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Abstract

This paper mainly aimed to examine the effectiveness of television advertisements on consumer buying
behaviour by residents in Electronic city, Bengaluru. Data for this study were collected from 100
respondents. It is hoped that the findings and suggestions of this study could be utilised by the advertisers
while making marketing strategies.

Television attracts the attention of viewers and creates a curiosity among them in the theme of
advertising and motivates them to purchase the product advertised. It is one of the major tools that
companies use to persuade target buyers and publics to buy their products or services. TV is the best
advertising media as compared to other electronic and print media due to its vast coverage which focused
only their prospective audience. This ensures maximum utilization of resources and also low cost of
advertising. Advertisement helps the people to take intelligent decisions in purchasing of various goods

and services available in the market.
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Introduction

Television plays a dominant role in the socio-
economic progress of the country. In India,
television and newspaper play the main role in
updating information to the people. In fact, this
mass media has created a demand for goods and
services among people. So, for the advertisers, it
is important to know the factors influencing the
behaviour of the consumer.

Advertising is the mass publicity of a product. It
has played an important role to connect the
makers and the users of goods. Marketers prefer
this media because of its capability to influence
vast number of viewers. Consumers are getting
more information about all products and services
through TV advertisements like FMCG, home
appliances, financial services, healthcare,
education, telecommunication, public welfare
awareness etc.

According to Cohen, advertising is a business
activity that employs creative techniques to
design persuasive communication in mass media
that promote ideas, goods, and services in a
manner consistent with the achievement of the
advertisers’ objective, the delivery of consumer
satisfaction and the development of social and
economic welfare. (Cohen, 1988)

From Cohen’s point of view, it is clear that
advertising fulfils 3 objectives; to increase sales of
the firms, to guarantee consumers a lot of services
and finally to ensure the social and economic
welfare of society.

Advertising is seen in various ways. One
encounters them mostly while watching
television, reading magazines and newspapers,
surfing the internet, and on the radio or even
simply while walking down the street (Sharma
and Sharma, 2009). Advertising has thus, a
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stimulating influence on the

behaviour of the consumers.

purchasing

[t is a known fact that advertising on television is
the costliest one. So due care should be taken by
the advertiser to ensure that his advertisement
message is delivered to those who really need it.

Advertisement is not only beneficial to marketers
but also helps consumers in various ways. One of
those is consumers’ opinion on TV
advertisements. TV advertisement is somewhat
expected to help the consumers to get the right
mindset to purchase of product or service. People
are very much impressed by advertisements in TV
media due to their easy accessibility and visual
attractiveness.

That is the reason for advertisers to have this
medium always as their favourite. No
organization can survive in this competitive
world without customer orientation, which is an
important factor in bringing success to the
advertisement. But it hasn’t received its due
consideration. When customer orientation
pervades in all its width and depth, it promotes
clarity of vision and mission for the attempts
made. People get themselves distracted after
viewing some advertisements. Only a very few
advertisements in fact help the people to make
the right decisions in purchasing their goods and
services.

Statement of the Problem

The development of electronic media
brought a lot of changes in the lifestyle of
consumers. It became possible only because of
television advertisements. Unfortunately, most of
the advertisements are made to compete with the
other peer companies rather than to impress
their prospective customers.

Advertising involves a huge amount of
money and the success of the organisation and its
sales depend upon the advertising campaign and
this is the reason why marketers are keenly
interested in the effectiveness of advertisements.

This paper will help marketers to improve
their advertising strategies and their efficiency.
Hence, the problem of this study is evaluating the

effectiveness of the TV advertisements in the area
of Electronic city, Bengaluru.

Objectives of the Study

1. To analyse the awareness of people towards
advertisements on television.

2. To identify the factors influencing the people
through television advertisements.

3. To study the socio-economic factors of
consumers.

4. To analyse the level of satisfaction of the people
towards information provided by advertisements
on television.

5. To study the opinion of the people towards the
effectiveness of advertisements on television.

6. To offer suggestions to improve the quality of
advertisements on television.

Research Methodology

This study used both primary and secondary
data. The primary data were collected from a
well-prepared questionnaire from sample
television viewers of the city. The secondary data
were collected from journals, magazines,
periodicals, theses, dissertations, reports and
from websites. The simple random sampling
method was used to collect the data. The sample
size is a hundred constituting all the TV viewers
in the study area witnessing advertisements. The
SPSS was used for the data analysis.

Limitations of the Study

» The study has been focused on
advertisements in the TV media only.

» The study has been confined only to the
Electronic city, Bengaluru.

»  The results of the study cannot be applicable
to other areas of the state or country due to
demographical factors.

Data Analysis and Interpretation

The data thus collected were classified, tabulated,
analysed and interpreted with the help of
relevant statistical tools making use of the
Statistical Package for Social Sciences (SPSS).
Simple Percentage, Weighted Average Analysis,
Factor Analysis, and Multiple Regression Analysis
were put to use in analysing the data.
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Table No - 1 Demographic Factor

S.No Demographic Factors Frequency | Percentage

1 Gender Male 60 60
Female 40 40

2 Age Below 20 years 11 11
20-35 years 7 7
35-50 years 75 75
Above 50 years 7 7

3 Marital Status Married 86 86
Unmarried 14 14

4 Level of Education No formal education 20 20
Upto school level 50 50
Undergraduate 26 26
Postgraduate 4 4
Others - -

5 Occupation Govt. Employee 2 2
Private Employee 29 29
Business 17 17
Others 52 52

6 Annual Income Below Rs.60,000 69 69
Rs. 60,000-1,20,000 17 17
Rs.1,20,000-1,80,000
Rs.1,80,000-2,40,000 4 4
Above Rs.2,40,000

7 Type of Family Nuclear 77 77
Joint 23 23

(Source: Primary Data)
v From the above table, it shows that a v" Maximum 50% of the respondents have

maximum 60% of the respondents are male
and 40% of the respondents are female.
Hence, the researcher concluded that the
majority of the respondents are male.

v' Maximum 75% of the respondents are in the
age group of 35 - 50 years and a minimum
7% of the respondents are in the age group of
20 - 35 years and above 50 years each.

v Maximum 86% of the respondents are

married and the remaining 14% of the
respondents are unmarried. Hence, the
researcher concluded that the majority of the
respondents are married.

studied up to school level and minimum 4%
of the respondents are postgraduates.
Maximum 52% of the respondents’
occupation belongs to other categories like
coolie, agriculturist, professionals, etc. and a
minimum 2% of the respondents are
government employees.

Maximum 69% of the respondents’ annual
income is below Rs. 60,000 and a minimum
of 3% of the respondents’ annual income are
above Rs. 2,40,000.

Maximum 77% of the respondents are from
nuclear families and the remaining 23% are
from a joint family setup. It is concluded that
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the majority of the respondents of the study
are from the nuclear family system.

Association between Demographic Factors
and Level of Satisfaction towards information
provided by TV advertisements

The association between the personal profile
factors namely Gender, Age, Marital status, and
Educational Qualification with the level of
satisfaction with the effectiveness of Television
advertisements on consumer purchase decisions
were analysed in this section. The Chi-Square test
is used at a 5% level of significance.

Association between Gender and Level of
Satisfaction

Null Hypothesis Ho: There is no association
between Gender and the Level of Satisfaction of
TV advertisements.

Table No - 2 Association between Gender and

Satisfaction
S. Gender Satisfaction Total
No. High Medium Low
1 Male 17 33 10 60
2 Female 11 22 7 40
Total 28 55 17 100

The degree of relationship between gender and
satisfaction is measured by means of Chi-square
test and the working result is given below.

Calculated value of X2 =0.016
Table value of X2 =5.991

Since the calculated value is less than the table
value, the null Hypothesis is accepted. Therefore,
it can be inferred that there is no association
between the gender and the level of satisfaction of
the respondents.

Association between
Satisfaction

Age and Level of

Null Hypothesis Ho: There is no association
between Age and Level of Satisfaction of TV
advertisements.

Table No - 3 Association between Age and

Satisfaction
S.No. Age Satisfaction Total
Group High Medium Low
1 Below 20 2 7 2 11
years
2 20-35 years 3 4 - 7
3 35-50 years 21 40 14 75
4 Above 50 2 4 1 7
years
Total 28 55 17 100

To test whether there is any significant
relationship between the age of the respondents
and their level of satisfaction. Chi-square test was
applied and the working result is given below.

Calculated value of X2 = 2.48
Table value of X2 =12.592

Since the calculated value is less than the table
value, the null Hypothesis is accepted. Therefore,
it can be inferred that there is no association
between the age of the respondents and their
level of satisfaction.

Association between Marital Status and Level
of Satisfaction

Null Hypothesis Ho: There is no association
between Marital Status and Level of Satisfaction
of TV advertisements.

Table No - 4 Association between Marital
Status and Satisfaction

S.No. Marital Status Satisfaction Total
High Medium Low
1 Married 24 52 10 86
2 Unmarried 4 3 7 14
Total 28 55 17 100

The degree of relationship between marital status
and satisfaction is measured by means of Chi-
square test and the working result is given below.

Calculated value of X2 =13.764
Table value of X2 =5.991

Since the calculated value is more than the table
value, the null Hypothesis is rejected. Therefore,
it can be concluded that there is an association
between the marital status of the respondents
with regard to satisfaction.
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Association between Educational
Qualification and Level of Satisfaction

Null Hypothesis Ho: There is no association
between educational qualification and Level of
Satisfaction of TV advertisements.

Table No - 5 Association between Education
and Satisfaction

S.No. Educational Satisfaction Total
Qualification High | Medium | Low

1 No formal 9 9 2 20
education

2 Upto school | 12 25 13 50
level

3 Undergraduate 5 19 2 26

4 Postgraduate 2 2 - 4
Others - - -
Total 28 55 17 100

To test whether there is any significant
relationship between the educational
qualification of the respondents and their level of
satisfaction. Chi-square test was applied and the
working result is given below.

Calculated value of X2=10.188
Table value of X2 =15.507

Since the calculated value is less than the table
value, the null Hypothesis is accepted. Therefore,
it can be found that there is no significant
relationship between the educational group with
regard to satisfaction.

Findings
The major findings of the study are:

Media equipment used at home: 80% of the
respondents use television at their homes, 17% of
the respondents use internet facility, only 3% of
the respondents subscribe to newspapers &
magazines and no respondents have FM Radio at
their homes.

Media mostly Preferred: Out of 100
respondents, 57% of them preferred television,
36% of the respondents preferred internet and
only 7% preferred cinema, newspapers &
magazines. Therefore, it can be concluded that
television is the most preferred media in the
study area.

Ranks given to programs in Television: Out of
100 respondents, 29 respondents have given first
rank for news, 34 respondents have given second
rank for movies and songs; 26 respondents have
given both first and third rank for sports. 31 and
25 respondents have given fourth rank for serial

programs and advertisement respectively. 32 3566

respondents have given last rank for other
programs like reality show, drama, game show,
chat show, comedy show, documentary etc. So,
News is the most preferred programme as it was
ranked first.

Reasons for watching advertisements in
television: Out of 100 respondents, 42% of the
respondents were watching  television
advertisements to know about the product and its
special features, 22% of the respondents want to
know the brand name of the product, 21% of the
respondents were watching TV advertisements
for the other reasons and the remaining
respondents  were  watching  television
advertisements to know about the cost, place and
seller of the product they want to purchase.

Most preferred subject matter of TV
Advertisement: Out of 100 respondents taken
for the study, 17% of the respondents preferred
most of their advertisements pertaining to Fast
Moving Consumer Goods (FMCG) and 14%, 12%
and 8% respondents preferred most of the
advertisements relating to Traditional & Cultural
values, two wheelers and four wheelers
respectively; 7% respondents preferred both
Home appliances and Banking, Insurance &
Mutual Funds equally. Majority of the
respondents preferred most of  the
advertisements relating to Fast Moving Consumer
Goods (FMCG) and Traditional & Cultural values.

Reactions for airing of advertisements in the
middle of the program: Out of 100 respondents,
54% of the respondents do not want to see the
advertisements as they switch over to other
channels, 18% of the respondents got irritated
when advertisements were aired in the middle of
a program, 15% of the respondents ignore such
advertisements and 13% respondents feel that
they were losing the continuity of the program.

Most Attracted Features in Television
Advertisements: Out of 100 respondents, 53%
respondents were attracted by songs in television
advertisements; 15% respondents were attracted
by Picturisation of advertisements; 13%
respondents were attracted by Presence of
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celebrities in advertisements; 12% respondents
were attracted by the other factors in television
advertisements and the remaining 7%
respondents were attracted by Demonstration of
the product.

Awareness about Legislative Measures
towards TV advertisements: Out of 100
respondents, 57% of the respondents have
awareness on Legislative Measures towards TV
advertisements and the remaining 43% of the
respondents have no such awareness.

Relevancy of Information in TV
advertisements and its influence: On an
average, 23% of the respondents were highly
influenced; 56% were averagely influenced and
21% of the respondents were not at all influenced
by the factor - Relevancy of information in TV
advertisements on their selection of products and
services.

Truthfulness of information in TV
advertisements and its influence: On an
average, 16% of the respondents were highly
influenced; 45% were averagely influenced and
39% of the respondents were not at all influenced
by the factor- Truthfulness of information in TV
advertisements while their selection of products
and services.

Accuracy of Information in TV advertisements
and its influence: On an average, 18% of the
respondents were highly influenced; 60% were
averagely influenced and 22% of the respondents
were not at all influenced by the factor - Accuracy
of information in TV advertisements on their
selection of products and services.

Presence of Celebrities in TV advertisements
and its influence: On an average, 27% of the
respondents were highly influenced; 48% were
averagely influenced and 25% of the respondents
were not at all influenced by the factor - Presence
of Celebrities in TV advertisements on their
selection of products and services.

Changes in the buying behaviour due to TV
Advertisement: Out of 100 respondents, 59% of
the respondents accepted that there were
changes in their buying behaviour due to TV
advertisements and the remaining 41%
respondents did not accept it. Majority of the
respondents accepted that there is a change in
their buying behaviour due to advertisements in
television.

Level of Satisfaction towards Information
Provided by TV Advertisements: On an average,
29.8% of the respondents were highly satisfied
with the information provided in the TV
advertisements; 43.5% respondents were
moderately satisfied with it and the remaining

26.7% of the respondents were not satisfied with 3567

the information
advertisements.

provided in the TV

Overall, the respondents derive medium level of
satisfaction from information provided by
advertisement in Television relating to FMCQG,
Home appliances, Textile show rooms, Jewellery
showrooms, Home appliances, two wheelers, four
wheeler etc.

Effectiveness of TV Advertisements: Out of 100
respondents surveyed, 60 respondents were of
the opinion that accuracy of information is
medium effective feature in television advertising
and 47 respondents were of the opinion that
influence on buying decision is medium effective
feature in television advertising and 22
respondents were of the opinion that accuracy of
information is a lowest effective feature in
television advertisement. The level of
effectiveness is high for 22.6%, medium for
51.2% and it is at low level for 26.2%. So, it can be
concluded that the advertisements in Television
are moderately effective in the study area.

Level of Changes on Socio - Economic
conditions due to TV Advertisements: On an
average, there were high level changes in the
socio-economic conditions for 24% of the
respondents; average changes for 58%
respondents and there were little changes for
18% of the respondents due to TV
advertisements. The respondents were found
with high level changes in four of their socio-
economic conditions such as Walking style,
Dressing style, Traditional & Cultural value and
having eatables, because of TV advertisements.

Suggestions

v" The duration of advertisement matters a lot.
[t should be neither lengthy nor short but capable
of attracting the potential consumers.

v" Advertisements on service sector, like
Banking, Mutual fund, Health Care, Education,
Employment, Matrimonial can be improved.

v' TV Advertisement should carry only relevant
information effectively. The information should
never be a misleading one.
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v" In order to create awareness on legislative
measures about advertisement the Government
should take initiative steps to educate consumers
by organizing camps, workshops and seminars
especially at educational institutions.

v The viewers got irritated and ignore
advertisements when they were telecasted in mid
of the program. So, the advertisers should allot
separate slot for advertisement either before or
after the program.

v' Majority of the people watch TV
advertisements to know the features and brand of
the product. Many advertisements have failed to
give more information about the place and cost of
the product. Therefore, the advertisement should
be more informative in all respects.

v" The influencing factors in TV advertisement
are classified as relevancy of information,
truthfulness of information, accuracy of
information, creativity and presence of
celebrities. These factors influenced the buying
decisions of the people predominantly. So, the
advertiser should focus on all these five factors
equally while planning the advertisement
strategy.

Conclusion

The findings and suggestions of the study would
be very helpful to the advertising companies to
frame their advertisement attractive and cost
effective. To the general public, it would be very
useful to have adequate knowledge about the
products and services and it also improves their
standard of living. It would also help the
Government in regulating the advertisements in
Television.

The study also revealed that the advertisements
have made immense changes on the social
behaviour of people like eating habits, dressing

sense, walking style, buying attitude, traditional
and cultural values.

To conclude, the results of the opinion survey
conducted in Electronic city, reveal that the TV
Advertisements should be improved to influence

the prospective consumers in their buying 3568

decisions. It also supports them to change their
socio-economic conditions.
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