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advertisements’ influence on buying decisions differs.
Methodology- 840 respondents from Haryana were
interviewed using structured questionnaire. Statistical tools
like factor analysis and discriminant analysis were used.
Application of factor analysis leads to the formation of three
dimensions of advertisements’ influence, namely enhance
consciousness & believability, attitudinal influence and
as predictors along with

adverse influence, which served
demographic variables in present study. Regarding the extent
pondents were grouped into

of advertisements’ influence, res
three categories. Further multiple discriminant analysis was
applied to find out association among predictors and

advertisements’ influence on buying decisions.

m the study it was found that enhance
consciousness & believability, and attitudinal influence of
advertisement are the prominent dimensions which

significantly discriminated groups of respondents formed on
intention for advertised products.

the basis on their buying
ence of T.V. advertisements

Though adverse influ
discriminated the groups of consumers yet not as strong as the

earlier ones.

Findings- Fro

Results obtained from this study help to
tent of the advertisement which can
influence buying decision of consumers. The advertisements
which enhance consumers’ consciousness & believability
regarding product and also produce significant influence on
consumers’ attitude will be able to convert potential buyers

into actual ones.
Keywords Advertisement influence, buying decisions,

discriminant analysis, predictors.

Implications-
determine the con

Paper type Research paper

Introduction
The term advertising originated from Latin word ‘adverto’
which means to turm around. Advertising, thus, devotes the
means employed to draw attention to any object or purpose
(Ramaswamy & Namakumari, 2004). More narrowly it can be
stated as ‘any human communication intended to persuade or
influence buyers in their purchase decisions (Cheng, 1996). It

persuading, reminding

involves the activities of informing,
and reinforcing the target audience (Kotler & Keller, 2006).
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Thus, the basic purpose of an advertising communication is to
put customers in a more receptive frame of mind so that they
are inclined to purchase a product (Dubey & Patel, 2004) and
benefiting the producer, educating the consumers and
supplementing the salesmen (Kapoor, 2004).

Advertising authenticate and standardized the product in
consumer’s mind, communicates the power and size of
organization, dramatize the product, creates an image of
product, incites short term sales and positively affects the sales
and profits (Kotler & Keller, 2006, Shah and D’Souza, 2009),
contributes in building successful brands (Kapoor, 2004),
introducing a new product in the market (Kotwal, Gupta and
Devi, 2008) and provide information (Vakratsas & Ambler,
1999, Coulter et. al., 2001). Advertising is most cost-effective
and best known form of promotion and valuable tool for
building brand equity (Kotler & Keller, 2006, Belch, Belch
and Purani, 2010); and most visible part of marketing mix
(Coulter et. al.. 2001) and has impact on consumption and
lifestyle of consumer (Pollay and Mittal, 1993), culture
(Ritson and Elliott, 1999; Pollay, 1986), society (Pollay and
Mittal, 1993; Ritson and Elliott, 1999; Pollay, 1986), prices
(Banerjee and Bandyopadhyay, 2003), buying behaviour of
child, family spending (Katke, 2007) and economy (Pollay,
1986, Hennion, Meadel and Bowker, 1989).

Why TV Advertising

Television advertising is the best source of information for 42
per cent Indians making it the best media ever invented (Shah
and D’souza, 2009). Reactions to TV advertisements seem to
be stronger than the reaction to print advertisements (Corliss,
1999). With the benefit of sight and sound, colour and music,
action and special effect, television advertising can be the
most powerful advertising media of all kind (O’Guinn, Allen
and Semenik,, 2002). Television combines motion, sound and
special visual effects through which products can be well
demonstrated and described on television (Etzel et al., 2008).
Economists believe that increased competition leads to lower
prices, thereby benefiting consumers and the economy as a
whole (Kanetkar, Charls and Doyle, 1992). Customers with
Jess time to reach and compare also tend to be more reliant on
advertising for decision making (Dubey & Patel, 2004). Kotler
and Keller (2006) emphasized that properly designed and
executed TV advertisements can improve brand equity and
affect sales and profit. To be successful in global stage, the
marketers must understand differences between countries and
their culture (Lindstrom, 2004) and TV advertisement plays an

importantrolein it.
Television viewership in India

In India, television started functioning as a state owned
medium in 1959 and the first commercial hits the screen of
Indian television in 1978 in black and white to 1982
afterwards first color commercial of Bombay dyeing hits’
television on Doordarshan and to date T.V. advertising has
become interactive (Shah and D’Souza, 2009). Almost every
child and teenager in India watch family programmes along
with other members (Dubey & Patel, 2004). As a result, most
advertisers carefully purchase time for their commercials
during programmes watched by a pgmcular target audience
they consider most likely to buy (Kavitha, 2006).
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Given the increasing influence of T.V. 4 -
consumer purchase behaviour, present researc, 18emen o
isolate those variables which play a key role ¢, ?(;te !
consumers having favourable inc]i“atiOD/preh.C"“_
towards the advertisement and perceives higher in‘gposm()n
T.V. advertisement on purchasing. Therefore if uence o
could recognize perception of consumers regarg}arketers
advertisement influence on buying decision, then Ir:ng Tv
could promote their products and services accOrdmglyarketers

Literature Review

Consumer behaviour are impacted by environmenta] f
like culture, subculture, social class, reference groups (Belolr]s
Belch and Purani, 2010), opinion leaders and fam?l’
(Jethwaney and Jain, 2009). At times consumers themselyes
are not aware of what motivates their behaviour (Shah a4
D’Souza, 2009). For them, advertisement is an important
source of information (Coulter et. al., 2001) and after getting
bombarded by advertisements, consumers develop favorable
and unfavorable attitudes towards advertisements which
influence their brand attitude and purchase intensions (Shzh
and D’Souza, 2009). Their perception towards advertisements
also affects advertising effectiveness (Anderson, Engledow
and Becker, 1978). Shah and D’Souza, (2009) argue that
perceiving the message by consumer depends on receiver’s
skills, attitude, profile, knowledge etc. and hence consumer
perceived influential aspects of advertising has been a
mystery.

As Pollay and Mittal, (1993) puts out “Everyone seems 0 hold
an opinion about various aspects of advertising” (Italics b
original). Coulter er. al. (2001) also communicated the
importance of consumer’s perceived influential aSpCCtS'
“Attitude towards the institution of advertising is a function o,f,
a consumer’s perceptions of various aspecls of advertisim
(Italics in original). Consumers are broadly affected by
various aspects of advertising as it can have both positive®”
negative impact on them (Coulter e. al., 2001)-

Till date only social and economic effects of advertising h&*

been the matter of research (Petrovici, Marinova, ther
and Lee, 2007; Anderson, Engledow and Beckels 19783’ (t)heif
aspects of advertising and consumers’ belief 2" ched
importance in consumer behaviour are yet t0 be reseafitha‘
(Pollay and Mittal, 1993). Pollay and Mittal (1993) o ersonal
any models which do not depicts the cultural effects; P ill be
effects of advertising along with social effect * ons of
incomplete. Petrovici et. al. (2007) broaden the Onzrﬁsiﬂg
influential aspects of advertising by including * " opefs
aspects relating to information, social value, Pl?asure’ polley
to economy, undesirableness, values and misi€? 6w1€dgc
(1986) showed concerned pertaining to Our lack © l(ndly hov?
about various aspects of advertising which undoubt®

an influence on consumers. ising
Though there are studies regarding the impact ofad"/ret:llv 19
effects in countries other than India (Poll2y 2" l
Petrovici and Marinov, 2007; Andrews, 1989; €2
?001)’ at the same time there is dearth | aspe®” |
nternational literature about the influent!® ozt !

adverﬁsmg in India with some exceptions
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1993), Consumer s perception about advertising effects in one
country/culture cammot be generalized since these aspects or
effects vary with culture/countries (Durvasula 1 al., 1993)
On the other hand Yang (2010) concluded that
effects/dimensions of advertising as were given by Pollay and
wittal (1993) were almost similar for Taiwan and further cited
that these €an be generalized to other Asian countries
including China, Hong Kong and Korea ctc., except for India.
However, Andrews et. al. (1991) concluded that students in
India consider social and economic impact of advertising as
very important.

Moreover, the long debated standardization and zdoption
strategy issue in advertising (Agarwal, 1995) depicts that
standardization is not only complex but also considered as
western phenomenon (Duncan and Rzmapraszd, 1995).
(ultural differences shrink the use of stzndardization (Duncan
and Rz 1995; Whitelock and Rey, 199%; Green et
al., 1975) which makes advertisers to adopt different practices
in different countries (Koudelova znd Whitelock, 2001;
Weinberger and Spotts, 1989a, 1989b: Albers-Millers and
Gelb, 1996) and when advertising is zdapted, it is bound 10
produce different effects or influentiz] zspects. Rather Green
¢t. al. (1975) found that appeals used in LS should not be used
in France, Brazil and Indiz. India being different culturally
when compared to western countries always invites individual
treatment for influential aspects, as part of cross culture
difference (Koudelova and Whitelock. 2001).

Television advertising and purchase behaviour
Adveniscmcntplzysavitalroleinmﬁumcingﬂlepmchm
decision for a product (Kotw and Devi, 200%).
Ravichandran & Narayanarzjan, (2004) insisted that
advertisements must bring out jority of the product over
other brands besides being attractive. influencing 2nd
informative. There is a direct link between i towards
advertisement and attitude towards product. Customer rely
on advertisements till they getﬂ:eproducLAdvm;smmsm
doublcedgcdwaponducwdwfaadaz!ad\'emmm
bound 1o create positive attitude if claims of advertisements
corr with the features of a product and vice V2
(/:rl;x;mdcr,zoos;.nhasbecmmc nt marketing
varizble because all competing brands are €5
;V(ith respect to price, d;stribum;ﬂ and P;O:‘“"
" evision
‘hadha & Chhina, 2004). Te on A he audience.

information (Shah & D"Souza, 2009). T
e vl ota and Devi, 2008; Henmion- m‘l‘ aod
s L i Shimp, 1981 Bzu:d‘and Ray. ich
that multiple exposures 1o advernsing '
pgum’clha“ amfln!i’;‘:lcction of products dunng sbop;::si_
ing 1o the importance of adventising in puﬂ:c <,
Zufryden (1987) developed 2 model to measure F
:mlai““‘hip between advertisements 204 purchase bcha’o how
price al. Along with advertising other factors like loy mtze
beh' also plays important role in determining purc
iour (Tellis, 1958)-
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Previous seseasch has helped o identify consumer segments
on the basis of their relative behavioural aspects wowards T.V.
advertisements influence the buying behaviour of ConSumerTs.
Response of consumers having diffesent demographics and
psychographic characieristics possess different predisposition
regarding influence of advertisement on buying decisions.
Thus additiona) research is necessary 1o assist markelers mn
analyzing consumer willingness 10 purchase advertised
product or service by utilizing demographic, Socio-economic.
personality varizbles as well 25 attitude towards the
advertisement and the product itself.

Objective of the study
The following were the objective of the study

(i) To discriminate among the groups of ConSUmMETs 25 PCr
their perception regarding influence of T.V.
advertisement on buying decision.

tostudy'amsigrﬁﬁwndiﬁermexigmg the

(11)
grcnxps,intamsofpredicwr‘-'arizblesmkcn.

(iii) to determine which predictor varizble contribute 10
most of the intergroup differences.

(iv) to suggest marketers appropriale SUalcgy regarding
content of T.V. advertisement that influence consumers

Hypothesis of the Study

Hi: Consumers’ demographics significantly discrimnate the
graq)sofcmmﬂspacehinglawandhighinﬂmof'[\'.
H2: Psychographic aspects of consumer perception for T.V.
advertisements significantly discriminate the groups of
COnSUIETS.
H3:Animdinalaspectsofconam)erpcmcpdonfort\i
advertisements significantly discriminate the groups of
CONSUINETS.

Research Methodology

Sa.q’lblgandDmCollxdon

Haryana is divided into four admimistranive dnvisioms by
Government of Haryana Strict statistical sampling cannot be
applicdinsclcﬂingd)cmspondmxshataswedidno(had
exhausted list of population. In such cases, Cadler, Phillips and
Tybout (1981) advocated the use of convemience sampling
ing in mind the important dimensions of the populanon
The four administrative divisions of Harvana acted as sub
groups or stratz and from these strata respondents were
selected using convenience sampling making the overall
sampling critena as stratified convenience sampling For
proper representation, 1.000 questionnaires were circulated n
formofscbcduk.lnlotalmrcqaondcmsucrefamdﬁtaﬁer
the survey and were further analyzed.

Questionnaire formulation

A pool of 40 simple understandable statements (Kassarjian
1971) relating to how consumers can possibly perceive
adverusing communication so that their response on the same
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could be measured, were collected in the initial stage
(Churchill, 1979) of construct formulation. Keeping in mind
the well established and non controversial importance _of
content of the statements (Strauss and Smith, 2009) and its
relevance as major measure of construct validity (Messick,
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experts, as is advocated by Churchill, (1979), The 5 t

were further refined to 32 statements afte; first | Ment
discussion between authors. These 32 statemep,q y ound ¢
brain stormed with experience survey and |9 Stateme;e agaiy
finalized, out of which 6 statements were relating o, "oTe
the perceived influence of T.V. advertisement gy py, ~ 2SUre

1955), experience survey of expert professional (Messick, :ables in stud . Urchag;
X : ~agin
1955) was consulted for generation of pool of items. ~ used as de%e?j(:::;va;)e}llics we:e kZptS?ES;Eve queStIOHSIikgé
Judgmental sample of professors from Guru Jambheshwar ~ income ant Maﬁ) ira, 2008) € second py, of
University of Science and Technology, dealing in advertising questionnaire ’ .
and communication were included in experience surveys as
Demographic Profile of the respondents
Table 1: Demographic Profile of the respondents
—
Proportion of th
Demographic Frequency sample (%) ¢
Gender Male 420 30
\.
Female 420 30
Total 840 100.0
Age Up to 40 314 374 ]
41-50 381 454
Above 50 145 17.3
Total 840 100.0
Education Up to 10th 224 26.7
Up To 12th 107 12.7
Graduation 339 40.4
P.G. 170 20.2
Total 840 100.0
Income per Annum Up to 1lakh 252 30.0
1-3 lakh 335 39.9
Above 3 lakh 253 30.1
Total 840 1000 |
Occupation Business 205 24.4 I
Professional 50 6.0
Service — |
334 398 A
Housewife 6 8 8.1
Agriculture 183 218
Total 840 100.0
(Source: Primary data)
Statistical technique used &

Demographic profile of respondent.s was analyzed using
frequency distribution. Total sample size is 212. Table 1 shows
the demographic profile of the respondents. Age, gender,
educational qualification, occupation and monthly household
income constitute the demographic profile of the respondents_
Most practiced index of internal consistency in social sciences
researches on multi-item measures, the cronbach’s alpha
(Schmitt, 1996) was used to c'heck reliability in present study.
The cronbach’s alpha statistic fqr 19 statements was 0.75]
showing that scale is reliable. Besides these techniques, mean,

variance, standard deviation was calculated and
various stages of data analysis.

Factor Analysis f
0
To brir_‘g down the statements to manageable ]ezzlenfs
dimensions, factor analysis using principal cortE used
method of factor extraction with varimax rotation ¥*
€ value OfKMO measure of samplmg adequacy co 1o be

to be 0.845 and Bartlett’s test of sphericity was founlied o
(Silagtl;lﬁcant, depicting that factor analysis can be apP

y
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advertisement
mm: Factor and Vartahles ; : ;""":‘
[ ——— Influence of ad on purchasing(Chronbac g~ 530) l
% Most of the times, | make up my mind to purchase the products on the basis of its advertivements " 0.74%
_Y_'______M-.’.'f'_‘.’f”,if‘f'_m’,'."."’_ - | : 0645
_\l_ft I feel that exposure to TV mly&r:rrrlin_cnw':‘:_l hn? enhanced my involvement in purchasing. )l'_’ 550 |
V3 No doubt, 'I'szuﬁlycyl'i,ucnmm increascs the frequency of purchase, ] ’;C“4’.,- o
V7 I feel some 'l’\QNﬂlv‘crlincmcnl have their ihuﬁm;l on my mind, . ? ’//"/’.,: o
W7 Dueto TV ad cxpcmur&l_hzyc started cxpcrinﬁ:nling new products, T ’//35’7/” ]
Autitudinat influence(Chrombac a3 ]
V18 Due to TV ad exposure, people have become more materialistic, Jr 0.649 )
V16 I feel TV advertisements make the purchase of the product easier, a [ 0.5%7 |
V19 I feel that TV advertisement ]H;)UI]I-Y‘I;“:!I individualistic attitude among people, ] 0.57% |}
Enhancc: consciousness and believability(Chronbac o~.654) |
V32 Quality of product is as good as cxpected from TV ads, 0.654 4
V10 I feel TV advertising has made people more health conscious. 0.494 gn
V14 [ feel my behaviour is influenced by TV advertising. 0.466 |
Vo Due to TV advertisement exposure, | have started living better amenitics of life. 0.463
V1] I feel that possession of well advertised brands make my social status. 0.461
V35 TV ads help me to find the best products. 0.424
Adverse influence of TV ads(Chronbac a= .536)
V26 I feel people consume unhealthy food duc to TV ads. 0.731
V28 I feel TV advertisements are taking pcoplc away from their own culture. 0.652
V25 [ feel watching ads on TV is a wastage of time. 0.613
V3] I believe that due to TV advertiscments, rational decision making has reduced. 0.543

Source: Primary data .
Extraction Method: Principal Comp.oncntAnal)‘/sw.‘
Rotation Method: Varimax with Kaiser Normalization

The basis for factors extraction was kept as the cigen value of
1.0. Principal component analysis extracted 4 factors

i 9 ial
explaining 2 i 53 per cent of variance. In socia
peningempros el ) lained is useful and

sciences studies 50 per cent of variance €xp

can be taken ahcadp(Zenk and Eckhardt, }970). Fo;;r facto:;‘
extracted after application of factor analysis were ‘Inﬂ uenes of
T.V. advertisements on purchasing, am'tudmal A
T.V. advertisement, T.V. advef“s"f"erlt enha’?'cvc
consciousness and believability, Adverse influence of T.V.

advertisement

Predictor Variables '
The focus of the current study was (0 i'dcn't ify “(hc';ll;‘l:;: 233;3
demographics, psychographic and attitudinal ;?r'lis of their
discriminate between consumers on 1h,ed ‘:iscmcm on
Ecrception regarding influence O lTa\;,' &,chemographic
Wyin resent stu ;

ying decision. In the p and income per annum of

iables namely

vari; lion
ables namely educa hographic vari

consumers, and three psyc¢

enhance consciousness and believability, attitudinal influence
and adverse influence of T.V. advertisements was taken as
predictors to discriminate the three groups of consumers
formed on the basis of their perception regarding influence of
T.V. advertisement on buying decision.

Discriminant Analysis

Discriminant analysis generates discriminant functions on the
basis of observations of already known group membership to
discriminate these observations into the specified groups in
terms of predictor variables (Glen, 2011). Discriminant
analysis enables the researcher to derive the linear
combinations of two or more predictor variables that
discriminates between the priori defined categories of
criterion variable (Malhotra, 2008). Discriminant analysis was
utilized because it is a highly useful tool when aim is to
understand the differences in buying behaviour of various
groups of buyers. Consequently multiple discriminant
analysis with direct method for entering predictors was used.
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To ensure validity of discriminant analysis and how well the
predictors classified cases and discriminate between the three
groups of cases, leave one out cross validation method was utilized
to validate the discriminant functions obtained. Hit Ratio, which
means percentage of cases correctly classified, was determined.
Classification accuracy achieved by discriminant analysis should
be at least 25 percentage greater than obtained by chance in order to
make discriminant analysis valid (Malhotra, 2008).

Results and Discussion

The objective of the data analysis was to discriminate
consumers (using demographics and psychographic variables

Vol. 10 No. 2 & Vol. 11 No. 1

of consumer pc?
Jow and high 1

decisions. Respon ‘ .
e Jow, medium and high influenc, o%r(}ups

July-December 2016 & Jan

~June 2017

umer percep’don for T.V. advertisementg Sorea
nfluence of T.V. advertisemen, or ccw?ng
dents were classified in to three Wying

perceiving ) o, .

advertisement on buying decisions. Question of interex,

whether respondents perceiving low, medium ol }Slt is
1

influence O
differentiate

enhance consciousness &b

£ T.V. advertisement on buying decjs;
d in following predictors T.V. adye
elievability, T.V. ady

on cap be
TtlSements
ertisemem

have adverse influence on con.sumers,'Attitudinal influence
T.V. advertisement, and education and income of respondem: f

Table 4 Group Statistics (Means and Standard Deviation)

Influence Predictor Variables Mean S_td'. Number of
of and on Deviation Respondents
purchasing
Low (1) Education 2.5917 1.19459 172
Annual household income 2.0278 .82175 172
Attitudinal influence 2.8750 .88003 172
Enhance consciousness & believability 2.4815 .77346 172
Adverse influence of T.V. Advertisement 3.5938 .80975 172
Medium (2) Education 2.6253 1.07101 311
Annual household income 2.0292 .76453 311
Attitudinal influence 3.5063 .65506 311
Enhance consciousness & believability 3.0693 .56895 311
Adverse influence of T.V. Advertisement 3.3206 69529 311
High (3) Education 2.4342 1.08320 357
Annual household income 1.9636 77989 357
Attitudinal influence
: 3.8478 .64200 357 |
Enhance consciousness & believability 3.5747 57167 3&/
Adverse influence of T.V. Advertisement 3.4041 .68342 357
Source Primary Data
matrix

Table 4 presents the results estimating mean values for three
group discriminant analyses. Groups mean table indicates that
enhance consciousness & believability, and attitudinal influence
appears to separate the three groups of respondents more widely
as compared to other predictors namely adverse influence of TV,
advertisement, education and annual household income. Group
1,2, 3 have almost equal values for annual household income.

Exe'nnination of pooled within group correlation
indicated some correlation among enhance cons
believability and attitudinal influence and adverse
T.V. advertisement. Education had some higher ¢
with annual household income. But correlations are Of

ciousness

influence?
OIT elaﬁoﬂ
Jower

side, so multicollinearity was not a matter of concern-

Table 5 Wilks' Lambda and tests of equality of group means

S;Hce Primary Data

Predictor Variables Wilks' Lomida . 50
Education : T — —
Annual household income o —~
Attitudinal influence ‘TS 729 .

i ievabili 856 70.225 1000
Enhance consciousness & believability o -
Adverse influence of T.V. Advertisement — 134.010 .0

988 5.038 007
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The significance attached to the F ratjog indicated wh
predictors were considered individually, T.V. advertiseme etn
enhance consciousness & believability, T.V. adver‘cisernn "
have advef§° influence on consumers, attitudina] inﬁuenceentt‘
T.V. advertisement, and education of respondents were f ¥
to be significantly diﬁ'erentiating am o

ong the three groy
respondents, whereas annual household incomegrdidpsngtf
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differentiateq

thre oy
when valyes € groups of respondents significantly. But

: of Wilks’ Lambda was analyzed for these
Pre_dICtO{S they indicated that enhance consciousness &
bf’.hevab']ljt‘y and attitudinal influence were found to be
filfferennatmg consumer groups more as compared to Adverse
influence of TV, Advertisement and Education.

Table 6 (a) Canonical Discriminant Functions (Eigen values)

Diézm:nt Eigen value % of Variance Cumulative % Canonical

of variance correlation
Function 1 390° 95.6 95.6 530 I
Function 2 018" 44 100.0 133 I

b. First 2 canonical discriminant functions were used in the analysis

Source Primary Data

As there were three groups, a maximum of two discriminant
functions could be extracted (Malhotra, 2008). The eigen
value associated with function 1 is .390 and the first function
accounted for 95.6% of the explained variance. The second

function had a small eigen value of .018 and accounted for
only 4.4% of the explained variance. As the eigen value
associated with the function 1 is large as compared to function
2, first function was superior to second (Malhotra, 2008).

Table 6 (b) Significance of Discriminant Functions

Test of Wilks' Chisquare df Sig.
Function (s) Lambda
1 through 2 707 290.024 10 .000*
2 .982 14.983 4 .005*
Source Primary Data

*Significant at 0.05 level of significance

To test the null hypothesis of equal group means for
all discriminant functions, the significance level is esnmate(}
on the bases of chi-square statistics. In table 6(b) testse?e
functions 1 through 2 indicates that both the functions wed
considered simultaneously and no functions were remp;_ s‘
This resulted to the value of 290.024 for chi-square statistics,

which is significant at 0.05 per cent level. Thus the two
functions together significantly discriminated among the three
groups. When first function was removed, second function
alone also significantly discriminated among the three groups.
So both discriminant functions contribute significantly to
group differences.

Table 7 Canonical Discriminant Function Coefficients

Source Primary Data

. . eriminant function
Standardized and unstandardized dtlgiri:an;t for enhance
coefficients indicated a large ¢o¢

- 1.1 influence, and
o tudinal influ
consciousness and believability, aiid ag:lcatiOn and adverse
income on function 1, whereas €

Standardized Unstandardized

Predictor variables — Fanction 1 Function 2 Function 1 Function 2
-.010 -.33
Educat -.011 -.358 05 0440
ucation 034 12 K
o .097 :

Annual household income s 469 648 -.698
Attitudinal influence . '793 340 1.344 575
Enhance consciousness & bew—'—(ﬁa' 794 -.099 1.134
Adverse influence of T.V. Iid_"e_m_seﬂfr_lt;——f _ -6.566 -2.430
Constant I

influence of advertisement have higher values of coefficients
for function 2. In Standardized discriminant function
coefficients, for function 1 enhance consciousness and
believability is the most important predictor discriminating
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wmong the groups, followed by attitudinal influence, annual
household
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among the groups, followed by enhance cop
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Attitudinal Vinﬂucncc

Ldueation

Annual household income

ili al houschold income, ed SCiousnegs
Income, edueation and adverse influence of pchcvablllty, annua : ucat"’“,attimdinal
ndvertivement, For function 2 adverse influence of  influence.
advertivement ix most important predictor discriminating
Table 8 Structure Matrix
Function 1 W
) ) . ~ e : \
Enhance consclousness & believability 904 267
, ' B
652 -333
Adverse influence of T.V, Advertisement -.049 783
-.110 380" —_—
-.056 -.168 o
*Largest absolute correlation between each variable and any discriminant function

Variables ordered by absolute size of correlation within function

Source Primary data

Function 1 is associated with enhance consciousness and
believability, and attitudinal influence. So the consumers
perceiving higher attitudinal influence of T.V. advertisements
and considering higher impact of T.V. advertisements on
enhancing consciousness and believability are likely to
perceive higher influence of T.V. advertisement on buying
decisions and more likely to purchase advertised products.
Conversely those with perceiving lower attitudinal influence
of T.V. advertisements and considering lower impact of T.V.

advertisements on enhancing consciousness and believability

are not likely to purchase advertised products. This

interpretation was further supported by examination of group

means on consciousness and believability and attitudinal

influence, so it supports the H2 (hypothesis 2) and H3
(hypothesis) which states that psychographic and attitudinal
aspects of consumer perception for T.V. advertisements
significantly discriminate the groups of consumers.

4

2+

Function 2
3

.
N
L

Source Primary data

Figure 1 further indicated that function 2 tend to discriminate
group 1 from group 2 more as conlnpared to group 3. Function 2
is primarily associated with adverse influence of
advertisement, education and annual household income.
Function 2 has positive correlation with adverse influence of
advertisement and negative correlation with education,
Group! has higher values for adve.rse influence of
advertisement and lower values for education as compared to
group 2 and group 3. It means that group 1 consumers percejve

Influence of T.V.
Advertisement on
Purchasing

Olow(1)
O Medum(2)
High(3)

heredS
that T.V. advertisements have more adverse influence. ‘;tie:’of
group 2 and group 3 consider adverse influe 2
advertisement at the lower level. Also consumers (;Z-ld catio?
and group 3 are more educated than group 1. But means
has low correlation value in structure matrix, which adver™®
floes not discriminate the three groups as$ like the B
influence of advertisement. Income did not Sert;lue, ¢
Eroups of respondents due to smaller correlation ¥ ofs

rejects the H| (hypothesis 1) which states that Cons
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demographics significantly discriminate the groups of
consumers- So adv;rse mf!uence of advertisement is thepmost
rominent dimension which discriminated three groups of
consumers for function 2 .This interpretation is further
Strengthened by table 4 (group means) and table 5 (Univariate

F ratios)-
validity of discriminant analysis

The classification results based on analysis sample indicated
that 59.3% cases were correctly classified. Leave one out cross
validation correctly classified only 58.1% cases. It indicates
that discriminant analysis is satisfactorily valid.

Conclusion

ed which demographic variables and attitudinal
and psychographic aspects of advertisement discriminate
consumers perceiving different level of influence of T.V.
advertisement on buying decisions. Study found that enhance
consciousness and believability, and attitudinal influence were
prominent ones significantly discriminated the groups of

consumers. Out of these two, enhance consciousness and

believability is most significantly discriminated the groups of
consumers. Third variable adverse influence of T.V.

advertisement although significantly discriminated the groups
of consumers but not as strongly as the first two. Out of
demographic variables undertaken only education differentiated
groups of consumers but it differentiated only first two groups
not the low(1) and high(3) group (Table 4) and also due to its
low discriminant loading with function 2, education of
respondents could not be considered as sigmﬁcantly

discriminating among groups of consumers.
Marketing Implications

Study exemplifi

Television advertisement plays 2 vital role in introducing 2
product or reinforcing the familiarity of the product and also
able to convince about the purchase of prod
marketer, it becomes evident to determin€

ate one group ©

associated with the consumer which discrimin g
le predisposmon for the

consumers havin favourab
advertisement inﬂﬁence on buying decision frorm anom‘:l;n'lt-t;
study proved out to be the statistical support for the tcl:jollll D e
advertising. Study found rtisements :Scfousness
higher attitudinal influence ¢ and services
iﬂd believability of consumers 10 Odl:;s much more
eing offered will be ab - i t
effectively as compared to the advertlsement Whl‘il dgtzsnggl
have the same content and will be able ‘:jeverlt)isemeﬂt
buyers into actual ones. These tWO ?,sgect-‘_‘» Oftzlze consumers
were found to be significantly discrlrnlﬂi’;m%vertisernent on
perceiving low and high influence of 1-V- athose aspects 0
purchasing. So marketers need to focus Oh dinal influence
advertisement which will impart higher. 2§ttltuf onsumers for
and enhance consciousness and beli?vablhty ore
the product and service being advertised-

Scope for Future Research

The present study is elementary
f?;using on various possible !
affecting the consumer an

the behaviour. This study is addressing o
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aspects of advertising. but there are many 2 moderating facsors
like information acquisition and hedonic benefits (Petrovics
and Marinov, 2007), cognitive responses (Batrza and Razy.
1986), emotions (Holbrook and Batra. 1957). visual imageTy
me'DS et. al., 1993), mood, TV prograin in which advertising
is given (Goldberg and Gomn. 1987) which affects the
advertising affects. Studying these additional influential
affects of advertisement will further examine I
understanding of consumer’s perception of advertisi
Because only a few dependent variables were used 1
study, the findings may Dot apply to consumers’ groops
general. Furthermore, other explanatory varizbles or third
variables may account for the findings. While this study does
not provide answers 1o all questions regarding television
advertising effects to assess consumers’ perception towards
television advertisements’ influence on buying decisions.
through the use of more predictor variables in the study ke
hedonic benefits, cognitive responses. emotions, mood czn
help to further generalize the study.

the
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