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ABSTRACT 
Advertisements have been used for many years to 

influence the buying behaviors of the consumers. 

Advertisements are helpful in creating the awareness 

and perception among the customers of cosmetic 

products; both of these variables are lethal 

combination to influence the buying behaviors of the 

consumers. This particular research was conducted 

on the 200 young male or female who use different 

brands of cosmetics to check the influence of 

advertisement on their buying behavior while 

creating the awareness and building the perceptions. 

Correlation and regression analysis were used to 

identify the relationship between these variables. The 

results revealed provide the new way to managers to 

devise suitable strategy for the marketing of cosmetic 

products. These results show that advertisements are 

very useful in creating the awareness among the 

people but they are failed to build strong perceptions 

in the mind of consumers. Both of these variables 

such as consumer awareness and consumer 

perceptions will motivate the consumer to buy a 

certain product, as there is a positive relationship 

present in between them. 

 

I. INTRODUCTION  
Advertising is a form of communication 

used to help sell products and services. Typically it 

communicates a message including the name of the 

product or service and how that product or service 

could potentially benefit the consumer. Some of the 

commonly used media for advertising are T.V., radio, 

websites, newspapers, magazines, bill-boards, 

hoardings etc. It helps to form the basis of marketing. 

Advertising plays a significant role in today’s highly 

competitive world. Whether its brands, companies, 

personalities or even voluntary or religious 

organizations, all of them use some form of 

advertising in order to be able to communicate with 

the target audience. Advertising is a non-personal 

form of promotion that is delivered through selected 

media outlets that, under most circumstances, require 

the marketer to pay for message placement. 

Advertising has long been viewed as a method of 

mass promotion in that a single message can reach a 

large number of people. But, this mass promotion 

approach presents problems since many exposed to 

an advertising message may not be within the 

marketer’s target market, and thus, may be an 

inefficient use of promotional funds. However, this is 

changing as new advertising technologies and the 

emergence of new media outlets offer more options 

for targeted advertising. 

Media for Advertisement 

The most common classification of advertising is by 

the medium used. For example: TV, radio, magazine, 

outdoor, business periodical, newspaper and direct 

mail advertising. 

PRINT MEDIA 

Print media is a very commonly used medium of 

advertising by businessmen. It includes advertising 

through newspaper, magazines, journals, etc. and is 

also called press advertising. 

A) Newspapers: 

In our country newspapers are published in English, 

Sinhala and Tamil. These are the sources of news, 

opinions and current events. In addition, Newspapers 

are also a very common medium of advertising. The 

advertiser communicates his message through 

newspaper which reaches to millions of people. 

 

B) Periodicals: Periodicals are publications which 

come out regularly but not on a daily basis. These 

may be published on a weekly, fortnightly, monthly, 

bimonthly, quarterly or even yearly basis. For 

example India Today, Femina, etc. All these 

periodicals have a large number of readers and thus, 

advertisements published in them reach a number of 

people. 
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INDUSTRY PROFILE  

Shri Navalmal Kundanmal Firodia – 

freedom fighter and dedicated Gandhian,participated 

in the freedom struggle,joining the Non-Cooperation 

Movement in 1932 and the Quit India Movement in 

1942.He was repeatedly imprisoned.His vision of an 

independent and industrially strong nation inspired 

his many achievements.He went on to pioneer the 

Automotive Industry in India,first founding M/s.Jaya 

Hind Industries Limited in 1946.Jaya Hind Industries 

Ltd. Is the promoter of Bajaj Tempo Ltd.- now 

FORCE MOTORS LTD. It was he who established 

the concept of the low cost public transport– the 

Autorickshaw.In fact the word,’Autorickshaw’ was 

coined by him- now it is accepted in the English 

language Dictionaries.It was Shri N.K. Firodia who 

developed the autorickshaw and scooter business of 

Bachraj Trading Corporation Limited,now Bajaj 

Auto Limited as per a joint venture agreement 

affecting from 1st December 1947.He was largely 

responsible for the gradual growth of Bajaj Auto 

Ltd.and for the prosperity of that company from the 

start of the autorickshaw and scooter project,till 1968. 

 

II. REVIEW OF LITERATURE 
Armstrong (2015) organized the research to evaluate 

the psychological influence of the advertisement on 

consumer behaviors. In order to reach to research 

outcomes, the researcher used three aspects include 

behavioral, cognitive, and emotional. On the basis of 

a theoretical study of these aspects, the researcher 

defined that advertisement influence the consumer 

behavior in a significant manner. It is because the 

advertisement comes with a psychological vigour 

that put a great influence on mindset and perception 

of individuals. 

Aguirre (2015) said that advertisement utilizes 

creative and attractive images to grasp the attention 

of target customers on an immediate basis. This will 

become the sole reason for increased curiosity among 

customers. For most of the consumers, the 

advertisement serves as a great method to find out 

about the prevailing products and services that they 

don't require. 

Blake (2015) said that advertising and promotions 

influence consumer behaviour through spreading 

brand awareness. The promotion and advertisement 

provide the significant knowledge about prevailing 

products and services to a wide range of customers. 

In addition, it is the advertisement with which 

consumers learn about different events in the news. 

Therefore, it is right to say that the advertisement and 

promotion came with significant influence on 

consumer behavior. 

Berger (2015) said that advertisement is a non-

personal paid form where concepts, products or 

services, ideas, and information are promoted 

through the use of media like visual, verbal, and text. 

The use of media will help the company in enhancing 

the visibility of its advertisement in the existing 

market. The improved visibility of advertisement 

becomes the sole reason for improved consumer 

behaviour. Furthermore, the advertisement is 

considered as a hallmark of modern capitalism. It is 

because the advertisement fuels an economy by 

supporting sellers and buyers. 

 

III. RESEARCH METHODOLOGY 
INTRODUCTION 

This research has been dealt with the research 

methodology of the study which includes the need 

and importance of the study statement of problem, 

title of the study, aim and objectives of the study, 

operational definition, area of field study, pilot study, 

research design, universe, sampling, tools of the data 

collection, pretest source of information, frame work, 

cross tabulation analysis, limitation of the study, 

problems faced by researcher. 

TITLE OF THE STUDY 

A study on the impact of advertisement buying 

behavior with special reference to Coimbatore city 

RESEARCH DESIGN 

Meaning of research methodology  

 The term “research” refers to a critical 

careful and exhaustive investigation or enquiry or 

experimentation or examination having as it aims the 

revision of accepted, conclusion in the light of newly 

discovered facts research is essentially or systematic 

enquiry of seeking facts through objectives verifiable 

methods in order to discover the relationship among 

them.    

Definition  

 According to Clifford words “research 

defining and redefining problems formulating 

hypothesis or suggested solution, collecting, 

organizing and evaluating data making deduction and 

reaching conclusion to determine whether they fit the 

formulating hypothesis”. 

 

Research design  

 A research design is the arrangement of 

conditions for collection and analysis of data in a 

manner that aims to combine relevance to research 

purpose with economy in procedure. 

 In this study descriptive type of research 

design has been used. 
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Descriptive research design: 

 Descriptive research studies which are 

concerned with describing the characteristic of a 

particular concerned with the prediction with 

narration of facts and characteristics concerning 

individual group of situations are all example of 

descriptive research studies. 

METHOD OF DATA COLLECTION 

Primary data: 

Primary data are those which are collected a fresh and 

for the first time and thus happen to the original in 

character. 

Secondary data: 

Secondary data are those which have been already 

collected and analyzed by some earlier agency for its 

own use. 

Type of survey: 

A  Direct Survey Method was selected for the 

research because of the following characteristics: 

 It’s a filed study. 

 It seeks response directly from respondents. 

 It is conducted in one unit out of two. 

Method of sampling: 

The method of sampling adopted is Stratified 

Random Sampling. Here, the universe to be sample 

is subdivided into groups, which are mutually 

exclusive & include all items in the universe. A 

simple random sample is then chosen independently 

from each group.  

 

CHISQUARE I 

HYPOTHESIS 

Null hypothesis (H0):  There is no significant difference between gender and kind of advertisement do you prefer 

on Television generally. 

Alternative hypothesis (H1): There is a significant difference between gender and kind of advertisement do you 

prefer on Television generally. 

 

  Kind of advertisement do you prefer on Television 

generally 

Total 

Musical Good 

Wording            

Simple   All of 

the 

above  

Gender of the 

respondents 

Male 28 42 6 3 79 

Female 19 12 8 2 41 

Total 47 54 14 5 120 

 

 

Chi-Square Tests 

 Value Df Asymp. Sig. (2-

sided) 

Pearson Chi-Square 2.440a 3 .486 

Likelihood Ratio 2.154 3 .541 

Linear-by-Linear Association 1.602 1 .206 

N of Valid Cases 120   

 

Significant = P<=0.05, Not Significant =P>0.05 

INTERPRETATION 

 According to the Chi-square table the X² = 2.440, a degree of freedom is 3 and 'p' value is 0.486. Here, 

the 'p' value is greater than 0.05 (0.486 > 0.05). So the H0 is rejected and the H1. 
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CHISQUARE II 

HYPOTHESIS 

Null hypothesis (H0):  There is no significant difference between Monthly Income and buy a product 

Alternative hypothesis (H1): There is a significant difference between Monthly Income and buy a product 

  Buy a product  Total 

Advertisement induces 

to buy 

Need it Both of them  

Monthly 

Income  

Below 

Rs.10000 18 12 10 40 

Rs.10001 to 

20000 14 18 18 50 

Rs.20001 to 

Rs.30000 12 12 4 28 

Above 30000 0 2 0 2 

Total 44 44 32 120 

 

Chi-Square Tests 

 Value df Asymp. Sig. (2-

sided) 

Pearson Chi-Square 10.638a 12 .560 

Likelihood Ratio 11.673 12 .472 

Linear-by-Linear Association .404 1 .525 

N of Valid Cases 120   

Significant = P<=0.05, Not Significant =P>0.05 

 

INTERPRETATION 

 According to the Chi-square table the X² = 10.638, a degree of freedom is 12 and 'p' value is 0.560 Here, 

the 'p' value is greater than 0.05 (0.560 > 0.05). So the H0 is rejected and the H1 is accepted. Hence there is a 

significant difference between Monthly Income and buy a product 

 

ANOVA 

AGE- One-Way Ann ova Analysis 

One way analyses were conducted to check whether the study variables differ across various Age groups. The 

department break up among the respondents is as follows 

AGE PERCENTAGE 

Below 25 years 31 

25-35years 23 

36-45 years 25 

Above 45 21 

Total 100 

 

To check whether the various study variables differ across different Age groups, one way ANOVA was conducted. 

The various hypotheses being considered are: 

NULL HYPOTHESIS 

H0:  There is no significant difference between the Age groups and the your reaction when advertising comes 

from the Television  

ALTERNATIVE HYPOTHESIS  

H1a: The employees Reason for joining the organization will differ across different experience groups 

H1b: The reasons of employees in taking leave will differ across different experience groups  

H1c: The Motivation through salary to retain the employees will differ across different experience groups  

H1d: The employee’s relationship with superior will differ across different experience groups 
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TABLE SHOWING ONE WAY ANALYSIS BETWEEN AGE GROUPS AND THE YOUR 

REACTION WHEN ADVERTISING COMES FROM THE TELEVISION 

ANOVA 

 Sum of 

Squares 

df Mean Square F Sig. 

Switch off the 

Television        

Between Groups 13.892 4 3.473 1.322 .268 

Within Groups 239.067 91 2.627   

Total 252.958 95    

Try to know what it 

want to say 

Between Groups 7.570 4 1.892 3.508 .010 

Within Groups 49.086 91 .539   

Total 56.656 95    

Curious about 

advertising 

Between Groups .580 4 .145 .338 .852 

Within Groups 39.045 91 .429   

Total 39.625 95    

Just watch the 

advertising 

Between Groups 1.062 4 .265 .768 .549 

Within Groups 31.438 91 .345   

Total 32.500 95    

 

INTERPRETATION  

From the above ANOVA analysis it is inferred that there is a significant difference between the Age and the 

factors like Switch off the Television, Curious about advertising and Just watch the advertising. But there is no 

significant difference between the Age and Try to know what it want to say. 

 

WEIGHTED AVERAGE METHOD 

FACTOR INFLUENCES YOU TO BUY THAT PRODUCT 

Factors Quality Price Skim Advertised   Others   

X W X1 Wx1 X2 Wx2 X3 Wx3 X4 Wx4 X5 Wx5 

1 5 25 125 32 160 45 225 23 115 31 155 

2 4 35 140 29 116 20 80 33 132 26 104 

3 3 28 84 29 87 32 96 22 66 19 57 

4 2 18 36 13 26 19 38 10 20 29 58 

5 1 14 14 17 17 5 5 32 32 15 15 

  CW 120 399 120 406 121 444 120 365 120 334 

    3.33 3.38 3.76 3.05 3.34 
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  Rank 4 1 2 5 3 

 

INFERENCE 

From the above table it can be inferred that Price ranks 1st, Skim 2nd, others ranks 3rd, Quality ranks 4th and 

Advertised ranks 5th. 

 

IV. FINDINGS 
 There is a significant difference between gender and 

kind of advertisement do you prefer on Television 

generally.  

Therefore, the gender affects the kinds of 

advertisement you prefer on television generally. 

There is a significant difference between Monthly 

Income and buy a product. Therefore, monthly 

income affects the buy decision of the product.  

There is a significant difference between the Age and 

the factors like switch off the Television, Curious 

about advertising and just watch the advertising. 

Therefore, the age factor affects the like switch off 

the Television, Curious about advertising and just 

watch the advertising. 

 

V. SUGGESTION 
The automobile companies media 

advertisements effects on its customers buying 

behavior. There is an opportunity for researchers to 

either explore the same variables of this study in 

greater depth or to add new variables that could 

potentially predict buying behavior in relation to the 

automobile companies media advertisements more 

accurately or differently. This would recommend that 

similar studies as to the current study be conducted 

on a larger scale that is a larger sample size and larger 

geographic regions. This would allow form or 

diversity in the sample and more informed results. 

 

VI. CONCLUSION 
The advertising industry has seen a radical 

transformation in the modern period. Advertisements 

have an essential role in influencing consumer 

purchasing decisions. This study looked at the effect 

of commercials on customer buying behavior when it 

came to consumer electronics. According to the 

findings, commercials have a considerable influence 

on customer purchasing behavior. This research can 

help advertisers in the consumer electronics sector 

identify what drives a customer's buy intent. It can 

also access which aspects of advertising have the 

biggest influence and which have a lower impact 

 

BIBLIOGRAPHY 
REFERENCE 

[1]. Abideen, Z. and Saleem, S. (2011). Effective 

Advertising and its Influence on Consumer 

Buying Behavior, European Journal of 

Business and Management, Vol. 3 (3), pp. 55-

65.  

[2]. Abiodun, A. O. (2011) The Impact of 

Advertising on Sales Volume of a Product: A 

case study of StarcommsPlc, Nigeria. 

Valkeakoski Degree Program in International 

Business Global Marketing.  

[3]. Ahmed, S, Ahmad, A., Nisar, Q. and 

Azeem, M. (2017) Does Advertisement 

influence the Consumer‟s Brand Preferences 

and Consumer‟s Buying Behavior? Journal 

for Studies in Management and Planning, Vol. 

03, Issue 01, pp. 1-7. 

[4]. Baheti, D. R. (2012) The Impact of 

Advertising Appeals on Customer Buying 

Behavior.International Journal of Research in 

Commerce & Management Volume No. 3, 

Issue No. 11 (November).   

[5]. C.M. Sashi, (2012),"Customer engagement, 

buyer-seller relationships, and social media", 

Management Decision, Vol. 50 Iss: 2 pp. 253 

– 272 

[6]. Dan Petrovici, Svetla Marinova, Marin 

Marinov, (2007) Nick Lee, “Personal uses 

and perceived social and economic effects of 

advertising in Bulgaria and Romania”, 

International Marketing Review, Vol. 24 No. 

5, pp. 539-562.  

[7]. Muhammad Shahbaz Shabbir, Shabana 

Kirmani, Hafiz Faiz-Ul-Hassan (2008) 
“Children Attitude towards TV 

Advertisements in Pakistan” European Journal 

of Scientific Research, 693-699.  

 


