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C1LVFER I 

IN TROD U CT 10 N 

.i(I'erii.Hl iioiir!s/,es the eo!I.'ll!llillg power of nu'n. It ereatec naijts for a better stahl(Iard 

of lii'uig.. . It spurts i,ulii'ulual 's ever1io11 aiid greater J)JO(I1ICIiO!l 

- Sri Winston Churchill. 

1.1 lNTRODtfC'FlON 

1 lie preeiit ecoiioiflv is characterized b\ excessive eciali/.itiOi1, iiniss production 

and conipctition. I Ins has increased the linportaitce of ad ertonie in the modern business 

world. Advertising is growing as an industry in the modern national and international market 

scenario (Juao C. Costa, 20121 Advertisini.L in an integral part of the social and econonliC 

system. As a po\verfiil technique of promoting sales, it has been doing wonders in the domain 

of distribution because, it influences the course of consumption, affects the process of 

procluetton, enlarges exchange and diversifies distribution (Sontakki.C.N) Advertisements 

ha e two basic purpose: to inform and to persuade. It in lorms the consumers about a product-

when it is a ailable. where it is available and at what price and thereby, persuades them to 

buy the product. It enable the consumers to compare and choose from the products and 

services available. This helps them to cxercise the right of' free choice among the various 

alternatives available in the market (Juao ('. Costa. 2012). 

Modern marketing calls for more than developing a good product and making it 

accessible to target customers. Companies must also communicate with their present and 

potential customers. bvery company is inevitable cast into the role of a comiminicator and a 

promoter ( Dalip Raina, Kritika Khajuria 2010). Advertising is any paid form of non-personal 

presentation and promotion or ideas, goods and services by an identified sponsor. The word. 

Adeitising has its origin in a I,atitt \\ord  Adventure' \\hichl  means t0 tnrn to. 

Advcrtisiiig is the non-personal communication of niarketing related information to a target 

audience. usually paid ir by the ad\ crtiser, and delivered through itiass mcda in order to 

each the sped tic objectives of' the sponsor".( John. .J Eurnett. I 99) .. A tiiessage paid lbr by 

an ideiti tied sponsor and del i\ ered throuh some medium of mass coiuflunic:1tioii ('Ihoinas 

Russell J and Ronald lane W. I 996). Advertising to be a persuasi' e conimuicalion, which 

is not neutral, not unbiased aid aiways must ha\ a selhiig ohect we. 
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Advertisements can be a cost-cl ieeti e way to disseminate iiiessaec. whether to build 

a brand preference or to educate people. Even in today's challenging media environnient. 

good advertisements can py oil. 11cm have been many researcher to de\ elop the 

measurement of qualitati\ e effects 1ir advertising expression and content. A number of 

studies have also found the factor of advertising effect such as favorable attitude, purchase 

intention and so on ( Edell and Burke. 1987,  Mehta, 1994). In today's en ironment. ' here 

consumer have become iliore conscious about the product and advertisement, advertisers are 

hieing difficulties in attracting the viewers. 11amnefore ad\ crtiscrs are lookuig for more 

creative and inno\ ati\ C dcii to reach consumers in their attempt to capture their attention. 

Advertisement is a part of marketing communication, which helps marketers to nieet 

custonTiers. 

Advertisement is a vital marketing as well as a powerful communication tool. 

Advertising is a big business and ranks among the top industries of the world. The growth of 

advertising industry in any country is directly related to the level of business activity and the 

health of its economy. In facts, the size of the advertising industry is considered as an 

indicator of living standard in a particuhir country and the level of its economic development. 

Advertisement is a cominuuiicalion \vhose purpose is to inform potential customers about 

proclrictiiic1 services and how to use and obtain them. A fter stating the importance of 

advertisement, one of the important issues in the realm of advertisement, is evaluated of 

advertisement effectiveness. The advertiser is increasingly focusing on the tangible value of 

the mediated messages directed at the consumer. If on the one hand, the expansion in the 

media landscape and technology has jettisoned a creative revolution in product promotion ( 

Kulveen l'rehau. 2012). 

1.2 AD'VIfRF ISEI1INT EFFEC1'IVENESS 

To accomplish their advertising objectives, the company has to attract their customers 

or users of several media to see the advertisement and buy the product. For this, a new trend 

started by these prodlucers was to also use a CCICbrity in their products advertisement. 

(Vircndra C'havda, 2011).Advcrtisimig effectiveness can he dehned as the extent to which 

ad \ertisulg generates a certain desi red effect. Measuring the effects of advertising is very 

important, giv en the amount of investments needed for advertising. While it is not possible to 

obtain a global measure of the advertising effectiveness, we should seek to de\ elop and apply 

methods and measures for a partial verification of results. 
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Some rese rchers argue that (Ivertmsing etfrts go \\ atc. but most of them  lire keenI 

interested in the evaluation of advertisement effectiveness, l'he basic purpose of advertismg 

elfectiveness is to avoid c siiv mistakes, to predict the relative strength of alternative 

advertising strategies, and to increase their ci I eiencv. It is not easy to measure advertising 

ci tectiveness. The final success of tIle eallipa ign depends upon the medium. the copy, the 

format of the advertisement and the audience to whom the advertisement has reached out. 

hfThctivemless of advertisement to promote the appropriate use 01 pre ions con' ictioil 

cultural and social norms is that the cieulents are deluied. I Io\\ e\ er. the crisis of shortage of 

financial resources and mntense uonIpcttioil anlone companies, ad ertismo spending has 

increased sensitivity and the need to investigate the ef'fctiveness of advertisement has been 

iliore pronounced. 

1.3 ADVERTISEMENT OF FAST-MOVING CONSUMER GOODS (1"MCG) 

Fast-moving consumer goods (I-"'v1CG) or consumer packaged goods (CP(i) are 

products that are sold quickly and at relatively lo cost. Examples include non-durable goods 

such as soft drinks, toiletries, and grocery items. l'houglm the absolute profit imiade on FMCG 

pi'orlucls is relatively small, the',' are gemieralls sold in large quantities, and so the cninulative 

protit on such products can be substantial. Lxaniples of IIVIC(J genentlN include a wide 

range of frequently purchased consumer products such as toiletries. soap, cosmetics. tooth 

cleaning products, shaving products and detergents, as xvdl as other noi'i-durables such as 

glassware, bulbs, batteries, paper products, and plastic goods. FMC'G may also include 

pharmaceuticals, consumer electronics, packaged food products, soft drinks, tissue paper, and 

chocolate bars. India's FMCG sector is the fourth largest sector in the economy and creates 

emmilovmeiit for more than three million people in clovnstream activities.Glohal leaders in the 

[MUG segment include, Anheuser-Buseli lnBev, Mars Inc.. Nestlé. l'l'C, Hmndustan Unilever 

l.imited. Reckitt Benckiser, Unilever, Procter & (iambic, I.'Oréal. ('oca-( 'ola. ('arlsberg. 

K leenex.General Mills Inc.. Pepsi, Mondelez International and Kratt I oods . Among We 

leading [MUG brands, the advert isemilent effecti eness is analyzed b', purposively selecting 

the advertisement of Idur brands namnek I lindustan Unilever Limited (lIUL),Proeter and 

gamble (P&G),Indmau hooacco ( oinpan) ( ITU) and N [S I'LL. as these brain.Is sell more 

number of prockcts of different \armem es (1 xhim bit 1 ). 
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1.4 STA1EI\1 ENT 01 11! E PROBE F:\i  

No one in left uncovered with We role and iniportanee of advertisement, in the world 

today. Advertisement and inal- kcting business has increased and has become a big business. 

Most newspaper, magatilles, radio and television networks earn sign! ticant portion of its 

revenue tiirouehi advertisiio and commercial business acti ities in line with these FMU( 

Companies are bemmie successful in the competitive arena, through its effective advertisement 

and they spend IluCe amnouiits on adx ertisemilent expeeti ig return iii the short run as \\ eli  iii the 

bmw run. klfeetivcnes of :idvertisenicnt is one of the VerY llllnort:ult issues in the realm of 

advertisement. Every marketing activities aims at creating product awareness and desire 

among the consumer. This can be done througn two broad classification of advertisement. 

Media viz., print and electronic media. 1-lence the problem for this present study has been 

formulated for analyzing ahout how the advertisement are holding a crucial impact among the 

modern consumer society particularly in FMCG segment. The study attempts to know the 

impact of the advertisement of select FMCG brands naincly 1 JUL. P&Ci, lIE', NEST! L 

which will satisfy the follo\\ ing  queries: 

v" To what extend consumer remember and recall the advertisement? 

V To what extend the advertisement influence the consumers? 

" 'vVhat are the flictors influencing the advertisement clfectmveness9  

How the advertisements has positioned brands in the Hi inds of consumers? 

1.5 OBJECTIVES OF TIlE STUI)Y 

The main objective of the study is to understand the advertisement effectiveness, 

specifically the study is tryimlg: 

10 find out tiie respondents ability to recall advertisement of select hrands 

To find out whether advertisement viiicli have influence tile ptlicblase mntcntioil of 

the respoildellis 

To examine the reasons for the meniorabilitv of advertisements among the 

respondents. 

10 find out the dleternimnailts of overall effectiveness of advertisenient from 

respondents persfectives 
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1.6 TESTING TILE hYPOThESES 

Hypotheses have been tested for association between deniographic and socio-econOflhic 

profile of the respondents and reason for meiii()rabllitv of advertisement, advertisement 

vie\vini behavior of the respondents and reason for memorability of advertisements. 

Advertisement \ tewine bclia\ ior of the respoiidciits and remembering products through 

advertisement of select ihur FMCG products. 

1.7 SCOPE OF THE STUDY 

The scope of the study was restricted to selected consumer of FMCG products. The 

average consumer is exposed to large number of advertising message every day. Advertising 

is everywhere. But where is it more apparent than television screen. Now research released 

by an advertising industry trade group says the number of television commercials, public 

service announcements and station promotions reached an all-time high. People may be most 

conscious of advertisement when they watch television, but advertising in its many forms 

nevertheless pervades society, invades households and persuades minds nearly every walking 

moment. 

1.8 LIMITATIONS OF TILE STUDY 

Thefohlowing are the major constraints pertaining to this study. 

Since the present study covers only to Coimbatore city the result may not be 

applicable to whole universe. 

As the study was conducted within a short period the resultant facts and figures 

obtained are not suitable to the present period. 

The dletails furnished by the respondents are considered as true and the results of 

the study are based on this assuniption. 

1.9 CHAPTER SCHEME 

The study was organized into five chapters 

Chapter 1 

The chapter one contains introduction to advertisement, advertisement effectiveness, 

reason for measuring advertisement effectiveness, advertisement of fast-moving consumer 



goods (FMCG), global leaders in the FMCG segment, statement of the problem, objectives 

of the study, scope and its limitations of the study and chapter scheme. 

Chapter 11 

The chapter two discusses the review of the previous research studies related to 

advertisement effectiveness on FMCG products. 

Chapter III 

The chapter three deals with research methodology adopted in the study, which 

includes source of data, period of the study, area of the study, pre-test, pilot study, sampling 

procedure, and tools for analysis of data and definitions of the concepts. 

Chapter-IV 

The chapter four focuses on results and discussions. 

Chapter-V 

The chapter five presents the summary of findings, suggestions and conclusion. 
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