

myself before. Um, but I mean I think it's a nice ad and I 
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probably would look at it, um, and just kind of like read 

like what they're offering, you know, so like this says get 

$80 off. So um, you know, it would definitely catch my 

eye, like make me think about it again. But um, yeah, 

Emily:  Okay, cool. So then let's go on to the next one. 

FL2:  Hmm. Okay. 

Emily:  Okay. What do you think about this one? How does this 

one make you feel? 

FL2:  I don't know, kind of indifferent. Like there's nothing about 

it that really catches my eye. Don't watch the show. Even 

though it's not even about that show, it's about Showtime. 

Emily:  Now is that like a program or like a channel? 

FL2:  I think so. 

Emily:  Do you have cable? 

FL2:  No.  

Emily:   Okay. That's kind of interesting. So like, this doesn't really 

appeal to you. 

FL2:  No not at all. I don't have cable, I don't watch that show. 

Um, "try it free and stream new episodes". So I wonder if 

you can like stream it on like a smart TV probably is what 

that's saying. 

Emily:  Okay. I'm going to have you keep going. 

FL2:  Okay. So this, I look at Fab Fit Fun stuff all the time. Just 

cause like I'm always looking at what's in their new box 

that they're releasing. Um, stuff like that. So almost every 

time I see a fab fit, fun ad I will like look at it or watch the 

video of like, who's sharing like the box. 

Emily:  So would you say this is helpful to you then? 

FL2:  Yeah, probably just cause I'm like interested in this product 

and what they have. And, um, I've got one before, so I 

would definitely be like intrigued to see. 
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Emily:  Would you consider getting another one after you've gotten 

one? 

FL2:  Yeah, definitely. 

Emily:  Now what about this is intriguing? Is it just what's in the 

box? 

FL2:  Yeah probably, and then, I mean, it's also got like a code 

here for shopping. Like if you're going to get it. Okay. But I 

mean the, what's in the box, the pictures is what would 

probably catch my eye. 

Emily:  Okay. The coupon code is like appealing in case you were 

to get it? 

FL2:  Yeah. 

Emily:  Cool. I'm gonna have you go to the next one. 

FL2:  Um, okay, so this is Figs. 

Emily:  Is this like a scrubs brand? 

FL2:  Yeah. So this, um, I'm actually getting ready to buy new 

scrubs because this is the brand that like sells the scrub 

joggers, which are like super in right now. Um, so I was 

literally just looking on this site yesterday and they just got 

this new color in. And so this for me is like super pertinent 

to my life. Like I would definitely like, you know, look at 

it, read it. Um. 

Emily:  So do you enjoy seeing this then because you are looking 

for that right now? 

FL2:  Yeah. Yeah. Like this is an ad that I like actually would use 

and look at. 

Emily:  Okay. Have you ever bought anything from them before? 

FL2:  Yeah.  

Emily:   So with scrubs do usually just like shop online or is it, I 

guess if you know your size? 
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FL2:  When I first started I would only shop in store just because 

like my legs are so long, you have to like pick the right 

kind of pants. But, um, then I got a pair of Figs and cause 

they're only online. And once you like have your size 

figured out, it's just like game over of just like you want to 

buy every color and everything. 

Emily:  Um, so how would, I don't know anything about scrubs, but 

like if you had to compare this brand of scrubs to like, I 

dunno, like is it like the Lululemon of scrubs? Is it like the 

like, um, like Nordstrom or like Forever 21? 

FL2:  Like to me they're like the Lulu of scrubs because they're 

also like expensive but great quality and like totally worth 

it. 

Emily:  Okay, cool. Um, so this, do you think this is specifically 

targeted to you then? 

FL2:  Yeah totally. 

Emily:  Yeah. Okay. Alright. Let's look at like one or two more. 

FL2:  And I'm like all for ads and stuff, um, but it does like creep 

me out how you talk about something or look at something, 

you know, like on the Internet and then the next day it's like 

popped up on your, um, like on your Facebook. I think that 

is crazy, but obviously sometimes helpful, but just weird 

that like you talk about something with a friend and then 

the next day it is on your Facebook 

Emily:  Or you like think about something and then it comes up. 

FL2:  Right. 

Emily:  Um, okay. So do, let's see. What do you think about the 

wording of this advertisement? Like the text. 

FL2:  I mean I don't, I don't know if it makes me feel any certain 

type of way and just like 

Emily:  Scroll down a little bit. What about this? 

FL2:  This, like unique and personal style? Um, I think I'm more 

like, I don't like what this is trying to sell me, so I'm just 

like not really into it I guess. 
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Emily:  Okay. But do you feel like you're likely to like kind of look 

through the pictures or would you just keep scrolling? 

FL2:  Um, in this situation, like with this being the first picture, 

probably not, but like a lot of times with this brand, 

because I feel like this company has been, I've been having 

ads on them for Facebook for like for ever. But you know, 

sometimes if they, like if this were to be a swimsuit right 

now, I would probably scroll through and look at all the 

swimsuits. 

Emily:  Okay. So like time of year. 

FL2:  Yeah. And it just kind of depends. Like if I like what's on 

there and like I said, I'm not really into this, whatever it is, 

pajamas set maybe. Um, so I probably wouldn't, I'd 

probably just keep scrolling. Like I would probably 

wouldn't even read what it says. 

Emily:  Okay. Um, okay, let's get one more kind of this next one. I 

want you to do something a little different. Okay. Um, it'll 

be like, what three words would you use to describe this 

next ad. 

FL2:  Okay. 

FL2:  Um, uh, just like actually describing it? 

Emily:  Uh, I guess, yeah, just the first three words that come to 

mind. 

FL2:  I would just say probably like colorful, um, intriguing and, 

um, like easy to read, easy to look at, I guess, if that was 

okay. 

Emily:  And so what do you think about the imagery of this ad? 

FL2:  Um, I like it. I mean, I think it's a cute little picture. You 

know, the way it's laid out. And then they've got their big 

like writing and stuff right underneath of it. So you can just 

actually look at the picture instead of having to read the 

posts. 

Emily:  Okay. That's kind of interesting. So the important text is on 

the picture so you don't have to like read the caption. 
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FL2:  And I don't know if this is just like, even though I 

mentioned earlier, I like Facebook because you can read 

more I think because I'm so like in tune to Instagram, I'm so 

used to just scrolling and looking at pictures unless, 

something catches my eye to make me actually read it. You 

know what I mean? 

Emily:  When do you feel like stuff does catch your eye? 

FL2:  Like if a post is super, super long without a picture then I'm 

like, oh what are they writing about, you know what I 

mean? But I would say for ads, um, stuff that's gonna catch 

my eye is like a deal and like a giant word that says like 

save 40 or buy two, get one free or you know what I mean? 

Try this first time free, you know, something like that. 

Emily:  Or like some type of price promotion. 

FL2:  Yeah. 

Emily:  Cool. All right. So you can go ahead and hit stop share. 

Okay. And then, um, and meeting and the right corner and 

then end meeting for all. And then that should save to your 

desktop and I'll have you send that to me at the end. Okay. 

And then I just have a few more questions. 

FL2:  Cool. 

Emily:  Okay. And then in general, um, what comes to mind when 

you think of ads on Facebook? 

FL2:  Like, sadly, the first thing that comes to my mind is just 

like annoying because you know, like you just feel like 

they're just popping up inconveniently. But then like half 

the time I am actually like looking at them and like, you 

know, there have been multiple times where I like see 

something that I like and I click on it. You know what I 

mean? Like just to like look through it. Okay. 

Emily:  So like when it takes you to the website. Okay. Do you ever 

find yourself like liking or commenting or sharing or 

anything like that? 

FL2:  I have found myself liking them before just because like on 

Facebook like I see something and I think like, Oh I've 
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liked that page. And so that's why I'm liking it and then I'll 

realize like, oh this is just an ad. 

FL2:  And you know how sometimes like when the same ad pops 

up, if you've already liked it, it'll already like show that 

you've liked it. And so sometimes I'll be like, oh wait, I've 

already seen it. I don't know. 

Emily:  So whenever one does pop up like that and you like it, is it 

because you think it's like a post because you already liked 

the page? 

FL2:  Yeah, I think so.  

Emily  Okay. That's kind of interesting cause it's like I guess in the 

timeline it's such like a seamless experience. 

FL2:  Right. 

Emily:  Sometimes it's hard to tell if it's an ad or like a post. 

FL2:  Exactly. Like I'm not really paying attention like a lot of 

these that we saw like Erin Condren, I'm pretty sure I have 

that page liked, um, so like in, in my head, like even though 

that was a sponsored ad, like I just think it's a post from the 

page. 

Emily:  Okay. So do you wish it was more distinguishable like that 

you could tell what was the post and what was an ad or do 

you not really care? 

FL2:  I mean, yeah, that might be nice, but I don't know how it 

would honestly like affect me social media wise. 

Emily:  And then, okay, so during the last portion of this study, but 

we just looked at, did you think that any ads were targeted 

to you? Or which ones, I guess did you think were 

targeted? 

FL2:  I mean, almost all like Erin Condren for sure. Figs 

definitely were fab fit fun was, um, I like I guess the Shein 

or Sheen, however you say that was just because of like 

online shopping, but I've never actually shopped from 

them. The Showtime one I don't think was very targeted 

towards me. Um, unless they're just seeing me as like a 

young millennial who's like streaming and they like want 
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me to stream. So probably, but like I have no interest in 

that. Um, what was the first one I don't even remember. 

Emily:  Um, so how does it make you feel whenever they are like 

super targeted like that as opposed to the Showtime? 

FL2:  I mean I think it's convenient like to have stuff pop up that 

you are gonna like, like if you know, something was 

popping up that I have absolutely no interest in, I don't 

even, can't think of an example, like hunting gear? Like 

you know what I mean? Like I would just be like, that's 

weird. Like why is that popping up here? I have no interest 

in that. But like as we were scrolling, like all of those make 

sense to me. And what is going to interest me. 

Emily:  So you'd rather see ads for stuff that like you are interested 

in as opposed to just random ones? 

FL2:  Yeah. 

Emily:  Okay. And then would you consider any of, well you kind 

of mentioned this, um, would you consider any of the ones 

that you saw helpful, kind of the scrubs the one you said 

was helpful. 

FL2:  Yeah. And same with like the Erin Condren since I have 

shopped from them before, like if I was needing a new 

planner at this time, which I'm not, but I saw that they were 

doing like 40% off, I'd be like, oh, okay then maybe now I 

should order it. 

Emily:  Okay. That's a good point. So thinking about just any ad, 

not just the ones that we just looked at, what would you 

consider a relevant ad to be? Like in terms of maybe it tells 

you something you didn't know about or like helps you in 

some way? 

FL2:  Um, yeah, I think most relevant is just something I didn't 

know about was going on. You know, like a sale or like the 

Figs, like they have a new color out in their scrub. And like 

with their store, like when they get new colors they're only 

kept for a certain period of time, um, you know, which is 

obviously very smart on their end because it gets people in 

there to like constantly be buying stuff. But, um, like, you 

know, I feel like if it's new information about the product 
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or if it's a new product that I haven't seen before, like I 

would consider that relevant. 

Emily:  Okay. But only for like a brand that you're already 

interested in, right? 

FL2:  Right. Unless like it was a brand that I wasn't interested in 

and they have a new product that maybe I would like, you 

know. 

Emily:  Um, so what companies or industries do you enjoy seeing 

ads from? 

FL2:  Um I guess like this is just like the girl, like love to shop 

person in me, but I mean like clothing ads, especially, you 

know, brands that I shop for and like stores that I like to go 

to. Um, but I also do like the products too. So like the 

Kopari one, like that's a big product driven company. Like 

they don't sell clothes. Um, and so me like trying to switch 

over to this world of like healthier cleaner, like beauty 

products and all that stuff, like that stuff is relevant and 

interesting too. 

Emily:  Okay. Um, so to reverse that, are there any companies that 

you don't like seeing ads from or industries? 

FL2:  Mm, I just don't like it. Like if like an ad pops up and I 

can't tell if it's real or I'm like questioning like where it's 

coming from, you know, like some of the places that are 

from like China where the product is super low, bad quality 

and you know, and so then it's like, well, can I trust this? 

Like, I feel like that's how Facebook used to be for me. Um 

like, I felt like everything that popped up on Facebook, I 

was like, is this even real? Like, is this a real store? But I 

feel like now they've kind of like evolved, evolved a little 

bit, you know, like that SheIn website, I used to always 

think that was like some scam, like, and not for real. 

Emily:  Yeah. Um, so I guess like, so Facebook uses, I mean, I'm 

sure you know this, but Facebook uses like your personal 

profile information to serve you those ads. So does 

knowing that, would that make you ever consider changing 

the way you use Facebook? 

FL2:  Like changing what I put out on Facebook about myself? 
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Emily:  Yeah. 

FL2:  Um, maybe. I already, like I said, I'm not that big of like a 

Facebook user. Um, I mean I do have like some 

information on my profile like that I'm a nurse in there, you 

know, and that I live like in Kansas City and stuff. So I 

think that's just convenient. But I, me being like just how I 

am on Facebook, I would never like go full out and like 

restrict information. 

Emily:  Okay. And then last question, um, how would you describe 

your feelings towards like online advertising in general? So 

not necessarily Facebook, but, 

FL2:  Um, I just think like with the way that, you know, we've 

grown up, like I just, I'm just used to it. Like that's just how 

it is for me. You know, like having social media since 

middle school and like also being on the opposite end of 

having held positions where we use sponsored ads. You 

know, I just feel like it is beneficial and useful in the way 

that it should be. Um, you know, I just, I don't like, it's 

weird thinking about there not being it, you know, like I'm 

sure if I lived without it at this age and then like grew up 

and, it started evolving, like maybe I'd feel differently 

about it, but it's just kind of always been there. 

Emily:  So like, because we grew up with it? 

FL2:  Right. 

Emily:  Yeah, that's a good point. Okay, cool. Well, I'm going to 

have you just email that to me. It's just 

emilyladig@gmail.com. 

FL3 

 

Emily:  Okay. So to start, introduce yourself and just tell me a little 

bit about yourself...what you do, stuff like that. 

FL3:  Um, do you need my last name too? 

Emily:  Whatever you want. 

FL3:  I'm FL3. I work, I just started a new job with Zillow doing 

mortgage lending. 

mailto:emilyladig@gmail.com
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Emily:  How is that? 

FL3:  It's good. It's good. It's um, I just got out of training, so I 

mean, I'm learning a lot. It's a lot of learning. But, I did 

lending before I did ScriptPro, so it's a little bit familiar, but 

I didn't do a lot of mortgage lending. I just did consumer 

lending before, so just like cars and auto loans, things like 

that. Oh my gosh, that's so funny. 

Emily:  Do you like it so far? 

FL3:  Yeah, I like it so far. I do like it a lot. It's a lot. The 

schedule is real flexible, so I can come and go kind of as I 

please. Which I love. 

Emily:  Yeah. That's cool. Um, how would you describe your social 

media use? 

FL3:  Um, too much. 

Emily:  Too much? 

FL3:  Yeah. Uh, but I'm good at it. If there's such thing as being 

good at it. 

Emily:  What do you mean by that? 

FL3:  I just think that I know how to kind of tailor what I'm 

posting or sharing. 

Emily:  Like you know how to use it right? 

FL3:  Right. Well and I don't use it for like politics, religion and 

things like that. And I feel like a lot of people fall into that 

trap and then get in these stupid arguments with nobodies 

online. 

Emily:  So you're mostly posting like friends, like family stuff as 

opposed to like, I don't know, like a business, how some 

people use it, in a way? 

FL3:  Yeah, everything is like photos of me and my friends and 

my family, or posts about my friends and my family. 

Emily:  Yeah. What are your go to social media apps that you use? 
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FL3:  Facebook, Instagram, Snapchat. The big three. Twitter. The 

big four. 

Emily:  And then, um, how many Facebook friends do you have? 

FL3:  I have probably less than a thousand. I went through and 

deleted like 400 not too long ago. 

Emily:  I need to do that. 

FL3:  775. 

Emily:  And then around how long have you had a Facebook 

account for? 

FL3:  How old am I? Uh, 10 to 15 years. 

Emily:  What would you say is your main reason for having and 

using a Facebook? 

FL3:  To stay connected with people who I don't see very often. 

Or people who, like my good friends from high school and 

people that I don't stay connected with otherwise, which is 

kind of sad, but it's just a good way to keep up with the 

people that meant something to me or mean something to 

me. 

Emily:  Yeah. Who you don't see as often. 

FL3:  Right.  

Emily:  How many times either per week or per day would you say 

you check Facebook? 

FL3:  Per day? 

Emily:  Yeah. 

FL3:  Uh, wow. I want to say probably 10 or 15, but I want to say 

that's low. I feel like it's probably actually more than that. 

I'm being conservative. 

Emily:  Okay. So maybe on the weekend it's like more than that, as 

opposed to like a weekday? 

FL3:  Yeah, because when I'm at work, I can't. I'm a lot busier. 
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Emily:  Right. And then do you feel like you mostly go on on your 

phone or computer? 

FL3:  My phone. I do get on my work computer though 

sometimes. 

Emily:  Okay, sometimes computer. And then, um, where are you 

usually at whenever you're looking at Facebook? Is it like, 

work, home? Some people have said like in the car...  

FL3:  Home, uh, at work too, I would say. When I'm waiting for 

stuff, like that's what I, that's my boredom tool. When I'm 

bored. So like if I'm waiting for an appointment or if I'm 

waiting for a meeting or waiting for a call or waiting for 

something, I'll be on Facebook probably. 

Emily:  Yeah, that makes sense. 

FL3:  Or one of the other "big fours". 

Emily:  Um, okay. So what do you like about Facebook? 

FL3:  I mean, I'm going to sound like a broken record, but staying 

connected for sure. Being able to just keep in touch with 

my family who I don't see very often, because I have 

family in Texas and Topeka, and I don't get out there that 

often, and I don't get down to Texas that often and I don't 

see them hardly at all. So, like my cousin Jordan, his wife 

is pregnant now and I've been able to like watch her grow. 

Emily:  And see pictures and stuff? 

FL3:  Yeah. So that's definitely, staying connected to my family 

is the most important thing to me. So, I like that a lot about 

it. 

Emily:  And then to reverse that, what do you not like about 

Facebook? 

FL3:  The politics. 

Emily:  So when you say politics, is it people like making statuses 

of their like opinions or is it like, I dunno, articles that 

come up? 
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FL3:  It's like memes or gifs or videos that are shared, like posts 

that are shared that don't have any evidentiary support. 

Emily:  Okay. So maybe like fake news? 

FL3:  Yeah, there's stuff that I can debunk in five minutes that 

people share or, or they share really old, like things that 

they don't realize are from 2016 that they think are current. 

Emily:  Okay. So just people's tendency to share like, I dunno, 

maybe dumb stuff that's not true? 

FL3:  Right. People believing stuff that's not actually facts. 

Emily:  Okay, I'm gonna steal this for a sec. So basically I'm using 

like, uh, you know how you can do a screen recording 

screen grab thing on your iPhone? Basically what we're 

going to do is just a screen grab and it's just so I can like 

match what you're saying to like what ads you're looking at. 

Emily:  Okay, so basically what I'm have you do is you're just 

going to go to like your homepage and um, you're just 

going to scroll through ads. Like they'll come up every five 

posts and I'm sure you know the ones that say sponsored on 

them. And so I'm just going to have to like kind of talk 

about them, "think aloud" essentially. And then I'll ask you 

some questions. 

FL3:  So what about the ones on the right? Do you care about 

those? 

Emily:  No, just the ones that are in the timeline. So that would be 

the first one. 

FL3:  Okay. Well, so I watch Game of Thrones. And I love Game 

of Thrones. And I talk about Game of Thrones a lot. 

Emily:  So what do you think about this specific ad then? 

FL3:  I want to click on it. 

Emily:  What makes you want to click on it? 

FL3:  Well, because I have an interest in Game of Thrones. And 

so, for example, I mean, they look vastly different in real 

life, and so it's saying, obviously, what Game of Thrones 
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cast looks like in real life. And so, because I have an 

interest in that, I would be interested in seeing what they 

look like. And the Hound's face looks so different, because 

in the show, the Hound's face is real torn up, so I don't 

know what he looks like not as the hound. 

Emily:  So seeing the side by side pictures kind of draws you in 

even more? 

FL3:  Right. Because they already have the comparisons here of 

these 2 characters. 

Emily:  So you're like oh, I want to see what else? 

FL3:  Yeah 

Emily:  Okay, keep scrolling. They should show up like every five 

posts. 

FL3:  This is interesting, actually. 

Emily:  So what aspects of this ad... 

FL3:  I see this too much. I see Third Love all the time. 

Emily:  Okay. Now because it comes up all the time, does that 

annoy you? 

FL3:  It just makes me...it's not eye catching anymore because 

I've seen it so many times. And so, and I already have bras 

that I use that I choose, so this isn't... I would not take a 

take a leap of faith on this. 

Emily:  Okay. So is there anything that you specifically don't like 

about it? Or is it just the fact that it comes up and you've 

already seen it so many times? 

FL3:  It just doesn't...it just doesn't, uh, relate to me. I don't have 

problems with my bras, so it doesn't.. 

Emily:  Okay. So have you ever bought, did you say you've ever 

bought these? 

FL3:  No, I already have the kind I like. 

Emily:  Okay. Gotcha. So you're not interested in this? 
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FL3:  Right. And like "Bad Bra?" No, I don't have one. So, it 

doesn't mean anything to me. 

Emily:  Yeah. Okay, let's go to the next one. 

FL3:  Clothes. 

Emily:  What about this catches your attention? 

FL3:  This makes, well, first of all, it's not...I would never wear 

that. 

Emily:  Does it catch your attention then? 

FL3:  No, I'd scroll past it. Um, but it makes sense why it's on 

there. I have a couple of boutiques that I follow. So it 

doesn't necessarily bother me. If they had different, I mean, 

I just don't, I'm not, my body type is not made for that kind 

of clothing. So I wouldn't, I would just scroll past this. 

Emily:  Have you ever bought anything from this place before? 

FL3:  No. 

Emily:  Okay. But you said it makes sense because you follow 

other boutiques and stuff like that? 

FL3:  Yeah. I have a couple of, three fashion boutiques that I 

follow on Facebook, so, and Instagram, which I'm sure that 

matters. But, yeah. 

Emily:  Okay, cool. Let's go to the next one. 

FL3:  I've already seen this movie. 

Emily:  How does it make you feel when this is something you've 

already seen, but this ad is still coming up? 

FL3:  Annoying. It's just not relevant to me. I mean, "get tickets 

now". I've already seen it. And I don't know why it's there, 

I'm not a big superhero fan, I would not normally look up 

anything or click on anything that has superheroes 

involved, so it's a little creepy if that's why they knew that I 

saw it. If Fandango somehow talks to this, I don't know. 

Emily:  Fandango. Is that, uh, like a ticket finding website? 



 

 157 

FL3:  Yeah, yeah. That's where I buy my movie tickets. It's an 

app. Yeah. 

Emily:  Okay. So I wonder if that's...that could be why it knew. 

That's kind of interesting. Okay. Let's look at a couple 

more. 

Emily:  Okay. What do you think about... 

FL3:  These are all so nerdy? 

Emily:  What do you think about the imagery of this ad? 

FL3:  It's fine. It's cool. 

Emily:  Does this...so, what's this for? 

FL3:  Comic-Con apparently? 

Emily:  Does it make any sense why you're seeing this? 

FL3:  I mean it kind of, no, not really. I mean, I've never even 

seen the Harry Potter movies, so, no, not really. Um, I get, 

this is interesting. This is weird. So I did get a gif from 

somebody the other day in my iMessages that was of 

Snape. 

Emily:  Okay. Yeah. So you're just kind of trying to think of 

anything that would relate? 

FL3:  Why would this come up? I don't know. Um, I've never 

been to a Comicon. I've never considered going to a 

Comicon. 

Emily:  Okay. So would seeing this ad, does that push you in any 

direction? Either more interested or... 

FL3:  No, I would just probably scroll right on by. Yeah, I don't 

know. The imagery is cool though. I mean, they made them 

look like superheroes. Which, I could see how somebody 

might like that. 

Emily:  So even if you're not interested, the images are at least kind 

of appealing to look at? 

FL3:  Yeah. I can respect that. 
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Emily:  Gotcha. 

FL3:  I'm like squinting. 

Emily:  I know, it's so bright. 

Emily:  Okay. What do you think about the wording of this 

advertisement? Like, any text that's a part of this ad. 

FL3:  Um, I don't like that 'exclusive' isn't spelled right, but I get 

it because Savage X Fenty. I mean I get it, but also I don't 

like it. 

Emily:  Now is this Rihannah's...? 

FL3:  Yeah. This is her. 

Emily:  This is new, isn't it? 

FL3:  Relatively. Her lingerie line is new, yeah. 

Emily:  How many lines does she have now? 

FL3:  Well Fenty is her makeup, and then I don't know if she has 

like clothes, clothes, but this is her lingerie and I've heard 

it's really good. Yeah, I've heard that. 

Emily:  Have you looked into it at all? 

FL3:  No, I've never looked it up before, but a girl that I follow 

on Twitter had one on like this bralette right here. She's 

blessed. So she had on a bralette and she said this is the 

best bralette ever on Twitter, and I replied to her on 

Twitter. Um, but she didn't tag, I don't know if she tagged 

them or not. I'd have to look. But 

Emily:  So would you say this is helpful at all? 

FL3:  Yeah, I mean I've considered looking at it before, so that's 

something that I...that is one that I would be interested in. 

Yes. But not because of the ad, just because of hearsay. 

Word of mouth more than the ad. But two for 29 bucks ain't 

bad. 

Emily:  So seeing the price like on the picture is helpful in a way? 
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FL3:  Yeah. Well because I, it's transparent. You're not hiding 

anything from me, you're not getting me to click on it and 

then I find out it's something I can't afford later. 

Emily:  Okay. So it's not like you have to do the work to go click 

on it...it's like... 

FL3:  Here's the info you need. 

Emily:  Yeah. Yup. Gotcha. Okay. Keep scrolling. Okay. For this 

next one, I'm going to have you do something different. I 

want you to tell me what three words you would use to 

describe the next ad. First three words that come to mind. 

FL3:  Um, well it's too big for the screen, so yeah, so it doesn't 

automatically play when I get to it. Um, but I would never, 

ever, ever do this ever. 

Emily:  What's this for? 

FL3:  It's for Freshly, for the meal, they deliver... 

Emily:  Is it kinda like a Hello Fresh type thing? 

FL3:  Yeah. They like deliver your food for you, which I don't 

have the extra money for, so I wouldn't, I wouldn't do it. 

Um, the first three words, probably irrelevant. Uh, too big. 

Good try. 

Emily:  So you're just, you're not interested, you're just kinda like... 

FL3:  I like hot pockets and macaroni and cheese. I don't need, I 

don't need chef cooked by chefs. That doesn't mean 

anything to me. 

Emily:  Okay. Gotcha. Now have you ever tried any of the meal 

things before? 

FL3:  No. My boss at my old job ordered the Blue Apron. She 

would get the Blue Apron all the time, but I never actually 

had anything of it, but. 

Emily:  Okay. Let's look at like one or two more. 

FL3:  Okay. 
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FL3:  I've never paid attention to these this much. 

Emily:  Theraflu. Have you been sick recently? 

FL3:  Yeah like a month ago. 

Emily:  Have you ever used Theraflu before? 

FL3:  Nope. 

Emily:  Okay. That's kind of interesting. 

FL3:  I don't know how it knows. 

Emily:  So how does it make you feel to see an advertisement for 

something like Theraflu come up on your Facebook? 

FL3:  Uh, I'm not sick right now. Yeah. So it's kind of like, I'll 

remember you for later, I guess? I guess I don't, I mean, I 

feel like with medicine people stick to what they know. 

Like they, whatever works for them, they just keep doing, 

they don't ever really branch out unless told by a doctor to 

do so. 

Emily:  Yeah. Um, is this for just like a new type of... 

FL3:  Power pods? So it's, I guess it's a, I don't know what it is. 

Oh, it's like a, it looks like a Keurig cup, yeah, I think so. 

"Straight from your single serve machine." Yeah. Yeah. 

Yeah. So you would put it in, I guess your Keurig, I don't 

have a Keurig, so that was another thing that this doesn't. 

Emily:  Okay. So it's like, oh it's something new, but then again, it's 

like well, you can't use it anyways. 

FL3:  I mean, cool. It's an innovative idea, but I don't have a 

Keurig, so I can't benefit. 

Emily:  So even if you did buy it, you couldn't really do anything 

with it. 

FL3:  Right. 

Emily:  Um, okay. Let's look at one more. 

FL3:  Oh Vans. I love Vans. 
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Emily:  Why do you think you're seeing this ad? 

FL3:  Because I buy Vans. I look on Vans website. I have Vans. 

This is the first one that I like actually have, and have 

visited before. However it has skateboarding on it, which is 

not why I buy Vans. So, that's not really relevant to me, but 

I do, I do buy Vans. I like Vans. 

Emily:  Okay. So how do you feel when an ad for Vans comes up 

as opposed to something like, I don't know, the past five 

ads that you're just kind of like I'm not interested or I don't 

want this. 

FL3:  Right. Well this one's kind of like, I already buy this. So it's 

like wasted real estate, almost. 

Emily:  Yeah. Because you're already buying it. 

FL3:  Yeah. I mean, I visit Vans alot. Not to be, I mean, way to 

go Vans, but. And it's the, the, the usage of it isn't relatable 

to me. Like I said, I don't skateboard, so making it about 

being able to skateboard, is kind of like, 'meh' to me. 

Emily:  Because when you wear them it's more of like about the 

look, not necessarily like what you're doing in them? 

FL3:  Yeah. I don't use them for their purpose, which I guess 

makes me a poser in eighth grade terms. But yeah, no, I, I 

mean it's a cool video, it's cool that these girls can 

skateboard, that's pretty cool. Good for them. 

Emily:  Cool. Alright, I'm going to stop this and then I have a few 

more questions. 

Emily:  Do you ever find yourself clicking, or engaging with or 

liking any ads that you see on Facebook? 

FL3:  Yeah. Yeah. I do, like the first one with like the article with 

the, with the Game of Thrones in real life. So like anything 

like that, any sort of celebrity bullcrap I will 

sometimes...like clickbait, I will sometimes click on 

unfortunately. 

Emily:  If you can like learn something about it? 

FL3:  Yeah. Yeah. Or like those stupid quizzes. I'll do those. 
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Emily:  Okay. So just in general, what comes to mind when you 

think of advertisements on Facebook? 

FL3:  I mean, I get it. Yeah. Like I understand why they're there. 

They're annoying, but I understand why they're there. 

Emily:  Okay. Uh, so out of the ones that we just looked at, was it 

only that Vans one that you felt like was specifically 

targeted to you? 

FL3:  The Game of Thrones in real life one, and then the Vans 

one, yes. Um, and then I feel like the, the Savage one, the 

Fenty Savage or whatever. Um, I mean, I don't know how it 

knows that I'm like a thicker girl, but it knows that and it, 

it, it. So yesterday I got an ad for like a, a swimsuit that is 

for me. And uh, I don't know how it knows that, but it does. 

And so it's, I mean, that to me was relevant just because it 

is something that I've considered looking at before. 

Emily:  So, it's helpful in the sense that maybe it shows you like, 

clothes that...? 

FL3:  Well, and I've wondered how much those things cost, so it's 

convenient to have the numbers on there for sure. Cause 

that's what most people want anyway. 

Emily:  So, how do you think of something like the Theraflu one 

where it totally missed the mark, when something like that 

that comes up, as opposed to like the Game of Thrones 

thing, or something else you would actually be interested 

in? 

FL3:  Um, annoying I guess. I mean I just don't even pay 

attention. I just keep, keep going. I don't even pay attention 

to it. I mean it doesn't really affect me one way or the other, 

I just don't pay attention to it. But it is kind of annoying 

that it's there. 

Emily:  So it's just like you stop on the ones you like, otherwise you 

just...keep going? 

FL3:  Keep scrolling. 

Emily:  Um, so out of the ones that we just looked at, which ones, 

or if any, would you consider helpful to you? 
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FL3:  Helpful? I guess the Savage one cause it gave me a price. 

Emily:  Okay. And then, um, so just thinking about any 

advertisement, like not just the ones that we looked at, what 

would you consider a relevant to be? And that may be like, 

it tells you something you didn't know, or you learned 

something new, what would a relevant ad be? 

FL3:  Yeah, I mean what you said. Learn something new, but, 

um, anything that I like don't have the full, like all the 

information about...if I'm, if it's something that I'm 

interested in. Um, but yeah, I mean anything that I have 

remote interest in, I feel like, any type of interest in, I want 

to learn more about, so it makes sense. 

Emily:  So what companies or industries do you enjoy seeing ads 

from? Some people have said like, oh, well, you know, I 

like whenever I see ads from like the beauty industry, or... 

FL3:  Yeah. I like boutique ads. I like clothing, clothing, shoes. 

Um, I like those, the dumb, like celebrity, like quizzes or 

whatever. Yeah. Um, I like anything about like Disney 

movies. Um, I think there's the live action live piece 

coming out and I've seen several ads for that. Um, and I 

love watching like trailers for new movies. Entertainment 

and beauty, probably. I'm not a big makeup fan, not really 

into makeup but clothes, clothes and shoes I love. New 

Hair tools, I would love to see new hair tools. 

Emily:  And then, so to reverse that, are there any industries or like 

brands that you don't like seeing ads from? 

FL3:  Makeup. 

Emily:  Okay, why don't you like seeing makeup ads? 

FL3:  Um, just because I don't, like, I have the products that I use 

and I don't like to spend money trying new makeup, cause 

I've found that more often than not I go back to the ones 

that I use anyway. I also have, I'm subscribed for Ipsy. So , 

I get a bunch of stuff in that anyway. So I just don't, like 

Ulta ads I see all the time, but I don't really have... 

Emily:  Cause you're already trying those new products anyways. 

And then, so I guess just knowing, like hearing you say, 

"oh the reason, you know, I might be seeing this is because, 
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I don't know, I responded to this tweet, or we were talking 

about this the other day," how does it make you feel 

whenever you can kind of connect it back to something you 

looked at or talked about? 

FL3:  Well talked about, that's weird. Yeah, because people, I 

mean there's a lot of speculation about your phone hearing 

you, and the government and Facebook. So it's a little 

weird if I'm like talking about it and it shows up. 

Emily:  What about even just searching for something? 

FL3:  That's fine. I mean, I'm not hiding anything. So it's not, I 

mean, if they want to tailor...I would rather them tailor their 

ads to me based on what....instead of seeing Theraflu 

Keurig cups that I can't even use. So I would rather see 

Shein or, or Zulilly or like, I see all these...I'd rather see 

that stuff. I want new clothes. And the Game of Thrones 

thing? Like that's a cool article, so I want, I want to see 

that. 

Emily:  So you don't really mind then knowing that they might use, 

say, your demographics? 

FL3:  It is what it is. They're going to do it anyways, so. 

Emily:  So you've just kind of accepted it at this point? 

FL3:  Yeah. I mean, the talking about thing is a little weird, but 

yeah, as far as like my, like I said, I don't have anything to 

hide, so. 

Emily:  Okay. Gotcha. And then, uh, so how would you describe 

your feelings toward online advertising in general? Not 

necessarily Facebook. 

FL3:  I mean, it's necessary. People need it, I mean, companies 

need it to thrive and survive because online is all there is 

now. If you advertise in a newspaper, you're not going to 

get near the business if you advertise on social media or 

online. 

Emily:  Right. Well that was my last question. 

FL3:  Did I do okay? 
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Emily:  Yes. You did perfect. 

MP1 

 

Emily:  Thank you. Okay, so first question, um, I'm gonna have 

you introduce yourself and just tell me a little bit about 

what you do, stuff like that. 

MP1:  Yeah. Uh, so my name's MP1, I'm 23. Um, I graduated 

from the University of Missouri with a business degree 

with an emphasis in finance in 2017 I work in Kansas City, 

uh, in the financial services industry doing consulting. Um, 

I'm getting my masters currently in finance. Uh, and I in 

my personal life I enjoy like sports, hip hop, pop culture, 

um, following financial markets, history, stuff like that. 

Emily:  Cool. Um, how would you describe your social media use? 

MP1:  Um, probably pretty frequent. Um, each day, like pretty 

often I would say, uh, quite a few hours each day. 

Emily:  What are your like go to apps that you use? 

MP1:  Um, Instagram and Twitter probably. I got off Twitter for a 

couple of years and then like got back on it like two years 

ago. Using like a burner. Just cause I don't really care to 

tweet, but I got on there just like follow funny things and 

stuff like that. Yeah. And then Snapchat occasionally as 

well. 

Emily:  Uh, and you have a Facebook account, right? 

MP1:  Yeah, I'll go there probably once every, twice a day. 

Emily:  Um, off the top of your head or if you want to look, how 

many Facebook friends do you have? 

MP1:  I would say maybe 950 

Emily:  And then on average, about how long have you had a 

Facebook for? 

MP1:  Shit, what was probably 2008 so 11 years. Okay. 

Emily:  Oh my gosh. 11 years sound so long. 
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MP1:  Since the Obama admin baby. 

Emily:  Um, okay. So you said you don't get on Facebook that 

much, but what's like your primary motivation for using 

Facebook, or still having an account I guess? 

MP1:  Umm I guess I've just always had one and it's like one of 

those things where I know that everybody uses it. 

Especially it's like a way to stay in contact with like, my 

grandmother uses it a lot and likes it. I have like, when 

there's updates about me on there, and like a lot of people 

use it like, or at least in school people used it as kind of like 

a defunct or like default photo album website, where like 

you can't post like 50 pictures at a time on Instagram. 

People would post that on Facebook and then like tag other 

people from like formals in college or like weekends or 

stuff like that. 

Emily:  Um, and then so do you check it every day would you say? 

MP1:  Yeah, probably like once a day. 

Emily:  Um, so whenever you do check Facebook, are you mostly 

checking it on your phone or computer? 

MP1:  My phone. 

Emily:  Okay. And then where are you usually at when you look at 

Facebook? Like home? Work? 

MP1:  Um, work, or just at my apartment, but probably for me 

work. 

Emily:  Okay. And then what do you like about Facebook? 

MP1:  I mean it was like the first one. So I mean it's always there 

and it's like, it's a way that like...you can just keep up with 

everybody. It's like replaced like high school and stuff, but 

uh, it's just like, it's...it seems almost like a base layer...like 

a basic social media at this point. Like it's been around for 

so long. Like it's like the first one everybody had almost. 

Emily:  Yeah. And then to reverse that, what do you not like about 

Facebook? 
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MP1:  Uh, just like seeing obviously like fake shit, like the stuff 

that's just like, so clearly not true. And like people from 

like your hometown or whatever will spread it or like pass 

it around, just like obviously just falsified stuff. 

Emily:  Like fake news? Is that what you're talking about? 

MP1:  Yeah, like that kind of stuff. Um, that and you'll just, it 

seems like some of it like doesn't even, like I get updates 

from people, maybe they're the only ones using it, but I get 

updates from people that I could not even tell you that I'm 

friends with. 

Emily:  Alright, so do you have the screen recording feature on 

your phone? 

MP1:  Yeah. Yup. 

Emily:  Alright, cool. I'm gonna have you turn that on and, and 

hold it down for a sec and then I'm going to make, have 

you make sure the mic, do you know if the microphones 

on? 

MP1:  I think it is. 

Emily:  Swipe down 

MP1:  Oh Shit. Oh Shit. 

Emily:  Basically you just like, hold it, hold down the screen 

recording and then just hit microphone on and then hit start 

recording. 

Emily:  Sweet. Okay. So I'm gonna have you go to Facebook and 

I'm gonna have you look at the sponsored ads. So I'm sure 

you know that they're the ones that say sponsored. So 

they'll come up like every five posts and I'm just going to 

have you like talk about them. I'll ask you a few questions. 

So that'd be the first one. That one right there. Um, so you 

can just like scroll through a couple of them. You can just 

talk about them and like maybe if you know why you're 

seeing them or if they're like random or if you feel they're 

targeted towards you. 

MP1:  That was one. Um, I used that, I use not Roma but I use a 

different one for like like hair shit. Back in like November. 
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And then I started getting a bunch of like, that. like regular 

hair shit like the um, like bathroom stuff from the dollar 

shave club, like the different lines they have. And then I get 

a bunch from like. Um, like on Instagram I get a lot from 

like, I get a lot of like geographically targeted ones. 

Especially like that. Like I see Ring a lot. 

Emily:  Okay. So why, why, have you ever looked Ring up before? 

Like, do you know if there's any reason why you get that 

one? 

MP1:  No, I've always wondered of just like, uh, I think that like 

the company just sort of like puts it out and like, uh, that 

was like, I know they are trying to like expand their brand 

as far as like security, things like that. So I think it's just 

like, maybe a PR thing they put it to everybody listed in the 

area. 

Emily:  Cool, okay so you saw the Ring one, maybe find, maybe go 

to like a different one that is interesting. 

MP1:  So like the Curbs thing. Um. 

Emily:  What is this? 

MP1:  It's just like an ad for like something with Curb Your 

Enthusiasm. I get a bunch of stuff for like comedy and like 

stand up comedy that's like coming, cause I watch a bunch 

of that on like HBO GO and like uh, Netflix and stuff like 

that. 

Emily:  So you think it's tied to like your browsing history within 

like streaming services? 

MP1:  Yeah. 

Emily:  Okay, go to the next one. 

MP1:  Um, I get ones from like Bird Dogs all the time cause I 

think it's like my demographics and everything. 

Emily:  Would any of these ads, like for example, like this one, 

would, would it ever make you click on it or look into it? 

MP1:  Um, this one, the Bird Dogs maybe just cause I know 

people that have gotten them and liked them, but like, uh, I 
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bought like a pair of shoes from one the other day that a 

friend of mine tagged me in. Like he like tagged me in this 

thing from like Finish Line. 

Emily:  Was it on Facebook or was it on a different social media? 

MP1:  It was on Instagram. It was like a, I don't know if it was 

sponsored or something, but it was, it was a post about a 

pair of shoes that I had mentioned before and they like put 

it up and he tagged me and I ended up going through there 

to buy, uh, to buy the stuff. 

Emily:  Would you say you're more likely to buy on Instagram or 

Facebook? 

MP1:  Um. Maybe Instagram just because I'm on Instagram more. 

And like, I just feel like since I'm using that and it's like, I 

feel like I use that way more and like there's more data, of 

like what I'm doing on there. And so like the ads are even 

more targeted on Instagram, than it is on Facebook, even 

though I guess Facebook like owns it, so yeah, it's the same 

thing. But like I would say probably just Instagram just 

because I spend way more time on there. 

Emily:  Okay. That makes sense. Alright, go to the next one. 

MP1:  Um, I have no idea who this is, but I got... 

Emily:  Hm. Okay. 

MP1:  That's cause like somebody I'm friends with likes this 

group, I guess. 

Emily:  Oh, okay, so that's why you're getting it. Okay. Gotcha. 

You can keep going. 

Emily:  Alright. What, why do you think you're seeing this ad? 

MP1:  Umm, I like, like certain sports pages on Facebook and 

stuff and I like, that's what I follow a bunch on like 

Instagram is a bunch of sports pages. 

Emily:  Do you like, uh, ESPN? 

MP1:  Yeah, I mean it's like the only thing I watch. 



 

 170 

Emily:  Um, like, I mean, do you like it on Facebook? 

MP1:  Oh, do I like the, uh, oh yeah. You mean like do I enjoy? 

Yeah, it's awesome. Um, let me check. 

MP1:  I think I might actually. I like Sports Nation which is an 

ESPN show they have and then I like, like a certain, like 

sports, uh, companies and things on there. 

Emily:  Okay. So would you say the ESPN one is specifically 

targeted to you because you like those other sports ones? 

MP1:  Yes. Yeah. 

Emily:  Let's look at like one or two more. 

Emily:  Okay. I'm going to have you do something different for this 

one. What three words would you use to describe this one? 

MP1:  Broad. Vague? And like, uh, um, like it's trying to be like 

enticing, but I wouldn't want to click on it. 

Emily:  Okay. What makes you not want to click on it? 

MP1:  It's just like boilerplate stuff. 

Emily:  What's it for? 

MP1:  I have no idea. That's the thing. I can't tell. I think it's like a 

daily newsletter probably. It's like this just talks about like 

some, it uses a random guy's face and then like "the email 

700,000 people choose to start their day" 

Emily:  Interesting. So how do you, how is it seeing something like 

this that you don't really relate to versus like something like 

ESPN? 

MP1:  Um, well it's like, if they sort of describe like what it talked 

about or like, like I follow like, there's like certain websites 

that I follow that talk about like daily, like news, like in 

business, in markets. And if they were to advertise like, 

hey, we have like a daily podcast, like this is what you're 

going to get. Like I would be like, oh, okay, cool. And I 

wouldn't, like, I wouldn't have to question like what it is 

and then being annoyed, like I'm clicking on an ad and 
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immediately, it doesn't even click to say like "see more" it 

just says "sign up" right there. 

Emily:  So the wording and the imagery, it's not clear enough to 

like explain what it is? 

MP1:  Yeah. It's like, it's not telling me exactly what I'm getting 

from this. Like I, it is trying to, it says "my boss thinks I'm 

smart." I'm not. And so it's like, okay, so you're telling like 

their audience that like they can be stupid and like fake it I 

guess? Like I don't know that there's, but yeah, it just 

doesn't like tell me what it is. 

Emily:  Okay. All right. Let's look at one more. 

MP1:  Here's one for VRBO. 

Emily:  Okay. What about this ad catches your attention? 

MP1:  Um, the fact that it's got stuff that I've like searched for in 

the past. It's condos in Osage Beach and I'm willing to bet 

like if I checked the dates it would be around the 4th of 

July weekend cause me and a bunch of my friends are like 

planning a trip there and like I've done research and like 

looked up like Osage beach, like house or Condo or 

something like that. 

Emily:  Okay. So it's based on your browsing history, search 

history. 

MP1:  Yeah. 

Emily:  So like how does that make you feel when you know that 

you've looked that up and then now you're seeing it on 

Facebook? 

MP1:  Honestly for like a while. Like it was weird and the, but 

then it was like when you started just talking stuff and then 

it started coming up and then there's been points where like, 

I won't even realize, I won't even say anything. I'll just like 

think something or whatever. And then it's just like there. 

And I'm like, okay, that's weird. And at that point it was 

just like, I mean I'm assuming like somebody has all my 

data somewhere and it's like... it's whatever. It's like I'm 

already a slave to it all at this point. But I mean, does it 

bother me that like their using, does that annoy me? I think 
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yes and no. It doesn't like, the idea of like digital privacy to 

me is a fallacy in the first place. So like thinking that 

something you put out there is going to be private to you 

someone's going to have that somewhere I guess I've 

always thought and so to me it's more like, targeted ads, 

while annoying, they have increased like the consumer 

experience for people and like, and while people think it's 

like driving capitalism and driving consumerism on them, 

it's like well if you can provide something of value that is 

targeted to someone and like increases whatever, I think it 

makes sense. So I guess it doesn't really annoy me at all 

just because like it makes it easier for me to find stuff. Like 

I have booked Airbnb's or VRBO's off of stuff like this 

before, just because I saw it and was like, oh, let me check 

the dates and if it was available. 

Emily:  So would you say that in the past, it has increased the 

consumer experience for you? Just because it's like helped 

you? 

MP1:  Yeah. And that's from someone who's like, I like 

understand my privacy is somewhere else. So it's like, for 

me, it just makes it easier. And like I already, I guess I've 

already come to terms with that. It's like, yeah, it's 

increased my experience. Like it's made it a lot easier to 

like find stuff. 

Emily:  Okay. So you can go ahead and stop the screen recording 

and then I'll have you send that to me at the end. Um, okay. 

And we just have a few more questions. So just in general, 

what comes to mind when you think of ads on Facebook? 

MP1:  Honestly, the first thing that comes to mind is that I think 

of those ads where it's like your name and it's like on a tee 

shirt or whatever. It's like "you wouldn't get it, it's a 

whatever thing." 

Emily:  I don't know, I know what you're talking about but I don't 

think that's ever come up for me before. 

MP1:  Oh I got, I remember one day like a couple months ago I 

got like four in a row. All different companies offering like 

differently like designed shirts, but like all just saying like 

"MP1". 
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Emily:  Oh my gosh. Okay. So out of the ones that you just looked 

at, which ones, which ads that you saw, which ones would 

you say were like specifically targeted to you? Probably the 

Airbnb one, or VRBO. 

MP1:  Yeah, the VRBO one, the ESPN one. And I think the, I 

even think like the newsletter, the daily newsletter one 

would have been cause like I follow stuff like that and it's 

like probably going for the same market as some of those, 

but I just didn't like the ad itself I guess. 

Emily:  Okay. Did you think that any weren't targeted to you at all? 

I guess the Ring one. 

MP1:  The Ring one yeah, cause that I think was just like 

geographic. 

Emily:  So you kind of touched on this a little bit, but how do you 

feel when one's like not targeted to you at all? Like it 

doesn't relate whatsoever? 

MP1:  I just don't even pay attention to it. 

Emily:  Okay. You just keep scrolling? 

MP1:  Yeah. 

Emily:  Um, were there any out of the ones you just saw that you 

would consider helpful? 

MP1:  The VRBO one honestly. 

Emily:  Okay. And then, so thinking about any ad, not just one of 

the ones that you looked at, what would you consider to be 

a relevant ad in that like maybe it helps you with 

something, you know, tells you something you didn't know, 

something along those lines. 

MP1:  Umm like what medium or just like one I can think of? 

Emily:  Um, it doesn't, I mean, yeah, just one you can think of. 

MP1:  Oh, uh. 

Emily:  It can kind of be anything. 
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MP1:  I think one that sort of defines what it's going to do for you. 

I guess. Like instead of talking like that Bud Light thing 

just came on about the corn syrup. Like, it doesn't make me 

want to buy Bud Light, it just makes me wonder why they 

cared about that. But then if like those other ones that like 

there's stuff like this and it's like it shows what it will do 

like for you. So it's like focusing on the value of it for the 

person who's buying it. 

Emily:  So like an ad that focuses on the benefit to the consumer? 

MP1:  Mmhm. 

Emily:  Okay. And then what companies or industries do you enjoy 

seeing ads from? 

Emily:  Think like on Facebook, I guess. 

MP1:  Enjoy I guess like, uh. 

Emily:  Maybe not enjoy, maybe like you don't mind seeing? 

MP1:  No, no, no, I know what you're saying. Um movies and 

like, uh, yeah, like movies, music, like the media and things 

like that. Entertainment, things that like, or like certain 

news ones that'll come across where they'll use like a story, 

but then it's also an ad toward, you can like link to sign up 

or something. 

Emily:  Okay. And then are there any ads or are there any 

companies or industries that you don't like seeing ads from? 

MP1:  Umm. Politics like during the election and everything, just 

because you get inundated with them. 

Emily:  It's just that there's so many of them? 

MP1:  Yeah. It's like all you see on like everything. 

Emily:  Okay. And then how would you describe your feelings just 

toward online advertising in general? 

MP1:  Umm. I guess it's just like a necessary evil. 

Emily:  Okay. Explain that a little bit. 
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MP1:  I guess it's just, it makes sense that that's where it was 

gonna go. Like when people moved to cities, that's when 

billboards got created and then when more people moved, 

that's when like bus ads got created. And it's just like when 

people moved to the Internet, like I think just online ads, 

we're obviously going to be a part of that. 

Emily:  So as advertising has evolved... 

MP1:  Yeah. I think it's, yeah, I think it's just like, it's always 

going to be there. Like advertising is always going to be a 

part of like where people are at. 

Emily:  Okay. That's a good point. Okay, well that's the last 

question. 

 

MP2 

Emily:  And then you won't be required to post anything. Okay. 

First I'm gonna Start by asking you a few questions about 

just like Facebook and how you use it. So, um, first just, I 

mean, I know you, but tell me a little bit about yourself. So 

like you could talk about your job, what you like to do and 

stuff like that.  

MP2:  My name is MP2. I’m 28. I work at a large healthcare IT 

company in Kansas City. I use social media occasionally 

and that's it. 

Emily:  Okay. Kinda goes into my next question, so how would you 

describe your social media use? 

MP2:  Oh, my cat has a very prolific Instagram. I use that a lot. I 

browse Facebook and Instagram and Twitter for news, but I 

don't post that much. 

Emily:  Uh huh, and then you might have to look this up, but how 

many Facebook friends do you have?  

MP2:  Probably sub 500. Uh, 823. 

Emily:  And then, around how long have you had a Facebook 

account for? 

MP2:  Um, since like probably 2008, 2009. 
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Emily:  Okay. And then what is your primary motivation for using 

Facebook? 

MP2:  Uh, to keep in touch with people who don't live near me. 

Who I don't see.  

Emily:  So how many times a week would you say you access it or 

if it's more than... 

MP2:  Probably everyday.  

Emily:  Multiple times a day?  

MP2:  Yeah.  

Emily:  How many? Like if you had to guess.  

MP2:  Oh, like two or three.   

Emily:  Um, and then what device do you usually access Facebook 

with?  

MP2:  iPhone.  

Emily:  And then where are you usually at when you access 

Facebook? 

MP2:  Um, probably work.  

Emily:  And then what do you like about Facebook? 

MP2:  Um. I like pictures, groups, Facebook groups.  

Emily:  And then what do you not like about Facebook? 

MP2:  Oh, probably a lot of the way the algorithms determine 

whose posts show up on my feed.  

Emily:  In terms of like friends posts?  

MP2:  Yeah. Like why they...why certain people’s things show up 

when I’m like, I don't want to see this. And why I miss 

some things until like 10 hours later. Just, just randomly 

determined by when I check it. 
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Emily:  Yeah. Okay. So now we're going to ask the next portion. 

Um, so what I'm going to have you use your phone for this. 

And so what I'm going to have you do is if you go, open up 

your, sorry, I'm going to .. do you have the screen recording 

feature on your phone? So how you add it is you go to um, 

settings and then control center. 

Emily:  And then go to customize controls and then add the screen 

recording. Okay, let's add it. Okay. Now swipe up from the 

bottom of the screen, or how do you get to your, yeah, 

yeah. So then press, hold the, hold the icon and then like hit 

microphone on and then hit start recording. This is 

basically just a way to be able to look at what ads are 

looking at like as you're talking about them. So next we'll 

have you go to Facebook. Okay. So what I want you to do 

is like basically every five ads you'll see an ad. So it, which 

is we'll say sponsored. So, um, I want you to like, just 

scroll through like you normally would and kind of like 

think aloud as you see each sponsored ad and like kind of 

tell me about it. And I'll ask you some questions about it 

too.  

MP2:  So edmunds.com cars.  

Emily:  Well, go back up, so why do you think you're seeing this 

ad? Or like, tell me a little bit about this. 

MP2:  Cause I like cars and I browse for cars all the time.  

Emily:  Okay. Um, so is seeing that helpful?  

MP2:  Uh, yes, this is definitely what the algorithm should be 

showing me based on my browsing history. 

Emily:  Okay. So you like that then?  

MP2:  Sure.  

Emily:  Yeah. Okay. So then you keep going to the next one. 

MP2:  A real estate ad, so that would be helpful for me. I was 

browsing, looking at houses. I just bought a house. 

Emily:  Okay. So that makes sense. 

MP2:  Edmunds again. More cars. Uh, an Infinity ad.  
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Emily:  What do you think... like the Infinity ad compared to the 

Edmunds one, how would you compare them? Like do you 

like this one better? The other one better? 

MP2:  Um, I feel like the Edmunds is probably more targeted for 

used cars, but I have like four friends here that like infinity, 

so they're probably just targeting me. 

Emily:  In terms of like imagery and wording of the ad...how do 

those compare? 

MP2:  Um this one is just a new SUV, QX 80. And the uh, 

Edmunds is just a used car selection, so I’d probably be 

more likely to scroll through that. Then Amazon.com 

Emily:  Awesome. Okay. What, um, what three words would you 

use to describe this ad? 

MP2:  Um, just uh, it looks like some similar stuff that I've 

browsed recently on my phone, so it's pretty targeted to 

what I was looking at, like house stuff, lighting, these 

brackets that I just bought on Amazon, something similar 

like that. 

Emily:  Do you ever find that you like ads like this or like comment 

on them? Do you ever interact with them in any way 

besides just like looking at them and scrolling through? 

MP2:  Yeah, probably like the used car ones I probably have 

clicked on before.  

Emily:  What makes you click on it?  

MP2:  Because I love cars and I want to see how much money 

they're asking for the value.  

Emily:  Okay. So it's more like an information thing?  

MP2:  Yeah. I’m not allowed to buy anymore used cars. 

Emily:  Okay. And then let's look through, let's do two more.  

MP2:  Uh, Land Rover. So I got a Land Rover ad because I do a 

lot of browsing on Land Rover in the past, and recently 

because Shannon has a Land Rover. So it's targeted to me 

and it's targeted towards her car. Actually the Valar.  
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Emily  What do you, what do you think about the wording that's in 

the ad? 

MP2:  Here it says “you'll find incredible offers on select Land 

Rover vehicles now, through April 1st”. Um, it sounds 

good. I mean it's a good looking Yan, has some nice 

pictures of the Oak, Volare, Discoveries. Good pictures and 

has some sound.  

Emily:  Cool, and then one more. 

MP2:  Yeah, it's a wayfair.com.  

Emily:  Why do you think you’re seeing this? 

MP2:  Cause I probably have browsed Wayfair recently. 

Emily:  Okay. So a lot of it stems back to like previous browsing 

history? 

MP2:  Yeah. Yeah.  

Emily:  Is there anything, is there any ads that you've looked at just 

now that weren't based on your browsing history do you 

think? 

MP2:  I guess Infinity. I don't think I've ever browsed for that. 

Emily:  Um, so now go back to the, you can end the screen 

recording, just by swiping down, and then I'm going to 

have you email the video to me. We'll do that at the end 

though. And I have a few more questions.  

Emily:  Okay. So this is the third and final portion of the study. 

Um, so this is just in general, but like what comes in mind.. 

What comes to mind when you think about advertisements 

on Facebook? 

MP2:  Oh, you know, cookies.  

Emily:  Cookies. Okay. What about cookies?  

MP2:  The targeted advertising is based on what you've been 

browsing for, so like, if you browse something, sometimes 

people even say like, even if you think about it, get an ad 

for it. 
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Emily:  Um, do you think there, are there any certain brands that 

stuck out as being like particularly memorable or 

interesting to you? Just out of the ones that you looked at?  

MP2:  No.  

Emily:  Okay. And then we kind of talked about this, but did you, I 

can kind of guess your answer, but you just speculate that 

any advertisements were targeted to you?  

MP2:  Yes. All of them. 

Emily:  How does it make you feel when one's targeted specifically 

to you versus when it's not at all? 

MP2:  It’s fine. 

MP2:  It’s probably better that they're targeted for me, but I mean 

it is marketing. Don't feel one way about it.  

Emily:   So you don't really care, whether it is or isn't it?  

MP2:  No, I think it's, uh, uh, it's just, um, I guess it's kind of 

creepy. That you don't have any like privacy, but you can 

just turn on privacy mode.  

Emily:  Yeah, that's true. Do you do that often?  

MP2:  Yeah, I read Bloomberg and uh, it has a paper subscription 

so I just use prior to the browsing, so I don't have to pay for 

it . 

Emily:  Is it like incognito or whatever?  

MP2:   Yeah 

Emily:  Um, so what about when you see an ad and it's like, it has 

nothing to do with you? Like they completely got it wrong 

or it's just completely irrelevant? 

MP2:  Um, I'm probably more likely to ignore it.  

Emily:  Um, out of the ones that we looked at just a second ago, 

which ones would you consider helpful to you? 

MP2:  Oh, probably like Amazon.. pretty helpful. Like Wayfair  
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Emily:  Why is it helpful? 

MP2:  Probably because I bought stuff that's similar to that and so 

they tried to show me stuff that's similar to what I just 

bought.  

Emily:  Yeah. Okay. So thinking about any ads, not necessarily 

ones that you saw during this study, but, um, what would 

you consider a relevant ad? 

MP2:  I think irrelevant advertising is something that..there are 

two things. One, you're trying to build brand awareness. So 

it's like a new thing. You want to let everybody know that 

like they changed it or it's like new, new product. Or it's 

like you could do like a, something like a continuous, like 

awareness campaign where it's like “Pepsi is better than 

Coke”. It's like everyone knows this, they’re just reminding 

you about .. which is why companies like that advertise. 

Why would you advertise when everyone knows your 

product or anything? It’s to remind you.  Subconsciously. 

Emily:  Okay, that’s interesting. So that was relevant, what would 

you consider a helpful ad? 

MP2:  Um, probably like an ad that's like informing you of a 

change in a product or like that they've updated. 

Emily:  That's a good point. Thinking about any ads that you see, 

what companies do you really, or brands, do you enjoy 

seeing advertisements from?  

MP2:   Um, I don't know. Coke ads are pretty good. Like, um, I 

think all the Geico commercials are funny, but I'm still not 

going to like buy the product. It's not kuje helpful. Okay. 

So like, I dunno. I'm not really, I don't really enjoy too 

many advertisements I guess. I guess more like maybe like 

a, like on the Internet they have like podcasts or TV shows 

or like sponsored, like I would say that's more enjoyable to 

like helping out people that are making the content.  

Emily:  Gotcha. Like whenever they stop and say “a quick word 

from our sponsor” that type of thing? 

MP2:  Yeah. Shoutout to whatever company that is making this 

video.  
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Emily:  So knowing that Facebook does use your personal 

information to serve you ads, how does that make you feel?  

MP2:   It’s fine.  

Emily:  You don't really care that much? 

MP2:   No 

Emily:  And then so next question would be, does knowing this 

make you consider changing the way you use Facebook?  

MP2:   Not really. Just don’t put too much personal information 

out there. 

Emily:  Do you feel like you put less personal information on 

Facebook? Like to prevent that? 

MP2:   Yeah probably. Don't put anything that you're afraid that 

it's, gonna be looked badly cause it's never gonna go away.  

Emily:  Yeah, that's true. And then last question, how would you 

describe your feelings toward online advertising? Just in 

general.  

MP2:  Questionably effective.  

Emily:  Okay. Elaborate on that. 

MP2:   I mean, I don't know what, uh, I mean maybe it's aligning 

more cause I mean, one, it's like outreach. Like how many 

eyeballs you can get on your ad. Like you might get, you 

might get more eyeballs on it, but like how much actual 

engagement are you getting from people? You might be 

able to get more, um, like targeted ads on the Internet, 

which is really what you want, than like a TV ad, so I think 

that's good. But like a lot of the like banner ads and pop 

ups, that's like old thinking. I would say more like the 

targeted marketing is probably pretty good.  

Emily:  Okay, that was the study. I'm going to have you just email 

me that video, or you can text it to me. I think it should 

show up just in your photos. 

MP3 
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Emily:  Okay. So, and you have your phone with you, right? 

MP3:  Yeah. 

Emily:  Okay. So we'll start with a few questions here. Okay. So 

first, um, go ahead and just tell me a little bit about yourself 

and um, what you do, stuff like that. 

MP3:  Okay. I'm MP3. Um, I'm an account coordinator at DH 

Pace. I started there in January. First real job out of school. 

Um, been married for a year. I don't know, live in KC MO. 

That's pretty cool. 

Emily:  What are some things that you and your wife like to do for 

fun? 

MP3:  Definitely like going out and trying new places to eat. 

Kinda like drinking to. 

Emily:  What places do you guys go out to? 

MP3:  Um, we actually went to the Brooksider which is just two 

spots down right there last night. 

Emily:  Is it the Brookside...what's it called? 

MP3:  It's just called The Brooksider. 

Emily:  Oh, cool. I've never heard of that. 

MP3:  Yeah. It's the coolest spot. Um, just random happy hour 

places really. 

Emily:  Yeah. Happy hour is huge. Um, okay. How would you 

describe your social media use? 

MP3:  Moderate. 

Emily:  Moderate? 

MP3:  Yeah, like, I don't necessarily love social media, but I think 

it's entertaining. 

Emily:  Wait, isn't one of your names like Moderate MP3 or 

something? 



 

 184 

MP3:  Yeah, that's my Instagram handle. I didn't even think about 

that, that's really funny. Yeah, I didn't even think about 

that. But yeah, I don't love it, but I feel like it's kind of a 

necessary evil, like you kind of have to have it nowadays to 

survive almost. 

Emily:  Yeah. What, like social media accounts are you on right 

now? 

MP3:  Twitter, Instagram, Facebook. That's pretty much it. I 

deleted Snapchat like a year ago. 

Emily:  Okay. And um, which one would you say is like your 

favorite? Or, which one do you use the most? 

MP3:  Ooh, probably Twitter, just cause of sports. It's just really 

funny live reacting to sport stuff. 

Emily:  Yeah, I like Twitter a lot. 

MP3:  And there's just funny people. 

Emily:  Okay. So you might have to pull out your phone for this, 

but how many Facebook friends do you have? 

MP3:  No idea. 

Emily:  Yeah, If you asked me the same question, I don't think I 

would know off the top of my head. 

MP3:  I had to guess, like a thousand or something, but I deleted 

some not too long ago. Do I just scroll to the bottom? 

Emily:  I think it might be in 'About' maybe. 

MP3:  Okay 

Emily:  I'm not sure. 

MP3:  See about yourself? 

Emily:  If you can't find it and just want to roughly guess that'd be 

fine. 

MP3:  I'm gonna guess a thousand. 
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Emily:  Okay. And then same with this, roughly, how long have 

you.. 

MP3:  Oh here it is. 1,139. 

Emily:  Pretty close. And then I don't know if this is on the same 

page, but how long have you had a Facebook account for? 

Or if you can’t find it, just roughly is fine. 

MP3:  I think like 2006 or seven, so. 

Emily:  Oh man. 

MP3:  Yeah, I was one of the OG's. 

Emily:  You got on the Facebook train early. 

MP3:  I know. 

Emily:  I don't think I had an account until like 2009. 

MP3:  I wish I didn't. I had to go and delete all my old posts cause 

they were just embarrassing. 

Emily:  That's how my little sister is now. She's 10 and she's like on 

Instagram, and she's totally going to look back in a few 

years and just regret it. 

MP3:  Oh no. 

Emily:  Um, okay. So what's your primary motivation for using 

Facebook? 

MP3:  Keeping in contact with friends and family. And like just 

kind of seeing what's going on with their lives. Especially 

cause I don't have any family that lives nearby, so it's kind 

of nice to see little things without having to talk on the 

phone every day. Yeah. 

Emily:  Um, so how many times per week or per day would you 

say you get on and check it? 

MP3:  Facebook? Probably like three times a day. 

Emily:  Um, and then where are you usually at when you're 

checking Facebook, like home, work? 
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MP3:  In bed in the morning and before I go to bed, pretty much. 

Emily:  So like to start the day and end it type thing? 

MP3:  Yeah, pretty much. 

Emily:  And then, um, what device do you usually access it with? 

Like is it usually on your phone? 

MP3:  Almost always my phone. Occasionally I would do it on 

my laptop, but that's only if I'm doing like other stuff on my 

laptop. 

Emily:  Yeah. Uh, and then what do you like about Facebook? 

MP3:  Ooh, well Facebook's been kind of interesting recently, so 

that's a tough question. Um, I think that I like how you can 

be kind of open minded on there, but then they got a little 

out of control with the last election, but yeah. And it's just 

cool you can kind of see people's true colors and, like some 

people are definitely way more introverted and they can use 

social media or Facebook to express themselves. Yeah. 

Emily:  Um, and then so to reverse that, what do you dislike about 

Facebook? 

MP3:  Definitely the fake news stuff of just like spreading false 

information. 

Emily:  So do you find a lot of news on Facebook or do you find 

yourself... 

MP3:  No. Well, I see it and if it sounds like it's not real, then I'll 

usually look at the source or Google to make sure. But I 

don't rely on that. I see it, come across it. 

Emily:  But you do use Facebook as a source, like not necessarily a 

starting place, but you're interested in what comes up? 

MP3:  Yeah. 

Emily:  Okay. Cool. And then, okay, so now we're gonna move into 

the, it's called the "think aloud" portion, so what I'm gonna 

have you do is get out your phone if that's okay. 

MP3:  Yeah. 
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Emily:  And then, so um, I don't know if you have the screen 

recording thing on, but swipe up and go to, okay. So go to 

your settings, actually. 

MP3:  Okay. 

Emily:  Um, and then yeah, settings and then you'll go to Control 

Center. 

Emily:  And then do Customize Controls and then add the screen 

recording one. It's like, I think it's a red circle. Yeah. Add 

that. 

MP3:  Okay. 

Emily:  And then, um, now swipe up. Yeah. So hold that down. 

And then turn the microphone on and then hit start 

recording. Cool. Now you can close out of there and I'm 

gonna have you open up Facebook after that. 

MP3:  Alright. 

Emily:  Okay, so what I'm gonna have you do now is I want you to 

tell me about the Facebook ads that you see. So basically 

all of these are going to be labeled and it's gonna say 

sponsored. 

MP3:  Yeah. 

Emily:  I'm sure you know this already.... 

MP3:  So scroll through until I see that? 

Emily:  But yeah, you'll see them every five posts. So, I want you 

to just focus on sponsored ones. Um, and I'll, I would like 

you to like react to them, like talk about them as you're 

looking at them and I'll ask you a few questions too. 

MP3:  Okay. Uh, first one I see is Microsoft. It's, I think it's the 

one where they help the kid make a thing where he plays 

video games. It's lighthearted and cool. Don't really use 

Microsoft very often, but yeah, it's cool. 

MP3:  Resident Evil 2, a video game. I don't play video games, so 

it's interesting that this came up for me. But I remember 
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one of my friends talking about this game near me like a 

couple of days ago, which is freaky. 

Emily:  So you've never purchased anything similar? 

MP3:  No. Yeah, I don't really have time for games anymore. 

MP3:  The Athletic, it's a sports thing I've definitely visited, like 

thought about signing up for them before. 

Emily:  Okay. What is it? 

MP3:  It's basically a subscription based sports thing where you 

pay like a little bit to get content, pretty much. It's like the 

big new sports thing. 

Emily:  So, thinking about just a second ago when you stopped on 

that, what aspects of it like catch your attention if you were 

just scrolling through? 

MP3:  Um, it's just talking about a mock draft. So, I mean I'm 

interested in the NFL draft, so I'm like, ooh, I want to click 

on that, but then I know they're behind a paywall. But if I 

didn't know, I probably would just naturally click on it and 

then realize I have to pay to join it. 

Emily:  Okay. Cool. Go ahead and go to the next one. 

MP3:  There's some weird content on here. And then Game Time. 

Again, I like sports, so advertising tickets. 

Emily:  Do you think this is, is this helpful to you at all? 

MP3:  Yeah. Um, I've thought about trying this out before 

actually. Like I've never actually clicked on the link, but 

I'm like, oh, that seems like a cool idea of buying it last 

minute. But then I'm not the last minute type of person, so. 

Emily:  That's true. So do you think you'd be, you could be 

convinced to use it? 

MP3:  Probably, I could be convinced to download it and look it 

up for sure. 

Emily:  Okay. 
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MP3:  Yeah. 

MP3:  Some weird content on here. Let's see, I'm not seeing 

anything. 

Emily:  Look for the word sponsored. 

MP3:  Yeah. Yeah. I'm not seeing anything anymore. 

Emily:  Hm. Keep going. Wait, was that one? 

MP3:  No, it was just a fundraiser. 

Emily:  Do you have any ad blockers or anything on by chance? 

MP3:  No, I don't think so. 

Emily:  Hm. Let's try and keep going. Wait, that's not one. 

MP3:  Yeah, it just like kind of stopped after a while. 

Emily:  Interesting. That's so weird, I've never seen that happen 

before. Um, maybe try closing out and like refreshing? 

MP3:  Microsoft. 

Emily:  Is that the same one as before? 

MP3:  Yeah. 

Emily:  Maybe. You know how you can close out of an app and 

swipe it up? 

MP3:  Force close? 

Emily:  Maybe try that. 

MP3:  Yeah. 

MP3:  Um, something about Marvel, Cinematic Universe. 

Emily:  Okay, now what do you think of this one? How does this 

one make you feel? 

MP3:  I mean it's interesting because they have a new movie 

coming out I think. So I might be like, oh hell, what order 
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am I supposed to watch it if I decide to watch it? Yeah. It 

catches my eye because everything's in ruin behind him. 

Emily:  So is it the picture that catches your eye then? 

MP3:  Yeah. For sure. 

MP3:  Here we go. Okay, this one is weird to me. I think it only is 

on here because it knows I'm married. The "my name" 

necklace, I would never buy this personally, but yeah. 

Emily:  So what do you think about like the wording of this one 

specifically? Even if it's not something you're interested in. 

MP3:  I think that it's definitely targeted to men to um, kind of get 

a last minute easy gift cause you can just buy it right here, 

like in one click. 

Emily:  So easy in terms of like, do you think it's related to like 

Valentine's Day or something? 

MP3:  Yeah, definitely. Definitely Valentine's Day and definitely 

convenience. I mean it's says "surprise her with the perfect 

personalized gift." Yeah. 

Emily:  Okay. Let's look at like two more. 

MP3:  Here's another similar thing to The Athletic. It's um, 24/7 

Sports. It's, they basically cover like football recruiting and 

I've been on their website every now and then, but they 

have like a free version and a subscription based stuff too. 

Emily:  Um, what three words would you use to describe this one? 

MP3:  Intriguing? Umm, interesting, and eye catching, even 

though that's two words together. But yeah. 

Emily:  Yeah. Okay cool, go ahead and go to the next one. 

MP3:  I've never scrolled this far on Facebook. Uh, 22 words? 

This kind of looks like one of those things where you just 

buy random, somewhat cheap stuff, but somewhat cool, 

like novelty stuff. These things always catch my eye 

because it's like, ooh, what is that? Especially the ones 

where you can like swipe through and look at the different 

pictures. 
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Emily:  So it catches your eye because it's like the product that 

you're interested in? 

MP3:  Yeah. It's just like random stuff that I'm like, I have no idea 

what that is, but it's only 98 cents. What is it? How's it so 

cool? Yeah. 

Emily:  So is it helpful when the price is like on the thing, or is it 

when you have to click on it? 

MP3:  I think so. Um, some of them they have the price on there. 

Emily:  Gotcha. Okay, cool. So now you can go ahead and just 

swipe up from the bottom of the screen and hit like stop 

recording. And it should automatically save to your photos 

and then I'll have you email that to me at the end. Okay, 

and then a few more questions for you and then we'll be 

done. So looks like we're doing good on time. Okay. So 

thinking about, just in general, what comes to mind when 

you think about advertisements on Facebook? 

MP3:  Um, that they're listening. That's the first thing that comes 

to mind. 

Emily:  Okay. Tell me more about that. 

MP3:  I mean, you just hear it all the time, but it really does seem 

like you talk about something and then the next day, or an 

hour later, it pops up on there. 

Emily:  I know, yeah. It's so weird. 

MP3:  Like I get it if it's like I search for something on a different 

APP, I get that, but it just freaks me out sometimes how it 

just pops up. 

Emily:  Yeah. Um, so I think this will be an easy question, but, so 

during that think aloud portion, did you speculate that any 

advertisements were targeted to you? 

MP3:  Definitely. 

Emily:  Okay, which ones? 
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MP3:  The sports ones for sure. I think the, whatever necklace one 

too, just because it knows I'm married by looking at my 

info. I think that's the only reason that one popped up there. 

Emily:  So how does it feel knowing that, thinking that they do 

know about your information? 

MP3:  Yeah, I think it's kind of become something that we've kind 

of accepted, which isn't necessarily right. I think it makes 

me a little uncomfortable when I think about it, but that's 

the thing, I don't really think about it too much. It's just 

kind of something we've accepted. 

Emily:  Yeah. That's a good point. Um, so thinking about, I guess, 

kind of the necklace one, which was kind of targeted to 

you, but maybe not specifically for you. So how does, just 

in general, thinking about stuff like that, um, how does it 

feel when something is not targeted to you at all? 

MP3:  Uh, It doesn't really affect me, I just kind of scroll past. I'm 

like eh, whatever. Or sometimes I'm like, why would they 

think this, like comes to me? Where did they get that? 

Emily:  Yeah. Um, now out of the ones that you just looked at, 

would you consider any of those helpful? 

MP3:  Um, in what way? Informative? 

Emily:  Um, I guess just like it's useful to you in some way, like 

tells you something you didn't know. 

MP3:  Probably the sports ones, just because it is something I 

would consider signing up for. So it's just like, I guess a 

reminder of the content they give you, type of stuff. Yeah. 

Emily:  Yeah. Um, and then so thinking about any ad, not just the 

ones that you saw just now, what would you consider a 

relevant advertisement? 

MP3:  Irrelevant? 

Emily:  A relevant ad. 

MP3:  A relevant advertisement. Um, that's an interesting 

question. 
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Emily:  And it doesn't have to be online, it could be like TV, or 

anything. 

MP3:  Oh, okay. Sports stuff then, or movies, like film. Yeah. 

Emily:  Now, why do you consider that more relevant?  

MP3:  I think that's just my general interest and yeah. 

Emily:  So I don't know if this would differ that much, but, so that 

would be an example of an ad that's relevant to you. What 

about an ad that's helpful to you? 

MP3:  Um, I guess if there was news that was informative, that 

would be helpful. Um, in theory, those gift, Valentine's Day 

gift ideas could be helpful. But yeah, that just specific one I 

saw wasn't. 

Emily:  So, you kind of talked about sports ones just a second ago, 

but what companies do you enjoy seeing advertisements 

from? Could be general or it could be like specific brands 

that come to mind. 

MP3:  Um, probably just sports ones cause they pique my eye and 

are interesting, and they, they almost always have 

something that's "hot-takey" that makes you want to see 

what they're saying. 

Emily:  Now is it more like ESPN type stuff and articles, or is it 

more like, um, gear? 

MP3:  More like articles. 

Emily:  What's your favorite sport? What's the most interesting to 

you? 

MP3:  Probably the NBA, just because it's funny. 

Emily:  Yeah. Um, and then so, are there any companies that come 

to mind that you don't like seeing their ads? Or again, it 

could just be like a general type. 

MP3:  Yeah. Um, I mean those, I don't know the name of the 

company, but they're basically like trying to get you to 

cheat on your spouse. Those ads are really dumb. 
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Emily:  What? 

MP3:  There's like a whole website that's dedicated to it. I don't 

know what it's called, but yeah. 

Emily:  Oh my gosh, that's so weird. 

MP3:  Yeah. It's really weird. It's like "don't get caught." Yeah. It's 

like I don't want this popping up. 

Emily:  That's really random, I've never seen that before. 

MP3:  Yeah, it's weird. 

Emily:  Maybe they just target married people. 

MP3:  I think they do. 

Emily:  Um, okay. So it sounds like you already know this, but 

Facebook uses your personal information to serve you 

those ads. So again, you kind of talked about this earlier, 

but how does that make you feel knowing that they're using 

your profile information? 

MP3:  I think it's kind of annoying and irresponsible of them, too. 

Emily:  Okay, why responsible? 

MP3:  It's, they don't really have an option to have an account 

without them giving away your information. So it's kinda 

like, if you're with us, we sell your information, or you're 

going to get these ads targeted towards you. There's no in 

between. 

Emily:  Would that ever make you change the way you use 

Facebook or like consider not using Facebook? 

MP3:  Yeah, I've considered not using it before. I think the only 

reason I do is because my wife likes it when I post about 

her. Or my family likes to see me post stuff every now and 

then. I barely ever post anymore, like maybe once a month 

or less. 

Emily:  So when you were considering not using it anymore, what 

was the main reason for that? 
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MP3:  It just got boring, and I got too many ads, too, honestly. 

Like it just felt like I had to watch a trailer essentially to 

look at content. 

Emily:  Mmhm. So last question here, how would you describe 

your feelings towards online advertising in general? So not 

just Facebook. 

MP3:  Targeted. And kind of aggressive too. I feel like they're not 

really hiding anymore that they know exactly what you're 

doing on your computer. I could look up a t-shirt for a band 

one day, then for the next month, every day I'm going to 

see that banner on somewhere advertising that. 

Emily:  That's so true. Okay cool, well that is all my questions. 

ML1 

 

Emily:  Um, so first I'm gonna have you introduce yourself and tell 

me a little bit about yourself. 

ML1:  My name is ML1, I went to Fort Zumwalt High School in 

St. Peters Missouri. Um, then I went over to, um, I went to 

college, I went to Missouri State University out in 

Springfield, Missouri. Um, I graduated this past May with a 

bachelor's degree, in science and entertainment 

management. Um, kind of when I first got to college, I 

wasn't exactly sure obviously what I wanted to do, kind of 

like a woulda lot of people. Um, I originally was doing 

athletic training. I knew I wanted to be around sports 

though most of my life. And then, uh, around sophomore 

year I decided to switch over and I went to the business 

side of sports and that's when I got my degree in 

entertainment management. Um, I've loved it ever since. 

Uh, great classes, great teachers, things like that. Um 

Emily:  So what do you do now then? 

ML1:  Oh, right now I work at UPS. I'm a package handler. I'm a 

package handler with them. Um unload like a lot of 

different types of trailers and stuff like that at a warehouse 

and stuff out in Earth City, um, I'm doing that right now in 

hopes of hopefully moving up, working my way up and 

getting more in the corporate side of things. And hopefully 

doing either sales or some sort of management with that. 
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Emily:  There's a lot of stuff in Earth City out there. There is a ton 

of like, I guess like warehouses. 

ML1:  I actually had a interview this past Monday with them and 

it's going pretty well. So now and hopefully if I do get the 

job it would be with a senior administrative assistant with 

sales. So I hope that I get that and um, fingers crossed 

Emily:  So, okay a lot of this is going to be about social media. So 

how would you describe your social media? 

ML1:  Uh I would say, might not be the best thing but, I'm on it 

quite frequently. I'd say generally when I'm on social 

media, I don't really make too many, specifically with 

Twitter, I don't make too many tweets. I usually like 

favorite and we retweet a lot of things. A lot of the things 

I'm favoriting or retweeting, I'm usually doing a lot of uh 

sports type things with that and things like that. Uh, I'll 

make tweets every so often but I generally just kind of get 

on, kind of see what's going on in the world. See what's up 

with friends if they're far away and things like that and kind 

of get on, you know, that with Facebook as well. And 

snapchat, I'd say I'm on there quite frequently. It's one of 

the things I do a lot. I check a lot and stuff like that. But 

um. 

Emily:  What's your like go-to social media? 

ML1:  That's kinda, I'd say it's between definitely between Twitter 

and Snapchat. 

Emily:  Do you have a Facebook then? 

ML1:  Yeah I have a Facebook as well. That's probably my, one of 

my least things I get on, but I still like when I'm checking 

Twitter and Snapchat I always will go to Facebook as well 

and check that. So I'd say Snapchat or Twitter. 

Emily:  Okay. So if you had to guess, around how many Facebook 

friends do you have? 

ML1:  Right now? 

Emily:  Or you can look if you want to. 

ML1:  Yeah, let me just look. 
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Emily:  If you just go on your home page I think it's like the second 

thing. 

ML1:  Friends. I am at. Friends. I'm at 1,356 

Emily:  Okay. And then around how long have you had a Facebook 

account for? 

ML1:  Definitely I'd say four or five years. Three, four, five years. 

Emily:  Okay. And then so you said you use Twitter and snapchat 

more, but why you still have Facebook? Or what do you 

use it for really? 

ML1:  I use Facebook probably to just, more of like family related 

type things. Just kind of check, catch up on family. See 

how they're doing, I have a lot of family that's from 

different places, you know, around the world. So it's a good 

way to keep up with them. They'll send you stuff, you 

know, simple happy birthdays, how are you doing, things 

like that. Um, like I said, I have a lot of friends and stuff 

like that on there as well that I keep up with. But I see a lot 

of family things and a lot, a lot of time I get a lot of like 

posts, uh, like they'll tag me in a lot of things as well, like 

family, et Cetera, friends, and so I kind of get on there just 

to check a lot of things. 

ML1:  Once again, often, I don't make too many like posts on 

Facebook as well, unless it's something like more about the 

business side of things, professional side of things like 

graduating. When I graduated from school, you know, you 

put a picture up with that, or stuff like that. 

Emily:  So whenever you do it's more to to update people? 

ML1:  Yeah, exactly. 

Emily:  And then how often would you say you check Facebook? 

ML1:  I'd say I check it daily. 

Emily:  Would you say more than once a day? 

ML1:  Yeah, definitely. 
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Emily:  And then is it usually on your phone or computer that you 

check? 

ML1:  Usually on my phone with like all three of the social 

medias. I rarely ever get on the computer, like occasionally 

laptop, but usually phone. 

Emily:  Okay. And then where are you usually at whenever you're 

looking at it? Is it like work? Home? 

ML1:  At home. 

Emily:  Um, and then what do you like about Facebook? 

ML1:  Uh just kinda like how organized it is. I feel like it's pretty 

uh kind of speaks for itself. You kind of, I guess you could 

say if you're new to Facebook I feel like it wouldn't be 

terribly too hard for you to get the hang of things because 

of, like I said, the structure, of it, the organization is pretty 

well, pretty well done so you kind of know where to go 

right off the bat. 

Emily:  Yeah. That makes sense. And then so, to reverse that, what 

do you not like about Facebook? 

ML1:  That's a good question actually. I haven't really thought 

about that. Maybe... 

Emily:  Like, what's the first thing that came to mind when I asked 

you that question? 

ML1:  I haven't really, maybe sometimes, like when they change 

things up, like certain placements of uh, where exactly 

things are, you know how you'll always have those updates 

and stuff like that. And just kind of adjusting to it, where 

everything is and stuff like that. 

Emily:  Yeah that makes sense. I'd agree with that. 

Emily:  Okay. So I'm going to have you log in to your Facebook 

account on Connor's computer right here. And then what 

we will do is basically it's just going to be like a screen 

grab. 

Emily:  Okay. And so what I'm gonna do is basically like a screen 

recording. So like it's just, I can see the ads that like are 



 

 199 

coming up in here and what you're thinking about them at 

the same time. 

Emily:  Okay cool. So I'm basically going to have you scroll 

through Facebook and I'm gonna have you look at 

sponsored ads and so those will show up like every five 

posts basically. And so I'll kinda have you kind of like talk 

through them and I'll ask you a few questions. Okay. So 

you can go ahead and start whenever. 

ML1:  Go to where? 

Emily:  So just like scroll down and you'll see. So like that'd be the 

first one cause it says sponsored. Okay. What do you think 

about this ad? Do you watch Shameless? 

ML1:  I do watch Shameless. I've actually seen like pretty much 

everything up to, up to date. Good show by the way. 

Emily:  So what do you think about like an ad coming up like this? 

ML1:  Uh, I definitely feel like it's, I feel like it's well thought out. 

I mean that's pretty much the main character, I'd say. One 

thing I definitely like about it is how it says obviously 

where it's going to be showed on, Showtime. So if anybody 

that hasn't seen this show yet or you're, like I said, is 

wanting to get into something like this, they'll know exactly 

where to go. So that leaves that, um, less, it'd be less stress 

on that person that's trying to, you know, kind of get a part 

of the, be a part of something like this. Um, so it says like 

where it's going to be at. I like that. Obviously it says 

Shameless in the top left, so you know what show you're 

gonna be watching. And I feel like a lot of people, even if 

like for example, I know who it is cause I've watched all of 

it, but if somebody is new to this for, I feel like that's like 

one of the main characters. So they'll definitely see this 

person throughout, like obviously every episode, and they'll 

uh, kind of get accustomed who she is and stuff like that. 

So I mean, I just feel like it's a pretty good ad or whatever 

you want to call it because it pretty much hits everything. 

Like the name of the show, uh, just where it's going to be at 

on TV and it's, I'd say it's probably one of the main 

characters. So, if you don't know her, you'll definitely know 

her as time goes on. So yeah. 
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Emily:  That was a perfect explanation. Okay, cool. I'm going to 

have you, let's look through a couple more. So just look for 

the word sponsored, kind of like that last one. This would 

be one. 

Emily:  So, I guess what do you think of this ad, or like what about 

this catches your attention? 

ML1:  Uh, I really, I'm not really necessarily skeptical. I'm, I'm 

just kinda curious on, well, first off, it's a mens trainer suit. 

So obviously with that you're going to put it on, you can, 

you put that as the first thing you put on, you put clothes 

over that, you burn a sweat within that suit, which makes 

you skinnier. 

Emily:  Is this like while you're working out or just like... 

ML1:  You can wear, you can wear this to work, you can wear this 

anywhere. I was a little curious at first when I saw this, uh, 

earlier on, when I got on to Facebook a few days ago and I 

was just like, does this really work? Like it would have to 

be some sort of long term, like I dunno, I feel like it would 

just wouldn't take a week or so for this to actually happen. 

ML1:  So I mean, I like the idea. I like how like the sweat, like it's 

all like trapped within that suit. So obviously if you're, if 

you put something like that on, you go to work or 

something like that, you're not going to be sweating like 

repulsively all over the place. 

Emily:  Um, so what makes you like skeptical about it, I guess? 

ML1:  I guess maybe just like, I don't really know the time span of 

like how long this actually works, but I want to say like 

exactly, well this is what this really, is this really a 

efficient, yeah, like how do I say this? Does this really 

work in a short period of time? I don't really know exactly 

the timeframe they say that this will work and you'll 

actually start seeing the development of like abs or a better 

type of body. 

Emily:  So like the details kinda? 

ML1:  Maybe I'd say more of like the details like, well, like I said, 

just I want to see like, yeah, just more detailed I'd say. But I 

like the idea still at the same time, like it seems pretty, 
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pretty easy to do. Just you know you have to just buy this 

training suit or whatever you call it. Put it on and kind of 

keeps the sweat within the body suit and I like it because 

not only, a lot of people probably get their first impression 

of, oh, okay, I can only use this for a workout, but that's not 

the case. You can use this for work, any type of thing. 

Emily:  So you like how the images show that it's not just exclusive 

to working out? 

ML1:  Exactly. 

Emily:  Okay, cool. Um, and then go ahead and go to the next one. 

ML1:  Maybe this one? 

Emily:  Yes. Okay. So what do you think about the imagery of this 

ad? 

ML1:  Oh, I like it. Um, pretty well done. Once again, uh 

Doordash. I kinda got I guess a little story, or whatever. 

Uh, I just kinda got uh, I didn't always know about 

Doordash but I downloaded the app the other day on my 

phone. It's, I feel like it's one of the most like, I love it. I 

love the idea to it. Especially on days like where you, 

where say the weather is bad. That's honestly when I'm ever 

going to get something like this. I love the fact that they'll 

come to you and, you know, you know, when it comes like 

roads and stuff like that. Like I said, if the weather's bad, 

you don't have to worry about, you know, really necessarily 

putting yourself in harm's danger and stuff like that to go 

get food. 

ML1:  I like how obviously you know, Doordash, it gives you a 

little bit more of the breakdown, how it goes about it. And 

also kind of like how, just how like the guy, he has, he's 

holding that his hand is kind of showing you that he's on 

his way to deliver something. 

Emily:  Okay. So it shows how it works? 

ML1:  Yeah. Basically just kind of, I like how it shows how it 

works. 

Emily:  Have you ever used Doordash before? 
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ML1:  Yeah, like I said, I downloaded the app, uh, maybe a few 

weeks ago or so, a little under a month. And, uh, I used it 

one time to get food and it was pretty efficient. They got 

here, the weather wasn't the greatest and they got here as 

soon as they could, but the food was still pretty hot, uh, 

tasted well. 

Emily:  So would you use it again? 

ML1:  I would absolutely use it again. 

Emily:  Cool. Okay. Let's look at a few more. 

Emily:  Okay. So Hello Fresh. Um, let's see. Do you think this, 

well, I guess first of all, have you ever like purchased 

something or like... 

ML1:  I actually really don't know anything about this, uh, from 

just looking at the picture, it makes me hungry. 

Emily:  Okay. So, would this ad ever convince you to like look 

more into it or like... 

ML1:  Definitely. I would, I'm always pretty curious on like, if I 

don't know something, I always wanna at least get a general 

idea of what it's about and stuff like that. But, um, I'd 

definitely look more into it. Not saying I'd probably want to 

invest my time into or just, you know, invest more into it. 

But I would definitely give it a thought to look into it at 

least and see what the, I guess this ad's all about. But like I 

said, I've never heard about it, but it looks kind of...it 

catches my eye. 

Emily:  Um, now is it the picture, like this is the food that catches 

your eye? 

ML1:  Definitely would say it's the picture. I'd definitely say it's, 

it's appealing. Um, I also noticed that this says get $80 off. 

So, I mean who, I mean it kind of speaks for itself, we all 

want to try to get the cheapest things possible sometimes, 

save us some money. So I mean the, and it's in white too as 

well, so it kind of catches my eye. 

Emily:  So would you say this is helpful then? 

ML1:  I'd definitely say it's helpful. 
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Emily:  Alright. And then keep going. 

Emily:  Okay. So Ballpark Village. Um, alright, so what do you 

think about the wording of this advertisement? Just any text 

that's part of this ad. 

ML1:  I like it. I mean most of the text I feel like are done through 

black. If they want to like kind of appeal more to the eye, 

they could probably do a, maybe a different color so it can 

stand off more. Okay. I mean, I'm from Saint Louis. I know 

what Ballpark Village is, big fan of it. Whoever hasn't been 

there, I'd definitely say you should try that out a few times. 

Uh Saint Patty's Day bar crawl, I mean, I've heard of it, 

never been. Uh, from the picture right here, the girl looks 

super happy, so it seems like she's having a good time. So I 

feel like it's a decent advertisement, obviously, if 

somebody's happy, you know, and it looks like they're 

enjoying themselves, you're gonna want to at least give it a 

try or see what it's all about. 

Emily:  Do you think seeing this would make you consider looking 

into Ballpark Village for St Patrick's Day? 

ML1:  Yeah definitely. Definitely when I see that there's $15 

tickets available. So, I feel like the price is helpful as well. 

It's also more appealing to the eye, so, 

Emily:  Let's see, let's do something different with this one. So 

what three words would you use to describe this ad? 

ML1:  Colorful and organized and catchy. 

Emily:  Okay. And what is this for? 

ML1:  Uh, Vodoo? So I'm guessing, I've heard of it. I don't think 

I've ever really used this before, but I guess it's just like, 

just basically Vodoo is a movie type of thing where you 

can watch a lot of movies and stuff like that. Uh, it says 

thousands of hit movies free. 

Emily:  Yeah. Yeah. Nice. All right, so let's stop this and then I 

have a few more questions for you. 

Emily:  Um, so just in general, what comes to mind when you think 

of advertisements on Facebook? 
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ML1:  Uh I'd say for the most part they're pretty well done. I 

mean, advertisements are gonna be, I mean they're going to 

try to make it appealing to the eye the best way they can, I 

mean, so that people can be willing to like, you know, as 

you're just scrolling through, they'll stop and hopefully look 

at their ad. So, I mean, I just say advertisement seem to be 

appealing to the eye. 

Emily:  Yeah. Um, out of the ones that we just looked at, did you 

think that any were specifically targeted to you? 

ML1:  I would definitely say a few were, I mean, I said they're 

targeted to me enough to where I want to at least see what 

it's all about and kind of dig more into certain ads. 

Emily:  Okay. Um, so how does it make you feel when every one is 

targeted to you as opposed to maybe one that's not at all or 

it doesn't feel like it is? 

ML1:  Oh, it makes me feel, makes me feel good. It makes me feel 

like, uh, you know, they're just reaching out to a wide 

variety of audiences. 

Emily:  Do you think it's helpful to see stuff that maybe you didn't 

know about? 

ML1:  Oh, absolutely. I mean you can always learn more about 

something to better yourself and whatever aspect that is. So 

no, I mean, yeah, definitely. Yeah. 

Emily:  And then, um, so I guess just thinking about any ad, not 

just the ones that, one of the ones we looked at, what would 

you consider a relevant ad to be? Like in the way that it, 

maybe teaches you something you didn't know or. 

ML1:  Obviously the ads and we looked at? 

Emily:  Sure. Yeah. Or just any. Could be either. 

ML1:  Uh, so pretty much like an ad that's more appealing to me? 

Emily:  Mmhm. 

ML1:  I mean, I'm a big sports guy, so just, I mean, I like any type 

of sports ad. That definitely catches my attention more than 

others. Uh, so I mean, some of the other ads we kind of 
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looked at and when it came to like the, you know, Saint 

Patty's day and you look at the prices and you see that it's, 

you know, within your price range and you know, that, you 

know, if, especially if around that area, you know, you 

might, it's just a lot of different things. I'd say more sports 

ads are more attractive to me, but pretty much as a whole, I 

like how they did the ads just simply because of, um, just 

the wording and things like that. 

Emily:  Um, so you said you like seeing ads from sports, like 

centered around sports. Are there any, is there anything that 

you like, don't like seeing ads from? Or industries, I guess, 

even? Like some people have said, like "I don't like seeing 

news come up on my timeline." 

ML1:  I guess you could maybe say that. I don't really know of a 

negative one, but I wouldn't say news is necessarily 

negative because it informs you of a lot of things. I could 

say I could probably get better watching certain things like 

that and catching up, or just looking at certain ads. It kind 

of keeps me up to date and you know, what's going on. I 

mean I wouldn't say it's necessarily something I don't like 

seeing, but at the end of the day, I feel like the media 

sometimes kind of portrays, you know, not the best images 

of certain things. It kind of depends on how you look at it. 

So I mean it's, I don't know, maybe, I guess the news, cause 

like honestly, I feel like a lot of people really wouldn't want 

to see ads and stuff like that. They want to see something, 

you know, more of like there like something more of their 

interest as in like food, design, sports, et cetera. But I guess 

that, I mean I don't really know that one off the top of my 

head, but I'd have to kind of get more ads. I'd have to see 

more ads to kind of make that. I don't know. 

Emily:  Yeah, that makes sense. Um, and then so how would you 

just describe your feelings towards online advertising in 

general? 

ML1:  Uh, overall I'd say they do a pretty good job. Sometimes 

uh, it's pretty organized for the most part. I feel like 

generally they get, they catch a lot of people's, um, 

attention and they get a lot of people's attention no matter, 

you know, no matter who that person might be, they could, 

like, they tried to reach out to the different types of 

audiences. I like that as a whole instead of just kinda of 

sticking to, you know, one specific thing. It's kind of good 
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to reach out to multiple people and kind of hopefully get 

their fill in certain things and yeah. 

Emily:  Yeah. Cool. Okay. Well that's it. Thank you so much. 

ML2 

Emily:  Okay, cool. So, to start, I'm just going to have you 

introduce yourself, and just tell me a little bit about what 

you do. 

ML2:  Um, yeah, my name is ML2. Um, I am a sales 

representative. I work for Adidas America out of Portland, 

Oregon. And yeah, I'm just, uh, I'm, I'm a field agent, sales, 

uh, representative and I just go to places like your Finish 

Line, your Foot Locker, your Dick's Sporting Goods, and 

just make sure that the stores look good, that the products 

are selling well, and yeah. 

Emily:  Cool. How would you describe your social media use? 

ML2:  Um, so that's actually funny because that's another part of 

my job. Um, I post for work so that my followers see it. 

Um, and uh, so a lot of times it's like the Adidas stuff and 

things like that. Um, besides Instagram and Twitter, I don't 

really use my... I guess Youtube, Youtube has turned into a 

social media. Um, I guess what I'm saying is like I don't 

really use Facebook as much as I used to. I still have a 

Facebook.  

Emily:  So does Adidas require you? Do they just require you to 

post on Instagram and Twitter? 

ML2:  Um, so it's really a choice. Um, they share with us that like 

Instagram is a higher profile for our target audience, or you 

know, Facebook isn't necessarily the group that we're 

supposed to be targeting our products to. Um, so Instagram 

is like the number one...Twitter, then, probably Facebook.  

Emily:  Okay. I'm going to have you pull up Facebook because my 

next question is how many Facebook friends do you have? 

ML2:  So without looking am I supposed to guess? 

Emily:  Yeah, let's see. Let's see if you can guess right.  
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ML2:  Uh, I would say I, I feel like I just went through like a 

Facebook friend purge not too long ago, weirdly enough, 

but I still can't guess, maybe 800 friends. Okay. All right. 

Um, oh 845.  

Emily:  Okay. And then, I don't know if it says this on your profile 

or if you just want to do like a rough guess, but how long 

have you had a Facebook account for? 

ML2:  Um, I got Facebook when I was probably in fifth grade. 

Emily:  Fifth grade! No way. Was Facebook even invented in fifth 

grade? 

ML2:  2006, because Spencer was still at home.  

Emily:   Oh, because you have an older brother. 

ML2:  Yeah, and he, and he was actually like, you know, it's time 

to upgrade from MySpace. I remember that. And it was 

like, get a Facebook, MySpace is kind of a thing of the 

past. That was crazy to me at the time.  

Emily:   Did you ever have MySpace? 

ML2:  I did, I did have MySpace. Um, yeah that was an interesting 

time for social media. You could get like music to play on 

your, it was like you like customize your wall and like you 

had top friends. And that was so weird. 

Emily:  I actually never had a MySpace. I just went straight to 

Facebook. All right. And then, so you touched on this a 

little bit, but what's your primary motivation for using 

Facebook? 

ML2:  Um, probably to like let my family know what I'm up to 

because like, all my grandparents have Facebook now. All 

my aunts and uncles have Facebook. And so this, when I, 

um, obviously, yeah, obviously I want to still post stuff for 

Adidas and things like that and get to like my younger 

friends. But it's really more about like letting my 

grandparents know what's going on in my life.  

Emily:  I like it. And then how many times per day would you say 

you check Facebook? Or how many times per week? 
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ML2:  Yeah. Probably like three or four times a week maybe. Um, 

I have my notifications for Facebook turned off actually, so 

I don't know.  

Emily:  That's good to know. Why did you turn them off? 

ML2:  This is gonna sound so mean. I didn't love the birthday 

thing, because like it would pop up like a notification just 

for birthdays and it's like every day I know it's going to be, 

I have 850 or 45 friends. It's obviously gonna be someone's 

birthday like every day. Um, so I don't know, I just got 

tired of like always getting weird notifications about that. I 

didn't really love how, um, when you get a friend request it, 

they send us a notification. It's like so and so wants to be 

your friend and you have to like, I dunno, it's just like 

clutter. Like I'll check it at some point. So, it's just because 

I don't use it as much. 

Emily:  Yeah, that makes sense.  

ML2:  It makes it feel cluttered.  

Emily:  Yeah. So when you do go on Facebook, do you usually 

check it with your phone or laptop? 

ML2:  That's a good question actually. I mean, it's both. I feel like 

when I'm doing office work, this is the weird thing about 

Facebook and even LinkedIn actually too, um, like when 

I'm working in the office or something, I kind of, you 

know, get off on a site, you know, just looking at 

something. Um, I'll pull up Facebook on my computer, but 

when I first wake up and I think, hey, I haven't checked 

Facebook in a while, I'll use my phone. So like, I guess 

what I'm saying is I really only use it on computers during 

office hours. So I mean, when I have it out. I would never 

pull my laptop out just to check Facebook.  

Emily:  Okay. So if you're doing other stuff, you’ll open a tab?.  

ML2:  Yeah.  

Emily  Okay. And then where are you usually at when you are 

looking at Facebook? 

ML2:  I mean, in bed. 
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Emily:  Even if it’s on your laptop too? 

ML2:  Yeah.  

ML2:  It's usually like when I'm really, really bored...it’s like the 

only thing left to do. 

Emily:  Yeah. So what do you like about Facebook? 

ML2:  Um, I think I like more, like the perks of Facebook. Like, 

um, like, for instance, when you're meeting someone new 

and you go to their profile to see if you have mutual 

friends. I would say that’s pretty nice. Um, a, a lot of times 

at work I'll meet new people and it's so funny. Like they'll 

know Johnson or, you know, and then I can connect that 

way.  

Emily:   Through mutual friends? 

ML2:   Yeah, through mutual friends. Instagram has mutual 

followers, but like mutual friends on Facebook is different I 

think because, I don't know how to word this...People put 

just about anything out on Instagram, but like you're not 

going to see the same content on Facebook. It's going to be 

more like “PG” cause their parents probably look at it or 

um, you know... 

Emily:  People are more selective? 

ML2:  Yeah, they're more selective. 

Emily:  And then to reverse that, what do you not like about 

Facebook? 

ML2:  Umm, that's a great question... 

Emily:  I guess maybe think about why you use Instagram more.  

ML2:  Yeah, I think, yeah, I mean it's just that Facebook is just 

kind of fallen...It's hard to say it's fallen off, because I feel 

like it's still thriving. I don't really know. But like with the 

people, like that I know like my aunts, my uncles, the older 

people in my life, like still creating profiles, I'm sure 

Facebook is still thriving. But for our age group, I just think 

it's.. like, I check my Instagram probably 10 times as much 

as I check my Facebook.  
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Emily:   Yeah, I think that's a good point. I would agree with that. 

ML2:  Just, and I think most kids or middle aged people are like, 

yeah. 

Emily:  Cool. Okay. So I'm going to have to go back to Zoom for a 

sec. It's going to be this, record video screen share. Okay. 

Wait, here we go. 

Emily:  Sweet. Okay, so go to your timeline or sorry, go to your 

“Home”. Okay. So basically the reason I'm doing this is 

just so I can like, connect what you're saying to what ads 

you're like, looking at. 

ML2:  Yeah. Real quick, notice four notifications that I had 

unchecked.  

Emily:  When was the last time you checked it? 

ML2:  Uh, probably two days ago. That's pretty wild to think. I 

used to always be on Facebook.  

Emily:  Alright, so I'm going to have you look at sponsored ads. So 

basically like that is the first one. Uh, well so the ones in 

your feed. So they'll come up like every five posts. And I'll 

ask you some questions, kinda just tell me your initial, first 

thoughts. 

ML2:  So this first one is something that I follow on Instagram, so 

I follow them. Um, it's a track club and they make like 

running clothes. So I followed them on Instagram because I 

like their products, and you can just buy them straight from 

Instagram.  

Emily:  Have you ever bought anything from them before?  

ML2:  Not Tracksmith, but I have bought from like apps that I 

follow before. Okay. Um, which is something that I don't 

do on Facebook but.. 

Emily:  Interesting. So why are you more likely to buy on 

Instagram as opposed through an ad, on as opposed to 

Facebook through an ad? 

ML2:  I think... Okay. So there's two parts to that, because when 

you follow a brand, you can see like their really cool photos 
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and things. Um, and like that stuff you're not going to see 

just through like sales, you know, on, on a website, like 

Facebook, like you don't see the same photos. Um, so 

you're going to see like models wearing them a lot more 

often and you're gonna I dunno, I like that kind of content. 

Um, so like it was good for me to follow these kinds of 

brands. But, um, yeah, so that, and then, um, I just feel like 

when I'm, when I'm on Facebook, I'm on here for a reason 

and I'm not going to like, like I'm on here for a very short 

amount of time. I'm either checking my notifications, uh, 

doing something on the marketplace or like, that’s it really. 

I would never like click on this and look into it because I'm 

really just on here checking notifications or something.  

Emily:  Whereas Instagram, are you more open to seeing it because 

you're kind of like looking at everything? 

ML2:  I think so, yeah.  

Emily:  Okay. So I'm gonna have you go to the next one. Should 

be,  every like five posts. Scroll down. Just look for the 

word sponsored. 

Emily:  Okay. Tell me why you think you’re seeing this ad. 

ML2:  Okay. This is weird as hell. And I want to explain this real 

quick. This ad’s for baby clothes. I was buying them for a 

friend. This is weird as hell because I just shopped on 

Adidas yesterday. Bought that item too. 

Emily:  So, you bought both of those things? 

ML2:  Yeah. Yeah. 

Emily:  So how does it make you feel when you have already 

bought those two things, but you're still seeing an ad for 

both of them? 

ML2:  Um, it's, I would say annoying, because I don't, I don't 

necessarily mind, I mean, I don't have anything to hide. It's 

like I don't mind people knowing like my search history, 

what I'm looking at like, it's not, I mean, I could totally see 

where that would invade someone's privacy. It doesn't 

invade mine. So that's not really an issue. I think it's more 

of just an inconvenience. Like I know the only reason that 



 

 212 

popped up is because I looked at it and I don't want to look 

at it right now. I mean, I, you know what I'm saying?  

Emily:  Well, at the same time, it's like you already bought it. So 

it's like showing something different might be more 

valuable.  

ML2:  Most definitely. Yeah.  

Emily:  Okay. Um, all right. You can go ahead to the next one. 

Emily:  So what's this one? 

ML2:  I have no idea what that brand is. Um, but it's like a, it 

looks like a startup brand, which is a lot of the things that 

pop up on my Instagram feeds and my Facebook feeds. 

They’re startup brands. 

Emily:  Is there anything about this that catches your attention?  

ML2:  Yeah.  

Emily:  Do you think you would stop? Like, do you think you 

would look at this if you weren't.. 

ML2:  Actually I, I've looked at this on Instagram, but I've never 

looked at it on Facebook, but I have looked into it. So 

that's, now that I think about, I have seen that brand.  

Emily:  Okay. But again, is it something that is more appealing to 

look at and go to on Instagram, as opposed to through 

Facebook? 

ML2:  Yeah. Totally. 

Emily:  Okay. 

ML2:  That's funny. The format on Facebook is so much more 

different than Instagram, that I had thought I hadn't seen 

this before. And then I thought about it and I had. 

Emily  What’s like so different about it? 

ML2:  I guess just like in Instagram, it's the whole thing. 

Emily:  The whole screen? 
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ML2:  Right. On Facebook, I got other things going on over here 

and like, I dunno, I've got notifications over here and stuff. 

I don't know. I guess I'm just not quite as focused at that 

one small part of the screen.  

Emily:  I've never actually seen an ad like this before. What do you 

think about how it's like a carousel where there's multiple 

images, but there's also like multiple images within 

the...it’s almost like a video within the carousel.  

ML2:  The way this is done, I like it because this is actually 

something I would buy. Like I’ve bought from companies 

like this before, but like I don't mind seeing a lot of photos. 

Um, I don't mind it taking my time or anything. Like I see 

it on this mannequin and now I know I don't want it. Like 

things like that.  

Emily:  So seeing more pictures helps you evaluate the product?  

ML2:  Yeah, yeah. I don't, I don't see anything wrong with that. I 

like how it says the price. That gets me, cause I can just 

check out immediately.  

Emily:  Okay. Go ahead and go to the next one. 

ML2:  I mean this happens to me all the time. Shoes, it's just like, 

it's not necessarily always Adidas, it's just any kind of 

shoes. 

Emily:  Okay. 

Emily:  So do you think this is specifically targeted to you then? 

ML2:  Yeah, I mean for all of this, like system knows I like all the 

brands and everything and I like sneakers. They know I buy 

sneakers somehow.  

Emily:  Do you have to like them on Facebook just to know what's 

going on with the other brands? 

ML2:  No, I don't, I don't ever like anything other than the... Yeah. 

Um, yeah, I never do that.  

Emily:  It's just, maybe the category cause you're always searching 

for shoes? 
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ML2:  I think it's just like always athletic wear. And so like all of 

these other brands pop up too. 

Emily:  Gotcha. Okay. Keep going. 

ML2:  Haha. Okay. Pottery Barn. I don't ever look at Pottery Barn. 

I swear. Um, even though, I actually love a lot of the stuff 

there. No, the thing is though, I think maybe.. 

Emily:  Do you think this is helpful? Do you, would you consider 

this helpful at all? 

ML2:  I would. I'm weird. I would stop and look at the photos. 

Like even if I was scrolling through here, I would probably 

stop and look at some things. Yeah. Even though I don't, 

even though I know I'm not going to buy it. Like it's so 

interesting. 

Emily:  Is it almost just that it's so tempting because it's like you 

just want to see what's there and you want to see the 

pictures? 

ML2:  Yeah. I guess there is like a thought in my, in the back of 

my head that says, man, if I hit that one next button, I might 

see that couch that I couldn't live without. That's how they 

get you. Like they hide just a little part of the image so you 

keep going to find out what's next. But um, yeah, I dunno. 

It doesn't bother me that much.  

Emily:  Okay. All right. Go ahead and go to the next one.  

ML2:  Okay. This makes sense.  

Emily:  Okay. Why do you think you’re seeing this ad?  

ML2:  Uh, I just booked a Hotel with Hilton for Miami.  

Emily:  Is this the same hotel that you booked? 

ML2:  No, it's not, but I did look at that one.  

Emily:  Okay, so based on your search history?  

ML2:  Yeah. 

Emily:  Okay. Keep going. 
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ML2:  Okay. Wallet. Wallet ads always pop up and I don't know. 

I've looked at leather phone cases before and most of these 

companies sell those too. So I think maybe that's why I'm 

seeing like I’ve never bought anything from them, I just 

looked at their page. 

Emily:  Would this ad or any of the wallet ads that you've seen, 

would it ever convince you to like maybe consider, or buy, 

I mean, even if you're looking at phone cases, would you 

ever consider a wallet? 

ML2:  Oh yeah. That happens to me all the time. Like I always go 

looking in for something else and I see that and it's 

completely opposite of what I needed. Yeah, I've done that 

before a lot. 

Emily:  Okay. Um, all right. Let's look at a few more. 

ML2:  Okay. Nike. See, like another... 

Emily:  All right. For this one, I'm gonna have you do something 

different. What three words would you use to describe this 

one? 

ML2:  Um, okay. Yoga. Meditation. Looks like they're all football 

players. That kind of strikes me too, like it's showing that 

men can do yoga too. 

Emily:  Okay. So even though this is a Nike ad, is there anything 

appealing about this ad? 

ML2:  So, okay, so I will say sometimes, oops, I did not mean to 

do that. I'm going to have tons of Nike ads now. So I will 

say sometimes when I'm scrolling through, like I'll see 

some sweatpants, like these sweatpants and I'm like, Dang, 

I would totally wear those if I could because those look 

super comfortable. Okay. So again, but I wouldn't, yeah, I 

mean it works though. Like I see a product and I'm like, 

man, I wish I could have that. So I mean it is doing its job I 

suppose. 

Emily:  Do you ever find yourself like engaging, whether it's like 

clicking on it, liking it? Um, I don't know. Even 

commenting on it, sharing it, even just clicking on it to 

open it. Do you ever find yourself doing that with any ads 

that you see on Facebook? 
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ML2:  Yeah. Oh, on Facebook? 

Emily:  Well, do Facebook first, but then if there's any other.. 

ML2:  Okay. So Facebook, not near as much, probably just 

because I'm not on Facebook, not like near as much. So 

that's probably why. But on Instagram, yes. Like, I'm very 

tempted to like not necessarily click on the ad to go buy the 

products, I'm more tempted to like click on their profile and 

look at the rest of their brand. 

Emily:  Okay. Now that's more so on Instagram, less Facebook?  

ML2:  Yes.  

Emily:  Okay. All right. Let's look at one more. And then for this 

next one I want you to focus on like the wording. So yeah. 

What do you think of the wording? 

ML2:  It's very, it gets to the point, I can tell because like you can 

read that quick, claim your skin, buy it here, you know, 

click that. Um, I can tell they're not trying to waste time 

here. Even says “Hurry, they're almost sold out”. So like, 

yeah. I mean... 

Emily:  Like they're not trying to waste your time in terms of... 

ML2:  Right. They don't want me to lose my interest it seems like 

cause it's so short. 

Emily:  Cool. Okay. So you can go ahead and hit stop share up at 

the red part and then wait, maybe it's...Or you could 

actually hit end meeting and oh yeah. End meeting and then 

end meeting for all. And then I think that should save to 

your desktop. 

Emily:  And I’ll have you send that to me at the end. Okay. Few 

more questions for you.  

ML2:  Got It.  

Emily:  Okay. So in general, what comes to mind when you think 

of ads on Facebook? 

ML2:  Umm, honestly tricky sometimes. I would say tricky, 

because sometimes they look like something that I would 
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want, but I know I don't need. So they're very, I don't know. 

Um, I wouldn't say they're annoying because sometimes I 

do click on them and I like to see the products and stuff. I 

like it. So I'm not saying annoying...like I don't really want 

to say they're annoying because they aren't all annoying. 

And I'm sure there is like one that I'm like, alright, I don’t 

need to see that anymore. But yeah, honestly I like, I like 

clicking on it because they trick me into wanting to look at 

it. 

Emily:  Okay. So what is it that like tricks you into, into wanting 

something? 

ML2:  Because, okay. So yeah, when I say tricky I say, I mean 

like, I see that duffle bag that I never really thought I 

wanted until I saw it here. So like I didn't, I didn't, I don't 

need these things, so they tricked me into like wanting it 

like, but like that is a cool bag. So. 

Emily:  I like it. Um, so, okay. So during the last portion, like the 

think aloud we just did, did you / which ones did you 

speculate we're targeted to you? 

ML2:  I thought they all were.  

Emily:  Okay.  

ML2:  And it all seemed to be because of like, my history of like 

online shopping. Cause like if we notice, there wasn't like 

any like gym membership ads, there wasn't any like.. it's 

because I like to online shop. It was all like online shopping 

stuff. 

Emily:  Right. So because you saw so many ads that were based on 

like your search history and online shopping, how do you 

feel when you see something that's like maybe not targeted 

to you at all or not based off your search history? 

ML2:  It actually makes me think like, I wonder why this is 

coming up on my feed because everything is so tailor-made 

to your preference, your search history, all that. It kind of 

makes you question when it’s not... 

Emily:  So, I guess, which do you like better? Do you like seeing 

things that maybe come up that are new or do you like 
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seeing things that are like pretty tailored to your 

preferences? 

ML2:  Um, I kind of like the way it is right now. I like, yeah, I like 

the way when I scroll through my feed that it pops up those 

things, because those are brands that I would have never 

known about without it. So it doesn't really bother me. 

Emily:  Okay. So thinking about out of the ones that you just saw, 

where there any that you would consider helpful? 

ML2:  Umm. No, I don't think they actually like help me, because 

you know, I don't get on Instagram thinking “today I'm 

going to scroll in to a new duffle bag I need”, you know, 

it's always something I don't need. So I wouldn't say it's 

helpful. I'd say it's more just like working. 

Emily:  Okay. And then what would you consider a relevant ad? 

ML2:  Umm. Anything Adidas would be relevant to my search 

history cause I’m on it so much and I'm typing the brand so 

much. And things like that.  

Emily:  I guess, relevant meaning like, to you in terms of maybe it's 

interesting, maybe tells you something you didn’t 

know..helps you in a way.  

ML2:  Oh, okay. I mean with the startup companies, I think that's 

relevant. I think that's relevant because it's something that I 

really started to like, enjoy buying from. 

Emily:   So like the startup like fashion companies, clothing 

companies? 

ML2:  Yeah. And it's always like a new one, it seems like, like 

they always have a different startup company with new 

ideas and stuff. So I actually do enjoy that.  

Emily:  Okay, so you like that because you might not have known 

about it, so it kind of helps it get to you? 

ML2:  Yeah. 

Emily:  Okay. So what companies do you enjoy seeing ads from? 
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ML2:  Weirdly enough, Adidas. And, um, just in case I miss 

something, you know, um. 

Emily:   Keeps you on your toes? 

ML2:  Right.  

Emily:  And it's probably, I mean, is it just because you work for 

them, you like seeing their stuff?  

ML2:  Yeah. Yeah. If there’s like a release date or something. 

That's why I have them email so much to me. I'm always 

signing up for emails and stuff, but, um, that's a whole 

nother thing though. Um, but yeah, I don't mind the Adidas 

and I don't mind the startup companies that I wouldn't have 

known about. 

Emily:  And then are there any companies that you don't like seeing 

ads from? 

Emily:  Or it could even be just industries, like... 

ML2:  Yeah, I think that's maybe something else. Uh, so like 

probably the, so like, like the entertainment industry, Cause 

I get some Netflix ones every now and then. Okay. So I'm 

not like a huge Netflix guy. I actually enjoy watching live 

TV. Um, so like when it always constantly pops up, that's, 

that is annoying because it's like I don't need to know 

what's on Netflix. Like I watch my five or six shows and, 

that's it. 

Emily:  It's like you're not open to it. Okay. Um, okay, so we kind 

of talked about this a little bit, but how do you feel just 

knowing that Facebook does use your search history and 

like some of your personal profile information to serve you 

ads? 

ML2:  Yeah. Um, it doesn't bother me because I just think like 

with our, because our social situation with like technology, 

nothing is private anymore. Um, so I mean, it really doesn't 

bother me. Like Amazon can probably listen to this whole 

interview because I have an Alexa in my living room. Like, 

it's just the way it is. Um, but yeah, no, so like, yeah, I just 

don't have anything to hide, so it doesn't bother me. It 

would totally bother my Dad though. [Age] 45 or older, 

maybe that would mess with them. 
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Emily:  Um, okay. So last question here, how would you describe 

your feelings toward online advertising in general? So not 

necessarily Facebook ads. So any digital ad. 

ML2:  Mmm, I guess I'm able to see it through a business lens, so 

I understand like when I see an Adidas one, I don't get 

upset. Even though I see that jacket all day at work, I see it, 

you know, but if that jacket pops up, that's totally fine 

because at the end of the day, it's doing that to other people 

too. And it's good for business. Um, the recreational me, 

when I just jump on when I have time. I might say 50, 50, 

sometimes annoying. Sometimes not. 

Emily:  Okay. Yeah, I like the idea that everyone else is seeing it 

too. Okay, cool. Well, I’ll have you email me that video. 

ML3 

 

Emily:  I know, right. People have, it's not a big deal. Kind of gives 

character like shows that I'm talking to a real person. Um, 

okay, cool. So that will be for like a second portion of the 

study. So we don't need that just yet, but just start, I'm 

going to have you tell me, I'm going to have you like 

introduce yourself and tell me a little bit about you and 

what you do. 

ML3:  Yeah, ML3. 24, Kansas City for two and a half years. I'm a 

consultant, at Cerner. Healthcare IT. Ah, I do patient portal. 

Uh, so I manage anywhere from one to 25 clients and 

answer emails all day and do web x's and demos and that 

kind of stuff. And in the off chance that like, I have spare 

time, I like playing video games and sleep a lot. Eat. Yeah. 

Emily:  Where are you from originally? 

ML3:  Spent the most time in Michigan. Yeah. So, uh, like that 

was like where I grew up in everything, uh, went to school 

in Michigan, lived in Michigan before Kansas City. So 

yeah. 

Emily:  And then how would you describe your social media use? 

ML3:  Uh, daily usage? Uh, it's... I go off and on in stints where I 

will delete all social media and then come back like a year 

later or whatever. Just like as a cleanse. 
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Emily:  What, which uh, apps have, you like deleted before? 

ML3:  Uh all of them. Facebook, Twitter, Instagram, snapchat, 

tumblr, linkedin, foursquare. Uh, I've, yeah, I've been on a 

ridiculous amount. 

Emily:  So why did you feel like, I guess in the past, why have you 

felt like you've needed a cleanse? 

ML3:  It just like it gets too much I think and especially like 

honestly. Okay. So like Facebook I keep for like family and 

like those friends that are far away. Instagram's like for 

memes and like car pictures and then Twitter's for more 

memes and like following like Donald Trump or 

something, you know like stupid stuff. And then like that's 

it. So like I'll just kind of sit there one day I was like, I don't 

need this and like delete it the next day. And then I come 

back like a couple of months later or something. 

Emily:  When you say delete, like you don't actually like delete 

your account do you? 

ML3:  I fully, I fully delete my account. 

Emily:  Oh, so do you have to like create a new account each time? 

ML3:  Yup, get all the followers back like all of it 

Emily:  Wow, okay. That's like commitment then. 

ML3:  Yeah. Yeah. I like full on like everyone always roasts me. 

Like I just got Twitter back a couple months ago and before 

like I had a Twitter account since like 2010 I think, or nine. 

And um, I don't know. At one point I had like 20,000 

followers, like whatever, kind of a big deal I guess. Right. 

And then just deleted it all and. Like right now I have like 

35 and I'm like, this is fine. Like I get more engagement out 

of that anyways. 

Emily:  So, okay. First question, how did you get 20,000 followers? 

Are you just a funny tweeter? 

ML3:  No, I'm really trash tweeter. That's the worst part. Yeah. 

Like yeah, just like consistent posting I think was like, 

honestly the biggest thing. And Yeah. Well actually like 
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Tumbler was the biggest, I had like 120,000 at one point. 

And then I like, yeah, I hit, I don't know, I hit like 28. 

ML3:  Let's see. I had, I had 100,000 for a while and then like 

over a course of like 10 days or something, I grew like 

20,000 and I wasn't doing anything differently. I was just 

like, I don't really like this anymore and just deleted it at 

all. And I was like, this is fine. 

Emily:  Okay. I had no idea that you had such a big social media 

past. 

ML3:  Yeah, I don't usually talk about it. Yeah. I don't really talk 

about it too much. 

Emily:  So what makes you like recreate your account whenever 

you are done with your cleanse? 

ML3:  Usually like I run out of good books to read. Yeah. Or like, 

I dunno like my friends will peer pressure me, we'll use the 

term, to like get back in. Like I wanna send you this meme. 

Like they get sick of texting it and stuff. Okay. So it's kind 

of like right now, like the big craze is like you have to 

follow the account to see the meme, like Barstool and stuff. 

ML3:  I'm like, I don't really want to do that, so I don't, but then 

like Barstool and like I think like chicks and one other, I 

follow like maximum five accounts at any given point for 

like, oh, like they, I couldn't see their content if not, so I 

like if I, I rotate and, and I don't know, I'm weird with that 

stuff. 

Emily:  Yeah. I've done that before. Like I'll follow it and then like 

two days later I like see all these random post and I'm like, 

yeah, I don't want to follow... 

ML3:  I mute a lot of stuff. I only get like DMs from people. 

Emily:  That's really smart. Um, okay. So how many, uh, I don't 

know if you want to either look or just do like a rough 

guess, but how many Facebook friends do you have? 

ML3:  Um, probably, uh, 600. 585. That's probably really close. 
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Emily:  Um, and then on average, another rough guess. How long 

have you had a Facebook account for? I guess excluding 

the, like deleting. 

ML3:  Facebook's been since 2010. Oh 596. Sorry, I was close. 

Emily:  Okay. That's pretty good. Um, so like on and off since 

2010. 

ML3:  Yeah. Facebook, I think I've only deleted like maybe once 

or twice. That one's always been pretty consistent. Yeah. 

Because like my mom would get upset and ground me or 

something. 

Emily:  So it's like a way to stay connected. 

ML3:  Yeah. 

Emily:  Okay. That's my next question actually. What's your 

primary motivation for using Facebook? 

ML3:  Family, like all the aunts and uncles, like not personally, 

but like my family wants to see what I'm doing and I don't 

really update it or anything. Like I think my last post was 

like sharing an onion article like three months ago. So it's. 

But they want, just that kind of have that like security that 

they can reach out to me cause like they don't have my cell 

number, like stuff like that, whatever. So. It helps them I 

guess. 

Emily:  Um, so how often would you say you like get on 

Facebook? Is it like a daily thing, a weekly thing? 

ML3:  Yeah daily is fair? Yeah, it's easy with the APP. 

Emily:  Um, if you had to guess, how many times per day would 

you say? 

ML3:  Um, Facebook's probably five times. Probably three to five. 

Emily:  And then whenever you're looking at it, are you usually on 

your phone or on your computer? 

ML3:  Phone. Yeah, Facebook on the computer is like once a year. 
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Emily:  Yeah. And then so whenever you are on Facebook, are you, 

where, are you usually at? So like work home? 

ML3:  Work, home, driving. The typical. 

Emily:  And then so what do you like about Facebook? 

ML3:  Facebook's uh nice because like you can see like, especially 

friends that you've had since like middle school or high 

school. Like you can see their progression as like an adult, 

which is cool. So it's like you can see, um, a lot of other 

people have like those posts of like pictures from when 

they were in middle school and then it's like having that 

kind of grow up and now there's this like functioning adult 

that's being successful. I think that's probably the best part 

that I like about it. 

Emily:  So just being able to keep in touch with people like through 

the years? 

ML3:  Right. 

Emily:  Yeah. So like to reverse that when you dislike about 

Facebook? 

ML3:  All of it. I hate Facebook. I'm not a proponent of Facebook. 

I think that, uh, well sorry, but I think that the suggested 

ads are terrible. I cleanse at least once a week. All of my ad 

preferences, all of my content, all of my privacy gets 

reviewed once a week. Like every Sunday. 

Emily:  How do you do that? Or like what do you? 

ML3:  Through the APP and then that would be, like I said once a 

year earlier, but probably once a month. I do it on the 

computer too because you can get like different settings on 

your computer compared to the APP. And I will go through 

that and get like more in depth. But I manage all my 

content preferences. Like I hide ads, like I mark them as 

spam or irrelevant. Like I don't want to see it. Honestly. I 

hate it. 

Emily:  I don't even think I knew you could do that. 

ML3:  It's really simple low key. 



 

 225 

Emily:  So it's different on your phone versus the computer? 

ML3:  That's what I've found. I think it does the same thing, but 

how it's laid out, it is like, it's different to like get to how to 

do it and stuff. So I just assume it's different. 

Emily:  Okay. I need to look into that.. So do you still see ads on 

Facebook then? 

ML3:  Yeah, totally. Yeah. 

Emily:  So how does that affect, I guess like when you do clear out 

your preferences, how does that change? 

ML3:  It'll, it'll take like a day and then it's like, okay, like ads are 

back kind of thing. And you'll start seeing them, like they'll 

slowly trickle in and then they'll just start going more and 

more. And you're like, all right. And then eventually like, 

it's every, you know, fifth post or whatever's an ad and 

you're like, let's cleanse again 

ML3:  So that's like after that week, like that week span, you're 

back to it and then are like cleanse. It'll be like all types of 

different ads. Like my ads just, I did it, let's say 

Wednesday, I did it Monday and like my ad preferences 

were like clothing, like cool kids like shoes, hats. And I 

was like, okay, like these are really generic ad preferences 

too like, usually it's like very specific like vans or like 

grapefruit or something like that. But it was just very 

generic. And I was like, I don't even know like what I've 

been looking at the last week that would constitute this 

search history or anything. But it was, it was weird this last 

week. 

Emily:  Interesting. I, like am learning from you. Cool. So now I'm 

gonna have you login to your Facebook. And then just go 

to your home page. And then, so go back to zoom for a sec 

and then hover over, host a meeting and then click with 

video on, um, and then, and then, hit, select go to like the 

share screen thing. Yeah. That green share screen. Go to 

record. Okay. Do you need audio with this or, um, yeah, 

audio would be good. Cool. Yeah. Join audio. Okay. Okay. 

I think so. Yeah. Let me turn that up just in case. Just 

always nervous. Cool. Okay. So I'm gonna have you, yeah. 

So just you can kind of scroll through your timeline and I'll 

have you stop on just like every sponsored ad that you see 
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or the ones that you find interesting. Um, and I'm going to 

have you just like think aloud as you see them and ask you 

some questions as you're going through. 

ML3:  Second Post Kelley blue book kind of cool because the 

founder of Kelley Blue Book went to my college. So that's 

kind of interesting that that would be the very first one that 

pops up. 

Emily:  Um, is there any reason you think you're like seeing that ad 

then? 

ML3:  My Facebook especially is like there's a lot of car stuff on it 

because it's from when I went to college and my college 

was like a private school, but it focused on the op like 

aftermarket automotive. Um, so like it would make sense 

also I've been thinking about shopping for a new car, so 

that probably ties into it. 

Emily:  Have you like actually looked and done searches for new 

cars yet or just like thinking about it? 

ML3:  Oh yeah, like built cars on the websites and stuff. Yeah, 

mostly that's like different though because so I'm not like 

on the computer, especially on not usually like logged in on 

Facebook and I only do that kind of stuff like on this 

computer and like I'm never logged in. So it's like weird 

that that kind of ad pops up regardless. 

Emily:  Okay. So tell me what you like or dislike about this ad. 

ML3:  This ad, I dunno. Like it doesn't really appeal to me. I like 

the, I like, I like hockey, but I'm not really going to go pay 

money to ESPN or whatever. Like I don't even know what 

it's doing. I'm not going to click it though. I don't know. 

Emily:  Would you be likely to click on it or keep scrolling? 

ML3:  Right past, yeah, it doesn't, it doesn't matter. I wouldn't 

even stop. Um, sometimes I do stop though, honestly that 

the most often that I stop is like to check out, what the 

comments are saying. If it's like a weird article or like a 

weird sponsored ad or something like here, like somebody 

shitting on the Blackhawks and I think that's hilarious. 

Sorry. It's so funny to me. So I'm like, oh, that's really 
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good. So like I'll have more like context with these 

comments than with the actual ad itself, 

Emily:  Would you ever comment on an ad? 

ML3:  No. Oh God, no. I don't like, I don't comment. No, there's 

no way. Like, not even on like most of my friends posts. I 

don't, no. 

Emily:  Do you ever click on any ads that you see on Facebook? 

ML3:  Every once in a while. Like, let's see, it was like two 

months ago. Um, I had been looking at, uh, some Cole 

Haan shoes and then they popped up on Facebook like, and 

it was from Cole Haan so I clicked it cause it said they had 

the clearance sales on certain ones and uh, it didn't work for 

me or whatever, but I was like, oh, like that's not bad. 

Emily:  Okay. All right, cool. Yeah, let's go through a couple more. 

ML3:  I get so many credit card ads. It's ridiculous. 

Emily:  Why do you think that is? 

ML3:  I just, in the last two years, I just started my credit journey 

and, uh, I've had like 11 accounts open, so yeah, no, no, I 

have five credit cards and it's basically just try to try to 

boost my history as quickly as possible. Yeah. So, um, 

yeah. 

Emily:  So like would something like this convince you to like, I 

mean, do you have American Express? 

ML3:  No, I don't. I have looked at American Express. More often 

with like credit cards specifically. I personally enjoy the, 

like the mail. And because I like seeing that like one piece 

of paper that breaks all of it down into the squares and it's 

like, this is your 0% intro APR, like this is, you know, your 

whatever, like et Cetera, et cetera. Like I like seeing that 

because those have to be like uniform. So it's like I can just 

look at that and then easily compare it to every other card 

and it's not biased or anything. Yeah. 

Emily:  Okay. 

Emily:  What about this ad catches your attention? 
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ML3:  So these are always say they're sponsored, but like I 

actually follow them so I don't know if they're sponsored or 

not. Um, which just out of context do you eight one six is 

really cool for KC. They offer like ticket giveaways and 

stuff to concerts and stuff? 

Emily:  Is it like a radio station or what is it? 

ML3:  No, it's literally like a website and like, like this one, like I 

would actually think about clicking, these like, I get emails 

on my phone, I actually clicked this one earlier. Um, and 

they, uh, like taking back Sunday just got pushed. This is 

for Hippie Sabotage, but like you can enter to win tickets, 

like buy tickets right from here, like up vote them like 

whatever, but I actually click these ones pretty often 

because uh, like I enter the shit out of these contests and 

stuff. 

Emily:  Ok so you're more likely to click on something maybe that 

could have like a benefit to you? 

ML3:  In this sense, yeah, if it's like the big sweepstakes, like 

probably not, but like localized sweepstakes I would for 

sure. Like these, yeah, like I've probably entered over the 

last two years. I've probably entered like 50 of these 

sweepstakes. Haven't won any, but that's fine. But I've also 

probably went to, I'd say like 10 or 15 shows that I wouldn't 

have known about without this site. 

Emily:  So it kinda shows you something you didn't know about? 

ML3:  Totally. 

Emily:  So does it bother you when you see like ads like this pop 

up? 

ML3:  Um, this one like not so much because like I'm not a fan of 

Hippie Sabotage, but if it was someone I was interested in, 

like I probably would interact with it or engage with it. Um, 

for the most part though, I'm still going to scroll past 

because I am on the email chain. So it's like I check out 

those more often because uh, it's a little bit better 

formatting just for my preferences, but yeah. 

Emily:  So it looks like you're seeing about every five, is that right 

or is it more than that? 
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ML3:  I think that seems about right. Yeah. Another car. Yeah. So 

it makes sense. 

Emily:  What is this for? Car and driver? 

ML3:  Um, yeah, it looks like, oh, so the last like month or so I've 

just been googling just like stupid stuff like, um, well I 

guess one was like top, top 10, like entry level luxury 

branded cars was probably one or like, uh, another one was 

like, um, like best boots for men or whatever. And then like 

the GQ pops up and just like, mostly when I'm just bored at 

work and not really doing anything. So that's most likely 

why this is here. But I probably wouldn't click on this 

because half the time I'm just going to Google something 

like that and then go through the list of like what sites I 

want to go to. 

Emily:  Okay. That makes sense. So maybe based on search history 

or browsing history? 

ML3:  Yeah, that's what I would think with this. I probably did 

that Monday after I refreshed all my stuff. 

ML3:  Um, all right. I don't know. I don't, I think that's a shared 

post. Yeah. Looks like it. 

Emily:  Sometimes it's hard to tell. 

ML3:  Yeah, that's definitely true. It gets hard to tell sometimes. 

Oh, so here's one. So like more credit cards, it doesn't 

appeal to me. Nothing like ever on Facebook is going to 

make me think like, oh, like I want to get that credit card. 

Emily:  Okay. So let me ask you this. What do you think about the 

imagery of this? With it being like, is it, is it for a credit 

card or is it like just an article about credit cards? 

ML3:  It's an article about credit cards. It looks like, uh, I think 

that it's okay. Um, it's, I dunno, like it is appealing, but it's 

not appealing to me. Uh, mostly just because like, yeah, I 

see the picture that may make me like stop for a second to 

see if it's one of my friends that's like living a vicarious life. 

But then I'm like reading. Oh, the points guy spills the 

coffee on his favorite credit cards. I don't care about his 

recommendation. So, it doesn't matter. 
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Emily:  Okay. Let's look at like one or two more. 

ML3:  Okay. 

Emily:  All right. For this next one, I want you to do something 

different. What, tell me what three words you would use to 

describe this add. 

ML3:  Um, discount, sale. 75% off. 

Emily:  Okay. So how do you feel about seeing, I guess like price 

promotion deals in an ad? 

ML3:  If I know the brand, I'm more apt to like think about it, like 

those Cole Haan shoes I was talking about this Jacks NY, I 

have never heard of it. So like 75% off like really doesn't 

mean anything to me. Bomber jackets definitely aren't in 

right now. So like that's also unappealing right off the bat. 

So like this isn't something I would engage with. 

Emily:  So would you say this is helpful or more unhelpful? 

ML3:  Uh, this is this just wasted space. 

Emily:  Okay let's look at one more and then I'll have a few more 

questions. 

ML3:  Yeah, it doesn't really appeal to me. Text only 

spreadsheets. I actually don't even like know what this 

really does. Um, so like it looks crisp like that, that image 

is great, but I think the actual like tax verbiage, like this 

may stop me, but the actual verbiage, I have no idea like 

what this does, it doesn't get a message across to me as a 

user, it's not something I'm going to click, plus like I'm 

probably not into spreadsheets enough. 

Emily:  So like the wording, the text, it doesn't give enough 

information to actually like, interest you enough? 

ML3:  Right. I'm seeing like, okay. Spreadsheets, flexible, 

beautiful, fun, awesome. Like that's cool. But I have no 

idea like what this does. Like where's my data input? Like 

it could still, I think like maybe be a little bit longer, like 

another paragraph or something. And like that would be 

sufficient, cause I'm probably not going to click this. If it 

was something like, like my roommate's into spreadsheets 
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all day. Like he might be somebody that like clicks the 

comments and like reviews this, uh, and then like, none of 

this is relevant either. So like it's not something that it's 

going to get clicked. 

Emily:  Okay. All right. So go ahead and hit stop share and then it 

should be like end meeting and then, end meeting for all. 

And then it should save to your desktop, should be like, uh, 

video that does. And I'll just have you send that to me at the 

end. Okay. Few more questions, only like five more 

minutes. 

Emily:  Yeah. Cool. Um, and then, okay, so just in general, what 

comes to mind when you think of ads on Facebook? 

ML3:  Um, unnecessary. Profit. 

Emily:  Elaborate on those two words a little bit. 

ML3:  Unnecessary. Because like my personal, I'm not going to 

engage with 99% of those. They're typically targeted just 

enough that it makes sense for you to be getting it, but not 

targeted well enough that it's actually something you would 

engage with. So that kind of, not upsets, but it's like, all 

right, you know, whatever. Um, and to the profit side, I 

look at ads as profiting for Facebook. And when Facebook 

first came around, for instance, like, oh, the ads were like 

on the side and like, yeah, look, looked, terrible. It didn't 

have a good engagement rate. I get it. But to an average 

user, like that was better for me because the content that I 

was looking for was more presentable and like I could 

actually engage with the content. Like if you look at 

Facebook now, like I think like the industry, like 

engagement is actually coming back now. 

ML3:  But for a while there like user engagement just wasn't 

present. Like people were like shit posting and then it was 

like okay like nobody's really interacting, no one cares. 

Like it doesn't matter. And then like memes kind of became 

popular now it's like, oh like I'm gonna like this or like I'm 

going to react to it or share this. So it's like kind of coming 

back around. But I think like ads really kind of jumped into 

that when they started integrating in the timeline. Cause 

then it's like a post from my friend or this ad, it all looks the 

same. Like we have confusion with that one. It all, it all 

looks the same. 
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Emily:  So in terms of placement then, do you prefer it in the 

timeline or do you prefer it like on the side? 

ML3:  Yeah. So that's a good question cause I'm going to go back 

on everything I just said and say that I do prefer it in the 

timeline because like that updates all the time, like if it's on 

the sidebars then it's like you'd have to actually like click 

off to another page or refresh. So the seamless scrolling I 

think is like one of the best inventions of the 21st century 

because I can be on any site for 20 hours and like not even 

realize, you know? So yeah. So I think in the timeline is 

ideal, but out of it too. 

Emily:  So are you kind of saying like, because it's in the timeline 

you like are consistently seeing new ads, you're not seeing 

the same ones over and over? 

ML3:  Right, right. Yeah. Repetitious ads get annoying. I've block 

a lot of those if I'm in the middle of the week and haven't 

changed my preferences yet. 

Emily:  Okay. That's interesting. Um, okay. So I think I know the 

answer to this, but in the last portion of the study, like the 

think aloud. Did you speculate that any ads were targeted 

specifically to you? 

ML3:  All of them? Yes. Yes. 

Emily:  Did you think any of them weren't targeted to you? 

ML3:  No. 

Emily:  Every single one? 

ML3:  Even the, even the spreadsheet one. Yeah. Targeted to me. I 

have six spreadsheets open right now, so yeah, definitely 

they know. 

Emily:  Okay. Interesting. Um, and then were there any ads out of 

the ones that we just looked at in the past, like 10 minutes. 

Um, would you consider any of them helpful to you? 

ML3:  Um, I will say no. 

Emily:  Okay. Why is that? 
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ML3:  Uh, it just, uh, I don't know, like anything that they 

provided to me is research that I will do on my own to 

make the best educated choice. But all of that stuff is also 

just like niceties or luxuries. It's nothing like concrete. Um. 

Emily:  Like wants as opposed to needs, kinda? 

ML3:  Right. Definitely. It would be like selling me airpods like 

when I don't even have a phone, you know, like that's kind 

of what I'm looking at. Uh, most of that being. Like, I don't 

need a luxury entry level car. I don't need a bomber jacket, 

spreadsheet thing. Yeah. So. 

Emily:  So would you prefer or I guess, would you find it more 

helpful if they were more like necessity items that you were 

being shown? 

ML3:  Personally, I think, yeah. Like, like if Charmin like toilet 

paper gave me just a bomb ad and was like, hey, like I'd be 

more apt to buy Charmin. Like I've been using the same 

like shitty Costco toilet paper because it was cheap and I 

got like a hundred roles and not like... Something like that 

with I think, uh, like if they, I think especially in like the 

funny ads or like those very good ads that like stick with 

people. I think are ideal, but those are the hardest of course. 

Emily:  So how do you feel like when just now when there was 

some type of connection between every ad, like how does 

that make you feel when all of them are like that? 

ML3:  Like big brother. Yeah. Total conspiracy. Yeah. That's 

always been me. And that's again, that's like another reason 

why I delete all my preferences and stuff. I, I don't want to 

be this targeted person for any of this. Like I'm not, not just 

for social media, but like in general, like I'm not interested 

in it as a whole. I don't like it. 

Emily:  Um, so thinking about just any ad, not necessarily one of 

the ones we just looked at, what would you consider like, 

well I guess you kind of said this. The question is what 

would you consider a relevant ad, but you said kind of like 

needs as opposed to wants. 

ML3:  Yeah. 
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Emily:  And then, are there any companies or industries that you 

enjoy seeing ads from? You said like funny ones kind of? 

ML3:  Yeah. Like, I don't know. I'm trying to think off the top of 

my head. There's been some decent, I saw, I saw a, have 

you heard of Bang energy drinks? They're like new, they're 

like Vegan or something I think. They sell them at HyVee 

like in the Vegan section. Um, but they've been like really 

popular for the last like year or two. Um, but they came out 

with like a rosé one and I saw it on Twitter. I don't even 

know if it was an ad or one of my friends posting, but I was 

like, that's kind of funny. Like I would consider trying that 

like just because I'm seeing this right now. 

Emily:  Yeah. Wait, did it have like alcohol in it? 

ML3:  No, that's the thing. It tastes like rosé but it's alcohol free 

and it's an energy drink. Yeah. Like they just came out with 

it like this past week. And I'm like, I'd actually like, cause 

most of the other ones I've tried a few, like they're actually 

pretty good. So I'm like I'd consider it. 

Emily:  So was this one like a new flavor, then? 

ML3:  Yeah. 

Emily:  Okay. So I guess that being helpful just because it's like 

something you didn't know about, like it tells you 

something new? 

ML3:  Yeah. Something brand new. But like also like in addition, 

like I wouldn't be like, I don't buy those like all the time or 

anything. I think I've had like three ever. So it's not like a 

normal thing. But then like seeing that it definitely was 

like, oh, like if it's there the next time I'd probably get one. 

Emily:  Right. And then to reverse that. Are there any companies, 

brands or industries that you don't like seeing ads from? 

ML3:  Um, yes. I don't think any like particular brands. But uh, I'll 

get on a soapbox here. I hate seeing all of the soapbox ads 

about like, let's change the country or like let's change the 

economy or like all of this stuff. I don't think it's necessary, 

like just sell me the product. We get all of that like from so 

many other places that it's just when I see something like 

that, I'm like turned off on it. So like prime example. I 
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mean, Gillette with their, right. So like that kind of thing. 

Like all for it. Like I, that's cool. I don't need it like shoved 

down my throat. Like you're a razor company. Sell me a 

razor kind of thing. 

Emily:  So brands who are trying to make a statement, I guess? 

ML3:  Right. I don't, yeah, your company shouldn't make a 

political statement. 

Emily:  You're just like "sell me the product" 

ML3:  Right. But that also like didn't deter me from buying them. 

Like I still have Gillette razors at home or whatever. It's 

just like, I don't want to see that ad. 

Emily:  Yeah. Okay. Last question. How would you describe your 

feelings toward online advertising in general? 

ML3:  Yeah. I mean, advertising has to be there so that new 

products can get out. So I think it's a necessary. 

ML3:  I think that, uh, it's nice sometimes when they are like very 

specifically targeted because they may, like that Rosé Bang 

for instance. And it's like that's specifically maybe not, 

wasn't specifically targeted to me, but that's an ad that 

someone else saw that I then saw like through word of 

mouth and it was like, oh, like this affects me. Like so that, 

that makes more sense to me from like a personal level, 

than if I were to like see that ad and like not have any real 

context to it I guess. 

Emily:  Alright I have one follow-up question. 

ML3:  Yes. 

Emily:  Do you think there's a sweet spot between like having an ad 

that is specifically targeted and then having one that's like 

maybe too specifically targeted? 

ML3:  Um, I, I don't think that there are ads out there today that 

are too specifically targeted. I think if anything it's the lack 

of specific targeting. Like those ones that we saw today on 

Facebook for instance, like those were just touching the 

basis of like where I am and maybe that's because I delete 

my ad preferences all the time and stuff like that. 
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ML3:  But like if they want to have the contextuality for their user 

basis, then like it should really be targeting me. Like it 

should almost, I think of it like, okay my job, like we send 

emails out. Like it is contextual. Like it is "hello, Emily." 

Like it is, you know, like thank you for your appointment at 

this time and date with this provider. You know, like we 

appreciate everything that you did like as x, y, z. Like they 

are very contextual and like I think that's not even that 

contextual. So it's like, I think it needs to be more for like 

what we do. So like this ad on Facebook, like it's not 

anything to me, you know, like there's, there's no context to 

it. It's not pulling me and it's not calling me by anything. 

Like yeah, that's my thing. Yeah, go ahead. 

Emily:  Alright, I'm interested, because that kind of conflicts a little 

bit with you deleting your preferences. Do you have an 

explanation for that? 

ML3:  Yes, yes. That is my ideal for how ads can be better. I 

personally do not wish to partake in ad development. 

Emily:  That helps. So like you think it can be better for other 

people if it was like that, based on how you experience it, 

but regardless you don't want them. 

ML3:  Yes. I don't want ads ever. Yeah. I'll continue to do my own 

thing. And waste my time. 

Emily:  Yeah. Cool. 
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