
GJRA - GLOBAL JOURNAL FOR RESEARCH ANALYSIS  X 42 

Volume-3, Issue-8, August-2014 • ISSN No 2277 - 8160

Research Paper Commerce

The Influence of Various Adverdisement Media on 
Buying Decision Among Women

(With Special Refeence to Coimbatore City)

D. Ramesh Kumar
M.com.,M.phil.,PGDCA, (Ph.d) Assisstant Professor, Department Of B.com(Ca)
Sri Ramakrishna Mission Vidyalaya, Periyanaickenpalayam, Coimbatore
Tamilnadu, India

Dr. S. P. 
VIJAYAKUMAR

M.COM.,PGDCA, M.PHIL., Ph.D, Assistant Professor, Department Of 
Commerce, Government Arts College(Autonomous), Coimbatore
Tamilnadu, India

Today’s modern era is a world of huge competition it has made advertisement the more important. Without 
advertisement there are lots of worthy things around our life, become unnoticeable. In my view advertisement has great 
impact on people behavior. Advertisement creates needs. I get urge to purchase that particular thing.  For example, I 

have mobile it is working properly but after seeing advertisement of another mobile with more feature. I want that mobile, now advertisement 
are the best way to create needs among consumers on the basis of this concept the research is done to know the influence of advertisement 
specifically on buying decision among women.
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1. INTRODUCTION
Advertising is one of the key activities and an essential precondition 
for selling,it is form of communication  to publish business offers 
to the target customer equally important as producing something 
using raw materials or as capital, manpower,planning,organizing.
Advertising encourage or persuade an audience (viewers,readers or 
listners;sometimes specific group) to take new action.depend on cha-
recteristics and attitude of society the advertisement  influence by 
number of ways such as try to purchase new brand, changing fashion, 
good image about the product, changing the consumer buying deci-
sion in respect of impact of advertisement. 

2. OBJECTIVE OF THE STUDY

 To know the affect of the advertisement.
 To analyze what type of advertisement affect the women’s.
 Which type of advertisement greater impact
 To give suggestion regarding advertisement.
 
3. METHODOLOGY:    
The methodology is based on the primary and secondary data. Prima-
ry data are collected through structured questionnaire. Totally hun-
dred questionnaire are prepared for collecting data from respondent. 
Secondary data are collected from reputedjournals, books and web-
sites.

Tools and Techniques: 
To analyses the collected data the tools used

1. Simple percentage
2. Chi-squareto know relationship between selectedvariables
 
Chi-square = (O-E)2/E
Where, O=observed frequency
E=expected frequency

Inferences are made by comparing calculated value and table value of 
Chi-square at 5% level of significance.

4. LIMITATION OF THE STUDY
1. Thestudy is restricted to the Coimbatore city
2. The data are collected through questionnaire so the results  

are varying according to respondents.
3. The analysis is based on the answer of respondent.

5. DATA ANALYSIS AND DISCUSSION 
SIMPLE PERCENTAGE 
TABLE: 5.1 INCOMES OF THE RESPONDENTS 

INCOME NO OF RESPONDENT PERCENTAGE

Up to 50000 32 32

50001-100000 40 40

100001-150000 28 28

TOTAL 100 100

 
The Table 5.1 shows income wise classification of respondent out of 
100 respondents. 32 percent of respondent are in the income group 
up to 50,000. 40 percent of respondent are in the income group of 
50001-100000. 28 percent of respondent are in the income group of 
100001-150000.

 
TABLE: 5.2RESPONDENTS URGE TO TRY A NEW BRAND

TRY A NEW BRAND NO. OF. RESPONDENT PERCENTAGE

YES 68 68

NO 32 32

TOTAL 100 100

 
The table 5.2 shows the classification of respondent urge to try a new 
brand out of 100 respondents. 68 per cent of respondent are says yes 
and 32 per cent of respondent are says no to urge to try a new brand.

TABLE: 5.3AGE OF THE RESPONDENT

AGE NO OF RESPONDENT PERCENTAGE

16-21 40 40

21-26 34 34

26-31 18 18

31-36 08 08

TOTAL 100 100
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The Table 5.3 Showsage wise classification of the respondent out of 
100 respondent 40 per cent of respondent are in the age group of 
16-21, 34 per cent of respondent are in the age group of 21-26, 18 
per cent respondent are in the age group of 26-31, 08 per cent of re-
spondent are in the agegroup of 31-36.

TABLE: 5.4RESPONDENT OF AFFECTNESS OF ADVERDISE-
MENT

AFFECTNESS NO OF 
RESPONDENT PERCENTAGE

RECALL 16 16

POSITIVE IMPRESSION 24 24

INTEREST 38 38

DESIRE TO PURCHASE/EXPLORE 22 22

TOTAL 100 100

 
The Table 5.4 Shows classification of the respondent for affectness of 
advertisement out of 100 respondent. 16 per centof respondent are 
in the recall,24 per cent of respondent are in the positive impres-
sion.38percent respondent are in the interest, 22 per cent of respond-
ent are in the  group of desire to purchase/explore.

TABLE:5.5MEDIA GETS  RESPONDENTSATTENTION

MEDIA GETS RESPONDENT 
SATTENTION NO OF RESPONDENT PERCENTAGE

Print 28 28

Radio 24 24

Television 36 36

Word of mouth 12 12

total 100 100

 
The Table5.5 Shows classification of the respondent for media gets 
your attention out of 100 respondent. 28 per centof respondent are in 
the print media, 24 per cent of respondent are in the radio media,36 
per cent respondent are in the television media , 12 per cent of re-
spondent are in the  word of mouth

CHI-SQUARE
Table: 5.6 RELATIONSHIP BETWEEN INCOME ANDURGE 
YOU TO TRY NEW BRAND

INCOME YES NO TOTAL

UPTO  50000 18 14 32

50001-100000 32 08 40

100001-150000 18 10 28

TOTAL 68 32 100

 
H1: There is relationship between income and urge you 
to try a new brand
Degree of freedom: (3-1) (2-1) = 1 
Table value x2: 3.84
Calculated value x2:  4.852

The calculated value is 4.852 is higher than the table value at 5% 
significant level so the hypothesis is rejected There is no rela-
tionship between income and urge you to try a new brand

Table: 5.7 RELATIONSHIP BETWEEN AGE AND AFFECT-
NESS OF ADVERTISEMENT

AGE RECALL POSITIVE 
IMPRESSION INTEREST DESIRE TO 

PURCHASE TOTAL

16-21 2 14 18 6 40

21-26 6 4 14 10 34

26-31 4 6 2 6 18

31-36 4 -- 4 -- 08

TOTAL 16 24 38 22 100

 
H1: There is relationship between age and affectness of 
advertisement
Degree of freedom: (4-1) (4-1) = 9
Table value:16.9Calculatedvalue: 24.514

The calculated value is higher than the table value at 5% significant 
level so the hypothesis is rejected.There is no relationship between 
age and affectnessof advertisement.

6. FINDINGS
1. Majority of the respondent are says yes to urge to try a new 

brand.(68%)
2. Majorityof the respondent are in the age group of 16-21.(40%)
3. Majority of the respondent are in the group of interest.(38%)
4. Majority of therespondent are in the income group of 50001-

100000.(40%)
5. Majority of the respondent are in the television media.(36%)
6. There is no relationship between income and urge you to try a 

new brand.
7. There is no relationship between age and affectness of advertise-

ment.
 
7. SUGGESTIONS
1. To give more attractive means of advertisements.
2. Advertisement should be influence between all age group.
3. Advertisement should be in meaningful
4. The way of advertisement should me understandable.
5. Advertisement should not give false news about the product
 
8.    CONCLUSION
In every walk of life we findadvertisementinradio,television,newspa-
per, mobile even when one reading electronic mail,she can findad-
vertisements in his mail box.It has tremendous influence on society.
Advertisements create needs. It tries to influence human behavior-
again it depends on our maturity that what message we should take 
fromadvertisement.In this I conclude  television made a attention 
on advertisement, they try to urge for new brand, it create a interest 
among the society.


