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Abstract
Advertisement plays an important role in modernasrd shapes the attitudes and perceptions
of individuals and society which strikingly influe@s the customer buying behavior along
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with advertisement. This study helps to investighteimpact of advertisement and consumer
perception on consumer buying behavior. The impastbeen seen by the data obtained from
the consumers of Gujranwala, Pakistan. Questioarsirvey was conducted to obtain data
from randomly selected University of the Punjabit Gniversity, Punjab College for women,
Lahore grammar school and common consumers. A saofphbout 150 respondents was
obtained in a period of one month and their respengere further tested on SPSS software
by applying different statistical techniques. Thlesults revealed that advertisement and
consumer perception both have a significant pasitielationship with consumer buying
behavior. The research showed that the impactwd#ridement on consumer buying behavior
is greater than the impact of consumer percep@onsumer perception has positive but weak
influence on consumer buying behavior. Moreoveg, study implies that consumer buying
behavior can be enhanced with rich quality and toreaadvertisements and by building
positive consumer perception through strong mankestrategies. Practical implications,
research limitations and the future study diredialso have been given at end of the paper.
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I ntroduction

In today’s era advertisement is of great importaticis the essence of any product or brand.
Advertisement can lead it to the epitome of sucamsso the diminishing layers of its
existence. Advertising, when done in a proper vieag, surefire way to attract a large volume
of the target audience in one shot. Only those ymrtsdor brands become popular who put a
brave show of their product. Advertisement can beedthrough different media. Some of
majorly used are print medium (newspapers, magsaziaed brochures), outdoor medium
(billboards, events) and broadcast medium (telemisiadio. the internet). On the other hand
the consumer behavior research has acknowledgeathfftetance of consumer perception in
consumer behavior. Any business can get on the abadccess when it attracts and retains
the consumers with profit and this goal is achiewddn company builds a strong consumer
perception for its product or service. Consumec@gtion plays crucial role in determining
the behavior of customers. Consumer perceptionbsamuilt through a number of ways
which include appearance, feel of the product,epriguality and by fulfilling the promise
made by the product and previous experience. Mareperception can also be created
through different sessions with the customers, ing them a platform to express their
views, as brands on facebook are perceived béttalt. gives the consumers the confidence
and they feel good about the product. A persuaatsertisement and positive consumer
perception, tempts the customer, and all this meouesty influence the buying behavior of
customer.

Internationally, advertisement is considered thmerfactor for the success of any business.
It ranges from simple words of mouth to the fulbwh marketing campaigns. Enormous
efforts and money is invested in composition ofeaspasive, compelling advertisement. On
the other hand consumer perception is also deersegna of the strong marketing tool
through which a company can successfully reactomsumers. Once the company knows the
psychology of how the consumers make their decjisionan really help improving their
marketing strategies. The process of building gmion starts with stimuli. Pleasant,
unpleasant, surprise and contrast (to surroundingsyome of the marketing stimuli to build
consumer perception. Positive consumer percepsidelieved to be a sure way to increase
the buying patterns. Consumer perception is alseeldped globally by engaging the
customers in variety of activities, by creating Itiga opportunities for the customers, by
fulfilling social responsibilities and by puttindhé customer needs above all. Through
different advertising tools and by developing pusitperception the customers are made to
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believe that product belongs to them which builtsirt confidence towards the product and
significantly improves the buying behavior.

On national level the scope of advertisement iy \eight as it has grew a lot in last ten
years. Advertisement is considered as the most ratipe instrument to market any

company’s product. Marketers with the passage ik tare becoming more and more
responsive towards the medium of advertisement raakling substantial efforts to shape
affirmative consumer buying behavior by construgtipositive perception in mind of

consumers through means of effective advertisep@ities. Despite the economic recession
and financial crises prevailing in country the neek are not ready to compromise on
advertisement budgets and consumer needs.

The selection of advertisement strategy entirelpedels on what kind of perception the
company wants to build in the mind of consumer. Whan affirmative perception is
developed the consumers are more inclined to théyst. They make efforts to transform the
perceived thoughts into action and actually buy expkerience the product and if the product
goes with customer’s perceptions then a long lgspositive value is built with all the
products of that brand. Hence effective commumicativith customer through strong
advertisement strategies and through open discwussswocial platforms and feedback is the
main key to profit in modern age. Persuasive ads gonfidence to the consumer and build
trust towards the product being advertised. Allltllgeguns have made significant attempts to
ensure quality advertisement and fabrication afrgfrconsumer perception through suitable
ways that positively affects the consumer buyingaweor because people get knowledge
about product through advertisement and other ptiomal tools and develop perception
through company’s activities and his previous eiguexe with that company and past
purchase accordingly. Considering the importancecafsumer perception in consumer
buying behavior companies are focusing on condgctire research to study consumer
perception and preferences more deeply.

Quality advertisements and optimistic perceptiaranin keys to survive in this fast moving
era. It doesn’t only help in retaining the existitigstomers but also boosts the profit margin
by bringing prospects towards the product. In lighthis discussion one can assume that the
advertisement and consumer perception have signtficelation with consumer buying
behavior.

Literature Review

According to Anand et al (2009) every advertisemettategy includes two main
characteristics which are targeting and informatimontent of the advertisement. The
information is presented to the target audienceutlin firm's selected advertising medium.
Furthermore Byzalov et al (2004) revealed that oorey gets enough informed about product
when he is more exposed to a product’s advertiseangh this results in lessening the risk
involved with product and this factor is calledaatvertising role of risk reduction. Moreover
Hanif et al (2010) observed that the key to custosaéisfaction is when his needs and desires
are fulfilled and proper services are provided, @ooer fair pricing also leaves impact on
customer. According to Hamilton et al (2009, Augushen a firm participates in generic
advertising programs, it has a significant impatfion’'s market performance. According to
Shachar, R., & Anand, B. N. (1998) too much expeemds of TV networks on tune-in seem
unnecessary but in actual these advertisementy iefilence the decision of audience for
what to watch. De Mooij, M. (2003) also elaboratiealt the divergence in consumer behavior
that leads to variation in consumer’s choices iforhadue to cultural difference that usually
results in different consumption pattern. MoreoX&ang et al (2002) observed that the
reliability, personalization, ease of use and ax@&e the factors that are considered by both
internet purchasers and non purchasers. So inteasetd companies must give importance to
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these services. Moreover credibility and availapilare also important factors to be
considered. Ackerberg, D. A. (2001) also argued #mdvertisement containing product
information influences prospect’s opinion aboutdarct, while advertisement with prestige or
image effects influences both prospect’s and prodsiers opinion about product. According
to Barroso, A. (2008) when the sale of any produocteases, it is because the consumer is
aware about the product’s value and this pointcisieved through efficient advertisement
about product. Furthermore, Kihilstrom et al (19&tpued that there are cases when
advertisements with no product information stilfleet quality and this is when market
mechanisms create positive association betweengrodality and advertising expenditures.
According to Hoch et al (1986) advertisement playsignificant role in deciding product’s
guality when the physical evidence provided for pneduct is somewhat ambiguous. Tsang
et al (2004) also stated that mobile advertisensenbt so affective medium to convey the
message to consumers unless consumer himself herified to any kind of mobile
advertisement servicéloreover Weilbacher et al (2003) elaborated that ddvertisement
only adds value to what customer has perceivedlearthed about the brand and the main
advertisement task is to present the whole acdemient idea in a way that product always
stays fresh in mind of customerslohr et al (2001) identified a different dimensiam
consumer perception that consumers prefer thoses fisr organizations that are socially
responsible and make charitable donations. Theathiehavior of organizations increases
the inclination of customers towards theAtcording toKacen et al (2002) emergingr
commerce has provided consumers so many impulsivehasing opportunities but some
cultural aspects temperate the consumer’s impulgiwvehasing attitudeMoraga-Gonzélez
(2000) also explained that informative advertismdesigned when consumers are capable of
evaluating quality of product, and they give coesidion to quality of product and cost of
advertisement is highLi et al (1999) analyzed that demographics, charkmeiwledge,
shopping orientations and perceived channel esliare the important factors that must be
taken into account while analyzing consumer onloging behavior. Also the education,
convenience and experience are important to cawoferhile discussing online shopping
attitude.According to Elliott et al (1994) country of regiamimportant predictor of product
quality as imported product is more preferred wloeal product is considered of low quality.
But consumer pick local product when price, techhieatures, and brand name are invariant.
Raj S. P. (1982) also examined that consumer psectiar a product increases when
advertisement for that product increases and tiisease is due to high loyalty. While
increase in advertisement doesn't affect low laydtomers purchases so much. According
to Wogalter et al (1991) product warnings and caorests willingness to read those warnings
is one of the important factors through which costes forms hazard perception about
product.

Becker et al (1993) analyzed that the impact otioomsr utility, the level of competition in

the market for advertised goods and the induceidti@n in prices are some deciding factors
to judge whether huge or little advertisement guieed. Holbrook et al (1982) also discussed
that in order to analyze consumer buying behavioremdeeply, one must go through the
pattern of experiential aspects of consumer behasimh as fantasies, feeling and fun
associated with product because these leave a ignpatt on consumer buying behavior.
Deighton et al (1994) suggested that advertisinghtmiesult in switching from one brand to
another brand but it does not influence purchase od consumers. Anderson (1973)
suggested that when product actual performance muaseet consumer’s high expectations,
it generates unfavorable and negative product imAgeording to Sirgy et al (1982) self

concept of consumer about the product is an impbogeedictor to judge consumer attitude
and consumer preference about the products. Mordeetty et al (1983) described that the
central and the peripheral routes of the persuaaienequally important to bring effective

results from any advertisement but which route hose to advertise a product entirely
depends on the level of the involvement (investnrequired to get hold on the product).
Central route of the persuasion works where probasthigh involvement as in this case the
consumers focus more on the informational contéoutthe product. Peripheral route is
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adopted when the product is of low involvement anduch scenario the use of celebrities
and common citizens as endorsers in the advertigemmas the positive effect on the
consumer attitude toward the product. Smith ef@88) also presented a marketing scenario
in which the influence of direct and indirect expace is revealed on the consumer’s attitude
and behavior consistency. The direct experienderins of product trail leaves a remarkable
impact in shaping attitude and behavior of the ooy towards purchase decision. While the
indirect experience which includes advertising adpct has comparatively lesser impact on
attitude and behavior consistency of consumer. iditg et al (1986) proposed a different
view in shaping consumer behavior that the impagamf camera angle in product
advertisement for seeking the attention of audiebifferent camera angles have different
impact on audience. The camera angle is the mdisieirial factor when the audiences’
processing motivation is not very high. In caséoef processing motivation the camera angle
that makes the audience to look up at the produbighly favorable, moderate results are
obtained when angle enables the product to beipsit at eye level and the least favorable
results come when audience has to look down gprib@uct. But in case of audience having
moderate processing motivation the eye level camegies work best. Childers et al (1984)
acknowledged the importance of picture for any pobcadvertisement and said that it has
great impact on consumer memory. The pictorialgads really incredible results in scenario
of immediate and delayed recall tasks where app&eatures are focus of processing. While
verbal works only in case of immediate recalls ahasses its value when the delayed recall is
required.

Mela et al (1997) also studied the long term outeoaf the advertisement and the
promotional activities on consumer choice of braffte model says that advertisement plays
a major role over time in making the consumer |@ése sensitive while in comparison the
promotional activities are one of the importantsesiof making the consumer more sensitive
towards price and the promotion of the productsTgattern is observed in both loyal and non
loyal consumers but it is observed more widelyha hon loyal consumers. Ackerbergm D.
A. (2003) also revealed that advertising is a geeairce of product learning. This learning
process is carried by either information advertisetor prestige or image advertisement but
the research shows that the presence of informat@mmtent in an advertisement is a primary
tool for creating learning about the product anéd image content has relatively less
significance in creating the learning about thedprt and this prestige strategy does not work
in every product category with same effectivenasssaipport the purpose of learning.
According to Wang et al (2002, August) traditiorsald the internet marketers both can
strategize their advertisement policies more eiffett by deeply studying those factors in
advertisement through which the audience or theswwers form their perception about the
product. Some of these factors are informationemnpresented in advertisement, the degree
of focus on entertainment, credibility and the @i&nt demographic characteristics presented
in advertisement. Moreover, the advertisement withre interactive concept grabs more
attention of the consumer. Vakratsas et al (1989) suggested that in order to know how an
advertisement works; it should be evaluated onbth&is of three aspects. First of all, the
behavioral dimension that includes purchasing datjsbrand choice and market share.
Secondly the effect on the consumer behavior vahre$ believes. And third the most
important cognitive dimension that includes prodiygte, the degree of competition in the
market, the development stage of the product amddhsideration of the market that needs to
be captured. According to Zhang et al (1996) thenpimenon of humor in the advertisement
significantly influences the individual's responsgvards product. And this phenomenon does
not equally influence each individual. Presenchuwhor in advertisement produces favorable
results for a person possessing low need for dognit

Hypotheses

1. H1: Advertisement has significant relationship witmsomer buying behavior.
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2. H2: Consumer perception has significant relationshighwtonsumer buying
behavior.

Hypothetical M odel

Advertisement

\ Consumer Buying

Behavior

Consumer
per ception

Resear ch M ethodology

In order to analyze the impact of advertisement@rsumer perception on consumer buying
behavior in far reaching and inclusive way we ugadntitative technique. To obtain more
accurate data questionnaires were being filledotitained two sections demographic section
and subjective section. Demographic section is istets of gender, age, income and
occupation while other section includes questidrsdvertisement, consumer perception and
consumer buying behavior. The questionnaire coethib9 items to collect the data from
target population. And the items are scaled oniBtpdikert scale to compute and assess the
responses. 150 questionnaires were filled by rahdeetected customers.

Demographics

To analyze the impact of consumer perception angeridement on consumer buying
behavior data was collected through questionnair®8.questionnaires were being filled by
people from different sectors which consisted o¥e2ihales and 73% females. 65% were
between the age of 15-25, 29% between the age-80 2td 6% between 30-40 or of above
age.

Findings, Tablesand Results

Correlations

Consumer
Consumer buying
perception |advertisemeny behavior
Consumer perception Pearson Correlatiol 1 457" 353"
Sig. (2-tailed) .000 .00d

N 150 150 150
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advertisement Pearson Correlatiol 457" 1 709"
Sig. (2-tailed) 000 000
N 150 150 150
Consumer buying Pearson Correlatiol 353" 709" 1
behavior Sig. (2-tailed) .000 .000
N 150 150 150

**_ Correlation is significant at the 0.01 leveH@iled).

Descriptive statistics table shows that 1% increimseonsumer perception brings 0.353
variance in the consumer buying behavior which 2861(0.353) and 1% change in

advertisement brings 0.709 variance in the consuwuging behavior which equals to 50%
(0.709)

Coefficients®

Standardized
Unstandardized Coefficients |Coefficients
Model B Std. Error Beta T Sig.
(Constant)
.862 .339 2.541 .012
Consumer 026 046 037 562 575
Perception
Advertisement .801 .076 .692 10.591 .000

a. Dependent Variable: consumer buying behavior

The B study of variables shows the effect of independemiables on dependant variable.
Results show that advertisement has strong infierc consumer buying behavior with
value of 0.692. It can be explained that 69.2%at&n in consumer buying behavior is due
to advertisement which is significant at .000.Tleeand influential variable is consumer
perception withf value of 0.037 which is significant at 0.575. Thd& is partly supported
because it has lesser influence on dependant lariab

Model Summary®

Std. Error of th

Model |R R Square [Adjusted R Square |Estimate Durbin-Watson

710 504 497 .07215 1.955

a. Predictors: (Constant), advertisement, consyn@eeption
b. Dependent Variable: consumer buying behavior
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Model summary table shows the summary of resultsqiire explains the total variation in
dependant variable (the consumer buying behaviog tb impact of two independent
variables namely consumer perception and adveréisentt shows the 50.4% influence of
both independent variables on the consumer buyétgyior which depicts the significant
relationship among the variables. Durbin Watson wakulated to observe the type of
correlation among the variables either positivegatige or zero. The value of Durbin Watson
is 1.95 which shows that positive correlation betwthe variables under study.

ANOVAP
Model Sum of Square|Df Mean Square (F Sig.
1 Regression |.776 2 .388 74.546 .000°
Residual .765 147 .005
Total 1.541 149

a. Predictors: (Constant), advertisement, consy@eeption
b. Dependent Variable: consumer buying behavior

ANOVA table illustrates that significance level000 which is less than 0.05. Hence it is
acceptable and shows the strong influence of coesy@rception and advertisement on the
consumer buying behavior.

Conclusion, Limitations and Further Research

The main object of the study is to examine the ichpaf consumer perception and
advertisement on consumer buying behavior. Thescsestional data was collected through
guestionnaire from randomly selected people. Fyslireveal that advertisement has strong
positive impact on the consumer buying behavior @masumer perception has positive but
weak influence on consumer buying behavior. Froenresults we can conclude that quality
advertisement and positive perception can realdy [@ vital role in improving consumer
buying behavior. In addition this research can beedmore accurately and precisely with
larger sample size as the shortage of time anddiah constraints limited the study to
province of Punjab only. Other province of Pakistdlh also be considered in near future for
obtaining more comprehensive results.

Practical I mplications

The main purpose of this study is to provide insitjfat how effective advertisement and
positive perception influence the consumer buyielydvior. Descriptive statistics table shows
that 1% increase in consumer perception brings30\&iance in the consumer buying
behavior which is 12% (0.38Band 1% change in advertisement brings 0.709 wegiin the
consumer buying behavior which equals to 50% (G)7@ advertisers should work hard in
making quality advertisement and developing thénmoh consumer perception as it gives
confidence to consumers to buy the product.
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