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ABSTRACT 

Advertising is a non-individual sort of communication proposed to persuade an viewers to 

buy some goods. It incorporates the product name which presents how the artifact aids the 

purchaser, to sway a marketplace to get that meticulous sort. Brandings are predictably 

remunerated or acknowledged via supports and indicated as assorted medium. 

Advertising can relatively worn to correspond a deal to a throng no. of individuals trying to 

sway them to acquire an assured act, for instance, attracting 'environmentally generally 

around synchronized behaviors and, amazingly, detrimental reactions through tv screening 

endorsement. 

Advertising has urbanized in the late 19th and mid 20th centuries. Media is termed as a 

medium preordained to contact a load of individuals.  

Business advertising agencies wanna spawn comprehensive expenditure of their services by 

brandings, incorporates the reiteration of a brand naming to correlated traits with the brand. 
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INTRODUCTION 

Advertisement moves the buyer towards the product. Advertisements have not only become 

very expensive, too much of it will make the customer bored and too impatient to sit or read 

through it.   

In the advertising field, for the most of the time, product advertising is worn. The idea is to 

endorse some specified goods or services. A number of tactics are adopted by the companies 

so that their products can be sold quickly and their brand name become famous. A team is 

established in the company where they are given the task of creating innovative 

advertisement for the product which can certainly attract the consumers.   

Advertisements have the tendencies to influence the purchasing behavior of the customers as 

it works on the theme of the mind psychology. Sometimes, a powerful advertisement is 

unable to attract the customer and on the other hand, sometimes, a simple advertisement 

can attract the consumers as it depends on the quality of the ad which describes that the ad is 

presenting the basic features of the product in an effective manner.   
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Companies like to present the unique feature of their products so that the consumers can 

easily differentiate their products as the level of competition is arising with the globalization. 

A number of products are launched every month which provides the consumers a number of 

options to buy the product of different brands. But, the consumers also have become smart 

and they compare the features of a product with other products. 

In this scenario, the role of advertisements becomes very crucial as it has power to influence 

the consumers. The effectiveness of the advertisement is directly proportional to the positive 

buying behaviour of the consumers.    

India is as often as possible contrasted with the different assortment of Europe to the extent 

geology, language, culture, purchasing power, political points of view, preparing and 

headway. Appreciation and offering to the Indian clients can be outrageous. With 

discretionary spending said to fourfold by 2025 from 1995 levels, delivering the fifth greatest 

purchaser economy on earth, up from twelfth now, Indian clients have become the point of 

convergence of combination at most official social events.  

Since India is such a stand-out market with a crowd of vernaculars, history and culture 

having a significant impact in making various nuances in the Indian buyer, it is difficult to 

treat the entire country a comparative way. Indian purchasers, who have starting late been 

introduced to remote brands, accept a gander at them as superior to neighbourhood things. 

Bellwood and cricket, both have uber stars in India, each with in any occasion a million fans, 

normally worshiped as legendary creatures. Supports from them can have things taking off 

racks medium-term.  

Indian purchasers can be separated into three classes, top class, cushy class and lower class, 

where each class has its own usage plan.  

Climb in instruction rates and presentation toward the west through satellite TV, papers, 

magazines, etc., have incited the uncommon rising of Indian client. Today, a consistently 

increasing number of customers have gotten exacting and demand quality things at forceful 

expenses. They like to purchase from esteemed retail stores, where duty is evident and inputs 

are given recognizable quality.  

Most of India's people abides in common hinterlands. The Indian natural market is 

unmistakably creating at 3-4% per annum, as such, including more than one million new 

purchasers reliably. Today it speaks to about portion of the volume of usages of snappy 

moving client stock (FMCG) in India.  

The Indian customers today are striking in the sentiment of being regard tricky and are 

almost no worth fragile, as earlier. In case they feel that a particular thing offers them 

progressively worth, they will get it paying little mind to whether the expense is high. The 

Indian clients also seek after cautiously, their lifestyle, show and characteristics, due to 
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which outside companies are constrained to give an Indian touch to their things in order to 

win in India.  

 

HUMAN APPEAL IN ADVERTISEMENT 

Overall, the ad society hasn’t yet chipped away at this, even if a little have utilized the web to 

comprehensively dole out their advertisements to anybody. More established media 

advertising saw declines: −10.1% (TV), −11.7% (radio), −14.8% (magazines) and −18.7% 

(newspapers). 

A gathering in a gathering can compose an effect on the nature of consumer. The gathering 

can be little or enormous in no. A portion of the gatherings to impact over behavior are 

individuals have a place with family, laborers in the association, people living near the 

consumer.  

India is a beneficial market in spite of the way that the per capita pay is low. Among the full 

scale 164.8 million nuclear families in India, 80.7 million goes under low pay social affairs, 

trailed by 50.4 million lower focus pay families, 19.7 million focus pay, 8.2 million upper 

focus pay gathering and 5.8 million significant salary pack .  

Indian purchasers have an elevated level of family bearing with increasingly inaccessible 

family and buddies. Brands which support family regards will when all is said in done be 

notable and will basically be recognized in the Indian Market. Indian clients are in like 

manner associated with advantages of supporting care and warmth. These characteristics are 

irrefutably increasingly overwhelming, than estimations of goal and achievement. Things 

which confer estimations and sentiments will attract the Indian customers. 

 

DATA ANALYSIS 
          The Tables 1 to 3 contains the profile of the respondents. They show the Gender, Age 
and Monthly Income of the respondents.   
Sample research of 385 respondents was conducted in Delhi-NCR. The sample was nearly 
equally divided by 187 male and 198 female respondents. 

Table No. 1 

Gender profile of the sample under study 

Gender No. of Respondents Percentage Cumulative 

Male 187 48.6 48.6 

Female 198 51.4 100 

Total 385 100  

Source: Primary data (Compiled from the tabulated responses) 
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The above table depicts the gender profile of the sample under the study. Out of 385 people 

studied 187 (48.6%) are male and 198 (51.4 %) are female. The study of female sample 

dominate s the total sample studied.  

The age profile of the sample under study is presented in the table 2 

Table No. 2 
Age profile of the sample under study 

Age in Years No of Respondents Percentage 

18-25 65 16.9 

26-33 82 21.4 

34-41 96 25 

41-50 68 17.7 

51-57 39 10.2 

58 years & above 35 8.9 

Total 385 100 

 

Source: Primary data (Compiled from the tabulated responses) 

The above table depicts the age profile of the sample under the study. Out of 385 people 

studied it is noted that 16.9% and 21.4% of the respondents are in the age group of 18 – 25 

years, 26 – 33 years respectively, 25% of the respondents are 34-41 years, 17.7% of the 

respondents are 41-50 years, 10.2% of the respondents are 51-57 years and finally  8.9% of 

the respondents are in the  age group of 58 years.  

Table No.3 

Family income profile of the sample under study 

Income (Rs. Per 

Annum) 

No. of 

Respondents 

Percenta

ge 

Cumulativ

e 

Up to 2,00,000 84 22.3 22.3 

2,00,001-4,00,000 103 27.3 49.6 

4,00,001-6,00,000 97 25.7 75.3 

Above 6,00,000 101 24.7 100 

Total 385 100  

Source: Primary data (Compiled from the tabulated responses) 
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The above table highlights monthly income wise distribution of respondents in advertising 

on consumption pattern of customers. It is noted that 22.3% of the respondent’s annual 

income is Up to 2,00,000 and 27.3% of the respondent’s annual income is between 

Rs.2,00,001 – 4,00,000 and 25.7% of the respondents annual income is between 

Rs.4,00,001 – 6,00,000 and 24.7% of the respondents annual income is above Rs.6,00,000 

in advertising on consumption pattern of customers.  

II. Advertisement Observing Habit of news papers 

The above table shows that the reading of newspaper regularly with age wise respondent’s 

opinion: Out of 383 respondents 65 respondents who fall under 18-25 year’s of age group in 

which 67.7% (44) read both news as well as advertisements and only13.8 % ( 9) respondents   

who read  news paper  for advertisements. Out of 82 respondents who fall under 26-33 years 

of age group and their highest percentage i.e, 54.9% (45) respondents prefer  to read  news  

as well as advertisements and least 3.7% (3) respondents prefer to read newspaper only for 

advertisements. 96 respondents comes under 34-41 years of age group out of which 64.6% 

(62) respondents prefer to read news as well as advertisements and interestingly none of 

them read newspaper’s only for advertisements.  

Next is followed by 41-50 age group whose highest percentage of preference is 54.4% (37) 

respondents who prefer newspapers not only for information but also for advertisement and 

the  least 7.4%  (5) respondents  prefer to read newspaper only for advertisements.  

Next age group is followed by 50-57 years and their highest percentage is 71.8% (28) 

respondents out of 39 respondents prefer to read news as well as advertisements apart from 

news and the least only one person with 2.6% read newspapers only for advertisements. 

Finally, 58 years and above   respondents prefers 79.4 (27) read news as well as 

advertisements and 2.9 % (10 respondent prefer to read newspaper only for advertisements. 
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Table no. 4.3.3 
Cross tabulation between Age Profile and Advertisement observing habits of 

news paper readers         N=385 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Source: Primary data (Compiled from the tabulated responses) 
 

II. Advertisement Observing Habit while Watching TV Program 

The above table indicates with an objective to find the impact of TV advertisement on the 

gender consumption pattern with reference to durable and non-durable products, the 

finding suggests that out of 385 respondents 187 are male and 198 are female. Out of 187 

male respondents with 57.89%, highest percent prefer watching advertisement along with 

other programs. Only 7.5% (14), out of 187 do not watch TV and 21.9% (41) respondents’ 

watch TV for other programs. 

 

 

Age 
 
 
             
            
Opinion 

Do you read newspapers regularly? 

Total I do not 
read news 

paper 

I read only 
news but not 

advertisements 

I read both news 
as well as 

advertisements 

I read news 
paper only for 

advertisements 

Age 
in 

Years 

18 – 25 

7 5 44 9 65 

10.8% 7.7% 67.7% 13.8% 
100.0

% 

26 – 33 

26 8 45 3 82 

31.7% 9.8% 54.9% 3.7% 
100.0

% 

34 – 41 

14 20 62 0 96 

14.6% 20.8% 64.6% .0% 
100.0

% 

41 – 50 

17 9 37 5 68 

25.0% 13.2% 54.4% 7.4% 
100.0

% 

50 – 57 

2 8 28 1 39 

5.1% 20.5% 71.8% 2.6% 
100.0

% 

58 
years & 
above 

2 4 27 1 34 

5.9% 11.8% 79.4% 2.9% 
100.0

% 

Total 

68 54 243 19 384 

17.7% 14.1% 63.3% 4.9% 
100.0

% 
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Table No. 5 

Cross tabulation between Gender profile and advertisement observing habit of 

watching TV programs            N=385 

Gender 

 

 

 

 

Opinion 

Do you watch T.V Programs? 

Total 
I do 

not 

watch 

T.V 

I watch both 

programs as 

well as 

advertisements 

on T.V. 

I concentrate 

more on 

advertisements 

than Programs 

I only 

watch 

programs 

on T. V. 

Gende

r 

Male 

Count 14 108 24 41 187 

% within 

(ii)Gender 
7.5% 57.8% 12.8% 21.9% 100.0% 

Femal

e 

Count 27 110 20 41 198 

% within 

(ii)Gender 
13.6% 55.6% 10.1% 20.7% 100.0% 

Total 

Count 41 218 44 82 385 

% within 

(ii)Gender 
10.6% 56.6% 11.4% 21.3% 100.0% 

 

Source: Primary data (Compiled from the tabulated responses) 

Out of 198 female respondents 55.6 % (110) respondents watch  TV as well as  

advertisements and mere 10.1% (20) respondents watch the TV only for advertisements and 

20.7 (41) respondents  watch the TV Programs. From the above table it can be revealed that 

highest percentage of both genders i.e. 218 with 56.6%. Out of total 385 respondents prefer 

TV as well as advertisements followed by 21.3 % (82) respondents who do not watch 

advertisements on TV and the least count i.e. 10.6% (41), respondents from both the gender 

do not watch TV at all. Therefore, it can be said that considerable number of both the gender 

prefers watching TV not only for programs but also for advertisements. 
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Table No. 6 

Listening to radio programs towards advertisements 

Opinion 

No. of 

Respondents 

Percenta

ge 

Cumulativ

e 

I don’t listen to Radio programs 172 45.3 45.3 

I would like to listen only programs 

in Radio 
70 18.4 63.7 

I concentrate more on 

advertisements than programs 
45 11.8 75.5 

I like to listen to  both 

advertisements and programs in 

Radio 

98 24.5 100 

Total 385 100  

Source: Primary data (Compiled from the tabulated responses) 

 

The Purpose of this table is to be familiar with the radio listening habits of the respondents 

as well knowing their interest in paying attention towards advertisements that are broad 

casted through radio.  

From respondents surveyed very dominant portion of the respondents accounting for 45.3 

percent of them do not listen radio programs.  

Another significant portion of the respondents would like to listen only programs in radio 

but not advertisements, but 11.8 percent of the respondents pay more attention to 

advertisements that are broadcasted on radio.  

One more significant portion of the respondents accounting for 24.5 percent of the 

respondents would like to listen to both advertisements as well as programs on Radio. 

Advertising is an indispensable constituent in flourishing marketing as a promotional policy 

used by the Indian retailers.  

The investigation is done on media where the majority of the retailers publicize their goods.   

T.V and Radio are found to be the most successful media due to their attractiveness. Further 

due to the advertising consumer gets, precise and valuable information about the product.  

The study in the buyer behaviour is component of marketing not only to discover business 

but to enlarge the compass of the consumer foundation and draw novel consumer for the 

product.  
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CONCLUSION 

The choice of target consumer by applying a no. of factors is the decisive phase in the 

marketing.  It provides the pedestal for analyzing the purchaser behaviour.  

There are always definite variations in the purchaser behaviour over a period of time. In such 

a condition, it becomes obligatory to keep track the variating customer behaviour.  

The goals behind the consumer behaviour are to investigate the behavioral outline of the 

firm segment of the consumers.  

In  field  research  no  single factor can contributes  in  the choice  of  target  consumer.    

The research of consumer behaviour is the groundwork for any marketing tactic, as it is the 

oxygen of the marketing.   

 

 

REFERENCES 

1. Aldo Syarief, and Genoveva, (2015),The Analysis of Communication between Friends 

on Advertisement towards Purchase Intension (A Study Case of Companies in 

Entrepreneurship Project of President University, Bekasi, Indonesia), Procedia - Social and 

Behavioral Sciences, Vol. 169, , pp. 31-42, ISSN number 1877-0428 

2. Anthony Miles, D. (2014) " Advertisement and Consumer Behavior: A Marketing 

Study On Using Structural Equation Modeling for Measuring the Social Media Influence On 

Consumer Behavior.", Academy of Business Research Conference, pp. 43-72 

3. AsadRehman. and Sharma, S., (2012). Assessing the Impact of Web 2.0 on Consumer 

Purchase Decisions: Indian Perspective. International Journal of Marketing and Technology, 

vol. 2(7), pp.125-139. 

4. Azhar Ahmad Nima Barhemmati (2015), “Effects of Social Network Marketing (SNM) 

on Consumer Purchase Behavior through Customer Engagement ”, Journal of Advanced 

Management Science Volume. 3, Number. 4, pp. 307-311 

5.          Bayazit Ates Hayta (2013), “A study on the of effects of Advertisement on young 

consumers' consumer behaviors”, European Journal of Research on Education, ISSN 

Number: 2147-6284 , Main Issue: Human Resource Management, Page.Number 65-74 

6. Berland Associates LLC and Penn Schoen .(2010), “A more social future: New 

research on how the growth of social media will impact consumer electronics,” Jan 2010. 

7. Bhatt, M and Bagga, T. (2013). A Study of Intrinsic and Extrinsic Factors Influencing 

Consumer Buying Behaviour online. Asia pacific Journal of Management Research and 

Innovation, 9 (1), pp.77-90. 

8. Charita Jashi Nugzar Todua, (2015) , Some Aspects of Advertisement Marketing 



Pawan (May 2022) Study of Human Appeal in Advertisement 

International Journal of Economic Perspectives,16(5), 217-226 

Retrieved from https://ijeponline.org/index.php/journal 

© 2022 by The Author(s). ISSN: 1307-1637 International journal of economic perspectives is licensed under a 

Creative Commons Attribution 4.0 International License. 

Corresponding author: Pawan 
Submitted: 27 Dec 2021, Revised: 09 January 2022, Accepted: 18 February 2022, Published: May 2022 

226 

 

(Georgian Case), International Journal of Social, Behavioral, Educational, Economic and 

Management Engineering, ISSN (Print): 1307 6892 Volume:9, No:4, pp 1165-1168 

9. Charles-Henri Gros, .(2012) The influence of Advertisement on consumers during 

their purchase decision-making process and the implications for marketer., Dissertation 

submitted to Dublin Business School. 

10. Chiahui Yu Yichuan Wang, (2015),Social interaction-based consumer decision-

making model in social commerce: The role of word of mouth and observational learning, 

International Journal of Information Management, ISSN number 0268-4012. 

11. Dr.K.V.A Balaji Bidyanand Jha, (2015) , Advertisement and Purchase Intention: 

Learning style as moderating variable, Research Journal of Social Science & Management-, 

ISSN Number : 2251-1571,Vol: 05, Number: 2, June 2015, PP- 59-74. 

12. E. Lee, (2013). Impacts of Advertisement on consumer behavior: decision making 

process., Bachelors Thesis Turku University Of Applied Sciences International Business 

Bachelor of Business Administration May 2013 pp.77  

13. Gupta Garima, (2013), “Assessing the Influence of Advertisement on Consumer‟s 

Purchase Intentions”, Asia-Pacific Marketing Review, Asia Pacific Institute of Management, 

pp.31-39, Volume .2 , Issue No. 1. 

 


