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ABSTRACT 

Advertisement plays an important role in modern era as it shapes the attitudes and perceptions of individuals 

and society which strikingly influences the customer buying behaviour .Any business can get on the road of 

success when it attracts and retains the consumers with profit and this goal is achieved when company builds 

a strong consumer perception for its product or service. All the big guns have made significant attempts to 

ensure quality advertisement and fabrication of strong consumer perception through suitable ways that 

positively affects the consumer buying behavior because people get knowledge about product through 

advertisement and other promotional tools and develop perception through company‘s activities and his 

previous experience with that company and past purchase accordingly. 
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Introduction 

Advertising is a form of marketing 

communication used to promote or sell something, 

usually a business's product or service. 

Advertising is considered as a major and 

important element for the economic growth of the 

marketers and different companies in competition 

Advertising is usually a paid form of publicity by 

some sponsor and reached through various 

traditional media such as television, commercial 

radio advertisement, outdoor advertising, 

newspaper, magazine mail or modern media such 

as blogs, websites and text messages. Furthermore 

the developments and technological advancements 

have turned advertising to a more pervasive and 

powerful in its impact and affect . 

Consumer buying behavior is the sum total of a 

consumer's attitudes, preferences, intentions, and 

decisions regarding the consumer's behavior in the 

marketplace when purchasing a product or 

service. The study of consumer behavior draws 

upon social science disciplines of anthropology, 

psychology, sociology, and economics. Marketers 

expect that by understanding what causes the 

consumers to buy particular goods and services, 

they will be able to determine—which products 

are needed in the marketplace, which are obsolete, 

and how best to present the goods to the 

consumers. 

The study of consumer behaviour assumes that the 

consumers are actors in the marketplace. The 

per­spective of role theory assumes that 

consumers play various roles in the marketplace. 

Starting from the information provider, from the 

user to the payer and to the disposer, consumers 

play these roles in the decision process.According 

to Engel, Blackwell, and Mansard, ‗consumer 

behaviour is the actions and decision processes of 

people who purchase goods and services for 

personal consumption‘.According to Louden and 

Bitta, ‗consumer behaviour is the decision process 

and physical activity, which individuals engage in 

when evaluating, acquiring, using or disposing of 

goods and services‘. 
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LITERATURE REVIEW 

Numerous studies have examined the 

effectiveness of advertising in the past decade. 

The common measures of advertising 

effectiveness include ad recall, ad recognition, 

brand awareness, clicks or click through rate, 

attitude towards the ad and the brand, and 

purchase consideration. Of these common 

measures, attitudes toward the ad, clicks on ad, 

and  ability to recall ad are the focus of the present 

study. The effectiveness of these three measures 

was assessed by their ability to predict purchase 

decision. Advertising, sales promotion and public 

relations are mass communication tools available 

to marketers. As its name suggests, mass 

communication uses the same message for 

everyone in an audience. 

 

 Today, definitions of advertising abound. We 

might define it as communication process, a 

marketing process, an economic and social 

process, a public relations process or information 

and persuasion process viewed advertising from 

its functional perspectives, hence they define it as 

a paid, non personal communication through 

various media by business firms, non profit 

organization, and individuals who are in some 

way identified in the advertising message and who 

hope to inform or persuade members of a 

particular audience is of the opinion that  

advertising is used to establish a basic awareness 

of the product or service in the mind of the 

potential customer and to build up knowledge 

about it. 

 

Technology advancement had not given us new 

products and services, but they had changed the 

meaning of many words. With increase in mass 

media, advertising effectiveness, as more 

traditional mass media, had reduced. Now 

advertiser is looking for new and presumably less 

cluttered media. The current age of digital media 

had given consumer choices to opt in and opt out 

of marketing messages and advertising. 

Consumers are getting more control of what they 

want and when they want. All these things are 

moving toward the interactive marketing  .As a 

promotional strategy, advertising provides a major 

tool in creating product awareness and condition 

the mind of a potential consumer to take final 

purchase decision. As advertiser‘s primary 

mission is to reach potential customers and 

influence their awareness, attitudes and buying 

behavior. 

 

RESEARCH METHODOLOGY 

Secondary sources of data has been used 

Nature of Consumer Behaviour: 

1. Influenced by various factors:  

The various factors that influence the 

consumer behaviour are as follows:  

a. Marketing factors such as product design, price, 

promotion, packaging, positioning and dis-

tribution. 

b. Personal factors such as age, gender, education 

and income level. 

c. Psychological factors such as buying motives, 

perception of the product and attitudes towards the 

product. 

d. Situational factors such as physical 

surroundings at the time of purchase, social 

surroundings and time factor. 

e. Social factors such as social status, reference 

groups and family. 

f. Cultural factors, such as religion, social class—

caste and sub-castes. 

2. Undergoes a constant change:  

Consumer behaviour is not static. It undergoes a 

change over a period of time depending on the 

nature of products. For example, kids prefer 

colourful and fancy footwear, but as they grow up 

as teenagers and young adults, they prefer trendy 

footwear, and as middle-aged and senior citizens 

they prefer more sober footwear. The change in 

buying behaviour may take place due to several 

other factors such as increase in income level, 

education level and marketing factors. 

3. Varies from consumer to consumer:  



DOI: 10.18535/ijsrm/v4i9.09 
 

Amrita Dhaliwal, IJSRM volume 4 issue 09 September 2016 [www.ijsrm.in] Page 4503 

All consumers do not behave in the same manner. 

Different consumers behave differently. The 

differences in consumer behaviour are due to 

individual factors such as the nature of the 

consumers, lifestyle and culture. For example, 

some consumers are technoholics. They go on a 

shopping and spend beyond their means. 

They borrow money from friends, relatives, 

banks, and at times even adopt unethical means to 

spend on shopping of advance technologies. But 

there are other consumers who, despite having 

surplus money, do not go even for the regular 

purchases and avoid use and purchase of advance 

technologies. 

4. Varies from region to region and country to 

county:  

The consumer behaviour varies across states, 

regions and countries. For example, the behaviour 

of the urban consumers is different from that of 

the rural consumers. A good number of rural 

consumers are conservative in their buying 

behaviours. 

The rich rural consumers may think twice to spend 

on luxuries despite having sufficient funds, 

whereas the urban consumers may even take bank 

loans to buy luxury items such as cars and 

household appliances. The consumer behaviour 

may also varies across the states, regions and 

countries. It may differ depending on the 

upbringing, lifestyles and level of development. 

5. Information on consumer behaviour is 

important to the marketers:  

Marketers need to have a good knowledge of the 

consumer behaviour. They need to study the 

various factors that influence the consumer 

behaviour of their target customers. 

The knowledge of consumer behaviour enables 

them to take appropriate marketing decisions 

in respect of the following factors:  

a. Product design/model 

b. Pricing of the product 

c. Promotion of the product 

d. Packaging 

e. Positioning 

f. Place of distribution 

6. Leads to purchase decision:  

A positive consumer behaviour leads to a 

purchase decision. A consumer may take the 

decision of buying a product on the basis of 

different buying motives. The purchase decision 

leads to higher demand, and the sales of the 

marketers increase. Therefore, marketers need to 

influence consumer behaviour to increase their 

purchases. 

7. Varies from product to product:  

Consumer behaviour is different for different 

products. There are some consumers who may buy 

more quantity of certain items and very low or no 

quantity of other items. For example, teenagers 

may spend heavily on products such as cell 

phones and branded wears for snob appeal, but 

may not spend on general and academic reading. 

A middle- aged person may spend less on 

clothing, but may invest money in savings, 

insurance schemes, pension schemes, and so on. 

8. Improves standard of living:  

The buying behaviour of the consumers may lead 

to higher standard of living. The more a person 

buys the goods and services, the higher is the 

standard of living. But if a person spends less on 

goods and services, despite having a good income, 

they deprives themselves of higher standard of 

living. 

9. Reflects status:  

The consumer behaviour is not only influenced by 

the status of a consumer, but it also reflects it. The 

consumers who own luxury cars, watches and 

other items are considered belonging to a higher 

status. The luxury items also give a sense of pride 

to the owners. 
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EFFECT OF ADVERTISMENT ON 

CONSUMER BUYING BEHAVIOR 

 Increased Awareness:- Advertising and 

promotion offer a news function to 

consumers. Viewers of ads learn about 

new products and services available to 

them, much like they learn about events in 

the news. This information function has a 

neutral role. It provides facts without 

approval or disapproval from consumers. 

Customer behavior at this stage 

encompasses expressions of curiosity. 

 Analysis of Features:-Consumers have a 

rational response to advertising when they 

look at the features of a product or service. 

This response focuses on a logical listing 

of all the functional aspects of the offering. 

This is an intellectual response, rather than 

an emotional one. 

 Evaluation of Benefits:-When customers 

weigh benefits, they become emotionally 

involved with advertising and promotion. 

Consumers identify ways the product or 

service can make them happier, improve 

their lives or give them pleasure. This part 

of the consumer response is irrational and 

can lead to impulse buying and 

competition to obtain the product. 

 Reminders:-Repeated advertising 

messages affect consumer behavior. This 

repetition serves as a reminder to the 

consumer. Behavior that stems from 

reminders includes suddenly thinking of a 

product while shopping and making a 

decision to buy it, as if it had been on the 

consumer‘s "to-do" list. 

 Promotion of Loyalty or Alienation:-

Consumer behavior splits between loyalty 

and alienation depending on how well the 

product lives up to its advertised benefits. 

Corporate behavior – such as scandals or 

charity work – can also affect alienation 

and loyalty responses. Once the consumer 

makes this choice, advertising and 

promotion are not likely to undo that 

decision. 

 Advertising creates demand. 

 Promotes marketing system. 

 Makes customer aware of the price and 

attributes of the product leading to greater 

sales. 

 Brings awareness in the masses. 

 Consumer demand can be assessed by 

marketing researchers and advertising 

research. 

 Social dimension of advertising: It 

informs the society of various products 

available, their technology, uses and how 

the society can benefit from new 

innovations, like credit cards, debit cards, 

golden cards, global cards, mobile phones, 

travel offers etc. Advertising also educates 

the people and the society against hazards 

of life. Cancer, ―Smoking is injurious to 

health‖, hazardous driving, ―Better late 

than never‖. Similarly, we have drive 

against pollution, against population 

explosion etc. Advertising should not 

deceive the society. It should not 

manipulate the consumers against their 

will. They can get exploited by sex appeal 

 Psychological aspects: One aspect of 

psychological advertising is that drinking 

of Alcohol, Beer, Wine should not be 

targeted on the children or those below the 

age of 21. Women in society are also 

critical about obscene ads and promoting 

sexual permissiveness in the advertisement 

i.e. Calvin Klein. There is a lot of criticism 

on advertising against sexual appeals and 

nudity. They demean women as being sex 

objects. Such ads can be for cosmetics 

Lingerie and other products used by 

women. When a consumer tries to buy a 

product. He has a lot of choices before 

him. He gets guided by the family, by 

friends, by advertisements, by salesperson 

and the consumer gets confused and often 

feels that he has made a wrong choice. He 
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undergoes both pre and post purchase 

dissonance and the marketer tries to 

remove his anxiety by reinforcing his 

choice. 

 Communication task:- Advertising 

communicates and captures the attention 

of the buyer. It communicates through 

stories, through episodes, through tables 

and charts. The communication must be 

interpreted in the same manner that it is 

intended. It also brings attitudinal changes 

and changes the faiths and beliefs of the 

consumer. 

 

CONCLUSION 

The study show that advertising on the behavior of 

consumer plays an important role in selling 

products. Consumer behavior and advertising are 

dynamic fields, in terms of practice and scientific 

training. For example, the television commercials 

that appear in the year 2012 have little in common 

with those from the 1970s. Advertisements from 

this earlier period used modern techniques and 

were primarily informative. Advertising research 

styles have involved and advanced, partly through 

the influence of improved technology and access 

to advanced theories and methods.  
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