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I INTRODUCTION

Modern advances in science and technology have
changed the simple domestic economy of the past into a
complicated business structure. With money as the common
medium of exchange and the consumer as the decision maker,
the impact of current develoyments on the economic -
foundation has been tremendous. Both the dynamism and
mutualism of our economy are well illustruted in the
current position of consumers. 4s . Gulati (1‘;)69)1
says 'every one of India's 500 million men, women or
children irrespective of his status or vocation is indis-
putedly a consumer.' Thus in the complexity of the
modern economic structure, the consumer assumes a deci-

sive roles.

Who is a consumer? Jonsumer is .one who con-
sumes co.amodities and services to sutisfy his w nts. To
Wyand (1937)2 consumption essentially is the application
of goods and scrvices by the user for which they were
made. S0 'every living being in the world is a consumer’
says NystrOM'(1929)3, since consumption is the utilisa-
tion of goods and services in the sitisfuction of human

wants.

The ultimate destruction of wealth is the
consumer' s function, and buying is his conventional

neans of acquiring goods and of expressing his wishes



as opined by Wyand (1937)2.

sven though everybody is referred as consumer,
the homeaakers are conventionally spoken of as oconsumer-
buyers since buying is ons of their most important func-
tions. The term consumer buying commonly refers to the
grocess of obtaining by purchases the goods people want
to use states Fitzsimmons (1961)4; and thoe problem of
buying principally falls on the housewife says Waite
8t al (1}39)5. It is the housewife who does the market-
ing, buying of zoods for the fumily consumption. 8
Pitkin (1938)6 states, 'consumers .re mainly women,
because division of lubour within the fimily has result-
ed in delegating the res.onsibility of buying l-2rgely

on her'.

%8 Troelstrip (1957)7 points out that women
not only purchase most of the goods consumed by the fumi-
lies but also hive a largs voice in determining what is
to be bought. <{hus the modern concepyt of consumer refers

to the homew ucer who is the director of the family's

consumypbi-n.

Shopping has fallen into the women's domaln
today. Men neitier have the patience nor the tice to
go from shop to shop in search of commodities. Further
while shopuing has a fatiguing effect on men, it is uan
exhilarating hob.y and enchanting pastime for women

giving them a psychological satisfdotion.(Hindu,1968)8.'



Thus very frequently the housewife is spoken of as
director of family consumption for she chooses the
goods usad by the fimily more than anyone else as

opined by iteid (1933)7,

The existing econonic structures are be-
coning complex and interrelated with the ever expand-
ing mechanisation, a2utomation, and specialisation in
factory, field, and office with the resultant srowing
volume of physical production as stated by War ne.
(1958)10. Consequently it is true to say that the wants
of man today are in great measure different frou those
of his grand parents. 350 to s3y the homemaker lives
in a world completely different from that of her
mother or her grind mother. It is the homemaker who
buys the things in the market in the midst of a flood
of new goods and services. ‘lhus the homemaker acting
in the role of a cooperator does a real service in buy-

ing things to satisfy the needs of the family members.

Of the things that she buys, clothing is un
import mt item. As Bigelow (1953)11 says clothing is
second in the triumvirate of fundumental necessities.
Through the ages man's striving for beauty has been ex-
pressed in his use of clothing for personal adornment
as well as for utility. For centuries clothes have
been symbols of status, prestige und wealth. It has

been the prerogative of rank and position.



In the midst of the multiplicity of goods and
absence of self-sufficiency, the present generation of
homemakers 2re perplexed beciuse of the innumerable
varieties of natural and synthetic fibrics available
in the market. Maylinsey (1963)12 points out that "The
mass production of clothing in a wide ringe of desizn
and colour for avery income level couvounds the number
of choices possible 2nd so complicates the decision

making prooessf)

The super abundange of fabrics, con-
fuses their minds as what to choosae, when and how.

They have to make c¢orrect decision in buying the correct
products of the right price. Thelr decisions will give
directions to the producer as indicuted byCeohrane
(1956)13 "Our economy i1s one where the consuaer's

choice is decisive. Jonsumer's choice channeled buack

to producers determine how the resources of an economy

Y
are used,

The producer undertukes aggressive selling
through advertisement. Since efficient selling is essen-
tial to maintain yroduction and employment. idvertising
is an effuctive selling tool as stated by Canyer gt 2l
(1951)14. idvertisements on clothing ire deliberately
designed =28 2 technique to canvass the product of the
sellers. They uay nounce new sroducts that have baen
prodﬁced and put on the market. They may give the name

and lLocation of the dealer, who sell certain varieties..



They may explain how products can be used. 4ind they may
provide the homemikers with other information that would
aid them in making up their minds 28 to whether as cer-

tain fabrics would worth the costto them.

But many advertisements are designed to mis-
lead the homemakers with a view to make wind fall pro-
fits by the producers. Hence the consumer homemaker‘
should use discretion in responding to the advertise-
 ments in the field of clothing. Since the choice of tha
consumer will shape consumption pattern towards happy
homes and happy nations. She should not be easily
carried .iway by the advertisers' trumnpet. Good buying
is essential as Hazelkyrk (1933)15 puts forth zood
buying is the resultant of two factors. One the methods

and information of the buyer, the other the devices :nd

arrangements of the market.

In the textile market today there is constant
streoam of new varieties of fubrics, new weaves in which
coubine v.xrying proportions of rayon, cotton ind wool.
The newspapers mag :zines, cinema :md shops ire flooded

with all types of advertisements.

50, the present study is undertaken with a
view to find how for the :dvertising influence the
purchasing huabits of clothes of the selected homemakers
and the suggest%ons they would offer for bsttering the

advertisemsnt on clothing.



II REVIEW OF LITBRATURE

It consists of the following partsg:

1. Meaning of Advertisements,

2. History of Advertisement,

3. Purpose of Advertisement,

4, Types of Advertisement,

5. Media of Advertisement
and 6, Psychology of Advertisement,

‘Advertisement is an intanglble force about which
so much 1s stlll unknown., Attempts to define it have met
with varying degrees of success, "Advertisement is the
pald dissemination of information for the purpose of selling
or helping to sell commodities or of services, or of gain-
ing the acceptance of ideas that may cause people to think
or act in certein way" as pointed out by r . " Brewster elal
(195kf6'Persuasive and high powered advertising has become
part of modern way of life, In a sense advertising 1is
characterestic of an abundant economy and could not exist
without prosperity” says Oppenheim (1965).

Today we have grown up surrounded by advertisements,

What is an advertisement? When we go deep into the meaning,
we can say that it is a seles promoting device, Because of
the improved machinary end menufacturing methods it become
companitively easy to produce commodities. Distributiog



under such conditions becomes a mejor problerz', The modern
econumy could not exist without aggressive selling since
efficient selling is essential to maintain production and
employ mnt as stated by Canyer et al (1951)/." Advertising
contributes to the process of getting goods out of the
handis of the producer and into the hands of the consumer,
It is a step in the entire process of selling goods.

Advertisement increases distribution. Hence Kyrk
(1933)“&ef1nes advertising as & "tusiness force, as a
science of controlling of human behaviour, ac a printers!
art, and its technique as a method of increasing sales",

To Hotchkiss (1950) Bdvertising is the term commonly
understood today including all sorts of public messages
for commercial purposes paid for an avowed by those who
expect to profit from them,

To quote Atkins-on (1956)? "Advertiging is speedy
communication able to tell a seller's story to millions
of consumers in a matter of minutes, It is a mass communi-
cation, the low cost per buyer impression making it quite
economical and it is & seles producing force which has
certain features which are reletively unique in the field
of promotion.“ ‘"Aacording to the New Intermational Dictionary
(19k7im§dvertising is any form of public announcement to
aid directly in the sale of commodity". So advertising
i8 a means of mass communication used at mass production,

it is the way of reaching many people with a message. .



Person to person selling involves the presentation
of goods to specific individuals. It sup)lements advertise
ing in that it is the means of actually accomplishing the
sale of goods, 'But any paid form of nonepersonal presentae-
tion of goods either wealth or services or ideas to people
by an identified sponser is called Advertising® as iniicated
by ¥itzsiu ons (1961)7

Thus advertisement has often been called selesmane
ahips in print or an impersonal presentation compared with
selling designated as "personal pregentation" as stated by
Brewster gt al (195%)¢

Hence advertising is the producers' venture to inform
the consumar about the avellabiliity of goods and persuade
them to buy the particular commodity. When the produced
goods are not distributed, they will be stocked in one
place, and the cons:umer will not know the availability of
products, Thus the demand for the product will go down,
Wagte in production will resgult becuuse goods produced are
net distributed. The producer will incur loss and will
have a tencency to cut down labour, Many people will be
thrown out of employment, The percapita income will go
down, Decrease in the purchasing power of the consumer
will he the consequence leading to low levels of congumption,
To awvold this, tne producer hes to adopt the technique of
advertising,

Thus advertising i1s a joint effort of producers and

consumers, Basilcally advertising is a means of spreading
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information and this has always been a part of the task
involved in marketing, To Kelly (1953) advertising is the
equaliser of our economy because it maintains equilibrium
between production and consumption and thus redirect the
econonic gystem., As he also says advertising 1s a message
with a definite objective, 1s directed towards a particular
audience, is impersonal or presented through mass media

and 1s acknowledged and pald for by the advertiser,

.Good advertising aims to help people buy intelligent-
ly states Hopner (1965f?' It 1s a builder of national prose
perity. To be effective, advertising must attract and hold
attention of the consumer-buyer, It then delivers sales
message concerning the product and its advantages meaninge
fully and convincingly so that it vwill be remembered by
the consumer, As narrated by Wrigley (199kfdthe qualities
of good advertising are, it mugt be genuine in telling the
truth, avoiding mis-statement of facts, vnossible deception
and it should use testimonials of only competent witnesses
who confirm generally to the accepted standards of good
tastes. Such an sdvertising is an essential one. The larger
the population and greater the production, the more urgent
the need for such advertising, to help the mcst people get
the most goods.

Yesterdays problem was ocutput and tomorrows problem
will be outlet, Mass production requires the partnership of
mass digtribution, otherwise the entire structure breakp
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down in complete collapge. There can be no difference of
opinion as to the necessity of advertising, as the indis-
pensible creative, and constructive force, Nevertheless
consumers cannot adore advertising in blind faith, They
cannot afford to leave it un watched and unaudited, It
would be difficult to find anyother single activity of modern
business affecting, so many lives through word, picture,
and human voice revealing how we may prove our circum-
stences end surroundings in innumerable ways, With every
passing yeer advertising 1s becoming more and more a matter
of public interest and as such it deserves a place of pro-
minence in the commercial sphere.
2. HISTORY OF ADVERTISING

With every pessing year, advertising is becoming more
and more a matter of public interest, and as such, it deserves
a better understanding than may be gained from an occasional
nev headline or some fantastic flight of fiction. The
history of advertising takes us into the dimpast many cen-
turies ago. Advertising by word of mouth is probably the
earliest form of advertising and it began as soon as one man
degired to barter with another, Oppenheim (1965{76p1nes
vhen people eked out & living, working very hard just to
provide the bare necessities, there was little need for
advertising. People had no use of information about new
products, or nevw variations of existing ones, since all

their energies-and money were devoted to provide food, .
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clothing and shelter, However with the high production of
comriodities people had money to spend on various commoditiese
From these developments advertising might have started.

In early Hebrew, Greek and Roman civilisations,
" Yspoken publicity' was a recognised institution. Public
criers making it thelir business to proclaim news of articles
for gsale as well as the news of current happenings. Spoken
publicity has elways been used and is still being used -by
peddlers and street hawkers, Within the past few years
spoken publicity through the medium of radio and television
has become as important factor in advertising,

In the British Museum is o.bit of papyrus upon which
an Egyptian 3000 years ago, wrote an advertisement asking
for the return of a run away slave, In ancient Rome, sign
boards were uged to designate stores and shops. Tablets
made of stone or terra.cotta also were used for advertise-
ments executed by seculptures with lettering and illustrae.
tion. These were oilher set into walls of houses or sus-
pended from brackets, Some of the advertisements found in
the buried city of Pompie are strikingly like the sdvertise-
mentg found in the classified columns of news paperi today.

With the decadence of Roman civilisation, advertis-
ing suffered an eclipse and we do not hear much about it
until dark ages, (#00-1400), when reading and writing were
the privilege of & rare few, DBut advertising had already
becone so essential that it was continued by voice.
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Public criers who were usually equipped with horns
and bells to attract attention exerted a considerable
force in England, France, and other Europeon countries.

In some places they were well organised and up to the middle
of the 15th century advertising was done either by the human
voice or by hand executed signs and placards,

As stated by HotchKiss (1950) ‘crying 1s one of the
nost obvious and elemsntary forms of advertising and seems
to have been used sometimes or other in all cities of the
ancient world. The sacond step in advertising evolution
wag the sign. This was in a sense the visual expression
of the name and like wige served to identify a seller of
goods or services., Most of the early signs vere symbolic
in character., These signs had pitctures in them, since
most of the sudience could not read., But signs and pictures
did not flourish because of the roysl monopoly powers and
that of the civil war. The prevalence of the more restrice
tive censorship of publication wes also a retarding factor,

In the middle ages, verbal advertising was res-orted
to in fairs, where the trading merchants ghowed the virtuex
of their products or employed men for that purpose. The
busy and noisy scenes of market fairs, shandis are familiar
sven to this day., At the village fairs in India the seller
announces the items that would be on sale on the ensuing
week, This gives the consumer an idea as to what he could
buy at the next fair., In the middle ages symbols were
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used to advertise goods., This perhaps was the origin of
trade mark,

The passage of dark ages was marked by a great fore
vard step in civilisation., John Gutan Berg invented the
printing and this laid the foundation for modern advertise
ing., When printing was in existence as a poverful force in
civilisation, the coming in of the industrial revolution
further enhanced the importance of advertising in the growe
ing civilisation of the countries,

Thus the 18th century witnessed e great development
in the field of advertising, Because of the prevalence of
the international market, the producer hed to resort to
large scale advertising. In this effort printers and
publishers have come to exert a great influence on the
producer, Rew and cetching phrases were coined and used for
telling the stories of the products. As printed material
devaloped as a popular medium for edvertising, it become
necessary for the producer, to seek the help of advertise
ing specialists, in order to understand mass psychology and
put out advertisements, which would appeal to them, Herly
magazine advertising was limited to énnouncements of new
books, but later it was used for commercial advertising and
this was well established by 1870. From these beginnings
advertising has developed into a powerful business force,

Thug advertising 1s a business art born out of the
econonmic changes and needs of the life, 7To day advertising
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is & 'must' in the business world, A number of factors
have contributed to a wide popularity of advertising,
Advertising had gained popularity and grown efficient-
ly due to & variety of factors as stated by Hake (1937)&:uch
as the rapid progress made in the art of paper making and
painting, development of transport, photegraphy, spread of
education and interest’:; in the degree of literacy and the
nev inventions like radio and television which 1s spreading
the communication process,
Thus advertising has grown from humble baginnings to

the present staturas, :

Advertising todey has a wide range of purposes and
a great veriety of means at its disposal than advertising of
the past says Hotchkiss (1950Yf The purpose of advertising
is increasing the desire of the censumer for particulor
products opine Waite gt al (1939).

Appeals are made and human emctions excited in an v
effort to break down eonsumsr resistance and inerease sales,
Advertisement aims at relating & new product to the consumers
by providing information of velue to them such as the avallae
bility of the goods, their composition methods of using then,
their durability, care, price, where and when they may be
purchasad,

Another purpose of advertising is that by giving such
information, it helps the eonsumer to have wise choice mdking.
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Other wisse they may tend to lockstep in ruts of laziness
and frozen traditions., They mey cling to old ways whon
better ways are buckoning, Thus advertising helps the
consumer {0 be in touch with the latest goods and services
in the merket. 710 be up to date in fashions is one cf the
poverful drives in human nature as indicated by Nystrom
(1928) 2%

As Brewster gt gl (195kfgstate thet advertisement
aims at increasing the use per capita, since the constant
repetition of the desireble feztures of an article tends
to increcse the consumption per capita by decreasing the
uses for the article the! mey never hive been thought of
by the present user,

Some mamufacturers have offered attrective prizes
for suggestions as to new ones and by doing o, have stimu-
lated the use of the product by enxious investigation and
thus it stimulates congumption,

According to Wilhelms gt 2l (1959fa;n advertiser
has three interrelated purposes to be accomplished for his
product, (1) To make the consumer so well disposed towards
his firm as & vhole, and so familiar with his brand neme,
and trade mark, that seeing them is like meeting old friends.
(2) To make the consumer think that, his product is somee
thing distinctively different from and better than anything
else at the price in the market, and (3) to make consumers
wvant to buy, The major purpose of advertising is to change

[ ]
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the demand for a particular product as stated by Waugh
(194+7). From the technical, economicel point of viev the
advertiser's aim is two folded., He attempts to move his
vhole demand schedule to the right (ecreate an actual incresass
in demand) and perpendicularise the demand schedule (create
a more inelastic demand for his product,)

Coles (1933f8ramarks that advertising is an important
means of developing prestige for a particular product. The
prestige is largely & matter of individualising goods or
differentiating them from others of similar nature, It 1is
established by the repetition of distinctive trade marks
by making the goods widely known through advertising camp-
aigns. By employing attractive plctures of distinetive
signs coupled with solgans the advertiser is able to create
certain praestige velue for his products in the minds of the
public.

Another »urpose of sdvertising is to create insure
ance for the manufacturers business. Through advertising
and trade marks or tradenames, public recognition and accep-
tance could be secured. This makes the manufacturers more
independent of the wholesalers and retallors., An advertiser
who has congtantly given publicity to his brands has build
up an asset that is more valuable than his physical assets.
This good wi.ll is a protection against the competition of
privete brands and price cutting,
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Advertising helps in raising the standerd of living,
Much of advertising has value for the consumer, It brings
him into contact with useful goods of which he might other-
wise remain in ignorance, It educates him to the use of
nev products that contributes to his well being and it
stimulates him to work harder in order to earn the means
with wvhich to buy the goods he sees advertised., Thus it
is en instrument in raising the standard of living, in make
ing possible large scale production, bringing light and joy
into the lives of countless thousands, covering the ordinary
means of life with poetry and glamour, promoting heaslth and
stabilising industry as stated by Kyrk (1933),

Advertising thus renders veluable service to the
congumers in their own decision making by effectively manege
ing their resources namely time, energy and money. Thus it
helps in reslising the goals of a satisfactory lively hood.

It helps the producer in their seles promotion compaign.
A modern economy could not exist without aggressive selling
as stated by Bye (1956) The salesman is truely the spark-
plug of modern industry, Efficlent selling is essential to
maintain production and employmsnt, Even international
relations depend on selling both ideas and goods.

] Thus by stimulating demand on the part of the customers

' advertising accelarates production. It 1s here that consumer
choice is enlarged because of the efforts of the various
producers and distributors to court patronage. O0f course
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advertising leads to exeessive duplication of similar
products or those differentiative from competitive products,
It creates competition among the producers and helps in
turning out a better quality produet to cateh the market,

The spirit of competition leads to research in work
simplification and in the turnover of better quality products
at cheaper costs. Thus balance is struck betwsen production
and consumption by creating wants and stimulating production.
Advertising at its best is an educator, a broadecaster of
news, a gulde, an energiser, It stirs up an absent minded
public to avail itself of the benefits of invention, dise
covery asnd research, It cerries the potential of becoming
one of the best and biggest friends of the consumer, nroducer
arx. that of the economy,

A complete and finished advertisement is a combinaticen
of a number of units such us illustration, headline, copy,
trade mark, decoration and border.

It is sald a good name is rather to be chosen than
great riches. In the field of business a good name is riches.
Advertisers spend large amount of money to make certain that
their products have good and well known names., Such names
are real assets more valuable than the itemsof equipment.

With this end in view, the advertiser undertakes
different types of advertising. A kind of advertising which
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involves the arousing of interest as well as the attracting
attention 1s the 'Teaser' advertising. Thi‘a may attempt |
to create sufficient interest among a largok number of actual
and potential purchases,

Ingtitutional advertising is one in vhich no effort
is made to sell any product immediately. The advertiser
is intended to increase the prestige of the company in
general, It is human nature to have confidence in products
and concerns, that enjoy & wide spread reputation, Many
retallstores use institutional advertising to build prestige
for the store as a whole or to inform the publie about some
particular store or department,

The purpose of institutional advertisement is to
create good will, to familiarise the publie with the name
of the store and with the policies and services, and to put
customers into such a frame of mind, that when they read
anything sold by the store of any of its kind, they will
vigit the institution advertised whether attracted by price
iten or not,

In he case of an areal sdvertising various forms of
advertising that reach the eye or ear from moving or station-
ary objects in the air are used, Probebly the oldest of
these medium is high sky-writing. The term i‘.ransportation
audvex't;:t.aj.ngJ refers to the display of cards and posters in
buges, street cars, elevated and suburban rail way roads, and

platforms,



Speciality advertising is otherwise known as gift
advertisingj speclalisation ars often called 'Novelties' and
'3ouveniers'. They may be mailed out to list or they may
be handled out:by sales men or dealers., The main advantage
of this is it creates goodwill by appesling quickly and
directly to the consumser, '

A creetive advertisement is one which is the result
of research, hardwork on the pa;t of the businessman working
with the bent of the psychologist. Educational advertising
tells that vhat a product will do under given condition and
avoids falsehood and exaggeration as stated by Shults (1931f?

Commercial advertising 1s a potent force affecting
the atnﬁdard of living ssys . Reid (1938)2 It increases the
relative importance of market goods and lessens the importance
of certain goods producédby the members of the household,
This type of advertising creates among the consumersan abe-
normal appreciation of the market products,

9 MERIA OF ADVERTISING

Today advertisement has developed into a powerful
business force., We are able to buy things of different
types made known to us through advertising which is made
effective by the use of different medlz such as magazines,
newspapers, josters, bulletinboards, motion pictures, slides,
radio and television. An advertisement may be considered
a work of art which must be so designed as best to accomplish
its purpose, so & number of media are used in this.
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The channels through which the advertiser conveys
his message to the publie are known as advertising media
says Nareyansagwamy (1950§/Advartisements always start with
an idea and seek to end with & sale., Therefore they should’
reach the people for whom they are intended, Advertising
messages car be carried to a large group of people through
varioug medie only. The question of media is important in
advertising because all advertising media are chance channels
for reaching prospective buyers opines Gorden (1953if' A
single medium cannot carry the message of advertiser to all
his buyers and potential customers, So different media are
to be used. A true medium i3 one that may delivér messages
to practically any normal person it can reeach, It does not
require ownership of any apparatus, and is not brought or
sought by the audience, But they are offered in a variety
of forms including statements in paper, and Magazines, from
a small notice to double page spreads, elrcular letter s
enclosures, speclal signs in windows, statements on ntringﬁ’
radio and television programmes, samples and premium are
also ugsed to interest prospective users in various kinds
of products,

As Wilhelms gt al (1959;“5tato each of these media
has its own advantages and limitations, Eventhough they
have the same purpose 'To get people to buy something'.

The form of advertising used varies with the type of the
product smployed to attract and hold attention and the °
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selection of media depends to a great extend upon the class
of people for whom the message is meant.

The Media of advertising may be classified as primary
and secondary or Indoor and outdoor media, The press under
vhich comes the daily paper;periodicals and magazines, which
are issued weckly, fortnightly or monthly is known as primary
mediza or the periodical media of advertiging. Posters, pla=
cards, leaflets, painted walls, electri switch lights on
train, bus, tram, sandwhichboards are known as secondary
medie,

Primary medis of advertising 1s a favotable media for
retallors to advertise thelr poods because they are widely
read among the educated classes, Advertisement in daily
paper 1s almost absolutely essential as it 1s the cheapest
mode of giving information to a very large number of people,
"It is useful in meking timely announcements and provides good
scope for variation in advertising technique" says Narayansswamy
(1950) "

Thus newspaper as the medium of advertising has several
advantages as indicated byAMumhhg@K1954)? Newspapers are of
different types sultable to the different age groups. Magae
zines advertisement was not considered as a means of re:uching
a mass audience, but rather a quality audience of families
on the higher economic and cultural levels, Kelley (1953fw
states that a magazine advertisement intended only to locate
prospects who will then be furnished guldance by means of,
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descriptive booklets or pergonal salesman will Magazineq,
however, offer greater scope for a large copy, giving detaills,
as their life is longer ond they are to be read leisurely.
They offer greater opportunities for colour printing, being
generally printed on better quality paper. Different types
of nagazines give one, scope to reach directly the probable
consumer eg. one advertising sport gocds may profitably

make use of magazines devoted to sports, medical journals

nay be used for advertising medlicines and other medical
applicance and so on.

Thus magazines and Newspapers command a wider circula-
tion because they are sgubscribed toc and purchased not only
by the general public dbut by clubs, public libraries and
other bodies in the soclety thereby providing an opportunity
even to the nonsubseribers to read.

Another important form of advertising is window
display; showing the article 'in use' makes a strong appeal
and thus attracts customers., In some éases prize tickets
are attoched to every article., This type of advertisement
has a strong appeal to those who happen to look at thenm,

In a real advertising, the advertising 1s so deslgned
to reach the eye and the ear from moving or stationary objects
in the air., They may be mechanical pictures and switch lines,

Advertigsements are inserted in theaterical programe

mes, In a cinema show, during the intervel advertisement
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slides are shown. Such advertisement gives only the name
of the article and the manufacturers and the brand name.
Manufacturers of many articles often meke a short film and
the manufacturing process of their article, and distributed
it among the various cinema houses, to be shown by them,
eilther before the main picture is released or during the
intervel, Such film advertisement creztes a lasting impres-
sion on the minds of the audience. 7To obtain the maximum
benefit from such advertisement these films must exhibit an
intelligent blending of an educative and entertainment with
the advertising.

Posters snd bill)boards are seperate branches of
outdoor advertising as stated by Hotchkiss (1950)?> Poster
is an effective way of introducing e new topic say Kenneth
gt al (19h6f? The origin of outdoor advertising is lost in
the midst of antiquity. Like other forms of advertising the
outdoor advertising is well developed and well organised,
There zre three principles of outdoor advertising - poster
display, painted disilay and electrical display. To quote
Marjoric (195é§515play is & careful arrangement of materials
for others to see", The poster is less permancnt in character
and more flexible. The value of posters depend upon the
amount of traffic which passes them and at the angle at
vhich they are displayed. The ideal poster is one, which can
be identified, understood and appreciated by persons who do
not know to read. Effective posters should be simnle, direct,
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brief and emphatic. Posters are very useful for localised
advertisement., Posters easily lend themselves to colour
combination and so, if properly disnlayed, they drew the
attention of the public most effectively.

Painted displays are permanant or semi permanant in
charactor, They are placed on wall roofs, on the ground, in
locations where they are visible to heavy traffic., The
valuable uses of the painted bulletin is to remind obssrvers
of previous educational messages that they have seen in daily
papers and magazines, Outdoor advertising is very useful in
impressing illiterate people and truely this is one of the
nost important methods of appealing to them, As such they
must be boldetypes so that they mey be easily read from a
distance,

As stated by Reid (1938;%Radio advertiging has certain
unique features. Redio advertising dates only from about

1939 Hadio programmes are a source of enjoyment since appeals

ere made to the ear, The human voice is probably the most
powerful means that exist to hold attention, for playing
upon sympathles or for establishing conviction. It reaches
many pecple who read little. A speclal appeal to children
can be made through this medium, whom the printed page would
never reach, The most important use of radio and television
advertising i1s to increase sales by vorious specific approae
ches, introducing product, emphasising new ones of an estéw:’

blished product, conducting contest, aiding in the distri-
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bution of samples, stimulating dealers and salesmen, creat-
ing good wlll and establishing desirable public relations.

Thus wireless 1s an effective medium in advertising.
Here the advertiser buys time from a broadcasting station,
and sends his message through the radio, The success of
this type depends upon the use of the radio by the general
public and the way the advertisement is blended with enter-
tainment.

Leaflets, prospectuses and catalogues are sometimes
used by the business man as direct mail advertising. Usually
they are sent to the customers by mail. In this type of
advertising, there is scope for the advertiser to introduce
a personal element in the advertisement. When catalogues
are sent, a covering letter should always accompany the same,
Circular letters and catalogues should be sent to all indi-
viduals whose names appear in the mailing list. Leaflets are -
very often distributed accompanied with that of drums on other
musical instruments, when the advertisement is meant to ve
local in character,

Exhibitions are also an effective media for advertise-
ments. Articles arc well displayed in exhibitions which are
organised at district, state, national and internationsal
level, The advantage of exhibition 1s tiat it can reach a
large mass of people.

Thus a number of medla are used by the producer in
selling their products, Since the selling of products ise
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generelly the most important problem the manufacturers ‘
have to solve, 8o modern advertising is cleverly planned
and carried out through the different media that it has
imnmense appealing power,

6., PSYCHOIC OF ADVERTISING

Advertising is made increusingly efficient and
effective through the application of certain psychological
principles. According to Hotch Kiss (1950{9the psychological
process involved in the sale has had four or five main stages
as follows (1) Attention and interest, (2) Desire (3) Convice
tion (4) Action, The buyer may pass through these stages
without veing conscious of them and without assistance from
any human agency.

The producer studies the behaviour of the consumer
with regard to his products and uses that knowledge to
channalise the consumers' cholces toward purchase of his
goods. The producer who advertises, wants to lmpress upon the
consumer the fact that his com:odity is the best of all
similar competing products. For that purpose he makes his
advertisement most appealing inorder to serve as & powerful
stimuli to create within the consumer a very strong will to
buy his productse.

According to Brewster gt a]l (195#5%"Most people
are interested in themselves and their immediate fumilles.
That is why apceals to appetite, comfort, love, and self

interest are much used in advertising. When we persuade£
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person to buy something it is the mind and will, that
activateg", He also says "Many advertisements are so written
as to appeal to one or more intinets, traits or desires. The
writers intend advertisements of this kind to act as a stimuli,
which will cause a reaction in the mind of the prospective
customer and result in a purchase eigher in the present or

in the future,

While discussinq about the various types of appeals
he also says %hat the fear ingtinct may be used with telling
effect in the sale of many products, whose non-use may bring
disastrous results, Suggestive advertisements aim ultimately
to saecure action by display of some illustrations of various
kinds by direct command, The principle underlying the use
of suggestion in advertising is that,every idea or impression
in the mind tends ultimately to express itself in action.
Suggestive advertisements therefore, tends to get ideus into
the minds largely through repetition, impressive size, illustra-
tion and short phreses, The instinet of imitation, the
desire to be like others, especlally those who occupy a high
gtatus soclally or financlally, 1is one of the great buying
forces. The instinct of socliability is responsible for the
purchase of meny commodities",

Encyclopedia (1968§$feports the psychology of edvertise
ing embraées the applicetion of modern psychology. Dynamic
psychology has disclosed the driving forces of the human
machine to the motives, desires, needs and wants. And th
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universgsal presence of the needs or desires guarantees

that only relatively slight stimuli need be applied to set
the human being in order to satisfy them, The advertiser
knowing these facts attempts not only to engender action by
playing upon these motives, but also to show that his own
product will satisfy & fundamental need more effectively
than any other comﬁeting product, Thus the use of argument
and loglc plays "minor role in successful present day advere
tising in comparison with direct appeeal to desire. Psycho-
logists have established helpful emotions of colours, in
producing the maximum luminosity. "Psychology has become
the supporting onillar in the temple of advertiaing”says
Gorden (1953f?' He also said that "the psychology of selling
recognises the following stream of thought leading up to a
sele attention, interest, desire, confidence, decision

and action", While discussin@ about the producers techniques
of advertising, Wilhelms et al (1959fz%tates that "the
producer designs it to persuade you to buy while you are
looking at an advertisement for information, the merchant
vants you to become thoroughly familiar with brand names,
slogans and trademark? He wants you to think of his product
distinctly different and better than anything else for the
price on the market. The advertiser knows that the adults
are particularly interested in quality and he appesals to
them by stressing such attributes, rellability taste, comﬂort,
and honesty of production. .
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As remarked by Erwin (19&9?6the purpose of advertisee
ment is to crcate mood or image which appeal to our senses,
feelings, or motives and give us a sense of identity and
empathy the advertisers play on all humen emotions,

Reid (1938)9while discussing about the techniques
says that the products are pictured in an artistic selling
against a background\of rich colour, ex quisite fabrics,
luxurious homes, swank hotels and lovely gardens¢ The setting
in which goods are shown is expected both to command attene
tion and to suggest quality. Surely only a superior product
could be assoclated with such elegance and luxury,

According to Waugh (19h7fyﬁdvertising runs to
superlatives es it stresses unconsequentials., An effective
advertigement should not only attract attention to the name
but «1lso hold the consumers interest and influence a large
number of peonle to buy the advertised product. It should
have both attention value anc memory value, Therefore knowe
ledge of what people read and the ability to use that knowae
ledge in advertising will result in effective selling.

Advertisement should crcate in people a desire to
read and the want to buy. Humah emotions play a dominant
part in determining what people like and what peonle buy.

While discussing about how to use the psychology for
better advertising Hattwick (1950)° states

"Find out what people want

Give them more of it
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Find out Qhat people don't want
Cive them less of 1t",
Pgychologicel research and advertising experience both
indicete that advertisements which present in the sales story
a pleasant point of view have a better chance to be remembered
later.

Stories in pictures also help to create interest in
advertisement. . Pictures speak a universsl language, and
arouse stronger responses than mere vords, "One picture worth
10,000, Words" say Kenneth gt al (19%6;? The words written
on the advertisement, should be soft and easy to pronounce,
words when they are hard to pronounce often leave an une
pleasant taste., Experiments done in the united states of
America have proéed that in order, that advertising may be
effective, advertisers should know the basic human wants and
base advertisements on the basisgs of fulfilling those wants.

Gorden (1953§&says modern sdvertising combines the
determination of business men with the prfcision and the skill
of nsychologists to enter the mind of the buyer and make a
strong impact on him, Advertisements help to arrest the
atiention, rouse curiosity and create the want in the consumers
for the particular cormodity or product making them purchase
the commodity which is advertised widely,
g\\ﬁ;@mf SN
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II  EXPERIMENTAL PROCEDURE

Experimental design is the plan used in experimentation.
It involves the assignment of treztments to the experimental
units and a thorough understanding of the analysis to be
performed when the data become avallable states Lilian-
Cohane (1963) >*

The purpose of the study was to find out the impact
of advertising upon the purchasing of clothing by the homea
makers in an urban area, So the experimental procedure con-
sigted ofi:-

A, Selection of the sample of the homemakers,

B¢ Selection of the method,

Ce Selection of the advertised media,

D, Selection of the advertised clothing material,

E, Conducting the survey,

A.

The homemakers, by using the random sampling method
were sleected from various arsas of Colmbatore city, for
Colmbatore is an urban area, Since the investigator 1is e
resident of Coimbatore city, for the sake of convenience
alsc thefollowing areas were selected.

1. HMunicipal colony
2. Sukravarpet

3« ReS. Puram

4, Ram Nagar
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5. Tata bad

6. Gandhipuram

7. GHamalingem Colony
8. B.M.,S. Colony

9. liamanathapuram
10. Saibaba Colony
11. Sivanandha Nagar,

The random sampling was adopted because it consists
of a group into which every member of the population had
dn equal chance of falling say Dixon and Messey (1957f3 When
every individusl in the population has an equal and independe
ent chance of being choosen for a sample, such a sample will
have the true observation of the universe,

"Random sampling is to select a random group say
every tenth or fifteenth name from a test comprising the
total population, in which the investigation is to be curried
out, every »erson on the list has as much chance of being
selected as another" swuys Yung (1966)f°
B. § LOF THE MET}

The method selected for the collection of information
was the interview schedule method, It 1s popularly suited
in obtaining information, about what a person knows, believes
or expects feels or wents, intends or coes or has done and
about his explanation or reasons for any of the proceeding.

In the interview schedule method, we are sure of our results
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as we get them on the spot. Interview schedule method has
always been a popular method of collecting data about what
other people think, A fzce to face talk has a touch of
frankness and simplicity about it. This can be used only
when we have & limited number of subjects, but it is a time
consuming method as stated by Athinarayanan (196#?1 Since
the investigator adopted this method she could interview

only 75 houses. The informal interview is less artificial
and can be nore caslly carried to mect the individual needs
of particular cases. Good and sectes (195%3Land Moser (19‘58)"‘3
are of the opinion that the interview is the most epnropriate
procedure to study the family problems. Burchinael and
Hawkers (1957fm%pina thet the interview method yields a

high percentage cooperation, when the people are approached
reasonably. The information obtained by means of this method
is more likely to be correct than information obtained by
means of other technigues,

Verme (1965)4§£ates that this method helps in over=
throwing the barrier created by the printed papers which are
inmpersonsle

As Young (1956;92p1nes "interview schedule iS a
planned list of questions to be asked during the interview.”
Hence a questionnaire as shown in the appendix Z::E:7 was
prepared by the investigator and finalysed after pretesting.

The questionnaire is so dqsigned to coliect data
from divorce and widely scettered groups of people., It is
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used in gathering objectives based on quantitative datas,
o infoymalaon
as wvell as securing the development, of a qualitative neature.
The questionnaire contained questions which were
systematically arranged to facilitate smooth conversation,
easy collection andi recording of accurate data, Questions
pertaining to the educational qualification, occupation,
income and family composition were asked because us stated
by Tate and Glisson (1961f$7factors like the above mentioned
affect the purchasing of family clothing. The investigator
was accompanlied by her sister to take down the information
glven by the homemakerswhile in the course of their informal
talks.,
The quaestionnaire zimed at getting the following:
1. To collect the background information of the
sample homemakers.
2. To find out the 1list of advertised textile goods,
and the extent of their use by the homemakers.
3. The relationship between the use of advertised
textile goods and frequency of their appearance
in the selected advertised media,
%, The source of advertising for the hoemaker for
each grous of textile goods,
5. The opinion of homemakers about advertisements,
6. The type of informution that the homemakers
would like to have from advertisements for

textile goods.
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7. The extent to which the homemakers have found
these fazctors in advertisements on textiles,

8. The suggestions offered by the homemakers to
improve advertisements on textiles,

Ce

It is necessary to find out the channels through
which the advertiser conveys his message about clothing to
the homemakers. While in the course of infornal conversation
with the homemskers the investigator found out the media of
advertlising that they were in touch with such as Magazines
like Illustrated Weekly, Kelki, Kumudam, Ananda Vikatan,
and newspapers like Indian expressg iindy and Thinamani,
After knowing the popular magazines and newspapers among
the homemekers, the investigator had listed down the fre-
quency of advertising on Mlllmace cotton, Handloom, Khadi,
511k, Wool, synthetic and ready made garments from July 21st
to September 21 1968, both in the magazines and newspapers,
The table below glves the frequency of the appearence of
the advertisements on Millmade cotton, Handloom, Khadi, Silk,
Wool, Bynthetic and Re¢. dymade garments,

The comnonly used items of clothing were found out

by the investigator in the course of haer informsl contacts
with the sample home makerg¢. They were groujed as millmade,
handloom, khadi, silk, wool, synthetic and Azadymade garments.
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TABLE I
FREQUENCY OF ADVERTISING
APPEARING IN MAGAZINES AND NEWSPAPERS

B O o o S R e v e B . A T R T o A . T e T N e R R I O T e B o o e S e e e T S S I e e
Mega- News Total number
S.No, Name of the Materlals =zines papers of Adver-

tisements

1. Cotton Mill made 75 120 200

2, Handloom 10 20 30

3. Khadi - 5 5

b, 8ilk 50 20 70

5. Wool 22 10 32

6. Synthetic 60 130 190

7. Readymade garments 15 2 17
L

Rapvort was established by the investigator while
visiting the homemaker in an informal way mostly in the
afternoons, when the majority of the homemakers would be free,
The investigautor in the course of informal talkings with
the homemakers had told them the purpose of her visit and
she also convinced them that the aim of her visit was just
to elicit informztion about advertising on clothing from
them as & type of research study.

After asking the background information such as
the neme of the household, age,educational qualification, °



38

occupation, income and family composition, the following

questions were asked by the investigator pertaining to

the points that they would look into while purchasing of

clothes,
1e
2e

3.

b,
e

Would you look into the Price?

Would you look for washability, colourfastness
and durability?

Would you look into the fabric composition and
construction?

Are you bothered about guarantee?

Would you thing?the suitability of the clothing
material?

The same guestions were asked for all the varieties of

clothing moterials such as millmade cotton materials,

handloom, khadi, silk, wool, synthetic and readymade garments,

About thelr expectations from the advertisements

the following questions were asked,

1.

2.

3.
b,

Do advertisements tell you the avallability
of the product?

Do advertisements speak of the brand?

Do they talk about colourfastness and design?
Are you informed of the texture of goods,

guarantee?

After gathering their opinion about the advertise-

ments, the investigator collected the item of their purchase,
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from the selected advertised textile goods and the source
of their information.

The conversation was turned towards asking the
extent of help they got fronm advgrtfsements in their purchas-
ing of clothes and their suggestions for future improvement.

Thus 79 homemakers were interviewed and each intere
view vas concluded by expressing a desp debt of gratitude
to them, The data was consolidated, analysed and presented

in a systematic manner,



IV RESULTS AND DISCUSSIONS

Seventy five households selected by random sampling

method were surveyed by interview schedule method. The data

was consolidated and analysed to realise the aims which have

already been given in the experimental procedure,

1.

2.

3.

b,

O

6.

7.

8.

ggmggélgcgogggakgggsround information of the

The items used out of the advertised textile
goods and their extent of uss by the homemakers,

The relationship between the use of the adver-
tised textile materials and the frequency of their
ayoSarance in the selected advertising media,

The source of advertising for the homemakers
for each group of textile goods,

The opinion of the homemakers about advertise-
ments in general,

The type of information that the homemakers would
like to have from advertisements for textile
goods,

The extent to which the homemakers have found these
factors in Indian advertisements on textiles,

The suggestions offered by the homemakers to
improve advertisements on textiles,

The deta was carefully consolidated and analysed under

various headings.

The Table II given below depicts the age group of home-

makers,



1
TABLE II
AGE GROUP OF HOMEMAKERS

R S R R e T S N R R R S R R S R NG LR R = N T
No., of Home

8.No. it Age Group mekers belong-
s S ottt

1 12 to 18

2 19 to 2% , 7.

3 26 to 32 13

L 33 to 39 1

5 40 to b6 26

6 47 to 53 | 13

7 5% to 60 | 1

S SR ———
From the tabular column above it 1s evident that

67 of them are ebove 25 years, This is indicative of the

fact that majority of them would be "seasoned-buyers"”, since

they might have had good experience as congumer buyers,

TABLE III
EDUCATIONAL STATUS OF THE HOMEMAKERS

R e T e R o e s e R R S B R R R T R N R S SN B R R R ERR
Type of No. of Home Percentage of the
S.No. education mekers who recei- Homemakers who recse-
ved the same ived the same

1. Primary - 8 1

2. Secondary 46 61

3. Collegiate 13 17

4, Uneducated 8 1

PR T N TR e S R TR R asESr et
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While analysing the educational status of homemakers
it was found out that the level of literacy is much above
the nationel aversge, because only eight of them were unedu-
cated, The national literacy level in India is 12.8 as per
the 1961 census report of the Government of India (1963)“8.
The correlation between the educational status and the influ-
ence of advertising on the sample homemakers wag found as
given in the Appendix II, and a high correlation was found in
this as shown in Figure I,

Table IV gives the Occupational status of the home~
maekers.

TABLE IV
THE OCCUPATIONAL STATUS OF THE HOMEMAKERS

B S e el R R R S S S R . R R TN RN e IR R R SRR

N r
S.No. Occupation Hg:::akgga
1 House Wife 67
2. Teacher 7
3. Doctor
B i T T A R S N NS e R RN R IR R RS

While anslysing the data it was found that 67 of
them were homemakers doing "housekeeping® as the fulltime
Job, seven of them were teachers and one doctor, but they
have combined career with *homemaking'.

Regerding the family composition of the homemakers
it was learnt that 48 families have members varying from



43

too tofiy and 27 families have from 4ixtec nine. This is indi-
cative of the fact that, education coupied with family plen-
ning has got a great impact upon the femilies,
Taeble V below indicates the expenditure pattern
on clothing of the selected household,
TABLE V
EXPENDITURE PATTERN ON CLOTHING BY THE SELECTEN HOUSEHOLDS

T N R N N S L S T s T s SR S rmS s T o R
No. of Aversage Percentage
femilies clothing expenditure

S.No. Income/ which be- expenditure on clothing
month longed to per year* per year®*
the lncome
group

1,  Below 250 4 317 15

2. 259 - 500 18 836 L

3. 50C = 750 23 760 16

b, 750 - 1000 10 ] 10

5 1000 = 1250 9 1211 9

6. 1250 - 1500 3 1300 8

7 1500 - 1750 2 1250 7

8. 1750 - 2000 2 2000 6

9 2000 =~ 2250 L 2250 5
EEnEEEmrrES oSS oS S e ST TS ST e e SR O TS SES EESSCS S o aSR s

* The average expenditure on clothing was found out
by adding up the total expenditure on clothing of
each family belonging to a particular income range.
The average of whiecun was found by dividing the
total by the number of families belonging to that
particular range.

** The percentage expenditure on clothing was found out
by totalling up the percentage expenditure of each
family belonging to a particular income range, the
average of which was found out by dividing the total
by the number of families belonging to that parti-
cular range,

(



With regara to the clothing expenditure of the
selected households, it was found out that as the incone
increases the amount spent on clothing also increases.

From the table given it is also clear that eventhough the
amount spent on clothing increases with the increesed in-
come the percentage decreases, According to Margaret gt al
(1956)1"9 clothing is one of the items in the budget that
varies proportionately with the income for &ll, As the inccme
increases the amount gspent on clothing increases due to the
increase in the number of garments purchased, but the pro-
portion of income spent on clothing cheanges. ¥Very little
opine Tete gt al (1961)“7. Correlation between the income
of the Homemaker and the incluence of zdvertising on clothe
ing purchases was analysed as seen in the Apuendix III. The
correlation was signifeont Sinte M vatue was 0.9 .(r—;3m w

Table VI given below shows the points which the home-~
makers have taken into consideration while purchasing.



TABLE VI
POINTS WHICH THE HOUCMEMAKBRS HAVE TAKEN INTO CORSIBERATION WHILE

PERCHASTIEG,
. : Colour Fabric Simpli-
Suit- Wash- Dur- Price Text-fast- Guar- Fash/Br- Grade composition city ~
Factors abi- abi- abil- ure ness antee ion /and and con-
| J.ity lit.y _1ty - struetion
Ho. of Home~- _
nakers who
had expressed 71 69 69 66 65 63 58 56 43 39 28 1
Percaniage
of Homeueitesrs
who had expreseed 95 92 92 88 87 & 77 75 57 L2 37 1
SRR - - NI SR T = T LSRR — —— e M T T B T - B B T R B T S Bl o i e . I Tt M it R S B 5 B W T e e U B

SH



It 1s gratifying to note that the homemakers look
into various aspects of clothing before they could purchase,
Out of 75, 71 of them look for suitability as every one
likes to choose his clothes which suits them ap ropriately
69 of them have expressed that they will look for washabil-
ity and durasbility, 66 of them were price conscious as
expressed by the homemakers, 43 of them have interest in
the brands and gredes, 4And it is saddening to note only
one of them look into simplicity of clothing, The reason
for this could be that since mejority of them are full time
Homemakers, they are not exposed to such healthy concepts
like simplicity.

TABLE VII
THE FACTORS MOTIVATING THE HOME MAKERS IN THEIR PURCHASE OF
CLOTHING
Y R R e S R S o e N R N T T T R N TR s RE
Adver- When Demand Out

tise you’Yome Fas- by Low of Fresh New

Factors ments body hion family pricecuri- stock fabric
weer it members osity

D D I W WD N U D WS A D W R WB WS W B OGP S AP GB T E D WP R B G G W N L D o C------‘---.\ ----------- -
No, of
members
who had
expregssed 59 55 48 46 N1 3 29 20

Percent-

age of

home=

makers

vho had

expres-

sed., 77 73 64 61 59 41 39 27

S S e Y R N R S T R N R N T s e SRS s T R
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59 of the households seemed to be motiveted by
edvertising, 55 by the instinct of imitation, 48 were
motivated by fashion, 46 by low price, 31 out of curiosity,
29 by fresh stock, 20 by the arrival of new fabrics, 8o
from the above det: it is evident that the majority of the
homemakers were 1n%luenced by t he advertisements.,

TABLE VIII

NUMBER AND PERCENTAGE OF HOME MAKERS USING THE SELECTED
ITEMS OF ADVERTISED TEXTILE GOODS

R R e s s R T N S R . R T e e e T n I RET S
No. of Percentage
S.lo. Items of advertised home mekers of home makers
textile goods using the using the
same same
1 Mill made cotton 56 75
2 Hand loom 39 5e
3  Synthetic 38 51
L Silk 37 49
5  Wool 35 L7
6 Ready made garments 25 32
7 Khadi 16 21
R e e e R R R S T T I N S TR TR

The table above shows thet 56 femilies had bought
mill mede goods of clothing; handloom by 39 families; syn-
thetic by 38 families; silk by 37 families; wool by 35
families} ready made garments by 2§ femilies and Khadi by
16 families. From this it is evident that mill made cntton
fabrics were the most widely used, since 75% of the —...:
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home makers had bought thig, Khadl was found to be the
least used fabric since only 21% of the households were
using this. The percentage of families using handloom,
synthetic, silk, wool and ready made garments were res-
pectively 52%, 51%, 49%, 47% and 32%,

The rslationship between the use of the advertised
textile goods and the frequency of their appearance in the
selected advertising media were analysed.,

TABLE 1IX
FREQUENCY OF ADVERTISEMENTS APPEARiNG IN MAGAZINES AND
NEWSPAPERS,
R e R R s R N N T e R T SR s T e
Frequency of appearance
8.No, I1tem of the adver= =e-c-w-cccccccccccccca- - Totel
tised textile goods In In
Magazines Newspapers
1. Cotton (mill made) 75 120 200
2¢ Handloom 10 20 30
3.  Khadi 0 5 5
L, Silk 50 20 70
Se Wool 20 10 30
6. Synthetic 60 130 190
7 Readymade garments 1% 2 17
Y e e o e S i T T S I R R T N e e S e N T T T N R N T S T N R

With regard to cotton (mill made), the frequency of
its aprearance advertising in the magazine and newspapers
were 200 times and 75% of the home makers had expressed that
they had bought this item, With regard to synthetics the
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frequency of edvertisements was 190 times and 50% of the
home makers had bought synthetic fabrics. As regards silk
the frequency of appearance of advertising was 70 and the
percentage of home makers using this item was 4W9%, The
frequency of advertising on Khadi was 5 and 214 of the home
makerswere found using Khedi, Regarding wool the frequency
of edvertising in the magazines and newspapers was 30, And
47 of the home makers had bought the same. In the cese of
ready made garmentis, the frequency of advertisement was

only 9 times, dbut 32% of them wers fourd using the same,



TABLE X
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FREQUENCY OF ADVERT ISEMENTS APPEARING IN MAGAZINES AND
NEWSPAPERS AND THE EX¥3NT OF USE BY THE HOME MAKERS,

R O O R B I S e e e . S S R N - S e R MR RSN E R me T s e et e

Total fre~ Number of Percentage
Item of quency of home mek- of the home
S.No. edvertiged eppearance 6rs buy- makers buye
goods in magezin- 1ing the ing the
es and news same same
papers
1. Cotton millmade 200 56 75
2. Handloom 30 39 52
3. Khadi 5 16 22
b, Silk 70 37 49
S« HWool 30 3% L7
6., Synthetic 190 38 51
7. Ready made
garments 17 25 32
BEmEL e Enel SRR eI SR A N T R SRR SRR e

As seaen from the table above the home makers had

uneven impact of advertising in their purchasing of the select-

ed 1tems of textiles.,

With regard to mill made the frequency

of the appearance of advertising was 200, but 79% of the home

mekers had purchagsed the same,

In the case of handloom the

A}

frequency of appearance of advertising was 30 and 52% of the

home makers were using this item,

Silk was advertised 70

times but 49% of the homemakers were reported of buying it.
The reason for this may be the high cost of £ilk and also
the wide use of cotton and handloom since Coimbatore is a
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centre of textiles., Regarding Khadi the frequency of the

appearance of advertiging was fivae times and 214 of the home
makers were found using the same, In this case, lack of ade-
quate publicity on Khedi and the availability of finer varie-~
ties of clothes would have made the home rieker to make the
minimum use of Khadi,

Synthetic fabrics were found to be advertised 190
times but the percentage of home makers using the ssme was
499, This may be because of the ezsy availability of hand-
looms, the high technical way of advertiging of synthetie
fabrics as revealed by the home makers themselves,

Wool was publicised 30 times and 47 of the home-
makers found using the same, Wocl is a seasomal garment:
and irrespective of the frequency of advertisement the home
makers would buy wool., Ready made garmants were found to be
advertised only 17 times, but 324 of the home mekers had dur-
chased this, This may be because that the majority of the
home makers were doing house keeping as their full time Jjob
and they found it convenient to purchase rezdy made garment.
Moreover ready mede garments are fashionable and the improve-
ments in ready made clothing, the wider choice of styles of
febrics and the ease with which such clothing can be secured
have encouraged home mekers everywhere to purchase family
vardrobes of ready to wear apnarel, In some cases the con-
gtruction techniques are difficult and sometimes impossidble
to reproduce at & cost comparable to ready made garments as

opined by Tata gt &l (1961)*7, ,

Il
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The correlation between the frequency of appearance of
advertigements in magazines and newspepers on the selected
items of textile goods and the extent of use by the semple
homemakers was celculated as seen in the prendix.@

The value is not significant because the sample was
from an uncorrelated population and hence such a value could
occur,

TABLE XI

PERCENTAGE OF HOME MAKERS WHO GOT TO KNOW THE SELBECTED GROUPS
OF ADVERTISED TEXTILE GOODS FROM THE VARIOUS ADVERTISING

MEDIA,
B e e S s R S R e N s e T e N N S S R e R N R R T RIS
Selected groups of News- Post-
S.No, advertised Magga- pa- ers Radio Cinema Others
textile goods zines pers *
1. Mill made cotton
fabrics St 52 47 1 9 10
2. Handloom 64 62 L7 b, 11 36
3. Knhadi 5 - == - 1 3
b, Wool 21 16 - -— - 5
5, Silk 56 36 24 7 3 ‘6
6. Synthetic w2 W 12 6 4 Vi
7. Readymsade
garments 22 2 12 2 9 6

N s SRR e NN oo ST s ol as

* Others include Exhibitions, shop keeper's
information and displays.
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It vas found out that the selected advertised textile
goods were known to the hom makers through different adver-
tising media such as magezines, newspapers, poster, radio,
cinema and others like exhibitions and displays. Magazines
were the rost opular media of advertising because the per-
centage of homc makers who had seen advertisement on mill-
made goods were found to be S4% on handloom &4% on Khadi 5%
on wool 21% on silk 56% on synthetic 42% and on readymade
garments 228, It could also be noted that least publicity
was given for Khadl in the magazines,

Newgpaperg

The homemakers were found to be informed of the select-
ed advertised goods through newspepers also. The percentage,
of homemekers who had seen advertising on millmade, handloom
cloth, wool, silk, synthetic and readymade garments worked
out to be respectively 52%, 62%, 16%, 36%, W1% and 4%, Among
the selected groups of textiles vast jublicity was given for
handloom and no publicity was made for Khadi. As in the case
of magazines, Khadi was not advertised through newspapers,
Rosters

Posters were also found serving as a medium of adver-
tising to the selected samples of home makers., In that 47%
of the home makers had mentiocned posters for mill made and
handloom; silk, synthetic fabrics, and readymade garments
were mentioned respectively by 24%, 127 and 12% of the home
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mekers, Posterswere found to be the popular medium for mill
mede and hendloom. For Khadi and wool the medium was not
popular among the selected sample of home makers,
Bedio

Unlike magazines, newspapers and posters, radio was
found to be mentioned by 4%, 4%, 7%, 6% and 2% of the home
makers for the respective groups of clothing such as mill
made cloth, handloom, silk, synthetic and ready made gar-
ments. As revealed by them, for XKhadi end wool, radio was
not mentioned,
Sinema

Iike radio cinema was also & less popular medium as
could.be geen from the percentage of home makers who men-
tioned this for different goods of textiles. The percantﬁéé "
of home makers mentioning this medium for mill made cloth,
handloom, Khadi, silk, synthetic and ready made garments were
respectively 9%, 11%, 1%, 3%, 4% and 9%.
Other Media

Other media here included exhibitions, displays etc,
Handlooms were found to be given comparatively more publicity
since 364 of the home makers had mentioned this medlia. The
percentege of home makers mentioning this media for mill made
cloth, Khadi, vwool, silk, synthetic andrmdyeadrgarments had
worked out to be 144, 3%, 5%, 6%, 7% and 6% respectively.

From this it is evident that Magazines were the most
popular medium, Newspapers were of secondary importance.
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rosters came third in the order of priority. Radio and
cinema were found to be occupying fourth and fifth places
as seen below,

1. Magagines

2, Newspapers

3. Posters

%4, Radio
5. Cinema
6 « Others

TABLE XII (a) )
THE OPINIONS REGARDING ADVERTISEMENTS GIVEN BY THE HOMEMAKERS

R R N . R S R s S T e e RN N R e o

Percentage
Fre- of home mak-
8.No. Particulars of Opinions quency ers vho.ex-
pressed
1« Advertigements help us to he-
come familiar with various
types of materials that are
already existing and of the
new arrivals. 51 68
2. They ere interesting to read 18 - 18

3. Advertisements are powerful
- sales promoting devices % 19

., Advertisements form an im=
portant source of income
to the advertiser 1 15

5. Advertisements are useful
only vhen the material is
in conformity with the
advertisement in quality. - 10 13

6. They help us in choice making 10 13

[ ]
' L]
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R S B s B O R B S S e N s O R T I S A I I SR S S T I o 2 S oS o I o 2 oo o oo o S S Y e GRS AT
Percentage
S.No,. Particulars of Opinions Fre- of home mak=-
quency ers who ,8x-
pressed

7. Attroctive advertigements make

us buy the product. 7
8. Advertisements are usgeful
9« Advertisements are attractive 6 8
10, Once the satisfied consumer
is the best advertising agent
than eny other media. 6 8
11. They s&rc excellent mode of
displaying snd conveying the
quality and excellence of a
perticular brand of commodity. 5
12. Advertisements are educative l 5
13. Advertisements are colourful 3 'S

1%, Film shows are the best medium
in conveying the message 2 3

15. The free catelogues and free
gifts when advertised, are
real encouragement to the
customer, 2 3

16, Decorative dummys help to
attract the crovd. 1 1

17. 8mall bit notices are economical
and effective medium of adver-
tising 1 1

18, They give information asbout new

petterns and designs in ready
made clothes 1 1

19. There is a veast improvement in
advertisements 1 1

20, Advertisement is absolutely
necessary for marketing
new varleties. 1 1°

®
R R e N R S S R SR RSN e R =

’
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The opinion of the home makers about adirertige-
ments in general,

As seen above the sample home makers had expressed
twenty different opinions about advertising. But ull con-
veying the message that advertisements are the effective
sales promoting agency, attractive, informative and useful,

Thus their opinions are expressive of the truth
that advertising is a must both for the manufacturers and

consumers,



TABLE XII (b)
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TABLE BELOW GIVES THE NEGATIVE OPINIONS OF THE HOME MAKERS

ABOUT ADVERTISEMENTS

s e T T B A S T I s e e e R S R R e R I R Y R . T e S R i e e
. Fre- Percentage
S.No, Nature of opinion quency expressed
1. As most of the advertisements
now=-a-days meant for only to
the literates and sometimes
even the literates find it
difficult to understand as
they are highly technical and
not in regional languages
especially in the case of
synthetics. 18 p 78
2. They give inadequate infor-
mation 1 19
3. Advertisement becomes a waste
wvhen it does not reach all
people properly
4, BSometimes they are not attractive
5. An effort to deceive the mass
6. Sometimes advertisements give
false information 4 5
7. Many times the advertisement
misleads the consumers and puts
them in trouble 3 LS
8. They are mere exaggerations of
gimple facts 2 3
9. They develop unhealthy competi-
tion between the producers. 1 1
10, Due to repeated programmes people
get dored. 1 1
11. Only a few medias are used for
advertising textiles 1 1
12, Sometimes the method of presenta-
tion 1s not good 1 1
z:====..-===mm:::n:nzz:azz:zzzzzz::::::::::::r:-:ﬂ:rzzzz.-::z:aaz:::z:;
’
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The various neg:tive opinions about advertising by
the selected sample of home makers reveal the defects .. .
comronly seen advertising in general, It is noteworth, here
to see that with regard to synthetics inspite of a wide
publicity even the literataus found it difficult to under—
stand because of the high technical nature of the adver-
tisement, However, the sample home makers were well swvare
of the defects that are commonly seen in Fhe field of adver-
tising.

TABLE XIII

THE TABLE BELOW GIVES THE ANALYSIS OF INFORMATION EXPECTED
BY THE HOME MAKERS FROM THE ADVERTISEMENTS,

R R I o S B o T o o o B B o O ST N O e T 2 o S S o e e O ST e g s e i e o pgd g tp ettt P L
Fabric
‘ compo~-
S.No. Price Desi-ColaurCvaa- Tex- avall-Grade gsition
gn fast- "ntec ture abil- and Fash- and
ness ity Brand ions constru-
ction
No. of
menbers
expres- '
sed 69 68 61 59 & 52 &9 47 35
Per-
centage
of Home
Makers 92 91 83 78 72 69 65 62 47

[T TDrommmmnes R N R R R T T R i R S R s N N T S R T e e W Pt ot -l
Ag seen above that the home makers stressed all the
points that a good advertising should give such as price, design,
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colour fastness, guarantee, texture, avallability, grade
and brand, fashion, fabric composgition and construction.

However, price was stressed by 92% of the sample
home makers; design by 91%3 colourfastness by 83%; guarantee
by 78%, texture by 72%. The percentage of home makers who
had mentioned the evailability, grade, brand and fashion
worked out to be respectively 69%, 65% and 62%. Fsbric
composition and construction was mentiocned only by 47% of the
home mekers; this may be because of tﬂs highly complicated
nature of textiles with the introduction of machinery and
chemicals,

TABLE XIV

TABLE BELOW GIVES THE NUMBER OF HOUSEHOLDS WHICH HAVE SEEN
THESE FACTORS IN INDIAN ADVERTISEMENTS

R N N N S T S R e e T T N e T e N e I e e
S«No, Yes Ro Sometimes
G G AP I GO S WS AR WD WS W BE G N D WP AP D P WD WD WD G D D G W WP GO W R D WP WD G WP WS GD WP A SP SO WP W D G WD P G AN D AP W O > N - e e
No, of families
expressed 21 16 38
Percentege of
the families
expressed 28 21 51
RS 58:3;3:3:3’-3:5 R N e T T RN e N RN R T -

From the above data it is clear that 28% of the
home makers had seen all the factors like aveilability of

/ the material, brand, price, colourfastness, design, texture,

fabric content, guarantee for quality, grade and fashion in

Indien advertisements. 21% of them have expressed that they

never found ell those factors in our advertisements, 51/of



61

the home makers said thet they could find the above men-
tioned factors in our advertisements only sometimes,
From this 1t can be understood that most of the home
makers were not interested in looking for these factors
in advertisements partly because of the uninformative
nature of Indian advertisements and partly because the
home makers themselves might not be interested in look-
ing into the advertisements due to their lack of time
since majority of them ere full-time home makers.

It can be suggested that advertisements should
be colourfully presented in magezines, which are commonly
and widely used by the home mekers such as Kumudam, Ananda
Vikatan, Kelki and Thinamani Khathir, and they must be
in simple understandable terms on educative line,

TABLE XV

THE HOME MAKERS SUGGESTICNS FOR MAKING ADVERTISING SOUND, Ille
FORMATIVE FORCE IN THE BUSINESS WORLD WERE CONSDLIDATEb

IVEN Iii THE TABLE
AND GIVEN 4 "

R R R . R R S R N N N Y s T e T S S e s S TR R RS
Percentage

- Number of Home
S.KNo, Suggestions Expres- makers who
sed expressed

D A SID- i W G0 I B e D A R G W WO S R S G TP S G G W WD WD D A D S A N A W " W WP - U R A U W WD S S S - D D W -

1« Advertisement should be more
informative, and details like
colours, avallability, texture
price and price ranges designs
end its nature, colour faste
ness washabillty, and fabric
conséruction must be specified 55 73

2. More accurate information
should be given 19 25

W A - - - WD WIS R G i A T W D A R SN D WD S ST G SIS D D R IR GIY SR G UGN G G S D A S SR G R B . P WD A W W YD N W W o e
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aazr::::::::z::uémzt:a:ézmzz:.—-::::::::::::::::::z:::::::::c:
Percentage
- Number of Home
S.No, Suggestions expres- makers who
sed expressed

v
D W e e D T S W IS D A A G P S R S D W s e S R R T S Y Gk o> W W . hadd o XL TR T Y - '

3¢ They can attach small samples
to make the consumer know
about texture 18 4

4, They could be more attractive 17 23

5« Advertisements in local langu=
ages are preferabdle 12 16

6. Advertigements should be mors
colourful 12 16

7. Exphasis must be on the fabric
to be advertised rather than the
unnecessary details 1" 195

8. They should be simple to under-
stand rether than highly

technical 10 13
9. Film shows are best medium for .

advertising 9 12
10. When individual member comes to

advertise:1t. will be effective 6 8

I

11. Instructions for handling and

using must be given 5 7
12. They should give all the

varieties available 4 5

13« Advertisements should be kept
at a place where it can be

seen by the mass ly 5
1. They can give details regarding the
aveilability 3 4
15. Brand names are very important
for selection 3 Y
O I T R O T S e e O S S SN I e T e T o O e O B T e S e R P S S e S e SR T mEmemZeas
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e S TSNS T T IR IS s en e e R RN TR EE IR
Number Percentage
S.No, Suggestions expres- of Home
sed mekers who
expressed
16, It should give upto date fashion
trends in textiles 3 b
17. Catalogues form an excellent
medium of advertising 3 L
18, Giving gifts help to gain more
popularity among consumers, as 2 3
it creates an interest for
purchase.
19. Mode of appeal is very essential 2 3
20, Before advertising the psycho-
logy of the consumer must be
studied 2 3
21. Displey is the best medium for
advertising especially in the
case of rcedy made garments 2 3
22, Newspapers are preferable for
advertising 2 3
23, Proper medie should be selected 1
24+, The models must be realistic
and flashy modern models musat
be avoided 1 1
25. Permenent posters will be more
effective 1 1
26, Fashion parades are most wel=-
coming atleast once in a month 1 1
27. Small bills and notices are
econonical and efloctive as I
it reaches the mass very easily A
28. Exhibitions will effectively
serve the purpose 1 1

.-'"D-“"-‘-‘ﬂ-“’----“u-ﬂ_a“‘ﬂ---G---ﬂ----“u"-ﬁﬂ-ﬂ-““‘
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N S GRS RN EEE N S sNRNr RS SETI RS PERRIRRE T
Number Percentage
S.No. Suggestions expres- of Home
sed makers who
expregsed

G D AR GP AP S TP WD A WG WD WD WP WD W WD W D R G W P N SN S AR W G D G S GR G R D G Y NP S L L 2 X 2 T L & 4 L X 2 2 J

29, Reduction rates rmst be in-
formed to the buyer at times 1 1

30. Shop keeper must be provided
with correct information 1 1

3. It i3 better to conduct e
study, for the alvertiser to
know what the consumer actual-
ly wants before advertising 1 1

32. Regular edvertisements in
popular periodicals are

welcoming 1 1
33. Show rooms will attract the
crowd 1 1

¥, Guarentee for quality must
be given 1 1

35. The advertiser should keep in
mind that 1t 13 not only for
his benefit but also for the ] 1
consumer to satisfy his needs

R T N s S R S e R R N R s N R RSN s S RS TR o s me

The different sugcestions offered by the home mekers
touched upon the varlous aspects of advertising such as the
purpose of advertising, types of advertising, media of
advertising, psychology of advertising, and advertising as
an indispensable phenomenon in the field of textiles today
where we find the innumereble varieties of synthetic blends.



V SUMMARY AND CONCLUSION

The study was aimed to findout the influence of
advertising on the clothing purchases of selected home-
mekers in 1k cosmbatore city. The homemakers were select-
ed by random sampling method and by using the interview
schedule method the survey was conaﬁuq?d, while in the
course of analysing the data the following factors were
found,

1., Magazines seem to be the popular media of adver-
tising for textiles both for the home mzkers as well as
for the producers.

2. 'The most frequently advertised textile goods are
millmade cotton, synthetics and silk,

3. The correlation found between the purchase of
textile goods and the frequency of advertising of the same
was not significant.

4, In the case of handloom fabrics no significant
correlation was found between the frequency of advertising
and the extent of use., Since Coimbatore is the centre of
handloom goods, even without much advertising the sample
home makers were found to be using the same.

5. Khadi was not familiar both as an advertised and
used coummodity on the part of both the advertisers and home
mekers,

6., With regard to silk the correlation between the
frequency of advertisement and the extent of the purchaﬁh
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was unfavourable, Since the price of silks was com-
paratively higher than any other fabric, even the greater
frequency of the appearance of advertising had not moti-
vated the home mekers to buy the sams,

7. In the case of wool it was found out that even
the lesser frequency of the appeerance of advertising had
a greater impact upon the home makers, be cause wool is a
seasonal garment,

8., In the case of synthetic fabrics even though
the frequency of the appearance of advertising was found
té:high, the extent of purchase was not proporticnate,
This was because of the fact that the advertising on syn-
thetics wére highly technically as expressed by the home
makers,

9. With regard to ready mede garments irrespective
of the frequency of appearance of advertising many have
bought this. This may be because of the fashionable nature
of ready made garments and the comparatively low prices
of the same,

10, It was also found out that the advertising on
textiles was defective, because the home makers had ex-
pressed that they were inadequete in giving information
on price, design, avallability, fashion fabric composition
end fabric construction and also highly technical.

11. It was also found out that advertising should
touch upon all the aspects to be a full-fledged adver-



tising such as psychology, purpose and media,

12, It was found that advertising should be done
in popular megazines in simple understandable terms in
the regional language,

Thus the study brought to lime light the need of
advertising in the field of clothing, in the present era
both for the producers and the home makers. The find-
ings of the study would greatly help the advertisers
gince they would serve as effective guide lines to them,

67
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Prpin Dix |

SRI AVINASHILINGAM HOME SCIENCE COLLEGE
COIMBAT®RE

QUESTIONNAIRE TO ELICIT INFORMATION ON THE INFLUENCE OF
ADVERTISING; ON THE CLOTHING PURCHASES OF SELECTED HOME-
MADFRS IN COIMBATJRE CITY.

3ERIAL NO 7

I. c " QRMAJ
a. Name of the homemaker
b. Age
¢, Educational Qualifications

d. Oecupation Husband «weeees wifg «wceww.

e. Income per month L7

II. COMPQ3
. Name of the Relation ship Edueation
S.No. mamber to the head A8@ qualifieation

-y W 0SB TR S e . - D PG W ) WY WD O Ty W D SR G SO FRED D - S

@@ G ep WD WD KD WD G W W W A PP @ M A S W WP WD G W WD W A W e W W W w
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III. a. Total expenditure on your clothing per year

b. Percentage expenditure per year.

IV. What are the points you would look for while purchasing?

D WS D WD VG WD TR GG Gy YO W Ao S D S SR TN SO ap Wb P T S SR-UR T ) W W S e -

No Information Yes No

roamy a-haw um o i d

i

Price

Washabllity

Colour fastness
Purability

Fabrie Composition
Fabric construction
Gurantee for Quality
Grade

Brand

Fashion

C O N O O b W W

i~
= O

Suitability
12 Texture

M Ay @ AP W G W W ap W g W W WD W W W T an ™ G NP an W M P e W W W W
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V. How are you motivated to buy the new varieties of
clothing material?
TSime. . Factors Yes  No
1 Advertisement
2 When you see somebody
wear it
3 ‘hen the shop keeper
induces
4 Demand by family members
5 Low Price
6 New fabric
7 out of curlosity
3 Window display
9 Fashion
10 Fresh stoek
11 Others
VI. What information 4o you expect from an sdvertisement?i
a., Avallability L/
b. Brand Vi /
c. Price L /
d. Colour fastness l /
e. Design L /
f. Texture L /

g. Fabrie Content b/
B. Guarantee for Qality (7

i Grade yAN,
J. Fashion YA
k. Others [ /

"o

-



ViI. Do you find the above factors in Indian advertisement?

Yes AR 4 No Lo/ Sometimes /[___/

VIII Give your opinions regsrding advertiscments
a)
b)
e)
d)
e)

L)

X Give your suggestions for improving advertisemcnts
a)
b)
c)
d)
e)
f)

[x



X From where did you get tie information for the following?

D A g WD AP p SOUPEN TD A G SV T RS S WP N WP SO YR SR WG O SN AR SN GS TD TP UD G < AN D AP WD UD - G it PO an @l w G it Tap CBEN WY T @D TO A W « 4B 4D

Name of the Hame of Source of information
S.No. the brasnd ~—w===—<-ees-scccce- - s e oo
product Pos- Maga- Hews=-
ters zines prpers tadio Clnema pgh

1 Milimade Cotton

2 Handloom
3 Khadl

4 Silk

5 Wool

6 Syntheties

K 4 Readymade
garments
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DPPLEN Dix Ji

TABLE I

THE CORRELATION BETWEEN THE EDUCATIONAL STATUS AND
THE INFLUENCE JF ADVERIISING ON.HE HOME-MADERS CLO-
THING PURCHAES.

No. of fami- No. of fami- Percentage
lies belong- 1lies influ~«- of families

3.No. Type of ing to the enced by the influenced
Education same advertise- by the ad-
ments vertisements
1 Uneduceated 3 5 63,00
2 Primary edu-

cation 3 5 63,00
3 Secondary 46 33 33,00
4 Collegiate 13 11 35.00
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APpPEN Dix~ i
ZABLE 11
CORRELATION BETWEEN INCOME OF THE 3ULECTED HOUSEHULDS aND
THE INFLUENCE OF ADVERTISING IN THEIR PURCHA3ING OF CLOTHES3.

A = 625 B = 100

- W D AR T ey B WD Ty W Sty P W WP AP TGP T gy GO WD NP S = WD wp up WD T G < WD - .-:-- - 8---~‘---"‘
S L NQ . X Y X‘A y"B (X-A) “ zY -B’h (x—A) (Y"B)

1l 250 25 375 -75 140625 5625 231258

2 375 66 =250 -4l 62500 1936 110000

3 625 a7 0 -13 0 169

4 375 20 250 =10 62500 10u -2500

5 1125 100 800 -0 250000 .

125 <14z 515625 7336 35625
2 . 125 2
- x = -§l§§5§-- (-=z==) = 103125-6av= 102600
o— X = 330 2
5 5
= 750 .44

= 1506+306.56

Y = [759.44 = 27.5

F (x-X) (y~§)

mmmmemee = 36615
LI L (45w - 2.4)
5
= 7326 + 710 = 3035
8035 8035
I B eemmmcmmmmeemmen £ cmmcemmeee = 01

Xif



Dpproin 1v

TABLE 111

CORRELATION BETWE-N FREQUENCY OF APPEARANCE OF ADV:RIISE-
MENT3 NEWSPAP:R3 AND MAGAZI.JES OF THE 3GLECTED ITEMS OF
TEXTILES AND THE EXTILENT OF THEIR USE.

A=20 B =338
- D D AP D R an GO R D o = .- Sy DS T AN WP S B NS wp e el SRS W WP 2 —5-»0-“-*“-
3.No. X ¥ Y-A Y-B (X=4) (Y-B) (X-4) (Y-B)
1 200 56 170 =13 23900 324 =-3060
e 30 39 0 1 o 1l 576
3 S5 16 =25 23 626 529 =40
4 7 37 40 -1 1600 1l
5 30 35 0o -3 0 9
6 130 338 150 C 22500 0
7 5 <3 -25 =13 625 169 325
310 =57 54250 1033 =2200
e 34250 310 2
X = s MUP VAT WY W TR AP W - 77&)-- (44 . 22 )
7 7

= 7750 ==~ 1961.6041 = 5733.39563

X = / 573339859 = 76.08
2 1033 - p
7

& 147.5714 - 36,2896
= 31.3118

X



y =/31.318 = 9.02

.g.(.f.:-f--.(.z-:-i).- - = -:::fggg-‘- (44. zgx - 3‘4)
N 7

- 314.2357 + 360,5206= 46,2349

46 2349 >
T = - - = -.ég:.f?_&g_-- = L,08
2,02 x 76,63 636.62416
r __ . R
Jd1-22 J 1 ~ 008§
& L
= 008 wwe------ = .06 x |.5013
«9964 '
= L06 x 71 = 0.,0426
DEEZEE

for d,f = 5>,5

This value i3 not significant, such as value could occur

in samples from an uncorrelated population.
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