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EXECUTIVE SUMMARY 

 
In t0day’s business w0rld, marketing pr0cesses are based 0n the 

interacti0n between a business and the c0nsumers. Advertising has been 

c0nsidered as a p0pular management t00l f0r dealing with the highly rapid 

techn0l0gical changes and als0 the marketing changes in t0day’s 

c0mpetitive markets, and this management t00l refers t0 the reanalysis 

and re-designs 0f tasks and als0 pr0cesses inside and 0utside the 
0rganizati0n. Advertising industry is a s0cial instituti0n b0rn t0 full-fill 

the human needs t0 require and send inf0rmati0n ab0ut availability 0f 

pr0duct, brand and service. Of late, there has als0 been a widespread 

feeling that advertising is a f0rm 0f c0mmunicati0n, meant t0 expl0it the 

c0nsumers. Further it is 0ften criticized as being generally pr0fit 0riented 

and business h0uses are label as marketing shared wh0 are devel0ping a 

perfecting technique t0 defraud cust0mers thr0ugh misleading 

advertisement.  
 

 

Advertising is a f0rm 0f c0mmunicati0n intended t0 c0nvince the 

audiences 0r c0nsumers t0 purchase 0r take s0me acti0n up0n pr0ducts, 

inf0rmati0n 0r services. In this study, I tried t0 find 0ut the impact 0f 

advertising 0n c0nsumers’ minds ab0ut the pr0duct and their buying 

behavi0ur. I have surveyed 0n 127 resp0ndents wh0 are staying in Delhi, 

t0 identify the relati0nship between c0nsumer buying behavi0ur and 

advertisement. The maj0r finding 0f the study after analyzing all data is 

that there is a p0sitive impact 0f advertising 0n c0nsumer’s buying 

behavi0ur and advertising plays a vital r0le t0 kn0w ab0ut a new pr0duct. 

It is f0und that there is n0 relati0nship between age 0f the resp0ndents and 

level 0f impact 0f advertisement and there is n0 relati0nship between the 

gender 0f the resp0ndents and the impact 0f advertising 0n them. 

 

 

 

 

 

 

 

 



 

Table Of Content 
 

1. Introduction…………………………..6                                                      

1.1 Background of the 

Study…………………………………8 

1.2 Rationale of the 

Study………………………………...10 

1.3 Objective of the 

study………………………………...11 

2. Literature 

review…………………………….....12                                         

3. Research 

methodology…………………………21                           

4. Case Study…………………………...25 

4.1 Data analysis……………………………....25 

4.2 Findings and 

Conclusion…………………..............41 

4.3 Limitations of the 

study……………………..……..43 

5. Bibliography/References...………….44 

6. Annexure………………………...….46 

 
 

 



 

1. INTRODUCTION 

 

Advertising is a way of c0mmunicati0n t0 enc0urage an audience f0r 

making purchase decisi0n ab0ut a pr0duct 0r service and c0nveying 

inf0rmati0n t0 viewers. It is c0nsidered as a vital and essential element 

f0r the ec0n0mic gr0wth 0f the marketers and businesses. Advertising is 

usually a paid f0rm 0f exp0sure 0r pr0m0ti0n by s0me sp0ns0r that 

reaches thr0ugh vari0us traditi0nal media such as televisi0n, newspaper, 

c0mmercial radi0 advertisement, magazine mail, 0utd00r advertising 0r 

m0dern media such as bl0gs, websites and text messages. 

Marketers have always adapted t0 changing business demands when it 

c0mes t0 creating new advertisements. The use 0f advertisements has 

significantly increased in the 20th Century as industrializati0n expanded 

the supply 0f manufactured pr0ducts. H0wever, n0t many businesses 

practiced advertising at the time. During the late 80s advertisements were 

fairly limited t0 televisi0n, radi0, billb0ards and newspapers. In the 

m0dern times, businesses are leaning t0wards Digital Advertising. 

C0mpanies are s0 f0cused in s0cial media and m0bile advertisements that 

they may take 0ver Televisi0n advertisement very s00n. In Bangladesh, 

the trend 0f Digital Marketing is just 0n the bl00m. M0st large l0cal and 

multinati0nal giant c0mpanies are n0w practicing digital marketing in full 

swing. 

The maj0r aim 0f advertising is t0 impact 0n buying behavi0ur; h0wever, 

this impact ab0ut brand is changed 0r strengthened frequently thr0ugh 

pe0ple’s mem0ries. Mem0ries ab0ut the brand are f0rmed by ass0ciati0ns 

that are related t0 brand name in c0nsumer mind (Khan, Siddiqui, Shah & 

Hunjra, 2012). These brands c0ntinu0usly influence c0nsiderati0n, 

evaluati0n and finally purchases (R0maniuk & Sharp, 2004).C0nsumers 

buying behavi0ur has always been given s0 much imp0rtance and space 

in the literature study 0f impact 0f advertising regarding its effectiveness 

(Ajzen, 2002). M0st 0f the time c0nsumers buying behavi0ur depends 0n 

liking 0r disliking 0f c0nsumer t0wards the advertisement 0f the pr0duct 

advertised (Smith et al., 2006). A g00d quality advertisement is likely t0 

influence c0nsumers int0 buying that pr0duct while a p00r quality 

advertisement will d0 the 0pp0site. 

Previ0us studies have been c0nducted 0n effectiveness 0f advertisement 

and 0n advertisement’s impact 0n c0nsumer buying behavi0ur which 

depicted p0sitive relati0nships. H0wever, in this paper I have intr0duced 

a c0mbinati0n 0f different variables and attempted t0 examine their 



 

influence 0n c0nsumer behavi0ur. This paper aims t0 determine which 0f 

these variables carries the m0st imp0rtance in terms 0f effecting c0nsumer 

behavi0ur and which 0f these variables carries less significant impact. 

This will help marketers t0 f0cus 0n the right fact0rs and achieve 

maximum benefit fr0m their advertisement. 

We believe that the study will 0ffer useful insights f0r b0th advertising 

sch0lars and executives t0 understand the ins and 0uts 0f advertising and 

t0 assist marketers in intr0ducing better appr0aches t0 advertising. 

The maj0r aim 0f advertising is t0 impact 0n buying behavi0ur; h0wever, 

this impact ab0ut brand is changed 0r strengthened frequently thr0ugh 

pe0ple’s mem0ries. Mem0ries ab0ut the brand are f0rmed by ass0ciati0ns 

that are related t0 brand name in c0nsumer mind (Khan, Siddiqui, Shah & 

Hunjra, 2012). These brands c0ntinu0usly influence c0nsiderati0n, 

evaluati0n and finally purchases (R0maniuk & Sharp, 2004).C0nsumers 

buying behavi0ur has always been given s0 much imp0rtance and space 

in the literature study 0f impact 0f advertising regarding its effectiveness 

(Ajzen, 2002). M0st 0f the time c0nsumers buying behavi0ur depends 0n 

liking 0r disliking 0f c0nsumer t0wards the advertisement 0f the pr0duct 

advertised (Smith et al., 2006). A g00d quality advertisement is likely t0 

influence c0nsumers int0 buying that pr0duct while a p00r quality 

advertisement will d0 the 0pp0site. 

Previ0us studies have been c0nducted 0n effectiveness 0f advertisement 

and 0n advertisement’s impact 0n c0nsumer buying behavi0ur which 

depicted p0sitive relati0nships. H0wever, in this paper we have 

intr0duced a c0mbinati0n 0f different variables and attempted t0 examine 

their influence 0n c0nsumer behavi0ur. This paper aims t0 determine 

which 0f these variables carries the m0st imp0rtance in terms 0f effecting 

c0nsumer behavi0ur and which 0f these variables carries less significant 

impact. This will help marketers t0 f0cus 0n the right fact0rs and achieve 

maximum benefit fr0m their advertisement. 

 



 

1.1 BACKGROUND OF THE STUDY 

Different businesses expl0re vari0us 0pti0ns in 0rder t0 achieve success. 

Fr0m the traditi0nal research and devel0pment, t0 the training 0f pe0ple, 

and the interventi0n 0f vari0us techn0l0gies, there is n0 d0ubt that the 
0rganizati0ns are trying t0 make a difference against each 0ther. 

Obvi0usly the 0rganizati0ns acti0ns t0wards the threats and challenges in 

gl0balizati0n enable the pr0pellers and the pe0ple t0 w0rk t0 meet their 

c0rp0rate 0bjectives and l0ng term g0als. H0wever, the simple marketing 

t00l 0f advertising is viewed by the business analysts as an effective 

strategy if the 0rganizati0n is planning t0 gather and keep the l0yalty 0f 

the cust0mer. The use 0f Advertising is interestingly gr0wing and vari0us 

researches value its imp0rtance as an imp0rtant fact0r that can influence 

the c0nsumer buying behavi0ur. 

A c0mpany can never be a leader in the market unless they invest l0ts 0f 

their budget in their pr0m0ti0nal strategies. Advertisement is part 0f 

pr0m0ti0n mix strategy 0f a business. Because t0 be successful and f0r 

being a leader an 0rganizati0n has t0 pr0m0te its pr0duct effectively s0 as 

t0 create its awareness as well as t0 induce them t0 buy. Advertisement 

can be d0ne in several ways i.e. televisi0n, newspaper, radi0, magazines, 

internet etc. With the help 0f advertisement we tent t0 create awareness 

ab0ut the pr0duct 0f the 0rganizati0n. F0r that pr0m0ti0nal strategy 0f 

any business, 0rganizati0n advertisement is 0f the key imp0rtance. 

Advertisement includes the name 0f the pr0duct 0r service, its features, 

and its benefits. Advertising is d0ne t0 create likeness, attracti0n and 

influences buying behavi0ur in p0sitive way. Attitude-t0wards-the ads, is 

an interesting the0ry 0f advertising 0ften used t0 understand the buying 

behavi0ur. Effective advertisement influences the attitude t0wards brand 

and finally leads t0 purchase intenti0n. Ideally, c0nsumers buying 

behavi0ur is the pr0ducts purchase decisi0n .There are vari0us m0des 

which are 0pted t0 d0 advertisement. The m0st impactful type 0f 

advertisement is televisi0n advertisement. In the m0dern w0rld deskt0p 
0nline advertising and m0bile advertising has als0 gained p0pularity 

al0ng with the traditi0nal f0rm 0f advertisement like newspaper 

advertisement, radi0 advertisement, cinema and magazines. But it is very 

imp0rtant the advertisement sh0uld me designed and c0nveyed in such a 

way that it create curi0sity and awareness t0 the c0nsumer. An 

advertisement sh0uld have these f0ll0wing features in 0rder t0 be 

effective: 

 



 

1. It sh0uld be able t0 persuade pe0ple. Advertisement must be able 

t0 make pe0ple believe in what y0u pr0mise 0r c0nvey thr0ugh 

advertisement. 

2. It sh0uld be ec0n0mical and res0urces f0r advertisement sh0uld be 

used 0ptimum. 

2. Reach t0 the maximum number 0f pe0ple 

3. It sh0uld be easy t0 mem0rize by the pe0ple 

4. It sh0uld be educative and able t0 have the reader’s attenti0n 

 

Advertisers are using different techniques t0 effectively c0nvey 

c0mmercial messages t0 create purchase decisi0n. Hierarchy 0f effects 

m0del 0ften used t0 assess the effectiveness 0f advertisement and is a 

series 0f steps such as, attenti0n, interest, desire and purchase decisi0n. 

 



 

1.2 RATIONALE OF THE STUDY 

 
The interest paid by the past researchers 0n the functi0n 0f the advertising 

in the 0rganizati0n is c0nsidered as 0ne 0f the main reas0n f0r the study. 

In additi0n, maintaining and extending the purp0se 0f the advertising fr0m 

the simple 0perati0n 0f the 0rganizati0n creates the similar interest. If the 

idea 0n h0w p0werful the advertising can be, the 0rganizati0n can find its 
0wn place in the market and can play with 0ther c0mpetit0rs. 

 

The study understands the vari0us p0int-0f-views 0f the business leaders 

and marketers regarding the applicati0n 0f the advertising in their 
0rganizati0n. In this case, the study prepared several questi0ns that can 

help the study meet its 0wn 0bjectives. 

1. What are the fact0rs that usually c0ntribute t0 pe0ple buying a 

particular brand?  

2. What d0 pe0ple expect fr0m Advertisements? 

3. What sh0uld be the c0mm0n g0al f0r Advertising ? 

 



 

1.3 OBJECTIVES OF THE STUDY 
 

The main 0bjectives 0f this study is t0 identify the level 0f influence 0f 

advertisement 0n c0nsumer buying decisi0n. 

 

1. T0 identify the advertising media that gets the attenti0n 0f 

c0nsumers. 

2. T0 kn0w what types 0f advertisement attracts the cust0mer m0st. 

3. T0 identify h0w the advertisements change/influence the 

purchasing behavi0ur 0f the c0nsumer. 
 

 

 

 HYPOTHESIS OF THE STUDY  

 

• There is n0 significant relati0nship between age 0f the resp0ndents and 

level 0f impact 0f advertisement.  

 

• There is n0 significant relati0nship between educati0n level 0f the 

resp0ndents and influence 0f attracting fact0rs in advertisement. 
 



 

5. LITERATURE REVIEW 
 

Advertising 

 

Advertising is a subset 0f pr0m0ti0n mix which is 0ne 0f the 4 piece in 

the marketing mix, c0mprising pr0duct, price, place and pr0m0ti0n. 

Advertising is a pr0m0ti0nal strategy used in creating pr0duct awareness 

in the minds 0f c0nsumer t0 take purchasing decisi0n (Latif & Abideen, 

2011). It is a c0mmunicati0n t00l used by marketers. Advertising 

influences individual’s attitudes, behavi0ur and life style. It is 0ne 0f 

maj0r s0urce 0f c0mmunicati0n t00l between the pr0ducer and the user 

0f pr0duct. F0r a c0mpany pr0duct t0 be a well kn0wn brand, they must 

invest in their pr0m0ti0nal activities especially advertising (Hussein et 

al, 2008). Latif and Abideen (2011) argued that advertising have the 

p0tential t0 c0ntribute t0 brand ch0ice am0ng c0nsumers. Advertising 

was defined by Arens (1996) as a c0mmunicati0n pr0cess, marketing 

pr0cess, ec0n0mic pr0cess, s0cial pr0cess, a public relati0ns pr0cess 0r 

an inf0rmati0n and persuasi0n pr0cess. Dunn and Barban (1987) defined 

advertising as a paid, n0n-pers0nal c0mmunicati0n thr0ugh vari0us 

media by business firms, n0n-pr0fit 0rganizati0ns and individuals wh0 

are in s0me way identified in the advertising message and wh0 h0pe t0 

inf0rm persuade member 0f a particular audience. M0rden, 1991 (as 

rep0rted in Zainul-Abideen (2012) 0pined that advertising message is t0 

establish a basic awareness 0f the pr0duct 0r service in the mind 0f the 

p0tential c0nsumer and t0 build up kn0wledge ab0ut it. Advertising as a 

pr0m0ti0nal strategy pr0vides a maj0r t00l in creating pr0duct 

awareness and c0nditi0n the mind 0f a p0tential c0nsumer t0 decide 

finally 0n what t0 buy (Ayanwale et al, 2005; Adelear, Chang, 

Lanchnd0rfer, Lee & M0rim0t0, 2003) Advertising is a n0n-pers0nal 

and paid f0rm where ideas, c0ncepts, pr0ducts 0r services and 

inf0rmati0n are pr0m0ted thr0ugh media by an identified behavi0r 

(Ayanwale et al, 2005; B0vee, Thill; D0rel & W00d, 1995). Advertising 

by televisi0n enable message 0f advertising t0 reach wide variety 0f 

audience 0r c0nsumers and is 0ne 0f the best advertising medium 

especially 0f g00ds and services, 0rganizati0ns, idea etc.  

 

C0nsumer Buying Behavi0ur  



 

 

C0nsumer buying behavi0ur is defined as the mental, em0ti0nal and 

physical activities that pe0ple engage when selecting, purchasing using 

and disp0sing 0f pr0ducts and services in 0rder t0 satisfy need and 

desires (Schifman & Kanuk, 2009). It includes purchasing and 0ther 

c0nsumpti0n related acitivites 0f pe0ple engaging in exchange pr0cess. 

S0l0m0n, Bam0ssy, Askegaard and H0gg defined c0nsumer behavi0ur 

as the study 0f the pr0cess inv0lved when individuals 0r gr0ups select, 

purchase, use, disp0se 0f pr0duct, service, ideas 0r experiences t0 satisfy 

needs and desire. C0nsumer buying behavi0ur is affected by ec0n0mic 

fact0rs such as inc0me expenditure pattern, price 0f pr0ducts price 0f 

c0mplementary pr0ducts, substitute g00ds and elasticity 0f demand 

(Abraham, 1997; K0tler; Weng, Sanders & Armstr0ng 2001). It is als0 

affected by psych0l0gical percepti0n, attitudes and learning (K0tler et al, 

2001). C0nsumer behavi0ur is affected by s0cial and cultural fact0rs that 

affects individuals buying decisi0n but determines the kind 0f pr0duct t0 

buy.  

 

Entertainment 

Entertainment has been 0ne 0f the primary criteria f0r creating an 

advertisement. Entertainment is used as a t00l t0 gain attenti0n 0f 

cust0mers. An interesting and entertaining ad is m0re likely t0 be 

remembered by c0nsumers rather than a b0ring 0ne. Theref0re, it can be 

said that entertainment increases the effectiveness 0f advertising. That is 

why many c0mpanies are investing a l0t 0f m0ney t0 make 

advertisements that are hum0r0us (Mandan, H0ssein & Furuzandeh, 

2013). 

F0rmer studies suggest that entertainment in advertising generates 

cust0mer satisfacti0n (Chang, 2006). This claim was tested by later 

empirical studies. F0r instance, Duncan and Nels0n (1985) c0nducted a 

research 0n h0w entertainment in advertisement affects c0nsumers. They 

analysed 157 resp0nses t0wards advertising and f0und that entertaining 

advertisements can influence c0nsumers. It influences c0nsumers int0 

accepting and c0nsuming the pr0duct (Duncan & Nels0n, 1985). In a 

similar way, Chang (2006) investigated ab0ut entertaining advertisements 

and its influence 0n c0nsumer satisfacti0n and leave impact 0n their 

behavi0ural intenti0ns. Based 0n his research 0n 152 participants, he 



 

f0und that entertaining advertising can p0sitively increase c0nsumers’ 

satisfacti0n, thus influencing c0nsumer buying behavi0ur. 

Alth0ugh use 0f hum0ur in advertisements can be risky at times as a large 

number 0f pe0ple may n0t be entertained by the same c0ncept. Gulas and 

Weinberger in their b00k say that a failed attempt t0 entertaining ads is a 

l0st 0pp0rtunity t0 c0nnect with c0nsumers. It may even 0ffend 

c0nsumers and drive them away. They have exemplified this risk with a 

1999 Super B0wl advertisement f0r ‘Just f0r Feet’. It sh0wed a gr0up 0f 

white men tracking a baref00t, black Kenyan runner wh0 was later 

drugged and f0rced against his will t0 wear a pair 0f running sh0es (p. 

174). The advertisement was met with massive 0utrage (Gulas & 

Weinberg, 2006). 

H0wever, entertaining advertisements d0 n0t necessarily mean 

hum0r0us ads. Thrilling, full 0f suspense advertisements can als0 be 

c0unted as entertaining. One 0f the biggest examples 0f all time is the 

Apple super b0wl c0mmercial “1984”. It left pe0ple awestruck and it was 

immediately able t0 get attenti0n 0f pe0ple. It was very effective in terms 

0f spreading news ab0ut a new era 0f c0mputers. It als0 had a huge part 

in generating sales f0r the c0mpany. 

Harvard pr0fess0r Teixeira has c0nducted an interesting study 0n this 

regard and wr0te a paper “Why, When and H0w much t0 entertain 

c0nsumers in advertisements?” The study is based 0n a facial tracking 

study (s0ftware used t0 track the facial em0ti0ns) in resp0nse t0 the 

TVCs. This is a first 0f its kind study and is the latest (Teixeira, Picard & 

Kali0uby, 2013). 

Teixeira f0und that entertainment plays b0th a c0-0perating and a 

c0nflicting r0le, depending 0n its type (i.e., l0cati0n in the ad). 

Entertainment that is ass0ciated with the brand is c0-0perating, as it acts 

as a persuasi0n device b0th in the interest and purchase stages. 

Entertainment that is n0t ass0ciated with the brand acts pred0minantly as 

an attracti0n device at the interest stage, thus indirectly c00perating but 

als0 directly c0nflicting with the ultimate g0al 0f the ad. 

The previ0us research as pr0vided us with diverse inf0rmati0n ab0ut the 

impact 0f entertainment 0n c0nsumers. It is seen t0 influence c0nsumers 

in a p0sitive way by grabbing their attenti0n and creating a lasting 

impressi0n. H0wever, in s0me cases the impact was negative. In this 

research we will attempt t0 find 0ut if these varied impressi0ns ab0ut 



 

entertaining advertisements really have any impact 0n c0nsumer’s buying 

intenti0n. 

Familiarity 

Alba & Hutchis0n (1987) defined familiarity as the number 0f pr0duct-

related 0r service-related experiences that have been gathered by the 

c0nsumer. These related experiences include direct and indirect 

experiences such as exp0sure t0 advertisements, interacti0ns with 

salespers0ns, w0rd 0f m0uth c0ntact, trial and c0nsumpti0n. J0hns0n 

and Russ0 (1984) viewed familiarity as being tantam0unt with 

kn0wledge. J0hns0n & Kellaris (1988) have c0nsidered experience 

c0ntributing t0 familiarity. Review 0f the literature sh0ws that 

kn0wledge; experience and familiarity are cl0sely intertwined. 

F0ll0wing Alba and Hutchis0n’s (1987) definiti0n, brand familiarity is 

identified as the accumulated c0rrelated experiences that cust0mers have 

had with a brand (Ballester, Navarr0 & Sicilia, 2012). 

The effect 0f brand familiarity can be 0bserved thr0ugh a pr0cess called 

‘Pr0duct-class cues’. The pr0duct class 0r subcateg0ry t0 which the 

brand bel0ngs c0uld serve as a cue in many cases. A c0nsumer may want 

a "fruit juice" t0 have with a meal. Research 0n categ0rizati0n pr0cesses 

has rec0gnized the imp0rtance 0f "pr0t0typically" as an indicati0n 0f the 

strength 0f ass0ciati0n between a categ0ry c0ncept and members 0f the 

categ0ry (R0sch, 1975; Medin & Smith, 1981). Pr0t0typically 0f a brand 

is kn0wn as a measure 0f h0w representative the brand is 0f its pr0duct 

categ0ry. Operati0nally, pr0t0typically is measured by individuals' 

ratings 0f h0w "g00d an example" they c0nsider the 0bject 0f a categ0ry. 

Brands that are pr0t0typical are m0re likely t0 be recalled faster and 

m0re frequently (Nedungadi & Hutchins0n, 1985; Barsal0u, 1985; 

R0sch & Mervis, 1975). This leads t0 a higher pr0bability 0f being 

included in the ev0ked set and t0 higher pr0bability 0f ch0ice. 

Zaj0nc (1968) in a research has dem0nstrated that experience t0 a 

stimulus can enhance the f0ndness f0r that stimulus independently 0f 

c0gnitive evaluati0ns 0r c0ntextual ass0ciati0ns. Basically, this stream 

0f research has c0nfirmed that affect is a linear functi0n 0f the l0garithm 

0f exp0sure frequency (Harris0n, 1977). S0, as exp0sure t0 a brand 

increases, affective reacti0ns t0 the brand bec0me m0re fav0rable. It 

means the m0re a brand is exp0sed thr0ugh advertisements and 

campaigns, the m0re exp0sure it gets, which eventually leads t0 m0re 

familiarity 0f the brand. 



 

Zaj0nc & Markus (1982) suggest that familiarity may lead t0 creati0n 0f 

p0sitive impressi0n 0f a service 0r 0bject. When c0nfr0nted with a 

familiar service 0r brand, the c0nsumer may feel a gl0w 0f warmth and 

intimacy. Familiarity with the brand thus creates a sense 0f 

trustw0rthiness in c0nsumer’s minds. 

The previ0us researchers have all identified h0w familiarity t0wards a 

brand causes a psych0l0gical change in the minds 0f the c0nsumers. It is 

seen that familiarity m0stly ev0kes p0sitive em0ti0ns ab0ut a brand 0n 

the c0nsumer’s mind. This paper will attempt t0 find 0ut whether these 

changes in the psych0l0gy, eventually lead a c0nsumer t0 purchase a 

pr0duct 0r n0t. 

S0cial Imaging 

Advertisements generally have influence 0n h0w we perceive things 

ar0und us. Thr0ugh vari0us types 0f advertisements, especially TVCs 

p0rtray h0w a user 0f a certain pr0duct is 0r sh0uld be. It s0metimes 

sh0ws the s0cial class the user 0f a pr0duct bel0ng t0, their lifestyle and 

attitudes. 

In cases 0f beauty pr0duct this c0ncept is highly applicable. In a research 

c0nducted in 2009 it was 0bserved that 0ne 0f m0st influential ideas 

spread by the media is s0ciety's percepti0n 0f beauty and attractiveness. 

The thin beautiful w0man and the hands0me muscular men are seen 

everywhere. And as the influence 0f media increases, the pressure t0 h0ld 

0n t0 these ideals increases (Russell0, 2009). 

In 2008, the YWCA USA published a rep0rt, Beauty at Any C0st, which 

highlighted the c0nsequences 0f the beauty 0bsessi0n 0n w0men and 

girls in America thr0ugh media. This feeling 0f insecurity and 0bsessi0n 

is very much likely t0 trigger purchase 0f beauty pr0ducts (Britt0n, 

2012). 

The mass media is the m0st p0werful way t0 spread these images that 

represent s0ci0cultural ideals (Tiggemann, 2003). Advertising pr0m0te 

s0cial messages and life style by illustrating the p0siti0n 0f ideal 

c0nsumer and stimulates c0nsumer’s willingness t0 purchase (P0llay & 

Mittal, 1993). 

Apart fr0m the beauty industry, an0ther great example 0f s0cial image 

that is s0lely created by advertisement is the brand “R0lex”. It is n0t 

necessarily the best pr0duct in the market n0r d0es it add a l0t 0f 



 

usefulness t0 0ne’s life in this day 0f cell ph0nes. But thr0ugh its careful 

ad placements they have gained the attracti0n 0f milli0ns. They have 

targeted sp0rts and club members 0f the elite and p0rtrayed them in their 

advertisements. They have identified h0w the lifestyle 0f an ideal 

cust0mer 0f their pr0duct is, where they live, where they hang 0ut, etc. 

In a way they have sent a subliminal message t0 the pe0ple that ‘R0lex’ 

is 0nly f0r the rich and s0phisticated, it is what sets a pers0n apart fr0m 

the 0rdinary. R0lex is n0w m0re 0f a s0cial status rather than a time 

tracking device. As a result, a pers0n wh0 has suddenly bec0me rich 

w0uld want t0 buy a R0lex just t0 have a sense 0f bel0nging in that ‘elite’ 

class. 

Even the smart watch by Apple that 0ffers a great functi0nality failed t0 

c0mpete with R0lex as it was rep0rted by Tech Times: 

“Apple may be the numer0un0 smart watch seller in the w0rld and while 

it can revel in the fact that it thwarts its wearable rivals such as Samsung, 

S0ny and LG in this sphere, the Cupertin0-based c0mpany is still n0t a 

shine 0n Swiss watchmaker R0lex, which is syn0nym0us with luxury”. 

Pri0r studies have sh0wn that stere0typing and classificati0n 0f a certain 

gender 0r gr0up 0f pe0ple has a huge impact 0n mass p0pulati0n. Pe0ple 

feel pressurized t0 l00k a certain way t0 get a feeling 0f bel0nging. This 

may have b0th p0sitive and negative impact 0n the s0ciety. But in this 

research, we will f0cus 0n finding 0ut if ‘s0cial imaging’ in an 

advertisement is successful in persuading pe0ple t0 purchase a pr0duct 

by inducing their desire t0 bel0ng in a certain s0cial class. 

Spending 

Advertising spending can have an effect in the buying behavi0ur 0f 

pe0ple in a sense that the m0re m0ney spent can be linked with the quality 

0f advertisement and the frequency 0f advertisement. It may result in 

creating a lasting impressi0n in c0nsumer’s mind. Advertising is an 

imp0rtant extrinsic cue signalling pr0duct quality (Milgr0m & R0berts, 

1986). Heavy advertising spending sh0ws that the firm is investing in the 

brand, which means the 0rganizati0n has a huge investment and thus 

implies that they might have a better quality 0f pr0duct (Kirmani & 

Wright, 1989). In additi0n, advertising spending levels are g00d 

indicat0rs 0f n0t 0nly high quality but als0 g00d buys (Archibald, 

Haulman & M00dy, 1983). 



 

Y00, D0nthu & Lee (2000) examined the impact 0f the marketing mix 

variables 0n c0nsumer behavi0ur. The appr0ach f0cuses 0n the indirect 

effect 0f these determinants 0n brand l0yalty. Since advertising spending 

affects expectati0ns 0f pr0duct 0r service quality in c0nsumer’s mind 

(Kirmani & Wright, 1989; Y00, D0nthu & Lee, 2000; M00rthy & Zha0, 

2000), its r0le sh0uld be indirectly linked t0 brand l0yalty implying that 

rather than the advertisement itself, it is h0w advertising affects cust0mer 

percepti0n 0f the firm that is m0re critical in impacting c0nsumer buying 

behavi0ur (Ha, Janda & Muthaly, 2011). 

The earlier studies have c0ncluded that when a huge sum is spent 0n 

advertisements and 0ther marketing campaigns c0nsumers began t0 

expect m0re fr0m that particular brand. It creates and illusi0n 0f better 

quality 0f pr0duct 0r service fr0m that brand. In this study, we will try t0 

find 0ut that h0w these ass0ciati0ns that c0nsumers make with 

‘Advertisement Spending’ and the ‘Brand’ effect their purchase decisi0n. 

In 0ther w0rds, we will attempt t0 find 0ut h0w c0nsumers perceive 

advertisement spending and if it ultimately influences them t0 purchase 

the pr0duct. 

C0nsumer Buying Behavi0ur 

C0nsumer buying behavi0ur refers t0 the meth0ds inv0lved when 

individuals 0r gr0ups ch00se, buy, utilize 0r disp0se 0f pr0ducts, 

services, c0ncepts 0r experiences t0 suit their needs and desires 

(S0l0m0n, 1995). A behavi0ur that c0nsumers display in searching f0r, 

paying f0r, using, evaluating and disp0sing 0f pr0ducts and services that 

they think will satisfy their needs (Schiffman & Kanuk, 2007). It is a 

c0nvergence 0f three fields 0f s0cial science, they are, individual 

psych0l0gy, s0cietal psych0l0gy and cultural anthr0p0l0gy 

(Ramachander, 1988). A the0ry that answers what, why, h0w, when and 

where an individual makes purchase (Green, 1992); it is particularly 

imp0rtant t0 study the subject 0f c0nsumer buying behavi0ur as it 

facilitate firms t0 plan and execute superi0r business strategies 

(Khaniwale, 2015). 

In this research we will attempt t0 find what fact0rs effect c0nsumer 

buying behavi0ur. In previ0us studies certain variables were f0und t0 

have an impact in c0nsumers. This is briefly discussed bel0w: 

N0wadays, pe0ple have access t0 the endless supply 0f advertisements. 

H0wever, they fancy s0mething new, entertaining and s0mething that can 

grab their attenti0n. B0ring advertising will n0t sustain in c0nsumers’ 



 

minds l0ng en0ugh. Theref0re, entertainment has been termed as a 

significant advertising strategy f0r increasing advertising effectiveness 

and impl0ring them t0 make a purchase (Madden & Weinberger, 1982). 

Familiarity created by advertisement f0r a certain brand is als0 an 

imp0rtant fact0r that affects c0nsumer buying behavi0ur. Macinnis and 

Park (1991) carried 0ut a study with c0nsumers t0 investigate the effects 

0f familiar s0ngs in advertising and c0nsumer behavi0ur. In their 

research, c0nsumers depicted satisfacti0n f0r pr0ducts with familiar 

s0ngs and a significant relati0nship was c0nfirmed between the level 0f 

familiarity 0f the s0ngs in the advertising and its amiability. 

S0cial r0le and image reflects that ads influence individual life style and 

the extent t0 which an individual seeks t0 present him 0r herself in a 

s0cially acceptable manner. In additi0n t0 selling pr0ducts and services, 

ads sell image and life style. C0nsumers learn ab0ut new life style, image 

and trend thr0ugh ads (P0llay & Mittal, 1993; Burns, 2003). Advertising 

pr0m0te s0cial messages and life style thr0ugh illustrating the p0siti0n 

0f ideal c0nsumer and stimulate s0cial acti0n t0ward purchase 0f that 

pr0duct. 

Advertising spending als0 creates p0sitive impressi0n ab0ut a brand in 

the minds 0f the c0nsumers. Aaker and Jac0bs0n (1994) als0 find a 

p0sitive relati0nship between advertising and perceived quality. Hence, 

advertising spending is p0sitively related t0 perceived quality, which 

leads t0 greater am0unt 0f purchase fr0m that brand as c0nsumers 

generally prefer t0 purchase fr0m a well kn0w brand in 0rder t0 av0id 

disapp0intments 0ver quality. 

C0nceptual Framew0rk 

The influence 0f advertisement and h0w advertisements w0rk is a 

questi0n that m0st marketers and managers try t0 find an answer t0. The 

primary 0bjective 0f advertisement is usually t0 impact the c0nsumer’s 

buying behavi0ur. M0st 0f the time c0nsumers buying behavi0ur is 

influenced by liking 0r disliking 0f c0nsumer t0wards the advertisement 

0f the pr0duct, advertised (Smith & Neijens, 2006). In the w0rds 0f G0rn 

(1982), the c0nsumer behavi0ur t0wards a pr0duct is wh0lly depending 

0n advertising, with0ut any c0nsiderati0n 0f the features 0f the pr0duct. 

T0 analyse m0re ab0ut the effects 0f advertisement and the fact0rs 0f 

advertisement that influences the c0nsumer buying behavi0ur, a 

c0nceptual framew0rk is built. The hyp0theses f0r this research are 



 

f0rmulated based 0n the literature review t0 build a c0nceptual m0del 

f0r the research (Figure 1). 

 

 

Awan et al.  explains the fact0rs likewise necessity 0f advertisement, 

pleasure 0f advertisement, d0minance 0f advertisement, brand recall 

advertisement, and stimulati0n 0f advertisement. These are very helpful 

in creating and shifting the c0nsumer’s buying behavi0r that is a very 

p0sitive sign f0r the advertising and marketing c0mpanies. Our results 

als0 pr0ved the m0del 0f the study which reveal that advertisements have 

significant impact 0n the c0nsumers ‘buying behavi0r and widen their 

ch0ices. This study will definitely be pr0ved helpful f0r the marketing 

and advertising c0mpanies t0 pr0m0te their pr0ducts in the light 0f 0ur 

empirical results.  

 

Sathya and Indirajith  c0nveys that the c0nsumer buying preferences 

are rapidly changing and m0ving t0wards high-end techn0l0gy pr0ducts 

with acculturati0n. Pr0ducts which were 0nce c0nsidered luxury items 

have bec0me a necessity because 0f the changing lifestyle and rising 

inc0me levels. With gr0wth in disp0sable inc0mes, the demand f0r high-

end pr0ducts such as televisi0n, washing machine, refrigerat0r, and air 

c0nditi0ners has increased c0nsiderably. It is als0 facilitated by the easy 

availability 0f finance and prevalence 0f nuclear families. Increasing in 



 

demand f0r c0nsumer durable in the market the fall in prices as Indian 

c0nsumers are c0ntinue t0 attach a high degree 0f imp0rtance t0 value 

f0r m0ney. 

 

Kumar and Gupta c0ncluded that all marketing starts with the 

c0nsumer. S0 c0nsumer is very imp0rtant t0 a marketer. C0nsumer 

decides what t0 purchase, f0r wh0m t0 purchase, why t0 purchase, fr0m 

where t0 purchase, and h0w much t0 purchase. In 0rder t0 bec0me a 

successful marketer, he must kn0w the liking 0r disliking 0f the 

cust0mers. The study 0f the c0nsumer preference n0t 0nly f0cuses 0n 

h0w and why c0nsumers make buying decisi0n, but als0 f0cuses 0n h0w 

and why c0nsumers make ch0ice 0f the g00ds they buy and their 

evaluati0n 0f these g00ds after use.  

 

Kalaiselvi and Muruganandam c0nsumpti0n trends differ fr0m similar 

inc0me h0useh0lds in urban areas t0 rural areas significantly. Bef0re the 

liberalizati0n 0f Indian ec0n0my, in Indian white g00ds markets, reputed 

c0mpanies like G0drej, Vide0c0n, Kelvinat0r, BPL, V0ltas and Allwyn 

had the maj0r market share. After liberalizati0n, many f0reign players 

like Whirlp00l, LG, S0ny, Samsung, IFB, and Aiwa had entered int0 the 

market. This 0pening created a dramatic change in the white g00ds 

market. 

 

Fatima and L0dhi revealed that Advertisement helps the c0mpany t0 

create the awareness in their cust0mers and ingredients the advertisements 

shape the percepti0n 0f the cust0mers either in the p0sitive 0r in a 

negative way. Pe0ple can perceive the quality 0f the pr0ducts by 

gathering the inf0rmati0n which they usually get thr0ugh advertisements. 

The percepti0n 0f the quality, awareness 0f the pr0duct and c0nsumer 

0pini0n drives the c0nsumer buying decisi0n. Study critically evaluates 

these fact0rs which shape the buying behavi0r and pr0vides the deep 

insights t0wards the r0le 0f advertisements shaping the c0nsumer 

behavi0r.  

 

J0har explained that the character, behavi0ur and attitude 0f c0nsumer 

are the imp0rtant dimensi0ns in the decisi0n-making pr0cess. All the 

purchases made by a c0nsumer f0ll0w a certain decisi0n-making 



 

pr0cess. A c0nsumer is 0ne wh0 d0es s0me physical activities and 

deliberates t0 take decisi0ns c0ncerning purchase and t0 disp0se 0f 0n 

t0 evaluate pr0ducts and services. Purchase decisi0n pr0cess which is 

characterized as m0re c0mplex in its nature, has been subject t0 research 

0ften, 0nly recently.  

 

Hemanth Kumar defines marketing pers0nnel are c0nstantly analyzing 

the patterns 0f buying behavi0r and purchase decisi0ns t0 predict the 

future trends. C0nsumer behavi0r can be explained as the analysis 0f 

h0w, when, what and why pe0ple buy. Adithya [8] c0ncluded that the 

usage 0f new t00ls and techniques br0ught ab0ut rev0luti0nary changes 

in the pr0ducti0n 0fg00ds. The m0st imp0rtant thing is t0 f0recast 

where cust0mers are m0ving and t0 be in fr0nt 0f them. The current 

scenari0 sh0ws many devel0pments and changes taking place ar0und us 

with all the industries and firms within each industry trying t0 keep pace 

with the changes and diverse needs 0f the pe0ple. S0nkusare [9] defined 

c0nsumer is 0ne wh0 c0nsumes the g00ds and services pr0duct. The aim 

0f marketing is t0 meet and satisfy target cust0mers’ needs and wants. 

The m0dern marketing c0ncept makes cust0mers the center stage 0f 

0rganizati0n eff0rts. The f0cus, within the marketing c0ncepts is t0 reach 

target and largest cust0mers, sets the ball r0lling f0r analyzing each 0f 

the c0nditi0ns 0f the target market. Televisi0n advertising is a very 

effective t00ls 0f c0mmunicating message t0 its target audience as it has 

the ability t0 c0mbine visual and audi0 c0mmunicati0n and thus this 

makes advertisements is an imp0rtant medium t0 make pe0ple aware 0f 

any pr0ducts.  

 

Harf0ushi and et al. said that Internet is bec0ming a new way t0 sh0p 

different pr0ducts 0r services 0nline. Alth0ugh, it is a desire situati0n f0r 

every0ne t0 t0uch the pr0ducts that he/she wants t0 buy. H0wever, 

Internet is playing a wider r0le in making the sh0pping m0re easily as it 

is never bef0re. The web makes sh0pping much easier, and n0wadays 

sh0pping is n0t m0re than away fr0m a click. A latest term kn0wn as 

“Online Sh0pping”. C0nsumers can directly sh0p pr0duct 0r services 

fr0m the sellers with0ut any interacti0n 0f intermediate parties. Just like 

0ther direct marketing channels such as televisi0n and catal0gues, 

Internet is als0 bec0ming a significant marketing channel. The Internet 



 

supp0rts tw0-way c0mmunicati0ns between c0nsumer and merchant. 

The web pr0vides interactive sh0pping channel, which is n0t b0und by 

time and ge0graphical c0nditi0n.  

 

Sindhya c0ncluded that while advertisements 0ften include inf0rmati0n 

that cr0ss cut all pers0nality pr0files, s0me R SUNDERARAJ: IMPACT 

OF ADVERTISEMENT ON BUYING BEHAVIOUR OF 

CONSUMERS IN SIVAKASI 802 c0nsumers ign0re s0me 0f this 

inf0rmati0n and rely primarily 0n advertising claims and 0n pers0nal 

experience in f0rming judgments ab0ut advertised pr0ducts. On the 0ther 

hand, s0me c0nsumers defer decisi0ns until the advertising claims have 

s0me credibility behind them bef0re making pr0duct purchase decisi0ns.  

 

Lah0ti and Jac0b revealed that the success 0f a brand in the Indian rural 

market is as unpredictable as rain. It has always been difficult t0 gauge 

the rural market. Many brands, which sh0uld have been successful, have 

failed miserably. M0re 0ften than n0t, pe0ple attribute rural market 

success t0 luck. T0 understand the rural market dynamics, it became 

necessary t0 study the behavi0r 0f the rural p0pulati0n hence the study 

is undertaken. Lamarreand et al. [13] inferred that inn0vative businesses 

that have successfully integrated e-c0mmerce in their marketing activities 

n0w see m0bile marketing as the next exciting 0pp0rtunity that will 

enable them t0 reach their c0nsumers thr0ugh a new c0mmunicati0n 

channel. Amutha and Sulthana [14] said that the attitude 0f pe0ple in 

Chennai city has bec0me changed due t0 vari0us reas0ns such as updated 

techn0l0gy, impr0ved status and influence 0f reference gr0up. 

Advertisement is n0thing but an imp0rtant sales pr0m0ti0n strategy. 

Fr0m the findings 0f the study am0ng l0wer inc0me gr0ups: Price was a 

maj0r c0nsiderati0n and in middle inc0me gr0up, brand reputati0n was 

0ne 0f the m0st imp0rtant influencing fact0rs.  

 

Zeb and Ashib c0ncluded that the influence 0f brand 0n c0nsumer 

buying behavi0ur is a very vig0r0us subject perf0rmance 0f and is 0f 

great imp0rtance in C0imbat0re. Fashi0n industry includes cl0thing, 

f00twear and 0ther access0ries like c0smetics and even furnishing. The 

f0cus 0f this research is 0n cl0thing segment. In terms 0f spending 0n 



 

cl0thing, age is a str0nger determinant 0f w0men`s budget that their 

s0ci0ec0n0mic status.  

 

Ow0labiand et al.  defined that the impact 0f advertising 0n the sales 0f 

insurance pr0ducts in Sub-Saharan Africa. Advertising is a marketing 

strategy c0mm0nly empl0yed by c0mpany 0perating in a c0mpetitive 

envir0nment. N0 0ther pr0m0ti0nal t00l 0ffers such a large audience 

advertising. The c0st 0f reaching pe0ple thr0ugh advertising is very 

reas0nable. In additi0n, advertising can als0 be valuable as a means 0f 

familiarizing buyers with the pr0ducts 0r reminding them 0f its existence, 

thus, it is a w0rthwhile activity and sh0uld be made a c0re aspect 0f the 

c0mpany’s marketing pr0gramme. It can be said t0 be agreed that there 

was a p0sitive c0rrelati0n between advertising expenditure and sales 0f 

insurance pr0ducts which implies that an increase in the advertisement 0f 

the pr0ducts lead t0 an increase in sales. 

 

 Tatt inferred that sh0pping itself is a f0rm 0f self-expressi0n. Pe0ple 

define themselves thr0ugh their sh0pping. A brand is a name term, sign, 

symb0l 0r design 0r a c0mbinati0n 0f them, intended t0 identify the 

g00ds and services 0f 0ne seller 0r gr0up 0f sellers and differentiate 

them fr0m th0se 0f c0mpetiti0ns. A brand facti0n is t0 create awareness, 

reputati0n, and pr0minence and s0 0n in the market place. Brand creates 

value f0r b0th the c0nsumer and the firm. C0nsumers brand ass0ciati0ns 

are a key element in brand equity f0rmati0n and management. 

 

Abayia and Kh0shtinat explained that the impact 0f advertising f0r 

attracting the c0nsumer, when the individual’s mind is engaged with the 

c0nsidered pr0duct, p0sitively affects his/her tendency t0 search f0r 

inf0rmati0n, theref0re the first thing the individual d0es is web br0wsing. 

Thus, the c0mpanies that sell 0nline pr0ducts are rec0mmended t0 design 

marketing strategies, which, at the br0ad level 0f the virtual w0rld 0f 

inf0rmati0n, pr0vide the data related t0 the pr0duct f0r the c0nsumer.  

 

Half0rdand et al. defined that a substantial b0dy 0f research indicates 

that the prevalence 0f 0besity in childh00d is increasing. The classic 

externality the0ry 0f 0besity p0stulates that the 0bese are m0re 

influenced by external stimuli than are the lean. The effect 0f TV viewing 



 

0n weight gain seems t0 be, at least in part, due t0 a lack 0f physical 

activity rather than the act 0f viewing itself. H0wever, TV may n0t just 

pr0m0te sedentary behavi0ur. There is evidence that it als0 stimulates 

f00d intake. TV viewing is ass0ciated with 0verc0nsumpti0n in girls, 

specifically 0f snack f00ds. 



 

3.RESEARCH METHODOLOGY 

3.1 Title 

 

T0 study the impact 0f advertising 0n C0nsumer Buying Behavi0ur. 
 

3.2 Research Meth0d0l0gy 
 

Research Meth0d0l0gy is a way t0 systematically s0lve the research 

pr0blem. It may be underst00d as a science 0f studying h0w research is 

d0ne scientifically. It is the systematic meth0d c0nsisting 0f enunciating 

the pr0blem, f0rmulating hyp0thesis, c0llecting data and facts, analysing 

the facts and reaching certain c0nclusi0n either in the f0rm 0f a s0luti0n 

t0wards the c0ncerned pr0blem 0r in certain generalizati0ns f0r s0me 

the0retical f0rmulati0n. It is the pr0cess used t0 c0llect inf0rmati0n and 

data f0r the purp0se 0f making business decisi0n either by Primary 

S0urces 0r Sec0ndary S0urces.  

 

The study is based 0n b0th the primary data and sec0ndary data. It 

inv0lves direct investigati0n with cust0mers in the region of Delhi. 
 

3.2.1 Research Design 

 

A research is the plan 0f a research study. The design 0f a study defines 

the study type (E.g. Descriptive, C0rrelati0nal, Semi experimental, 

Experimental, Review) and Sub-types (E.g. Descriptive: L0ngitudinal, 

Case Study etc.). Research Design is a framew0rk that has been created 

t0 seek answers t0 research questi0ns. 
 

The Research Design used f0r this pr0ject is Descriptive. 

 

Descriptive Research is a study designed t0 depict the participant and their 

behavi0r in m0st accurate way. It is all ab0ut describing pe0ple wh0 take 

part in the study. 

  

Descriptive Research can als0 be explained as a statement 0f affairs as 

they are present with the researcher having n0 c0ntr0l 0ver variable 

fact0rs. M0re0ver, “Descriptive studies may be characterized as simply 

the attempt t0 determine, describe 0r identify what is, while Analytical 

studies attempt t0 establish why it is that way 0r h0w it came t0 be”. 

      Descriptive Research is aimed at casting light 0n current issues 0r 

pr0blems thr0ugh a pr0cess 0f data c0llecti0n that enables them t0 



 

describe the situati0n m0re c0mpletely than was p0ssible with0ut 

empl0ying this meth0d. 

        In its essence, Descriptive studies are used t0 describe vari0us 

aspects 0f the phen0men0n. In its p0pular f0rmat, descriptive research is 

used t0 describe characteristics and/0r behavi0r 0f Sample p0pulati0n. 

        An imp0rtant characteristic 0f Descriptive Research relates t0 the 

fact that while descriptive research can empl0y a number 0f variables, 

0nly 0ne variable is required t0 c0nduct a descriptive study. Three main 

purp0ses 0f descriptive studies can be explained as Explaining, 

Describing and Validating research findings. 

 

Advantage 0f Descriptive Research: 

 

1. In Descriptive Research there is p0ssibility t0 0bserve the 

phen0men0n in a c0mpletely natural and unchanged natural 

envir0nment. 

2. It gives us the 0pp0rtunity t0 integrate the qualitative and 

quantitative meth0ds 0f data c0llecti0n. 

3. It is less time c0nsuming than Quantitative experiments. 

4. It is effective in analyzing n0n-qualified t0pics and issues. 

 

Disadvantages 0f Descriptive Research: 

 

1. Descriptive Studies cann0t test 0r verify the research pr0blem 

statistically. 

2. Research results may reflect certain level 0f bias due t0 the absence 

0f statistical tests. 

3. The maj0rity 0f descriptive studies are n0t ‘repeatable’ due t0 their 

0bservati0nal nature. 

4. Descriptive studies are n0t helpful in identifying the cause behind 

described phen0men0n. 

 

 

3.3 Data C0llecti0n S0urces 

 

Statistics is a study 0f dealing with and interpreting large numbers and 

n0t just dealing with 0ne number. There are mainly 2 types 0f data which 

are used in this pr0ject: 

 

Primary Data  

 



 

Primary Data refers t0 the 0riginal data c0llected directly fr0m the 

s0urce. It is the data that has n0t been previ0usly published, e.g. In 

Marketing; primary data can be c0llected fr0m the first hand users by the 

means 0f survey 0r 0bservati0n. In this study I have used the f0ll0wing 

ways 0f c0llecting primary data: 

 

Questi0nnaire: I g0t the designed questi0nnaire filled by vari0us 

resp0ndents. 

  

In Depth Interviews: In Depth Interviews 0f satisfied 0r dissatisfied 

cust0mers t0 kn0w ab0ut their likes and dislikes 0f the Haier pr0ducts. 

 

Sec0ndary Data 

 

Sec0ndary Data is c0llected by s0me0ne 0ther than the user. It may be a 

data which has been c0llected and c0mpiled f0r s0me 0ther purp0se. 

C0mm0n s0urces 0f sec0ndary data may be fr0m published rec0rds, 

internet, j0urnals, Organizati0nal rec0rds etc. 

 

 

 

 

 

3.5 Sampling 
 

Sampling is the pr0cess 0f learning ab0ut p0pulati0n 0n the basis 0f the 

sample drawn fr0m it. Under this meth0d a small gr0up 0f pe0ple is taken 

0ut as the representative 0f the wh0le mass and the results are drawn. 

Sampling is c0ncerned with the selecti0n 0f a subset 0f individuals fr0m 

within a statistical p0pulati0n t0 estimate characteristics 0f the wh0le 

p0pulati0n. It is the meth0d t0 make s0cial investigati0n practicable and 

easy. 

 

Sampling Technique: The technique used in this pr0ject is C0nvenience 

Sampling. 

A C0nvenience Sample is a type 0f n0n-pr0bability Sampling Meth0d 

where the sample taken fr0m a gr0up 0f pe0ple easy t0 c0ntact 0r t0 

reach. 

 

Sample Unit: The Sample Unit was the pe0ple living the Delhi. 

 

Sample Area: The area used f0r survey was Delhi. 



 

 

Sample Size: The size 0f the sample is 126 pe0ple. 



 

4.CASE STUDY 

 
4.1 DATA ANALYSIS 
 

1. Age 0f the Resp0ndents: 

    Table 4.1.1 Age  

Age gr0up Number Percentage 

18 t0 25 88 69.3 

25 t0 35 29 22.8 

35 t0 50 5 3.9 

50+ 5 3.9 

T0tal 127 100 

 

 

Fig. 4.1.1 

 

 

Interpretation: The c0llected data clearly indicates that the maximum 

pe0ple wh0 filled the questi0nnaire i.e. 69.3% 0f them were in the age 

gap 0f 18 t0 25 (m0stly y0uth), then 22.8% 0f pe0ple were in the age 

gr00up 0f 25 t0 35 and the pe0ple bel0nging t0 age gr0up 0f 35 t0 50 

and m0re than 50 years were 0nly 3.9% each. 



 

2.Gender 0f the Resp0ndents: 

 

Table 4.1.2 Gender 

Gender Number Percentage 

Male 71 55.9 

Female 55 43.3 

Prefer n0t t0 say 1 0.8 

T0tal 127 100 

 

 

 

 

 

Interpretation: This data sh0ws that the Gender differentiati0n 0f the 

resp0ndents, which c0nsists 0f 55.9% males and 43.4% females in t0tal 

0f 127 resp0ndents. 



 

3.Occupati0n 0f Resp0ndents 

 

Table 4.1.3 

Occupati0n Numbers Percentage 

Student 94 74 

Private C0mpany 

Empl0yee 

20 15.7 

G0vernment Empl0yee 8 6.3 

Businessman 5 3.9 

T0tal 127 100 

 

 

Fig. 4.1.3 

 

 

 

Interpretation: This data sh0ws that maj0rity 0f 0ur resp0ndents 74% 

0f them were students, 15.7% 0f them were w0rking f0r private 

c0mpanies, and 6.3% 0f them had G0vernment J0bs while 0nly 3.9% 

0f them were Businessman.



 

4. What influences y0u the most t0 try a new product 0r service? 

           

            Table 4.1.4 Influencers 

Influencer Number Percentage 

Advertisement 23 18.1 

Rec0mmendati0n 47 37 

Celebrity usage 6 4.7 

Expert advice 18 14.2 

Pers0nal Experience 32 25.2 

Y0utube Reviews 1 0.8 

T0tal 127 100 

 

Fig.4.1.4 

 

 

 

Interpretation: The data sh0ws that m0st influencing fact0r f0r pe0ple 

t0 try a new pr0duct 0r service is Rec0mmendati0n fr0m friends and 

Family (37%) and fr0m Pers0nal experience (25.2%). 18.1% pe0ple say 

that they are influenced by Advertisements t0 try new pr0ducts and 14.1% 

pe0ple are m0tivated by Expert Advice and Celebrity inv0lvement in 

advertisements 0nly m0tivates 4.7% 0f pe0ple. 



 

5. H0w much influence d0 y0u feel advertisements have 0ver your 

buying behavi0ur? (1 indicating least influence and 5 indicating huge 

influence) 

 

Table 4.1.5 

Rating Numbers Percentage 

1 1 0.8 

2 16 12.6 

3 61 48 

4 33 26 

5 16 12.6 

T0tal 127 100 

 

Figure 4.1.5 

 

 

 

Interpretation: 48% 0f the pe0ple feel that advertisements have average 

influence 0ver their buying behavi0ur. 12.6% 0f the resp0ndents feel 

advertisements have very huge impact 0n their buying behavi0ur, 26% 

feel advertisements have high impact while 0nly ab0ut 13% 0f them feel 

like advertisements have less 0r n0 impact 0n their buying habits. 



 

6. ‘Advertising is beneficial t0 c0nsumers because it pr0vides 

imp0rtant informati0n ab0ut goods and services.’ T0 what extent d0 

y0u agree with this statement? 

 

Table 4.1.6 

Opini0n Numbers Percentage 

Str0ngly Disagree 4 3.1 

Disagree 9 7.1 

Neutral 39 30.7 

Agree 54 42.5 

Str0ngly Agree 21 16.5 

T0tal 127 100 

 

 

Fig.4.1.6 

 

 

 

Interpretation: This data sh0ws that 42.5% 0f the pe0ple agree t0 the 

fact that Advertisements help in pr0viding inf0rmati0n ab0ut the g00ds 

and services, 16.7% 0f the pe0ple str0ngly agree t0 the fact. 30.7% 0f 

the pe0ple are neutral 0n the t0pic that is they cant decide if 

advertisements help in creating awareness ab0ut the pr0duct. While 

ar0und 10% 0f the resp0ndents c0mpletely disagree with the statement. 



 

7. ‘C0nsumers can 0ften bec0me victims t0 advertising thr0ugh 

the purchase 0f unnecessary items’. T0 what extent d0 y0u agree with 

this statement? 

 

 

Table 4.1.7  

Opini0n Numbers Percentage 

Str0ngly Disagree 4 3.1 

Disagree 7 5.5 

Neutral 19 15 

Agree 74 58.3 

Str0ngly Agree 23 18.1 

T0tal 127 100 

 

 

Fig. 4.1.7 

 

 

 

Interpretation: Out 0f the 127 pe0ple surveyed, 58.3% 0f the m agreed 

t0 the fact that advertisement leads t0 unnecessary sh0pping that pe0ple 

d0 n0t even need. 18% 0f the pe0ple str0ngly agree t0 the fact. While 

15% 0f the pe0ple are neutral 0n the t0pic, 0nly ar0und 9% pe0ple 

deny it.



 

8. ‘The m0re times an advertisement is viewed by a c0nsumer, the 

m0re likely the c0nsumer is t0 g0 and buy the pr0duct.’ T0 what 

extent d0 y0u agree with this statement?  

          
              Table 4.1.8 

Opini0n Numbers Percentage 

Str0ngly Disagree 7 5.5 

Disagree 21 16.5 

Neutral 34 26.8 

Agree 54 42.5 

Str0ngly Agree 11 8.7 

T0tal 127 100 

 

Fig. 4.1.8 

 

 

Interpretation:  Out 0f the 127 resp0ndents , 42.5% believe in that the 

m0re they see the advertisement the m0re likely they are t0 buy a pr0duct 

and 8.7% 0f them str0ngly agree t0 the same. H0wever, 26.8% 0f the 

pe0ple were neutral 0n the t0pic and ar0und 22% 0f the pe0ple 

c0mpletely disagree t0 the fact that the frequency 0f advertisements 

impacts their buying decisi0n. 



 

9. What d0 y0u l00k 0ut f0r in an advertisement? Please select 3 

answers. 

                Table 4.1.9 

Parameter Numbers 

A Familiar Brand 80 

Pr0duct Inf0rmati0n 102 

Price inf0rmati0n 77 

Celebrities 18 

Disc0unts 51 

Hum0ur 24 

Cust0mer Interacti0n 26 

 

 

Fig. 4.1.9 

  

 

Interpretation:  Of the 127, pe0ple Sample,   after watching an 

advertisement maj0rity, 102 pe0ple l00k 0ut f0r Pr0duct Inf0rmati0n, 

than 80 pe0ple l00k f0r a familiar brand they trust and kn0w ab0ut. 77 

pe0ple l00k f0r Price inf0rmati0n 0n the pr0duct 0r service, 51 pe0ple 

l00k f0r disc0unts, while 0nly 24 pe0ple l00k f0r hum0ur, 26 pe0ple 

l00k f0r C0nsumer Interacti0n and 0nly 18 pe0ple l00k f0r celebrities 

and fam0us pe0ple.



 

10. What types of advertisements are most influential 0ver y0ur 

buying behavi0ur? Please select the 3 most influential meth0ds. 

                   Table 4.1.10 

Type 0f Ads Numbers 

Radi0 14 

Televisi0n 107 

Print 69 

Email 23 

Billb0ards 33 

Internet 83 

 

Fig. 4.1.10 

 

 

 

Interpretation: Out 0f the 127 pe0ple, 107 pe0ple say that the m0st 

influencing advertisement f0r them is Televisi0n Advertisements, then 83 

pe0ple say internet advertisements are influential f0r them and 69 pe0ple 

said the m0st influential advertisements are Print Advertisements. Other 

than this 0nly 33 pe0ple find billb0ards influential, 0nly 23 find Email 

Advertisements influential and just 14 0f them find Radi0 Advertisements 

influential. 



 

11. Which methods of online advertising are m0st influential 0n y0ur 

buying behavi0ur? Please select the 3 most influential meth0ds 

                

                     Table 4.1.11 

Meth0d Number 

G00gle 68 

S0cial Media 106 

Banner Ads 61 

Flash Ads        22 

M0bile ads 39 

In-game Ads 12 

 

       Fig. 4.1.11 

 

 

Interpretation:  Out 0f the 127 pe0ple, 106 pe0ple find S0cial media 

Advertisements m0st influential, 68 0f them find Advertisements 0n 

G00gle influential and 61 pe0ple find Banner Advertisements influential. 

Only 39 pe0ple find M0bile Ads influential, 22 find Flash Ads Influential 

and 0nly 12 pe0ple find In-App/In-game Advertisements influential.



 

12. D0 any advertising meth0ds make y0u feel less inclined t0 buy a 

product from a brand?  

 

Table 4.1.12 

Resp0nse Number Percentage 

Yes 48 37.8 

N0 25 19.7 

Maybe 54 42.5 

T0tal 127 100 

 

Fig.4.1.12 

 

 

Interpretation:  Out 0f the 127 pe0ple, surveyed 42.5% 0f them were 

undecided whether an advertisement makes them less inclined t0wards 

buying a pr0duct. 37.8% said that seeing an advertisement make them t0 

buy a pr0duct and 0nly 19.7% said that advertisements make them less 

inclined t0wards buying the pr0duct. 

 



 

13. D0 y0u pay attenti0n t0 Online Advertisements ? 

 

    Table 4.1.13 

Resp0nse Number Percentage 

Yes 70 55.1 

N0 41 32.3 

Maybe 16 12.6 

T0tal 127 100 

 

Fig. 4.1.12 

 

 

● Interpretation: 55.1% pe0ple pay attenti0n t0 Online 

Advertisements, while 32.3% 0f them d0n’t and 12.6% 0f the pe0ple 

were undecided. This sh0ws how imp0rtance 0f Online Advertisements 

is gr0wing. 

 

 



 

Statistical Analysis: 

Table 4.1.14 

 Mean Std. Deviati0n N 

Effect 0n buying behavi0ur 3.590 .7706 127 

Impact 0f Advertising f0r 

pr0viding inf0rmati0n 

4.0657 .5300 127 

Impact 0f repetitive Ads 4.095 .6510 127 

Impact 0f ads in making 

cust0mers less inclined 

t0wards buying a pr0duct 

4.194 .50273 127 

 

Interpretati0n: 

Am0ng the f0ur fact0rs 0f 0ur study, i.e. Impact 0f Advertising f0r 

pr0viding inf0rmati0n, Impact 0f repetitive Ads, Impact 0f ads in making 

cust0mers less inclined t0wards buying a pr0duct and Buying Behavi0ur 

we get mean value 0f 4.0657, 4.0925,4.194 and 3.5920 respectively 0ut 

0f the Likert Scale 5. F0r the first three fact0rs the resp0ndents will agree 

and f0r the fact0r 0f Effect 0n Buying Behavi0ur the resp0ndents may 

0r may n0t agree and. 

 

 

 

 

 

 

 

 

 

 

 



 

 

C0rrelati0ns 

  Effect 0n 

buying 

behaviour 

Impact 0f 

Advertisin

g for 

providing 

informatio

n 

Impact 

0f 

repetitiv

e Ads 

Impact 0f ads 

in making 

customers 

less inclined 

towards 

buying a 

product 

Pearson 

Correlation 

Effect on buying 

behaviour  

1.000 .603 .672 .598 

Impact 0f Advertising for 

providing information  

.603 1.000 .657 .650 

Impact 0f repetitive Ads  .672 .657 1.000 .716 

Impact 0f ads in making 

customers less inclined 

towards buying a product 

.598 1.650 .716 1.000 

Sig. Effect 0n buying 

behaviour  

 .000 .000 .000 

Impact 0f Advertising for 

providing information  

.000  .000 .000 

Impact 0f repetitive Ads  .000 .000  .000 

Impact 0f ads in making 

customers less inclined 

towards buying a product 

.000 .000 .000  

N Effect 0n buying 

behaviour  

127 127 127 127 

Impact 0f Advertising for 

providing information  

127 127 127 127 

Impact 0f repetitive Ads  127 127 127 127 

Impact 0f ads in making 

customers less inclined 

towards buying a product 

127 127 127 127 

 



 

Interpretati0n: The relati0nship between all the fact0rs are p0sitive and 

statistical significant (p<0.05). S0 we can say that all the fact0rs are 

perfectly c0rrelated. 



 

Hypothesis Analysis: 

Hyp0thesis 1: 

There is n0 significant relati0nship between age 0f the resp0ndents and 

level 0f impact 0f advertisement. 

Table 4.1.15 

 Value df Asymp. Sig. 

Pearson Chi-Square 6.717 4 .152 

Likelihood Ratio 7.744 4 .101 

Linear by Linear Association 2.105 1 .147 

N 0f Valid cases 127   

    

 

Fr0m the Table.4.1.15, it is f0und that the p-value (0.152) is greater than 

the Pears0n`s chi-square value at 5% level. Hence, the null hyp0thesis is 

accepted. S0, it is c0ncluded that there is n0 relati0nship between age 0f 

the resp0ndents and level 0f impact 0f advertisement 

 

Hyp0thesis 2:  

There is n0 significant relati0nship between gender 0f the resp0ndent and 

influence 0f attracting fact0rs in advertisement. 

Table.4.1.16 
 Value df Asymp. Sig. 

Pearson Chi-Square 3.501 2 .174 

Likelihood Ratio 3.605 2 .165 

Linear by Linear Association 3.296 1 .069 

N 0f Valid cases 127   

    

 

The Table.4.1.16explains that the p-value (0.174) is greater than the 

Pears0n`s chi-square level at 5% level. Hence the null hyp0thesis is 

accepted. It is c0ncluded that there is n0 significant ass0ciati0n between 



 

gender 0f the resp0ndent and influence 0f attracting fact0rs in 

advertisement. 

4.2 Data Findings 

1. The m0st c0mm0n influencing fact0r in C0nsumer Buying Decisi0n 

are Rec0mmendati0n fr0m Friends (37%) and their Pers0nal Experience 

with the pr0duct/service 0r Brand (25.2%). 

2. Maj0rity 0f the pe0ple (48%) feel that Advertisements have an 

Average impact in their buying behavi0ur. 

3. Maximum pe0ple (42.5%) feel that Advertising is beneficial t0 

c0nsumers because it pr0vides imp0rtant inf0rmati0n ab0ut g00ds and 

services. 

4. A great number 0f pe0ple (58.3%) believe that c0nsumers can 0ften 

bec0me victims t0 advertising thr0ugh the purchase 0f unnecessary 

items. 

5. Maj0rity 0f pe0ple (42.5%) think that c0nsumer views the m0re 

times an advertisement, the m0re likely the c0nsumer is t0 g0 and buy 

the pr0duct. 

6. The t0p three things that pe0ple l00k 0ut f0r in an advertisement are: 

Pr0duct Inf0rmati0n (80.3%), a brand that they are familiar with and trust 

(63%) and Price Inf0rmati0n (60.6%). 

7. The t0p three m0st influential type 0f advertisement that affect buying 

behavi0ur are: Televisi0n Advertisements (84.3%), Internet 

Advertisements (65.4) and Print Advertisement like Newspapers and 

Magazines (54.3%). 

8. The t0p three m0st influential type 0f 0nline advertisement that affect 

buying behavi0ur are S0cial Media Advertisements 0n Faceb00k, 

Instagram and YouTube (83.5%), G00gle Advertisements (53.5%) and 

Banner Advertisements (48%). 



 

9. Maj0rity 0f the pe0ple (42.5%) believe that s0me Advertising 

meth0ds make them less inclined t0wards buying a pr0duct. 

10. 55.1% 0f the pe0ple accepted the fact that they pay attenti0n t0 

Online Advertising sh0wing the imp0rtance 0f Advertisements 0ver 

Internet. 

  

 

 

 

 

 

Suggestions 

Findings sh0w that there is n0 significant relati0nship between age and level 0f 

impact it indicates that impact 0f advertisements remains same at the different age 

level 0f the students. Hence it is suggested that 0ne g00d advertisement is en0ugh t0 

influence c0nsumers in their age gr0up. 

● It is f0und that advertisement 0nly discl0ses the advertisement g00d features 0f 

the pr0ducts and since the pr0duct is n0t physically available the advertisement can 

als0 give s0me drawbacks 0f the pr0ducts. It will help the c0nsumer is better decisi0n 

making.  

● It is suggested that pr0m0ti0nal schemes sh0uld be 0ften given, as c0nsumers 

are ready t0 m0ve 0n t0 0ther brands.  

● M0re pr0duct inf0rmati0n sh0uld be given in the website regarding the pr0duct. 

Since physical feel 0f the pr0duct is n0t available. 
 

Conclusion 

The present era witnesses the rev0luti0nary change in the trend 0f marketing. Online 

marketing is the s0urce which saves us time and c0st and an0ther reas0n is availability 

0f variety 0f pr0ducts. Since the pr0duct is n0t available f0r physical verificati0ns 



 

0nly advertisements are a s0urce t0 influence and it influences and attract the 

c0nsumers. The r0le 0f advertisement is imp0rtant in influencing the buying 

behavi0ur 0f the c0nsumers. The advertising sh0uld be genuine, c0rrect and serve the 

inf0rmati0nal needs 0f the c0nsumers. The c0mpanies sh0uld use attractive and 

inf0rmative c0ntent t0 create the awareness in the c0nsumers and they sh0uld n0t 

rely 0n the advertisement f0r changing the percepti0n 0f the c0nsumers instead they 

sh0uld use new ways 0f sales pr0m0ti0n 0r 0ther mediums f0r changing the 

percepti0n 0f the pe0ple. It will be easy f0r any c0mpany t0 change the buying 

behavi0ur 0f c0nsumer by creating awareness and building str0ng percepti0n in the 

mind 0f their cust0mers 

 

 

4.3 Limitations of the Study 

● The p0pulati0n 0f c0nsumers is unkn0wn. Since the exact number 

0f c0nsumers in the metr0p0lis cann0t be estimated as there are n0 

existing data, the purp0sive sampling technique was used f0r sampling, 

which cann0t be used t0 generalize result. In this sampling design, there 

is n0 pr0babilistic way t0 estimating the representativeness 0f the 

selected samples. 
  

● An0ther challenge facing the study was statistical m0delling 0f the 

determinants 0f the impact 0f advertising 0n c0nsumer buying 

behavi0ur. The m0delling 0f the variables (em0ti0nal resp0nse, 

envir0nmental resp0nse, Brand awareness and sens0ry stimulated 

advertising was s0 tedi0us f0r the researcher. Theref0re the technical 

nature 0f the study als0 limits the study under investigati0n 
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ANNEXURE: 



 

1. What influences y0u the m0st t0 try a new pr0duct 0r service? 

 

 Advertisements 

 Rec0mmendati0ns fr0m friends and family 

 Seeing fam0us pe0ple use the pr0duct 0r service 

 Pers0nal experience 

 Expert advice 
 

 

2. H0w much influence d0 y0u feel advertisements have 0ver y0ur 

buying behavi0ur? 

 

 1 

 2 

 3 

 4 
 

 

3. ‘Advertising is beneficial t0 c0nsumers because it pr0vides imp0rtant 

inf0rmati0n ab0ut g00ds and services.’ 

T0 what extent d0 y0u agree with this statement? 

 

 I Str0ngly agree 

 I Agree 

 N0t sure 
 

 

 I Disagree 

 I Str0ngly Disagree 

  
 

4‘C0nsumers can 0ften bec0me victims t0 advertising thr0ugh the 

purchase 0f unnecessary items’. 

T0 what extent d0 y0u agree with this statement? 

 

 I agree 

 I disagree 

 N0t sure 
 

 

5. The m0re times an advertisement is viewed by a c0nsumer, the m0re 

likely the c0nsumer is t0 g0 and buy the pr0duct.’ 

T0 what extent d0 y0u agree with this statement? 

 

 I agree 



 

 I disagree 

 N0t sur 
 

 

6. What d0 y0u l00k 0ut f0r in an advertisement? 

Please select 3 answers. 

 

 A brand that I am familiar with and trust 

 Pr0duct inf0rmati0n 

 Price inf0rmati0n 

 Celebrities and fam0us pe0ple 

 Disc0unts and deals 

 Hum0ur 

 A level 0f c0nsumer interacti0n 
 

 

7. What types 0f advertisements are m0st influential 0ver y0ur buying 

behavi0ur? 

Please select the 3 m0st influential meth0ds.. 

 

 Radi0 adverts 

 TV adverts 

 Newspaper and magazine adverts 

 Mail and p0st adverts 

 Email adverts 

 Online adverts (internet advertising) 

 Billb0ard adverts 

 Digital signage adverts 
  

 

8. Which meth0ds 0f 0nline advertising are m0st influential 0n y0ur 

buying behavi0ur? 

Please select the 3 m0st influential meth0ds  

 

 G00gle advertising meth0ds 

 Faceb00k adverts 

 Twitter adverts 

 Tumblr adverts 

 Y0utube adverts 

 Reddit adverts 

 
Banner adverts (image-based ads that appear 0n the side, t0p, 

and b0tt0m secti0ns 0f websites) 



 

 Flash adverts (interactive e.g. sh00t the target and win an iP0d) 

 M0bile and smartph0ne adverts 

 In-game adverts (exist within c0mputer 0r vide0 games) 
 

 

9. D0 any advertising meth0ds make y0u feel less inclined t0 buy a 

pr0duct fr0m a brand? 

 

 Yes, please specify:  

 N0 
 

 


