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CHAPTER IV 

RESULTS AND DISCUSSION 

The results o I the study entitled, "Advertisement lfi'ectiveness of SeIet FICG 

Brands from tJrban Customer Perspectives ", has been presented under the I11o\\ ing  

headings. 

4. I Demographic and socmo-economnic profile 01 the respondents. 

V 4.2 Advertisement view inc beha\ mour Of the respo odents. 

V 4.3 Advertisement effectiveness scores. 

V 4.4 Advertisement awareness, remembrance and memorability. 

V 4.5 I3rand positioning and advertisement effectiveness. 

V 4.6 Advertisement effectiveness score and demographic and socio economic profile of 

the respondents. 

V 4.7 Advertisement effectiveness score and its impact on purchase behaviour of the 

respondents. 

V 4.8 Impact of advertisement of select FMCG brands. 

V 4.9 Association between demographic and soclo economic profile of the respondents 

and unique criteria for memorability of advertisement. 

V 4. 10 Impact of advertisement and memorability of advertisement. 

V 4.11 Determinants of effectiveness of advertisement. 

1)eniographic and socio-econoniic profile of the respondents 

Consumer profile stands for details of consumers. The consumers seen from socio-

economic angle have greater bearing on the marketers plan, strategies towards making the 

marketing mix matching their needs and moods. 
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4.l.1)istribution of the respondents based on the Demographic and socio-economic 

profile 

Table 4.1 

Demographic and socio-ecunomlc profile of the respondents is presented in the table 4.1 

\atiahles 

No. ot 
reaundents Percentage 

Age In years ) 

Below 2  58 44.)) 

26-30  02 31.0 

31-35  24 12(1 

36-40  11 5.5 

Above 40 15 7.5 

Gender Male 85 42.5 

Female  115 57.5 

Marital Status Married  130 65.0 

Unmarried 
______ _______ 

7(1 3510  

Educational 

School level 
_______ ______ 

76 38.)) 

Graduate 54 2710  

25.)) Post Graduate 50 
_______ 

Prolessional ______ 
20 101.) 

Occupation 

Student 18 

Professional  21 1ft5 

Business 39 19.5 

39.)) kniplovee  78 

Flome maker 44 22.)) 

Annual Income 
(Z in Iakhs) 

Below 2.0   44 2 2. 0 

24 12.0 

2.5 - 3.0  57  28.5 

3.0 - 3.5    41 20.5 

3.5-4.0  21  NO 

Above 4.0  13 6.5 

Nature olFamily Nuclear 127 63.5 

Joint  73 36.5 

Watching teIe ision hours per (lay 

None IS 7.5 

Less than 1  39  19.5 

I - 2 . 42 21 

2-3 
. 

 36 18 

More than 3   68 34 

Listening to radio 

hours per day 

None 34 7 

35.5 Less than 1  71 

1 - 2 39 19.5 

2-3   37 

More than   19 

Reading magazines 
None 102 51 

-- 

hours per (lay  
Less thait I 63 

2-3 9 4.5 

More than 3 4 2 

Reading newspapers 

hours per day 

None  41  20.5 

I.ess than 1 125 6 2. 5 

I - 2 

2 -3   4 

More than 3 
- 

4 2 
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Bro 'cine internet 

honN P day 

None   48 14 

24 Less than I 45 

I 

2 3 

More than 3 
.: 

7   14 

Social networLino 

110Llr P' da 

None  65 34 

Less than 1  IS  14 

1 2  27 13. 

More than 3 

Source : P ri nm ry cia ta 

It is understood from the Table 4.1, that the majority of the respondents (44 per cent) 

belong to the age group below 25 years (Exhibit 2), female respondents constitutes 57.5 per 

cent and the remaining 42.5 per cent were male. Majority of the respondents (65 per cent) 

were married and only 35 per cent were unmarried. The classification of the respondents 

based on education showed that 38 per cent of the respondents had education up to school 

level, 27 per cent were graduate, 25 per cent were post graduate and remaining 10 per cent of 

respondents were pro lessionals. 

As !hr as the occupation is concerned 39 per cent of the respondents were employee, 

22 per cent were homemaker, 19.5 per cent were doing business, 10.5 per cent were 

professionals and rest of nine per cent of respondents were students, who depends on their 

parents for all their need (Exhibit 3). The classification based on annual income shows that 

about 28.5 per cent of the respondents have annual income of .2.50,000 to 3,00.000, 22 per  

cent of the respondents have annual income bc10 .2.00.000, 20.5 per cent of the 

respondents had annual income between .3.00.000 to 3,50,000. 12 per cent of the 

respondents between .2.00.000 to 2.50,000 and 10.5 per cent respondents belong to the 

income level of .3.50.000 to 4.00,000 and the rest six point five per cent have income above 

.4.00.000. Most (63.5 per cent) of the respondents In ei it tue lear hmnti ly and remaIning 36.5 

per cent of the respondents were in joint fimmilies. With regards to the time spent on leisure 

time activities, 34 per cent of the respondents were spent time on watching television for 

more than three hours per day (Exhibit 4) and 35.5 per cent of the respondents sperit their 

time by listening to radio fUr more than one hour, 5 1 per cent of the respondents were not 

engaged themselves lit any other leisure time activities, spent time on reading newspaper for 

more than one hour, 26 per cent of the respondents browsing internet spent for one to two 

hours per clay and 34 per cent of the respondents engaged in social networking. 
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EXHIBIT 2 

Age of the Respondents (In Years) 

• Below 25 U 26-30 31-35 U 36-40 U Above 40 

12% 

31%1 

EXHIBIT 3 

Occupational status of the Respondents 

U Student 

• Professional 

.J Business 

U Employee 

Home makers 

EXHIBIT 4 

Watching television hours per day 

7% U None 

34% 20% ULessthanlhour 

1-2 hours 

2-3 hours 

\18% 
21% uMorethan3 hours 



It is inferred from the abo e distribution that majority of the respondents were in 

younger age group of below 25 years, predominantly female respondents, married and live in 

nuclear femilies. Majority of the respondents were employees with education earning above 

.3,00,00() per annuni with majorit\ of the respondents spending their leisure time by reading 

newspaper for more than one hours. 

4.2 Advertisement viewing behaviour of the respondents. 

Advertisers spend it lot of money to keep indi idual interested iii their products. Fo succeed, 

the need to uiirlerstatul hat makes potential custonicrs belm e the \' ay they do. 

Fable 4.2 

Advertisement viewing behaviour of the respondents 

Variables 

No. of 

respondents (200) Percentage 

Reason tot 6cwing 
dveitisemcnts 

Gather information 17 S. 

Make purchase decision 21  10.5 

No \ alidpuipose  

shopping for a particular product L 
37  

Know ftee product oilers  55 27.5 

When uttered discounts 45 22.5 

Adertisemcnt impact 

Attempt or quick purchase  29 14.5 

Suggest for best among alternatives 71 35.5 

Pro iding conk iction value 24 12.1) 

Enabling product description 76  35.0 

Advcrtisement create 

intention to purchase 

Yes 125 
- 

62.5 

No 75 37.5 

Main message of 

advertisement 

Try to sell the product 
_____________________ 

30 15.)) 

Entices people 30 15.0 

Big discount 43 21.5 

Product is of high quality 50 25.).) 

Brand awareness 47 23.5 

Characteristics of 

ad ertisement 

In forma live  19 9.5 

Irritating   26 13 It 

Emotional  32 16.0 

Humorous 
------- - -- 

I S 9.0 

6. 

Cheerful  

Attention gathering  30 19.5 

Active  25 14.0 

Perception to\\ aids  

ad ertisements 

Power the economy 
- 

 27 13.5 

Sports -and_culture   63 31.5 

16.)) C reate social ii\varenes o2 

Benefit consumers 75  

Advertisements are fun to 

watch 

Yes   91 

No 
-. 

  1(19  54.5 
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Talk about ad ertisement Yes 105 52.5 

No  05 47.5 

Advertisements have 

positive reaction 

Yes 105 52.5 

No 95 47.5 

Like ad\ ertisement which 

arefun positive 

Yes 120 60 

No SO 40 

Like to purchase the 

product offered 

Yes 115 57.5 

No 85 42.5 

Source : Primary data 

It is noted from table 4.2 that. majority (27.5 per cent) of the respondents were 

viewuic the advertisement for in order to get to know free product offers, 22.5 per cent were 

viewing the advertisement to know the discount offers, 18.5 per cent were to do shopping br 

a particular product, 12.5 per cent were viewing advertisement with no valid purpose, 10.5 

per cent were viewing the advertisement in order to make purchase decision and rest of eight 

point five per cent were viewing the advertisement to gather information (Exhibit 5). 

Advertising presents the most persuasive possible selling message to the rightprospects. for 

the products or service at the lowest possible cost'S. It has to persuade people to complete the 

marketing strategy which is designed to sell at a profit what the marketing department 

believes people are willing to buy. Advertising has to influence choice and also at the end 

buying decision. The respondents viewed that advertisement had good impact on their 

purchase behaviour. 38 per cent of respondents felt that advertisement enabled them to 

understand the product description, 35.5 per cent of respondents considered it as suggest for 

the best among available alternatives, 14.5 per cent of the respondents used advertisement as 

source of information for quick purchase, for 12 per cent of the respondents advertisement 

provide a conviction value (Exhibit 7). Majority (62.5 per cent) of the respondents were felt 

that advertisements are create intention to purchase (Exhibit 6). 

From a semiotic perspective, every marketing message has three basic components: 

an object, a sign or symbol and an interpretant. The object is the product that is the focus of 

the message. The sign is the sensory imagery that represents the intended meaning of the 

object. The interpretant is the meaning derived. ( Michael Solomon). With regard main 

message used in advertisement. majority (25 per cent) of the respondents expressed that its 

claim on high quality', creating brand awareness as fe lt by 23.5 per cciii of the 

respondents, discount offers announcement were noticed by 21.5 per cent of the respondents. 

15 per cent were expressed that the main message in advertisement is try to sell the product. 
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EXHIBIT 5 

Reason for Viewing Advertisement 

hi Gather information 

23/o 1O% Make purchase decision 

12% 
J No valid purpose 

28%  

hi shopping for a particular 

product 

EXHIBIT 6 

Advertisement Create Intention to Purchase 

38% 

hi Yes 

62% 
61 No 

EXHIBIT 7 

Impact of Advertisement 

Attempt for quick purchase 

Suggest for best among 

alternatives 

Providing conviction value 

Enabling product description 



Knowledge of how consumers acci ireand Use information from exteriial sources is 

important to marketers in formulating communication strategies. Marketers are particularly 

interested in, how consumers sense external information, how they select and attend to 

various sources of information and how this inlbrmatioii is interpreted and given meaning 

(Gilbert i-121rre11). The actual characteristics of advertisement as perceived by the respondents 

shows for majority (19.5 per cent) of the respondents advertisements were the attention 

catherine. advertisements touches the emotions (16 per cent), showcases the active life (14 

per cent), 12.5 per cent were said advertisements are cheerful, 9.5 per cent of the respondeiits 

it was informative and for 9 cent it \aS hwuorous. lhc necative perception to\\ aids  

advertisement were expressed as irritating ( 13 per cent), and boring (6.5 per cent) 

Perception toward advertisement 39 per cent were felt benefit to consumers, 31.5 per 

cent were found sports and culture, 16 per cent were found create social awareness, 13.5 per 

cent were found power the economy.Regarding the implication of advertisement, 54.5 per 

cent of the respondents considered advertisement are not fun to watch, but it conveys 

something meaningful 52.5per cent of the respondents talk about advertisements with others 

and 52.5 per cent have positive reaction about advertisement, 60 per cent like to watch 

advertisements which are fun and have positive reaction and 57.5 per cent of the respondents 

like to purchase the product offered based on advertisements. 

4.3 Advertisement Effectiveness Scores 

As marketers SPCIICI huge money in enumerous media. They need to determine its 

effectiveness from customer perspectie. It is most relevant of the advertisement of the four 

select FMCG brands. The respondents were able to rate them in various criteria namely 

Economic advantage ,personal benefit, corporate Image, consumer benefit, social benefit, 

peNuasinil, perception, cognition. Favourable consumer responses- beha ioural, 

physiological or verbal are employed as measurements of advertisement effectiveness. The 

mean score computed for these criteria in table 4.3. 

32 



table 4.3 

Advertisement Ffiecti\ eness Scores 

Variables 

Bus ness product 

1COnOiiiic Product coitiparison 

\iean 

-4.0200 

Standard. 

Des iatioll 

I 007 3 

Rank \ Oh 

category 
Overall 

Rank 

2 
I 

2 3.93(0) 19642 

Ads allmgc lickage .655() 1. 1450 3 

- 4 

3 

4 
Price  3.315)) 1.2302 

Personal 

Lii stv 

I use and il1'ction 

Healthr hinily 

3.0050 

3.1350 

 3.1050 

1.3255 

I. 239 

4 

3 

24 

2! 

1.2363 2 14 

BeneOt Self - image 3.220(1 I I 526 1 1(1 

Reliability  3.3000 1.2521 1 6 

Corporate Reputation 3.190(1 1.1359 3 13 

Image Market leader 3.1550 1.2252 4 15 

New products offerings 3. 2  1 5)) 129 I 2 II 

Brand loyalty  3.3150 I .2554 1 5 

Asailahility 3.2300 1.2307 3 9 

Consumer Qua lit\ 3.2900 1.2424 2 7 

l3eneht Knowledge on usage 3.1250 1.2235 

1.2493 

I .2454 

4 23 

Repeated purchase - 3.045)) 

3.1 55)) 

5 

1 

2 

25 

15 

26 Social l3ene6t 

Public awareness 

Social responsibility 3.050)) 1 .276 

Attitude change 3.2400 

 3.0000 

1.1956 

1.2577 

1 5 

Preference 4 31 

Persuasion htention  3.0550 1.2035 3 27 

3.165)) 1.2553 2 17 

Remember the advertisement 3.0900 1.1527 4 25 

Create interest to watch 3.2050 1.2205 1 12 

Brand linking 3.13(1)) 1.2165 3 22 
Perception 

Recognition of symbol  3.1550 1.1907 2 16 

Relevance 3.0450 1.2732 1 29 

Clarity 3.155)) 1.1992 1 19 

Cognition Comprehension 3.035(1 1.1491 3 30 

- 
Confusion 3.40)) 1.4179 

.- 
2 

______ 

S out-ce: Primary cia Ia 

Based on the mean score tanks were assioned for the criteria dli in the catcgciry and' 

also overall ranknig was as sined. The htghest tnean value noted br the effectiveness of '  

advertisement in decision to buvino new products. ftc self-image is the personal hcneht 

experienced by the respondents, in using the advertisement of select brands to buy products. 

the advertisement had promoted the corporate Image as perceived by the respondents on 

reliability of advertisement. Customer benefit from advertisement through being brand loyal 

to does brands. The advertisement promotes the social benefit of among the public awareness 

and through persuasion it brought out attitude change among the respondents. 
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'Ihe respondents perceived that the advertisement of the select brand were interesting 

to vatch and from the conitIon point to view the clarity of advertisement iS recognised by 

the respondents. On anal sing the overall ranks were assigned for the effectiveness of 

advertisement in offering economic advantage namely, new product buying decision. product 

Comparison, package and price. The fifth rank were assigned the brand loyalty, followed by 

reliability to enhance corporate image, quality, the influence on attitude change is an another 

important result of advertisenient cfftctivencss. 

With regard to ad ertiemllcnt communication it tells about product availability. I lie 

advertisement was also effective in impi-oving self-image of the respondents, on using such 

advertised products. The advertisement were also fbund effective in announcing new 

products offering, create interest to watch advertisement and spreading the reputation of the 

brands through enhancing corporate image. The bottom level of ranks were assigned fbr 

preference, comprehension and relevance. 

4.4 Advertisement Awareness, Remembrance and Meniorabilitv 

I'he ultimate criteria of advertisement effectiveness is, of course, increased salcs but 

sale is an ultimate action, and a result of either change in consumer awareness, his knowledge 

of the product. or a change iii his attitude, or the development of certain motivating factors. 

Favourable consumer responses behavioural are employed as measurements of advertisement 

effectiveness. II1 this study, among the favourable consumer response behavioural aspect are 

measured for advertisement ef'ftctiveness. The advertisement of the top four FMCG products 

in India is considered for the study. On viewing the album containing the advertisement of,  

the four brands namely HUL, P&G, ITC, NESTLE. The respondents were asked to answer 

the questions relating to behavioural aspect advertisement effectiveness. 

table 4.4 

i\dvertisemncnt A\vareness, Reniciubrance and Meniorability 

Va ri ah I CS No. of'. 

Repoiidents( 200)  

Percentage 

Recall ability oil ltd. 

products 

lop of mind  55 27.5 

LJnaidcd to recall 52 

Aided to iccall 45 
- 

 24 

22.5 No awmvness 45 

Recall ability of P&(i 

products 

Fop of mind dl  45.5 

unaided to tecall (iS  32.5  

Aidedto recall 25 14 

No awaicnes 10 5 
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Recall ability of I 1- C t iiidecltiecill 

prod nets ito recaP 
-. - 

No a\ulrencss 

37 _ 

  62 

74 

25 

37 

14 

Recall ahihtv of N ES[LE 

1odL1cts 

[opolinind  17 5.5  

Uilaidcdto recall  2!  10.5 

,\idd to iccall  

No a\\aieness  1 11 55.5 

Remember the 

advertisement 

ILL 

P&G 

79 

49 24.5  

ii C, 
- 

NESTLE 

9 

 33 

19.5 

16.5 

Remember the company 

but 11ot the product or the 

HL 1. 5() 40  

_i  79 

ftI\ ertieIneilt  
-- 

NEStLE 
 

Remember the Company 
but not the advertisement 

[113 L 26 IS 

P&G 54 27 

ITC S(t  443 

NESTLE  31  15.5  

Do not remember at all 

tILL . 15 7.5  

P&G 15 9 

[IC  42 21  

NESILE 125  62.5  

Reason for memorability 
of advertisements 

Pictorial_representation  

18.0 
Ni Lisicill hickround 36 

Presence u! ceIehritie 57 25.5 

too and ioeni 50  25.)) 

lessace  

Source : Primary data 

It can he interred from Fable 4.4, the awareness of FMCG products advertisement Of  

the selected brand were tested among the respondents. In terms of top of mind implies a 

brand or specific product coming first in customers minds when thinking of a particular 

industry. Top of mind awareness is a way to measure how will brands rank in the minds of 

consumers. -The first brand that conies to mind when a customer is asked an unprompted 

question about a category. The percentage of customers for whom a given brand is top of 

mind can he measured. ( Farris.Paul.W et.al.. 20 10). The top of mind brand recall were 

kuiid among 27.5 per cent of the respondents for I IIJ 1,, 26 per cent har P&G. 24 per cent br 

FF( and 22.5 per cent for N FSi I .L. 

Unaided recall, a means of evaluatine the effectiveness of a company's recent 

advertising; without help horn the rescareher, selected respondents horn the target market are 

asked to bring to mind advertisements they have seen or heard recently. The unaided recall of 

the brands was found to he higlter with respective to FlU!. (45.5 per cent), P&G (32.5 per 

cent) and only 14 per cent for I'lL and eight per cent for NESTLE. 
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i\ided recall is eenei-aied in a consumer. When asked about a product category, if the 

consumers is aided with the product name and its advertisement and he recognizes the 

company or brand from the given set, it is categorized as aided awareness. About 37 per cent 

of the respondents recognise the ITC brands with the help of the clues given by the 

enumerators, 31 per can or the respondents recognise the P&G, 1 8.5 per cent recognise the 

1-IUI. and 14 per cent recognise the N ESTEE on aided recall 

On coile tlirotiyli the advertisement and also w i tlì assistance to recall sOille of the 

respondents were not able to idcntit\' the brands correctly. Majority (55.5 per cent) of the 

respondents did not recognise the brand NES ILL, 25 per can did not recognise ITC, 10.5 per 

cent did not recognise P&G and only eight point live had no awareness on ITUL. It is inferred 

from the above analysis, the brand I JUL. comparatively had good positioning in the minds of 

the respondents followed by P&G, ITC, NESTLE. 

With regard the advertisement of LIUL. 40 per cent of' the total respondents 

remembered the company not the product or advertisement, 39.5 per cent of the respondents 

remembered the advertisement with non-celebrity endorsers, 13 per cent remenibered the 

company and not the advertisement and remaining 7.5 per cent of the respondents (10 not 

remember at all. 

On vie\ving the acl ertisement of P&G, 39 per cent of the respondents remember the 

company and not the product or advertisement, 27 per cent remember the company and not 

advertisement, 24.5 per cent remember the advertisement and the remaining nine per cent do 

not remember the company, pi-oduet or advertisement. The celebrity endorsement of' most of 

the product makes the respondents to remember the company. 

The advertisement of li C reached 44.5 per cent of the respondents through 

remembering the company and not the advertisement, 21 per cent (10 not remember the 

company or advertisement, 19.5 per cent remember the advertisement, 15 per cent remember 

the company not product or ad ertisemeni. 

Regarding N FSl'l F advertisement, niajority or the respondents (62.5 per cent) (10 not 

remember the company advertisement or product, 16.5 per cent remember the advertisement, 

15,5 per cent remember the company and not the advertisement and live point five remember 

the company not product or advertisement, as the products were endorsed maiiilv by non-

celebrities, 
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The respondents lareelv associated tlie advertisement with the celebrity endorser, 

(28.5 per cent) to keep that brand in memory, 25 per cent of the respondents associated the 

company logo and slogan to remember the advertisement , for 1 8 per cent respondents 

meiiiory of advertisement enhanced throuch the nitisical backuround, 15.5 per cent of the 

respondents associated the advertisement w jilt pictorial representation, for 13 per cent oh the 

respondents messaue enhance the memorability. 

4.5 Brand positioning and advertisement effectiveness 

Marketiii as a wa\ ol niakinu uie consumer ha c the riuhi types ol product and 

services experiences to create the right brand knowledge structure and maintain them in 

memory. When a consumer activity thinks about and 'elahorates" on the significance of 

product or services infomiation, stronger associations are created in memory. One reason 

personal experiences create such strong brand association is that information about the 

product is likely to he related to existing knowledge. 

Table 4.5 

Brand positioning and advertisement effectiveness. 

Variables No. of. 

R1e1(2)  

Percentage 

Economy 
HUE  122 61 

P&G 42 
 1) 

21 

iTC 
9.5  

NESTLE  1) 9.5 
_________ 

Popular 

III  23 11.5 

P&G 37.5 

ITC 7() 39.3 

NESTLI: 26 13 

Premium 

I lea It h 

tILL 25 14 

P&G 
- 

77 35.5 

44  

HLI. 
NESILL  

104 32 

P&G 
45  24 

__ 

11 
12.5 

Beiutv 
eale 

P&G 

ITU - 

5()  29 5 

- 44  

24 12 

Skin care 

ilt iL  35 U) 

P&G 70 39.5 

11C 
 

NESTLE  

[tEll.  33 16.5 
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Aroma and taste - 

ITC 35   1 7. 

NEST [F 

IIUL 

95 4 7. 5 

Freshness 

32  10 

I I &I Gy  45 24  

ITC  S I 4(1.5  

NEST IT 40  20 

nuredient used in 
products 

Priciiu 

tiLl. 107  53.5 

47 

I TC  

23.) 

NESTLE 

ILl.  
17  

P&Ei 50  25  

IC 95 47.5 

NEST II' 

Assorted package size 

HUL 
27   13.5 

P&G 75 39 

ITC  61   .5 

NES...[F 32 16 

Quality 

HUE  24  12 

P&G . 
8 14 

ITC 
 48   24 

NESTLE 99  49.5 

Package in attractre 

colour 

HUE. 25 12.5 

P&G 39   

19.5 
- 

NESTLE 

SOLII-CC: Primary Primary data 

On presenting the advertisement of the four leadt ng FMCG brands the respondents 

were classffied four brands on, what does they mean to them and how does brands hive 

positioned in the minds of the customers through their advertisements. The advertisement in 

brand l-ltJL positioned in the mind of the respondents as leading product based oii economy 

(61 per cent) health (52 per cent), ingredients used in products (53.5 per cent). 

The brand P&G is positioned in the mind of the respondents as premium (38.5  per 

cdnt)m skin care (39.5 per cent), assorted packae size (39 per cent). The brand ITC is 

positioned in the mind of the respondents as popultr (79.5 per cent), beauty care (44 P 

cent), freslmess (40.5 per cent), pricing (47.5), package in attractive colour. The brand 

NESTLE is positioned in the mind of the respondents as aroma (47.5 per cent), quality (49.5 

per cent). 
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4.6 Advertisement effectiveness score and demographic and socio economic profile of 

the respondents 

In order to test the role of demographic and SOCIO economic profile of the respondents nì the 

advertisement effdetiveness score as assigned by the respondents, the nuil and alternative 

hypotheses were framed and listed using ANOVA. 

If ,,: The score of advertisement eUectiveness do not di 11cr sicili licantivilillont! 

demographic and socmo-eeonontmc profile of the respondents 

II: The score of' ad\ crtisemciil cllccti\ cmtcss 4111cr slOiti ticiint k ZIinoitc dcniogripluc 

and soelo-economie profile of the respondents 

Tables 4.6.1 

Age and advertisement effectiveness score 

Varia I) Ics 

\dertscrnent Effectiveness score 

Mean St:indairl Des iadon 'so. of. Respondcnts 

JT _ 8.16 

_°__ 
E\fe 4ll 99.33 

3 otO 100.16  7.72  

Squares 

Deorees  of 

I reesE) 01 
Mean Square 

F 
tue 

. - 

Sinilicance 

Between Groups T 365.669 4 91.417 
1.549 

Within Gros 1 1509.211 19 59.022 

Total 11574.580 199  

Source : Primary data. Ns- Not Significant 

One way AN( )Vi\ was applied to find hether the mean score of advertisement 

elIdetiveness differ significantly among age group. The ANOVA result slìows that the 

calculated F- ratio value is 1.549 which is less than the table value of 2.4 15 at five per cent 

level of significance. Since the calculated value is less than the table value it is inferred that 

the score of advertisement effictiveness do not di 11cr signmlicantly among the age groLipS. 

Hence the hypothesis is accepted. 
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I1 able 4.6.2 

Gender and advertisement ci tectiveness score 

Vai- jables 
_ 

core 
_ 

I can 
Standar(! 

l)c iatioii 

No. of. 

lcpondent- 

Gender 

NlaIc 10ft02 652 55 

2(5) 

Female IUO.26 

FOlAL 100.1 0  7.72 

T Degrees of freedom Siiani licance 

0.214 

Source : Primary data. Ns- Not SignilIcant 

The t- test was applied to find whether the mean score of advertisement effectiveness 

differ significantly between demographic and socio-economic proimle of the respondents. The 

calculated t-test is 0.214 which is less than the table value of 1.972 at one per cent level of'  

significance. Since the calculated value is less than the table value it is inferred that the mean 

score of advertisement effectiveness do not differ sionificantly between demographic and 

socio-economic pro tile of the respondents. 1-lence the hypothesis is accepted 

Table 4.6.3 

Iclucation and advertisement effectiveness 

Variables Advertisement Effectiveness Score  

Mean 
Standard 

Deviation 

Nb. oIl 

Respondents 

Educational 

Qualification 

j School level 100.76 5.15 76 

Graduate 

I9.)t Graduate 

10(190 7.51)  54 

991)9 5.07  50 

Professional 

00.16 
..

4.44 

7.72  

Sum of 

Squares 

Deiaiees of,  

freedom 

. 

Mean Square I aloe Significance. 

Between Groups 65.023 3 22.974 

.376 Ns WithinGroups II 506.557 106 

199 

60.239 
. 

Total 11574.880 

Source : Primary data. Ns- Not Significant 
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One way ANOVA was applied to mid \\ hctlter  the mean score of advertisement 

cf6ctiveness differ significantly among educational qualification. The ANOVA result shows 

that the calculated F- ratio value is 0.376 vdilch is less than the table value of 2.05 1 at live 

per cent level of significance. Since the calculated value is less than the table value it is 

inferred that the score of advertisement e!Tecti eness do not differ significantly among the 

educational qualification. hence the hypothesis is accepted. 

fable 4.6.4 

Occupational status and ad crliscmcnt I [ccli \ cncss score 

Variables 

Ads ertiseinent Eftectis eness Score 

M can 
Standard 

Deviat 
No. ot . respondents  

Occupational Stains 

Student 100.81) 8.26 8 

Professional 99.76 s.5 2 

Business 98.82 7.18 119 

Employee 99.77 8.21 

7.94 

78 

44 
eiiker 101. 

total . L 7.72 200 j 

_Sum of 

Sq uares  
Degrees of 

freedom  Mean Square 
P .. 

I I a! ue 
TT - 

I Si ni hcance. 

Betsseen Groups 235.072 4 58.76 
.985 Ns 

Within Groups 11639.808 195 59.691J 

199  Total 11874.880 

Source : Primary data. N s- Not Significant 

One way ANOVA was applied to find whether the mean score of advertisement 

effectiveness difhr signilicantly among occupational status. The ANOVA result shows that 

the calculated F- ratio value is 0.985 which is less than the table value of 2.418 at five per 

cent level of significance. Since the calculated value is less than the table value it is infened 

that the score of advertisement effectiveness do not di fftr significantly among the 

occupational status. I lence the hypothesis is accepted. 

41 



table 4.6.5 

Income of the respondents and advertisement effectiveness 

.\dertiseinent Htectiveness Score 

variables - - 

Mean 

95.3(1 

- - -- 

Standaid 

Dee at ion 

7,33 

- - 

No. ol. 

Res punden ts 

44 
Below 2 

2.0 - 2.5 9*29 5.45 24 

101.56 57 2.5 - 3.0 5.42 

Annual Income ( in laklis)  

I 00.55 7.56 41 

21 3.5 —4.0 100.38 6.25 

Above 4 99.31 6.57 13 

3otal 100.16 7.72 200 

Sum of 
5jgare5 

F De9rees of 
Freedom 

Mean 
I F- 

. 

'alue 
_Square  

Significance. 

Between Grous 314.616 5 62.923 
1.056 Ns 

Within Groups 11560.264 1 194 59.559 

Total It 574.550 1 199  

Source Primary data. Ns- Not Significant 

One way ANOVA was applied to find whether the mean score of advertisement 

effectiveness differ significantly among annual income. The ANOVA result sho\\ s that  the 

calculated F- ratio value is 1.056 which is less than the table value of 2.261 at five per cent 

level of significance. Since the calculated value is less than the table value it is inferred that 

the score of advertisement effectiveness do not differ significantly among the annual income. 

Hence the hypothesis is accepted. 

The advertisement effectiveness of select FMCG brands, do not different significantly 

with the demographic and socio-economic profile of the respondents hut statistically 

significant for the time respondents spent on watching television 
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4.6.6 Time spent on watching television hours per day. 

lable 4.6.6 

lime spent on watching television hours per day and advertisement effoctiveness 

Ad ertisernent Eftecti\ ene.s Score 

liiLIhlC5 T Standard  . • 

rvlean 
Dc\ 00100 kepoiident 

I 6120 7.64 I S 
\()flc 

I tour 9674 6.58 

e spent on watching 
I 2 hours 101.7 1 7.64 

tele\ ision hours per day  

101.31 9.14 2-3 Hours 36 

> 3 Flours 100.32 7.20 68 

Iota I lOt. 16 7.72 

r Sun 
of 

treeclom 

Mean 

Square  

F Ll IiieSuioccc. 

Between Groups 62 1.95 1 4 I 55.488 
2.694 

199  

ithin Groups 11252.929 I 95 57.707 

1 otiil II 874.880 

Source : Primary data. * significant at 5 level 

One way ANOVA was applied to find whether the mean score of advertisement 

effectiveness differ significantly among hours spent on watching television per day. The 

ANOVA result shows that the calculated F- ratio value is 2.694 which is greater than the 

table value oF 2.418 at five per cent level of significance. Since the calculated value is greater 

than the table value it is inferred that the score of advertisement efbcti cness differ 

significantly among the tulie spent on watching television per day. I fence the hypothesis is 

rejected. 

4.7 Advertisement effectiveness score and its impact on purchase behaviour of the 

respondents. 

Advertisement effectiveness is analysed considering influence on respondents behaviour 

pattern namely intention to purchase, talk about advertisement, positive reaction. I ikingtìess 

of advertisement and on product purchase. In order test the above influence the following 

hypotheses are framed 

.- H,: The score of advertisement effectiveness do not differ significantly on the 

advertisement impact on purchase behaviour of the respondents. 
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I J: The score of advertisement effectiveness di tThr significantly on the 

advertisement impact on purchase bchaviou of the respondents. 

4.7.1 Intention to purchase. 

Table 4.7.1 

Intention to purchase and advertisement efliactivciiess 

Ad\ ertisement Lffectieness Score 

Variables 
\lean 

)c\ lation 

\o. ot. 

Respoiulent 

Advertisements Create intention to Yes 100.aa 5.1)5  

No 99.51 7.15 75 
purchase 

TOTAL 100.16 7.72 200 

Degrees of freedom Signilicance 

0.926 195 Ns 

Source : Primary data. Ns- Not Significant 

ihe t- test was applied to find whether the mean score of advertisement effectiveness 

differ significantly between advertisements ci-eate intention to purchase. 1hc calculated 1-

value 0.926 is less than the table value 1.972 at one per cent level of significance. I lence the 

hypothesis is accepted. It is inferred that the mean score of advertisement effectiveness do not 

differ significantly with the creation of intention to purchase. 

4.7.2 Talk about the advertisement 

Table 4.7.2 

Talk about the advertisement and advertisement effectiveness 

Variables 

Ack ertkement E l[etivenes Score 

Respondents 

I 01- AL 

t1 7.8 i 

100.16 7 .7 21  
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290 

Source Primary data. ' significant at 1° level. 

The t-  test was applied to 1111(1 whether the mean $coic of ad ertisemnt etlectivenes 

differ significantly between talk about the advertisement. The calculated t-test is 3.290 ' inch 

is greater than the table value of 2.601 at one per cent level of sign! heanee. Hence the 

hypothesis is rejected. Since the calculated value is greater than the table alue it is infcricd 

that the mean score of advertisement eIThcti\ eness differ si,-,nificantly het\\ cen  the interest of 

respondents to talk about advertisement. 

4.7.3 Reaction on advertisement 

Table 4.7.3 

Reaction on advertisement and advertisement effectiveness score 

Ad ertiement Lffcetiveness Score 

\1ean 
Standid 

De iaOon 

No. of. 

Repondenk 

ariahie 

Ad\ertiementsha\epo.itie reaction LYe. 00.7! 
- 

7.8 
- 

11)5 

No 100.65 7.57  

IOTAL  100.16 7.72 200 

t Degrce of freedom Signi6cance 

0.857 [ los 

Source Primary data. Ns- Not Significant. 

The t-  test was applied to find whether the mean score of ad ertisement effectiveness 

differ significantly advertisement have positive reaction. The calculated t-test is 0.857 ' hich 

is less than the table value of 1.972) at one per cent le\ei of significance. Hence the hypothesis 

is accepted. It is inferred that the mean score of advertisement effectiveness do not di fli.r 

significantly between advertisement have positive reaction. 
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4.7.4 Likingness of advertisement 

Table 4.7.4 

Likingness of advertisement and advertisement effectiveness score. 

Variables 

Advertisement Effecti eness. Score 

Mean 
Standard 
Deviation 

No. of 

respondents 

Like the advertisement 

N o 
TOTAL 10016 7.72 200 

of freedom Significance 

1.2 12 

agrees 

198 Ns 

Source : Primary data. Ns- Not Significant 

The t- test was applied to find whether the mean score of advertisement effectiveness 

differ significantly between like the advertisement. The calculated t-test is 1.212 which is 

less than the table value of 1.972 at one per cent level of significance. Hence the hypothesis is 

accepted. It is inferred that the mean score of advertisement effectiveness do not differ 

significantly between like the advertisement. 

4.7.5 Product purchase 

Table 4.7.5 

Product purchase and advertisement effectiveness 

Variables 

Advertisement Effectiveness Score 

Mean 
- Standard 

Deviation 

No. of. 

Respondents 

Likely to purchase the products 
Yes 99.98 8.27 115 

No 100.40 6.96 85 

TOTAL 
-- 

100.16 
- 

7.72 
- 

200 

Source: Primary data. Ns- Not Significant 
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The t- test was applied to find whether the mean score of advertisement cf,lectl% eiiess 

di tier sigm Ileantly between like to pwchase the product o ffCred. Ihe calculated ttest is 0.377 

which is less than the table value of 1.972 at one per cent level of significance. I lence the 

hypothesis is accepted. It is interred that the mean score of advertisement eltectiveness do 

not differ significantly between like to purchase the product ollered. It is inferred that the 

advertisement of,  selected FMCG brands did not influence either intention to purchase, 

positive reaction or likely to purchase products. But the advertisement of select brands were 

ellective in proinpiute customer to talk about advertisement which would promote word of 

mouth public ity. 

4.8 Impact on advertisement of select FMCG brands. 

Advertising is a part of the marketing mix, refers to the effectiveness of 

conimunication from the seller to the target customer. The ultimate result is either change in 

consumer awareness, his/her knowledite of the product or a change in attitude or the 

development of certain motivating lactors. The impact advertisement is analysed based on 

behavioural responses of the sample respondents. 

4.8.1 Remembrance of I1UL advertisement 

ftc respondents ability to remember the advertisement of select IMCG brands have been 

tested and result are presented in the following section. 

Table 4.8.1 

Remembrance of HUL advertisement and impact on advertisement 

Rcmernhrncc olD UI ack crtkcnlent 

Remeinher the Remeniher the Remejuher the 

ideriiseinen t m (opiiny Not (ompiiii\ -Not [)o not IGl.AI 

ViriahIes 
product ni All \ c1 1 e me it re lie inhe 

Ad ert se heft 

No. 5 No, No. No. No. 

Au ciii pt 

ftirquief I 2 41.4 2 31.0 5 172 3 1J.7 22 100d0 

Pu IC h Sc 

Suggest for 

Iiiipnct of 
best 11110112 

alteniati \ CS 

22 40.5 30 42.3 0 12.7 3 4.2 71 101)1) 

advertisement Pro\ 1(1100 

ConviCtion 6 2570 13 54,2 3 12 5 2 5.3 24 1001) 

valLie .-. 
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[nahhng 

product 32 42.1 28 36.8 9 II .8 7 9.2 76 100.1) 

description 

TOTAL 79 39.5 50 40.0 26 13.0 I S 7.5 2)))) 101.)) 

(lu- siluare alue: 5.670 Deureesoffreeilotn:9 Signihcane:NsJ 

Source : Priivary data. Ns- Not Signi ftcaiit 

ihe clii square test was applied to Find whether there is sign! ticant assoc iation 

between impact of advertisement and remembering products through advertisement of I Ri l. 

brand of products. The calculated i aluc of clii- square 5.670 i hich is less than the table 

value of I 6.919 at five per cent level of significance. The hvpoiliests is accepted. It is interred 

I hat there is no siciti flea it aoe tat ott between impact of ad ertietitemi1 and remeiiibranee of 

advertisement of II U L brands of products. 

4.8.2 Remembrance of P&G advertisement 

Table 4.8.2 

Remembrance of P&G advertisement and impact on advertisement efflactiveness 

Remembrance of P&G advertisement  

Reinen]het-  the Remember the Remember the 

ack ertisement (ompanv Not (omnanv-Not I)o not IOIAL 

Variables product or Ad\ ertisement remember 

Advertisement 

No. No. ° No. No. No. " 

Attempt 
for quick 4 13.5 ii 37.9 1(1 34.5 4 13.8 29 11.10.0 

purchase 

Sug.cst or 

Impact of 
hest amono 16 22.5 30 

alternatives  

42.3 16 22.5 9 12.7 71 1)1(1.1) 

advertisement Providing 

con ictioll 8 33.3 1(1 41.7 6 25.)) 24 100.0 

value 

Enabling 
product 21 27.6 28 36.8 22 28.9 5 6.6 70 10)1.0 

description  

FOTAI.  49 24.5 79 39.5 54 2 7. 0 IS 9A) 20(1 0)1.0 

Lc131 - square VZ1Iue: 5.585 Devices otfreedom:9 Signihc:tnce: N 

Source : Primary data. Ns- Not Sigiti ficant 

Chi - square test was applied to find whether there is significant association between 

impact of advertisement and reinenihering advertisement of P&G products. The calculated 

value of chi-  square is 8.585 which is less than the table va tue of 16.9 1 9 at Five per cent level 

of signiflcaiice. ! lie hypothesis is accepted. It is inferred that there is no signmlieant 
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association between impact of,  advertisement and remembrance of advcrtiscmcnt o P&( 

brand of products. 

4.8.3 Remembrance of ITC advertisement 

I able 4.8.3 

Reineinbranee ()t tIC advertisenent and advertisement elThctiveness 

Rcmeinhrance o I I ( ad crtKelncnt 

Reinemher the Remeniher the 

keineniher the (otupitiiv Nt (olnpatl\ -Not Do not ii) 

Variables 
ack ertiscru.int product or Advertisement remember 

Advert semen 

No. N No. N No. N No. N No. 

Attempt 

for quick 6 20.7 6 20.7 10 34.5 7 24.1 29 100.0 

purchase  

Suggest for 

- 

Impact of 
best amono 

 
alternati es 

14 10.7 8 11.3 34 47.9 15 21.1 71 100.0 

advertisement Providing 

cori iction 7 29.2 I 4.2 14 58.3 2 8.3 24 100.1) 

value 

Enabling 

product 12 15.8 1S 19.7 31 40.8 18 23.7 76 100.0 

description 
15.0 89 42 

TOTAL 39 19.5 30 44.5 21.0 200100.0 

(hi - square vatLie: 10.344 Degrees of li-ecdom:9 Signihcance: Ns 

Source : Primary data. Ns- Not Significant 

Chi - square test was applied to find whether there is significant association between 

impact of advertisement and remembering products through advertisement of ITC. The 

calculated value of chi- square is 10.344 which is less than the table value of 16.919 at five 

per cent level of significance. The hypothesis is accepted. It is inferred that there is no 

significant association between impact of advertisement and remembering products through 

advertisement of ITC. 
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4.8.4 Remembrance of NESTLE advertisement 

Table 4.8.4 

Remembrance of N ESILL advertisement and impact on advertisement 

Remembrance of N ESILE advertisement  

Remember the Remember the 

Remember the Company Not Company-Not Do not I OTAL 

Variables ad\ cO sement product or Ad ertisement remember 

Ad\ erticmcnt 

No. No. No. o -E--cT-- [ 
Attempt 

for quick 7 24.1 3 10.3 4 13.8 15 51.7 29 100.0 

purchase  

Suggest for 

- 

Impact of  
best amono 12 16.9 3 4.2 

 
alternatives 

 

12 1 6.9 44 62.0 71 100.0 

advertisement Providing 
con1ction 3 12.5 1 4.2 20 83.3 24 100.0 

value 

Enabling 

product 11 14.5 5 6.6 14 18.4 46 60.5 76 100.0 

description 
_________ 

 

TOTAL  33 16, 5 11 5.5 31 
- 

15.5 125 62.5 200 100.0 

Chi - squar lu9. 190 
- - 

Degrees of freedom:9 Significancs 

Source : Primary data. Ns- Not Significant 

Chi - square test was applied to find whether there is significant association between 

impact of advertisement and remembering products through advertisement of NESTLE. F he 

calculated value of chi- square 9.190 which is less than the table value of 16.919 at five per 

cent level of significance. The hypothesis is accepted. it is inferred that there is no significant 

association between impact of advertisement and remembrance of advertisement of NESTLE. 

Only the remembrance of advertisement of select FMCG brands did not bring impact on 

respondents in their purchase behaviour where creation of intention to purchase was highly 

influenced by the advertisement lhr only the ITC brand. 
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4.8.5 Remembrance of II U U advertisement 

Remembrance of advertisement of select FMCCi brand were associated with the creating of  

intention to purchase. 

table 4.8.5 

Creating intention to purchase and reinenibrance of lIIJ I advertisement 

- 

It T ad ertkement 

kel l :  
Kr Ilk ohs. i thL 

Remember the C on n pev-\ot Do not 

\ ii blc .d\ c1Icn1cnt product or 
C oiupunv-No 

. i-emcmhci- 
UI AL 

\ 4 \ Cr! I SC men 
\ d 

1OTAL 79 3T5 ) 40.0 26 13.0 15 7.5 200 100 

Chi - square value: 4.334 Degrees of freedom:9 Significance: Ns 

Source : Primary data. Ns- Not Significant 

Clii square test was applied to find Mictlicr there is significant association between 

intention to prirehase and reniember the advertisement of 1-IUL. The calculated clii- square 

value is 4.334 which is less than the table value of 7.815 at five per cent level of significance. 

The hypothesis is accepted. It is inferred that there is no significant association between the 

intention to purchase and remembrance of advertisement of 1-IUL. 

4.8.6 Remembrance of P&G advertisement 

1 able 4.8.6 

Creating intention to purchase and remembrance of P&G advertisement 

Renienibranee of P&G ad ertisement  

Remember the 
kenicmhci the 

Remember the 
. 

C ompanv-Not . 

( ompiinv-Not 
Do not . - 

101 At. 
. . / Ill sb lc a d cr1 I semen i prod LIe! Or . remember 

rti sd ecmei!t 
Advertise ment  

_______ _________- 
No. 

- 
No. 

- 
No. o. 

Ad ertisement Yes 
- 

100,0 

44 0 14 15 7 7 _ 

TOTAL  49 24.5 79 39.5 54 27.0 18 9.0 200 lIt)! 0 

(lii - qu:ire value: 4.319 Degrees of freedom 3 5 igni ficance: Ns 

Source : Primary data. Ns- Not Significant 

Clii - square test was applied to linc whether there is significant association between 

advertisement create intention to purchase and remembrance of P&G advertisement . The 

calculated value of chi- square is 4.3 16 which is less than the table value of 7.815 at five per 
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cent level of sigin ficance. I he hypothesis is accepted. It is lnft'iTed that there is no significant 

association bet\\ CCi1  intention to purchase and remembrance of P&G advertisement. 

4.8.7 Remenhrance of tIC advertisement 

lal)lC 4.8.7 

Creatine intention to purchase and remembrance of NC advertisement 

Remembrnce ol lT( ads erikement 

FRC1,11,.1hul the R cue in l)ei tie 
m keeiiiber the ( onipaits -Not 

- (oinpanv-Not 
Du not Oh 

11 LII)Ie .ftI\ Citi5Ctiieiit plu(hiiet OF  cii iiib)ci 

\dvertenient 
\ds cit Henielit 

No 0 iNo 
0 No.  No. 0 

Advertisem e 
24192 17 13.6 50 40.1) 34 27.2 125 10)) 

C ieat intention 

to purchase No 15 20.1) 13 17.3 39 52.0 JJJ 10.7 75 100 

TOTAl.  39 19.5 30 15.0 59 44.5 J 42 21.0 200 100 

Clii - square value:5.069 Degrees of keedom.3 Significinc:%7 

Source : Primary data. * significant at 5% level. 

Clii - square test sas applied to find whether there is significant association bct ecu 

advertisement remembrance of ITC and intention to purchase. the calculated value of clii-

square is 8.06 which is greater than the table value of 7.815 at live per cent level o I 

significance. The hypothesis is rejected. It is infem-red that there is significant association 

between remembrance of advertisement of ITC and creating of intention to pwcliase. 

4.8.8 Remembrance of NESTLE advertisement 

Table 4.8.8 

Creating intention to purchase and remembrance of N ESTLE advertisement 

Remembrance of N LSITE advertisement 

Remember the 

am iables Remember the ( ompaiiv-Not 
Remember the 

Do not 
ri npans -Not ( hOt \l 

ads crtm oement prod Lid or . - reme mber 
Ad\ ertmsenient 

,\ds erikement 

es 64 6 73 _11 

101AL 33 _16.5 11 5.5 31 15.5 125 615 200 11)0.1) 

(_ Iii _square __mine: 2.551) Degreesofliecdom:3 Significance: Ns 

Source : Primary data. N s- Not Significant 

Clii - square test was applied to find whether there is significant association between 

intention to purchase and remembrance of products through advertisement of NESTI .E. the 

calculated value of chi- square is 2.580 which is less than the table value of 7.8 1 5 at live per  
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cent level ol siwii heance. The hypothesis is accepted. It is in erred that there is no sigiiilicaiit 

association between advertisement remembrance of NESII .1. and intention to purchase. 

4.9 Association between demographic and soclo economic profile of the respondents and 

unique criteria for memorability of advertisement. 

The unique criteria of Ia(k ertisemnent hich enhanced the memorability of advertisement 

aiiioiio respondents were tested. 

table 4.9.1 

Ace and criteria for memorability of advertisement 

Reason for memniahi icy of advertisement  

Variables 
Pictorial 

ggi-esenrition 
Musical 

hackeround 
Presence of 
celebrities 

t ogo and 
slogan  

VI 
1 01 AL 

No. No. N 
20.5 

No. 04  Nm to No. 04 No. 0 

Below25 16 l.2 is 2i 31A 17 19.3 9 10.2 Is 8 100 

Age 26-30 7 1 11.3 11 17.7 21 335) 12 194 11 17.7 62 101) 

(in 31-35 1 2.5 3 12.5 5 20A 9 37.5 4 16.7 24 100 

yen) 36-40 2 I .2 3 27.3 2 I S. 2 15.2 2 15.2 II 100 

Above40 

101\L 

3 20.)) I 6.7 

18.0 
I 6.7 

25 

10 06.7 
26 1 1.0 

15 
200 

100 

WO 9 7 25. 0 

Chi — square\alue: 26.245 Degrees of freedom: 10 Signil:eaace: Ns 

Source : Primary data. Ns- Not Significant 

Presence of celebrity had good memorability of advertisement of select brands among 

the respondents with age below 30 years, for the respondents with age between 31 to 35 years 

and above 40 years logo and slogan were the unique criteria, musical background was found 

important for the respondents in the age group of 36 to 40 years. 

Chi - square test was applied to find whether there is significant association between 

deniographic socio economic pro tile of the respondents and reason for meniorahil ity of 

ad\ crtisement. The calculated value of dli- square is 26248 which is less than the table 

aiue of 26.248 at live per cent level of significance. I lenee the hypothesis is accepted. It is 

nilerred that there is no significant association between age of the respondents and reason r fo 

memorabi l ity of advertisement. 
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4.9.2 Gender and criteria for memorability of advertisement 

lable 4.9.2 

Gender and criteria Idr ineniorabi lity of ad\ ertisenient 

lon Ioi mcilloiahilitv I\eitiseillc!it 

Pictorlil P Musical Presence of 1.00 and IGIAL 
\1essac 

\ ariahies repieseutation hackoround celebrit ies slogan 

o. X o No. No o. 

—+~):~ 
-- 

10 1 AL 
 

(hi - 5qLiare salue: 43996 Degree of ireedom:4 
- - 

SLmiticaiice: Ns  

Source : Primary data. Ns- Not Significant 

Logo and slogan of select brands influenced male respondents and presence of 

celebrities were the criteria led to the remembrance of advertisement by female respondents. 

Chi - square test was applied to find whether there is significant association between 

demographic soeio eConomic pro tile of the respondents and criteria tbr memorability of 

advertisement. The calculated value of clii- square 4.996 is less than the table value of 9.458 

at five per cent level of significance. I lence the hypothesis is aceepteL It is inferred that there 

is no significant association between gender of,  the respondents and reason for memorability 

of advertisement. 

4.9.3 Educational qualification and criteria for memorability of advertisement 

Table 4.9.3 

Educational qualification and criteria for memorability of advertisement 

\'ariahles  Reason hrmcmorahility of ads ertisement  

Pictorial 

representati 

on 

Musical 

Iackrorni 
-. 

0 

Presence 
ol 

celehi itie-s 

1.000 and 
sloe:iii 

\lessiie 

IGIAt. 

No No No No 0 No 

[ducation 
al  

School level 13 I7.1 12 15.S 22 25.9 21 27.6 5 10.5 0)1) 

Graduate 7 13.)) IS 27.5 14 253) 5 14.5 0) 15.5 

P70 
It) 

Qualiflcati 

011 j  

Post Graduate 11) 20.1) 

0 

5 
I 

16.1) 

511 

3 26.1) 12 
6 

2)) 4. 
45.1) 

7 14.)) 

51) 

100 

101.) 
)10  iéssicqal I 5 401) 

ft)f AL  15.5 36 150 57 25.5 50 .25.) 26 13.1) 20)) 10)) 

(hi - square value: 16975 Degiees of freedom: 12 Signi Ocance: N5 

Source : Primary data. Ns- Not Significant 

The advertisement was remembered due to presence of celebrities, by respondents 

with school education, musical background for graduates and logo and slogan for post 
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graduates and professionals. ('hi square test was applied to find hether there is sigiti Ocaiti 

association between demographic socio economic profile of the respondents and reason for 

memorability of advertisement. The calculated value of clii- square is 16.975 winch is less 

than the table value of 21126 at Ove per cent ic ci of sienificance. I-knee the hypothesis is 

accepted. it is inferred that there is no significant association between demographic soeio 

economic profile of the respondents and reason for memorability of advertisement. 

4.9.4 Occupational status and criteria for niemorahihi of advertisement 

lal)le 4.9.4 

Occupational status and criteria for memorability of advertisement 

Reason fr meniorab t ity of ad eisement 

P I etori at . 
iOTA L 

Variables 
Musical Presence of,  Loo and 

representat 
hackground cetebrities slogan 

Message 

Ion 

No. 0 No. 0 % No. 0 No.  

Student 
4 22.2 4 22.2 5 27.8 4 22.2 t 5.6 is 100 

0cc Professional 9 42.9 1 .1.8 21 101) 

upat - 

lOnd Business 
12.8 7 17.9 14 35.9 9 231 4 10.3 39 100 

StM Lmployee 
14 17.9 16 20.5 15 19.2 20 25.9 13 16.7 78 too 

us 

Homem-Aer 
5 15.2 7 15.9 14 31.5 8 27 15.9 44 100 

TOTAL  31 15.5 36 two 57 285  50 25(1 26 13.0 200 tOO 

(hi - sqruirc value: 17.461 Degrees of freeuoni: 16 Significance: Ns 

Source : Primary data. Ns- Not Significant 

Majority of the respondents with different occupational status were attracted by 

presence of celebrities logo and slogan. Chi - square test was applied to find whether there is 

significant association between demographic socio economic profile of the respondents and 

reason for memorability of advertisement. The calculated value of clii- square is 17.461 

which is less than the table value of 26.296 at five per cent level of significance. I lence the 

hypothesis is accepted. It is inferred that there is no significant association between 

demographic socio economic profile of the respondents and reason for memorability of 

advertisement. 
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4.9.5 Annual income and criteria for nlemoral)ilitv of advertisement 

Table 4.9.5 

Annual I icome and criteria for memorability ol advertisemeilt 

Reason for nieniorahihiv of,  ads ertisenietit 

Variables PjctorjaI -- 
rOT AL 

\l usical Presence of logo and 
representa - \lessllge 

hackgroull(l celebtities slogan 
tuon 

o. f o. So No. No. , No. .L Y7 No. 

Aiinu BeIo\\ 2 10 22.7f 7 15.) 15 24.! 7 154) 5 1!.-) 44 101) 

2.1)-IS 3 25 7 20.2 6 254i 6 257) 2 S 24  1151 

2.4-lu S 5.5 2111 IS 204 II 19.2 
Inco 

1)1 17.5 57 0)) 

mc ( 3.0- 3.5 s 19.5 4 9.5 II 26.5 13 31.7 5 12.2 41 10)) 

m 3.5-4.0 2 9 9 4259 5 35.1 2 9.5 21 199 

laWs) Ahose 4 $ 23.1 2 15.4 1 7 5 35.5 2 15.4 13 10)) 

TOTAL 31 15.5 36 15.0 57 25.5 50 25.0 26 13.)) 200 10)) 

Chi -square value: 26.238 Degrees of treedoni:20 -- 
guiiticance.Ns 

Source : Primary data. Ns- Not Signilicant 

Logo and slogan was criteria for memorability of'  advertisement for respondents high 

ineoiiic uroup. Clii - square test was applied to find whether there is significant association 

between demographic soc io economic profile of the respondents and reason for nìcinorability 

of advertisement. The calculated value of clii- square is 26.238 which is less than the table 

value of 31.410 at five per cent level of significance. I lence the hypothesis is accepted. It is 

iiif'erred that there is no significant association between demographic socio ecOiloiflic profile 

of the respondents and reason for memorability of advertisement. 

4.9.6 Time spent on watching television hours per day and criteria for memorability of 

advertisement  

lable 4.9.6 

1 ime spent on watching television hours per day and criteria for memorability of 

advertisement 

111iscn Ii fl) mUll) hi! is o I id ertiscincnt 

Variables Pictorial . 
101A 1. 

r ep resentat 
M usica I Pr ence o I 

. 

Loo and 
... )Vlesoai.ic 

hackround celehiitics slocan 
ion 

NO. I NO. 0 No.  No. .o No. u No. 

lime None 
1 6.7 4 26.7 4 26.7 4 26.7 2 13.3 15 100 

Spei it 

Oil  I hour 

sWitch 
5 12.5 5 20.5 13 33.3 S 2(1.5 5 12.5 39 100 

no 1-2 Flours 

TV 
95 5 19.0 15 35.7 9 21.4 6 14.3 42 10)) 
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pel 

('hi - square value: 1 1 AOS Degrees of freedom 16 Sigiii fcniice: Ns - 

Source Primary data. Ns- Not Sienihcaiit 

Most ot the respondents have inPuenced I celebrities in ad ertiaciiient.Chi - aquare 

test was applied to hnd whether there is sigiiilicant association between demographic socio 

economic p1-0 tile o the respondents and reason for ineiiiorahili t' 01 advert aement. -1 he 

calculated value of clii- square i 11 .X65 luch 1, less than the table value o 26.20( at live 

per cent level 0! significance. 1-lence the hypothesis is accepted. It is inferred that there is no 

significant association between demographic soc io econoni ic profile 01 the respondents and 

reason for memorability of advertisement. 

4.10 Impact of advertisement and ineniorabilitv of advertisement 

flow the memorability of advertisement led to impact on 1711-irc15e behaviour. 

Table 4.10.1 

Inipact on advertisement and criteria Idt-  niemorabil ity of advertisement 

Variable.s Reason loi memorability of advertisement 

P ictoria I NILIsical Presence TOT At 
- L ogo and 

repreentnti backgroun a! 
slogan 

vlesumge 

on d celebrities 

No - -- -v-- - _7 
Attempt for 

cjuick 5 17.2 5 276 9 31.0 3 10.3 4 13.5 29 100 

purchase I 

Suggest for 
best arnon" 9 12.7 13 15.3 20 25.2 15 25.4 II 15.5 71 100 

Impact of 
advertisem 

alternatives 
. 

Pro\ ding 
-- 

cn 
COIi\jetiofl 4 16.7 3 I 2.5 5 33.3 7 29.2 2 5 3 24 100 

alue 

Lnabling 
product 13 17.1 I? 15.5 20 26,3 22 255) 9 11.5 76 lO() 

description 

FOTAI, 
___ 

31 15.5 30 IS.)) 57 25.5 50 25.0 26 13.0 20)) 100 

Chi square alue: 7.025 
- 

Degrees of freedom: 12 SigniOcance: N 

Source : Prunary data. Ns- Not Significant 

Prcseticc of celebrities in advertisement had high impact by providing conviction 

value, attempt quick purchase and suggest for best among alternatives whereas logo and 

slogan enabled product descryption. Clii -- square test was applied to find whether there is 

significant association between impact of advertisement and reason for memorability of 
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advertisement. 'ihe calculated value of chi- square is 7.025 Rich is less thaii the table value 

of 21.026 at five per cent level of sienificance. Hence the hypothesis is accepted. It is infrred 

that there is no signihcant association between impact of advertisement and reason (or 

nieinorabilitv of advertisenient. 

4.10.2 Intention to purchase and criteria for iflefliOrahilit\ of ad ertiscinent 

lahic 4.10.2 

Intention to purchase and criteria ldr memorabi I liv of advertisement 

Reason for memoia 66 

Variables Pictorial Musical Preence of 

representation hackeround celebrities 

No. 50 

advertisement Yes 21 16.8 23 18.4 42 33.6 

No 1(1 20.
to -- 

133 13 17.3 15 )) Createintention 

PL11-CIMSe 

TOTAL 31 15.3 36 18.0 57 28.5 

(hi - squale alues 7.521 Deres ot' heedom:4 Significance: Ns 

Source Primary data. N s- Not Significant 

it ad eitisenicrit 

tom and f 'I QUA I. 
M essage  

sIoaii __________ 
 

No. N, o. 

26 T 20.8 13 10.4 125 I 100 

24 1  32.0 13 17.3 75 101) 

26 i2tR)i 

Presence of celebrities, logo and slogan had created iitention to purchase. Chi - 

square test was applied to find whether there is signilicant association between impact of 

advertisement and reason for memorability of advertisement. The calculated value of clii-

square is 7.521 which is less than the table value of' 9.48 at live per cent level of 

significance. Hence the hypothesis is accepted. It is inferred that there is no significant 

association between impact of advertisement and reason for meinorabil ity of advertisement. 

4.11 Determinants of effectiveness of advertisement 

The Effectiveness of Advertisement and the fiwtors influenced is measured as predictor 

variables (independent variables) is explained by Multiple Regression analysis. Regression 

analysis n as applied to find the e ffeci of several personal and advertisement Fe latecl variables 

on the overall Advertisement Effectiveness score of the respondents. The following Ii 

variables were identified to he included in the model. 

" Age 

" Gender 

Educational Qualification 

" Annual hiconie 

Time spent to watching TV 

v' Intention to purchase created by advertisement 
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' Fun to watch advertisement 

V Talk about acivertisenient 

V Positive reaction of advertisement 

V Like to see advertisement which are luii and positive 

Likely to purchase the product uttered 

Multiple Regression is mainly building an eluation herein the predictor 

variables' coefficients are lbuiid out. The teneral Multiple Regi-ession equation is of the 

ftu-tn, 

V aft+a1Xl+a2X2+ ....... aiiXn 

Where, 

Y- the dependent variable, 

aO- constant, 

al, a2 ,..... an are the regression coefficients for the indepencleit variables Xl. 

X2 ...... Xn respectively. 

4.11 1)eterminants of effectiveness of advertisement 

Table 4.11 

Dependent Variable: Advertisement Effectiveness Score 

Variables 

Regression 

C oeflicients 

(B) 

- 

Standard 

E

. 

r ror 

Sinifican 

ce  

Constant  106.342 4.920  

Age  
-.8i3 .47 -1.546 

-. 
Ns 

Gender -721 1.143 -.631 Ns 

Educational QualiOcation 
-1.055 .592 -1.535 Ns 

Annual Income  
- 

.76 .357 1.903 Ns 

lime spent to watchingTV .394 .434 909  Ns 

Intention to purchase create by the ad\_ertisernent -.7! Is 1.107 -.649 Ns 

luii to watch idcrtuinent 2.001 1.147 2.265 

liilkabout advertiseinenk 

Positie reaction about ad ertiseinent 

-a 690 

-.s 9 

1.135 

1.147 

1.154 

-.715 

-.575 

-3.250  

Ns 

Ns 
like to watch adertiseincnt -.665 

likely_ to _ )urchase theproduct ottcrcd -.204 1 1.127 -. 151 Ns 

Source: Primary data. * significant at 5% level. ** significant at 1 h level. Ns- not significant 

_ 

VAILIC li[rc%ee. 

if .355 t 2Th2.4S) 
Fable given above shows the results of regression analysis, gi ing details of 

Multiple R, R2, Inclusion of variables in the regression equation. Multiple K given in the 

table below the regression table is the multiple correlation coefhcient of dependent 
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variable with the group of independent variables included iii the analysis. The R aluc 

indicates that a moderate correlation (0.355) exists between the dependent variable(Overall 

Advertisement EtTectiveness Score) and the set of independent variables. Next given is R 

square which when expressed in percentace, explains that 12.6 per cent of the variation in 

the Overall Advertisement Effectiveness score is due to the 11 predictor variables in the 

equation. Next given is F value(2.459). Ibis value is F-statistic, calculated br R. used to 

find whether R value is sinilicant or not. The associated sienificance level (P0.0 I iven 

as **) tells us that R is Eirly significant at I per cent le\ cf 

From the regression table. it is seen that only Was the advt. bLin to \\ atch' and 

Would you talk about advertisements' have significant effect on Overall Advertisement 

Effectiveness Score either at I per cent level or at 5 per cent level. Individually, Age and 

Annual income have positive influence on the dependent variable. That is those who have 

more income have higher Advertisement Effectiveness scores. Similarly, higher the age, 

more will be the Advertisement Effectiveness scores. Education has a neative reitrcssion 

coefficient value, Which shows that those who have higher education qualification see less 

effectiveness of advertisement. The regression coefficient shows that more hours of watching 

TV indicates higher score on advertisement effectiveness. Several dummy variables were 

included in this regression (variables coded as 0 and 1 are called (ummy variables) and 

interpretations are made accordingly and based on the sign of the regression coefficient. For 

example Gender, coded as 0-Male and I —Female, shows that males are on average have 

higher scores on Ad' ertisemcnt Effectiveness than females. Similarly, Do the 

advertisements. Create intention to purchase' coded as (0- Yes and 1- No) shows that those 

who said 'Yes' are fbunl to have more advertisement c ifecti\ eness scores compared to those 

who said 'No'. 

The overall advertisement effectiveness of select FMCG brands were highly inferred 

by the 'fun' advertisement in the ad\ ertisement and the m'espondent do talk about the 

advertisement. It indicates that these brands could also benefit from '\ ord of mouth' 

prOflotion by the respondents. 
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