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ABBREVATION

SUA- Simple to understand
AGA-Attention grabbing
MA-Memorable advertisement
CA-creative advertisement

I A-impressive advertisement
HA-honest advertisement

CBBA-customer buying behavior
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ABSTRACT

Advertisements are meant to influence consumers purchasing behavior positively by creating
awareness about a product and drive consumers to buy a particular product. The study was
undertaking to investigate the effect of TV Advertising on Consumer Buying Behavior in The
Case of Canbebe Diapers .The literature review is include the concept of TV advertisement and
customer buying behavior. The study has used use both an explanatory research design and
.Descriptive design. The study target population of the study consumer of Canbebe dippier
which around Addis Ababa in bole sub city. The sample size of study was 384 parents .The
research has used non —probability sampling approach particularly purposive and convenient
sampling techniques are used in this study. The questionnaire was designed based on previous
empirical literature and its consistency was pre-tested using Cronbach Alpha .The questioner
distributed, collected, coded and analyzed using the statistical package for social science (SPSS
).The find of the study show that there is higher internal consistency of customer buying behavior,
The finding of the study also show that is there is a positive relationship b/n TV advertisement
and customer buying relationship the other finding of the study show that there is a significant
relationship b/n creativity advertisement and customer buying behavior. The recommendation
of the study recommend that making TV Advertisement simple to understand ,creative and

memorable help the company to lead increase the customer buying behavior

Keywords-Advertisement, customer buying behavior and TV advertisement
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CHAPTER ONE

1. INTRODUCTION

1.1. Background of the study

Humans like to watch and listen to something at the same time. For at least 140,000 years,
humans have been entertained and informed by watching and listening to the things going on
around them (Marshall, 2011).

Almost every one grows up in the world which is flooded with the mass media e.g., television,
advertising, films, videos, billboards, magazines, movies, music, newspapers, and internet (Latif
& Abideen, 2011). Of all marketing weapons, advertising is renowned for its long-lasting impact
on viewer’s mind, as its exposure is much broader (Katke, 2007). Advertising through all
mediums influence audiences, but television is one of the strongest media of advertising and due
to its mass reach; it can influence not only the individual’s attitude, behavior, life style, exposure

and in the long run, even the culture of the country (Latif and Abideen, 2011).

The study of consumer behavior became a concern of marketers, as they may learn how
consumers choose their Goods and services required to meet multiple needs, which are the factors
that are influencing their choice. The increasing complexity of economic life, has led to the
necessity of knowledge of human economic behavior mechanism which is becoming larger and
more complicated, requiring separate study of the two intrinsic components: human behavior as

a producer of goods and services and the consumer’s behavior (Dinu, G. and Dinu, L. 2012).

According to Arens (2005), advertising is a form of communication intended to convince an
audience (viewers, readers or listeners) to purchase or take some action upon products,

information or services.



Adjuggler (2008) mentioned that advertising is one of the most popular kinds of marketing
strategies. In the absence of advertising, consumers may not be aware of the product and its
potential to satisfy their needs and desires. According to ( Kotler and Keller ,2006) advertisings
mix consists of eight modes of advertising which are; personal selling, direct marketing,
advertising, sales promotion and exhibitions, public relations and publicity, events and

experience, interactive marketing, and word of mouth.

Advertising objective is a specific communication and achievement level to be accomplished
with a specific audience in a specific period of time. If, the desired results are to be achieved, the
product must be good and acceptable to the consumer; advertising must be carefully planned in
advanced; right appeals/claims must be adopted; the right type of media must be used; the cost
must not be excessive; reasonable frequency must be provided; right distribution channel must
be selected; and the price of the commaodity must be right i.e. acceptable to the consumer (Aaker,
& Biel 2013.).

The aim of this study is to examine the effect of TV advertisement on consumer buying behavior

in the case of canbebe diapper

1.2. STATEMENT OF THE PROBLEM

In today’s competitive and dynamic environment all marketers communicate with their target
markets through advertising. The way of their communication and the information contained in
the advertising is not strong enough and pertinent enough to attract the attention of the consumers.
When the information is too weak or too irrelevant, the advertising has no chance of having an

effect on consumers’ buying behavior of their products or services (Mittal, & Pachauri, 2013).

Marketers’ main objectives are getting new consumers and retaining the existing ones to increase
their market share and sales volume. The cost of getting new customers is five times greater than
the cost of retaining the current customer. In order to do so, marketers are spending huge amount
of money, energy, and time for advertising their products, services and ideas. It is important to

assess whether advertising a product is really important before placing adverts in the media to



avoid wasting money which could be spent on other methods of marketing that can make a
product to sale fast. It is also important to analyze how effective advertisement is in creating
awareness about products and influencing consumer buying behavior before incorporating it in
a marketing strategy. Consumers also can simply purchase products services and ideas in
advertisements yet they could obtain much better satisfaction from unadvertised ones.
(Vivekananthan (2010)

Advertising must be consistent enough so that it will be accepted and bring an effect on
consumers® buying behavior when judged against information previously processed and held in

long — term storage (Schultz & Tannenbaum, 1988).

One of the perspective tools increasing economic effectiveness of financial institutions is
advertising. The advertising effectiveness is the quality of information reporting to potential and
existent consumers during advertising campaign aiming at forming the image and awareness of
the products as well as at gaining certain economic result determined before and after the

transmission of advertising message (Shakho, & Panasenko, 2012).

The researcher has encountered information gap when seeking information on the impact of TV
advertisement on consumer buying behavior. This study thus will examine how TV advertising

that influence Canbebe diaper consumers’ buying behavior.

1.3.RESEARCH QUESTIONS

The study is guided by the following questions:

1. How Does simplicity understand advertisement affect consumer buying behavior of canbebe
dipper?

2. what is the effect of attention-grabbing advertisements on consumer buying behavior of
canbebe dipper ?

3. How Does memorability of advertisement affects consumer buying behavior of canbabie

3



diaper?

4. what is the effect of creative advertisement on consumer buying behavior?

5. How Does honesty of advertisement affect consumer buying behavior of canbebe diaper?

6. How Does impressive advertisement affect consumer buying behavior of canbabie diaper?

1.4. Objective of the Study

1.4.1. General Objective

The general objective of the study determine the effect of TV advertising on consumer buying

behavior in case of Canbebe diaper.

1.4.2. Specific objective

The study has the following specific objectives;

1.5.

. To identify the relationship between simplicity to understand the through TV

advertisement and consumer purchasing behavior.

. To investigate how attention-grabbing advertisements affect consumers buying behavior.

. Toexplain how Memorable advertisement affects consumer buying behavior of canbabie

diaper

. To analysis how the creativity of the advertisement influence consumer buying behavior
. To examine how honesty of advertisement influence consumer buying behavior

. Toinvestigate how impressive advertisement influence affect consumer buying behavior?

HYPOTHESES

HO1: There is a significant relationship between Simplicity to understand TV
advertisement of the product and the consumer’s buying behavior.

HO2: There is a significant relationship between advertisement attention grabbing and
consumer buying behavior.

HO3: There is a positive and significant relationship between memorable advertisement

and consumer buying behavior.



4. HOA4: there is a positive and significant relationship between creativity of advertisement
and consumer buying behavior

5. HOS5: There is a positive and significant relationship between honest advertisement and
consumer buying behavior.

6. HOG: There is a positive and significant relationship between impressive advertisement

and consumer buying behavior.

1.6. SIGNIFICANCE OF THE STUDY

It is all marketers wish to attract many consumers to purchase their products. If products are
consumed very fast, manufacturers and retailers can generate more profit within a short period
and a country’s economy will increase fast through revenue collection. It is also the desire of

consumers to buy products that will give them value for their money.

The study help to find out the relationship between consumer awareness through advertisement
and their buying behavior. This help marketers in deciding whether to advertise their products or
not. Also, if advertising pushes consumers to buy products that may not give them full
satisfaction, then they should be careful never to trust all information obtained from adverts.
Through the study, it enable to investigate the Impact of TV advertisement on consumer buying
behavior .it also show if the advertisement massage is honest, impressive, creative ,attention

grabbing and simple the company get good place on the customer mind.

1.7. SCOPE OF THE STUDY

The study is delimited to canbabe dipper. Geographical scope of the study is Addis Ababa city
specifically in bole sub city. Addis Ababa being a city hosts people of all divide who live or visit
because of work or business. The study has focused on biological parents and parents who adopt
children’s According to health system writers at the University of Michigan, the average age for
toilet training in girls is 29 months while boys have an average age of 31 months. Children above
the age of 31 months are thus believed to have stopped using diapers and instead are trained to
use toilet (Kyla et.al 2010). The theoretical scope of the study focuses only on the effect of Tv

advertisement on consumer buying behavior.



1.8. Limitation Of the Study
Distributing the Questionnaire was harder due to it was only fulfill by canbabe dipper users and

selecting them was one of the limitation of the study the other limitation of the study was

distributing questionnaire in covid 19 pandemic time it was hard .

The researcher would overcome the above limitation through Her strong commitment by

devoting time and effort.

1.9. ORGANIZATION OF THE STUDY

This study is organized in to five chapters. The introduction part is presented in the first chapter
which includes the background of the study, Statement of the problem, Research Question,
Objective of the Study, limitation, Scope, and Significance & Organization of the Study. The
second chapter has present review of literature of the study. The third chapter has dealt about
the methodology of the study like study design, types of data, source of data, data collection
method, sample size and method of data analysis. The fourth chapter is about the analysis and
interpretation of the collected data. Finally, chapter five has deal with conclusions and

recommendation.



CHAPTER TWO

2. Literature Review

This chapter presents the review of literature related to the impact of TV advertisement on
consumer. It defines key concepts, followed by theoretical perspectives, empirical studies and

conceptual frame work of the study.

2.1. Theoretical Review

2.1.2. Advertisement

There is little or no consensus among scholars as to the definition of advertising. Therefore,
advertising meant different things to different people and this discord among scholars and
inspired a burst of intellectual activities in both research institutions and policy communities as
well (Fletcher, 2010).

Indeed, advertising is not the only social concept for which there is no agreed-upon or consensual
definition among social scientists. Like such social science concepts as love, art, poverty, wealth,
and justice just to mention a few the concept of advertising has lend itself to elusive and parochial
analysis. (Fletcher 2010) put this definitional discord as, like many other common place words

in social science advertising is surprisingly hard to define with precision.

Those who regard advertising from mere economic perspective consider advertisement as a
message that explicitly aims to direct favorable attention to a certain goods or services. From
economic perspectives, a good technical definition is (Belch and Belch,2003) definitions of
advertising who define advertising as any paid form of non-personal communication about an
organization, product, service, or idea by an identified sponsor. Similarly, (Wells, Brunett &
Moriatry, 1989) define advertising as a paid form of communication from an identified sponsor

using mass media or channels of communication to sell more products and establishing new



markets. Indeed, those who regard advertising exclusively from economic perspectives tend to

focus more on the role of advertising in providing information to potential consumers.

According to the proponents of this perspective, advertising plays a crucial role in conveying
important information about the price and quality of a certain product or service so that consumer
can make informed choice or decision challenging the economist’s claim of informative

advertisement. (John Kenneth 1976)

As cited in Kirkpatrick 2007 for instance, asserted that advertising create unnecessary desires,
and manipulate consumers into buying unneeded products. Generally, the critics, especially
social psychologists argue that advertising promotes dangerous products and encourages harmful

behavior; and consider it as deceptive and manipulative (Kirkpatrick, 2007)

2.2.Models of advertising

There are theories within external marketing communication and advertising that has been highly
influential in both textbooks and in the professional advertising practice (Hackley, 2005). These
theories all derive from what can be referred to as the old El-earning theory, a theory that can be
related to the Pavlov’s dogs experiment. Pavlov trained his dogs to associate the arrival of food
with the ringing of a bell; a sound that alone would lead to the salivation response among the
dogs. Just like the bell in Pavlov’s dogs experiment, advertising was seen as a stimulus that would
give rise to a response, just like the dogs salivation response. After further developments of the
so-called El-earning theory, it gave rise to a new more up to date approach toward advertising
planning. (Mackay, 2005)

The new approach was set with different names depending on authors at that time:

* The linear information processing theories of communication and persuasion (Hackley, 2005),
» Message models (Smith & Taylor, 2002) and the

* Hierarchy of effects theory (Mackay, 2005),



This new approach generally reflects the methods and assumptions of cognitive psychology.
According to Kitchen (1994) advertising are aiming to progress customers through the cognitive,
affective and behavioral stages before they buy the products. An example on a model that

exemplifies these stages is the Lavidge and Steiners model (see figure 1).

Figure 1 The Lavidge and Steiners model

Cognative Affective Behavioural
Awareness=> Knowledge=> Liking=> Preference=> Conviction=>

(Kitchen 1994, Barry & Howard 1990)

The Lavidge and Steiners model will together with two other models that also shows these stages
be mentioned more later on in this chapter In this study the researcher will use the name for the
theory offered by Mackay (2005 )which is 'hierarchy of effects'.

The 'hierarchy of effect' approach is grounded on the base that to be effective and achieve the
desired response, several steps has to be completed and passed. Any piece of persuasive
communication must carry the audience through the series of stages that has been drawn. These
stages are placed so that a customer has to climb them and one step cannot be reached until the

previous is completed.

Figure 2. Response and hierarchy models
Response Hierarchy Models

T - h?'m? & S;teiners
AIDA ierarc hy-of-
Model DAGMAR Effects
Model
Awvareness
Attention Awareness
|(Mackay, 20T5) A
Interest Comprehension Likl"ﬂ
Preference
D esire COIWlﬂiC'" Conviction

| |

Action Action Purchasze



Due to the development within the field of psychology at this time, this approach came to base
the new theoretical models (ciadvertising.com, 2007, Vakratsas, 1999). These new models were
developed to depict the stages that a customer may pass through in the buying process and three
of these will discussed later in this chapter .However, as mentioned earlier in this chapter, models
have been created to give more specific guidelines on how customers may respond to advertising
.These models are created to show what behavioral steps customers has to pass through when
exposed to advertising and if the communicating organization can lead the customer through all

these steps, the risk for noise in the communication process decreases even more (Mackay, 2005).

To have in mind when reading about these models are that advertising professionals still tries to
find the ultimate model that can be applicable on the real market and its customers. Right now
the models and theories are hard to apply into real life (Jobber, 2004).The existing behavioral

advertising models will now be examined further and compared to each other.

Due to the high number of models that has been published on this area, this study will only
investigate the, according to Professor Evans (University of Lincoln 2006) three most discussed
ones. These models are from older publications and there are several models that have been
published after these, but since this study aims to investigate the chosen models, the newer ones

will not be discussed here.

2.2.1. AIDA

AIDA was created by Strong in 1925 and is a behavioral model that has as purpose to make sure
thatan advertisement raises awareness, stimulate interest, and leads the customer to desire and
eventually action (Hackley, 2005).The model is seen as a highly persuasive and is said to often
unconsciously affect our thinking (Butterfield, 1997). With the AIDA model strong suggests that

for an advertisement to be effective it has to be one of that:
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Figure 3. AIDA Model

Avvareness

Interest

Desire
{or conviction)

Action

Mackay, 2005)

For the advertisement to contribute to success it has to be designed so that the customer passes
through all these four phases, with all being equally important. The model implies that advertising
should in jests memorable and believable messages that will make costumer triggered to acting

a certain way (Brierley, 2002).

The model may be seen by many as the strongest advertising theory, but has along with the others
been criticized by different sections of the advertising community. They claim that there is no
evidence that customers behave in this rational, linear way. They mean that mass media
advertising in general fail to stimulate desire or action. The model ignores the role of context,

environment and mediation in influencing the effectiveness of the advertisement.

The advertising world has because of this lately turned into focus more on the two main
behavioral responses: awareness and interest. They mean that all four phases are not equally
important and to be successful the advertiser has to look further into the behavioral phases
(Brierley, 2002).

Another criticism that the model has met is that it represents only high-involvement purchases.
According to AIDA customers always goes through this rational process when buying products,

but many says that purchases more often are spontaneous (Hackley, 2005).
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In 1961 there were two new models published, the DAGMAR theory (Belch& Belch, 1995) and
Lavidge and Steiner's hierarchy of effects model (Lavidge & Steiner, 1961).

2.2.2. DAGMAR
Russell Colley created DAGMAR when he prepared a report for the Association of National
Advertisers. This report was entitled Defining Advertising Goals for Measured Advertising
Results, shortened down to DAGMAR, and there of the name, (Belch & Belch, 1995) and was
later in1969 published as a book with the same title( Mackay,2005).

DAGMAR was created to encourage measurable objectives for each stage of the communication
(Smith & Taylor, 2002) and does not deal purely with the message (Mackay2005). DAGMAR
focuses on the levels of understanding that a customer must have for the organization and on how

to measure the results of an advertising campaign (Belch & Belch, 1995).

The main conclusions on the DAGMAR theory were expressed in the following quotation :"All
commercial communications that weigh on the ultimate objective of a sale must carry a prospect
through four levels of understanding.

Figure 4. DAGMAR Model

Russell Colley
1961

- Awareness

Conviction

Action

(Mackay, 2005, p.25-26)
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The prospect must first beware of the existence of a brand or organization .He must have a
comprehension of what the product is and what it will do for him .He must arrive at a mental

suspicion or conviction to buy the product finally, he must stir himself to action.

The communication has to be specific and measurable, and is therefore based on hierarchical

model containing the four stages set out above in the quotation (Mackay, 2005).

The DAGMAR approach has had a huge influence on the how to set objectives in the advertising
planning process and many planners use this model as their base. However, just as the other
approaches within advertising, DAGMAR has been met with critique. One of the major criticisms
towards DAGMAR is on its reliance on the 'hierarchy-of-effects theory’, just as with AIDA.

Customers do not always pass through the stages in a linear way.

Another criticism made towards the DAGMAR approach is that it focuses too much on strategies.
Many creative people within advertising are looking for the great unique idea that can result in a
successful campaign and feels that the DAGMAR approach is too concerned with quantitative

measurements on the campaign (Belch & Belch,1995).

2.2.3. Lavidge & Steiners Hierarchy-of-effects model
This model was published during the same period as DAGMAR. The model was named the

hierarchy-of-effects model which is the same name as some authors used on the foundation

theory, and will therefore go under the name, Lavidge & Steiners.

Figure 5: Hierarchy-of-effects model in this study

Awareness

l

Knowledge
Lihiig

Preferance

Conviction

Purchase
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(Lavidge& Steiner, 1961, p. 60)
According to this model customer’s do not switch from being completely uninterested to become
convinced to buy the production step. Lavidge and Steiners Hierarchy-of-effects model is created
to show the process, or steps, that an advertiser assumes that customers pass through in the actual

purchase process (Barry & Howard, 1990).

The model is based on seven steps, which as with the other models must be completed in a linear
way (See Figure 6).The big difference between this model and the others is not only the steps,
but also the view on how to pass them. Lavidge and Steiner (1961) write that the step has to be
completed in a linear way, but“potential purchaser sometimes may move up several steps
simultaneously” (Lavidge& Steiner, 1961, p. 60) which is supported by Munoz (2002) who
writes that normally ultimate customers do not switch directly from being interested to become

convinced buyers.

Lavidge and Steiner identify the seven steps in the following order: Close to purchasing, but still
a long way from the cash register, are those who are merely aware of its existence. Up a step are
prospects who know what the product has to offer. Still closer to purchasing are those who have
favor able attitudes toward the product those who like the product. Those whose favor able
attitudes have developed to the point of preference overall other possibilities are up still another
step.Even closer to purchasing are customers who couple preference with a desire to buy and the
conviction that the purchase would be wise. Finally, of course, is the step which translates this

attitude into actual purchase. (Lavidge &S teiner, 1961, p.59)

Lavidge and Steiner (1961) also wrote, in their article, that they are fully aware of the impulsive
purchases that customers can make, but they mean that for higher economical goods these steps

are essential for the advertiser to include.

This model also has as a premise that advertising occurs over a period of time, and may not lead
to immediate response and purchase. It is rather a series of effects that has to occur, with each
step fulfilled on the way towards the next stage (Lavidge&Steiner, 1961) Behind this model is

according to Belch & Belch (1998) the premises that "advertising effects occur over time and
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advertising communication may not lead to immediate behavioral response or purchase, but
rather, consumers must fulfill each step before (s)he can move to the next stage in the
hierarchy"(BelchandBelch1998, p.146).

As with the former models discussed, this model has also been criticized. The criticism on
Lavidge & Steiners model is very similar to the one made on DAGMAR and AIDA. There is still
no evidence on the fact that awareness of a products leads to purchase, and the steps are still
unclear. Criticism has also been made on each individual step in the model. Critics do not think
that the model explains how the customers will go from one step to another and to point out the

steps without explaining them further is not seen as enough (Palda,1966).

2.2.4. Criticism on the' Hierarchy of effects theory"
The models that are based on the 'hierarchy of effects' theory (Mackay, 2005) can be very helpful

but are not conclusive. There are several factors that these models do not take inconsideration.
Not all buyers go through all stages, The stages do not necessarily occur in hierarchical sequence,

Impulse purchases contract the process.(Smith & Taylor,2002,p.97.

The hierarchy models help the advertiser to identify the stages that buyers generally passes

through, but cannot be used as obvious guidelines (Smith & Taylor, 2002)

As seen earlier in this chapter the criticism on the models and theories are very similar. They
have all been met with the criticism that customers do not always follow a straight line of steps
when purchasing a product. Not all customers pass through all the steps before buying a product,
some may stop at one stage, and some may go back several steps before later ongoing back for
the product. Something that all of these models and theories are missing is the loop from the top
to the end of the steps.

A loop like this would show that a purchase is not always the end step, rather the beginning of
an ongoing relationship with the customer (Smith & Taylor, 2002). The design of the
advertisement has a huge effect on the result of the campaign. Advertising is a campaign that sets
high demands on the creativity and to put all of this within a frame of models would kill the
creativity (Jobber, 2004).
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2.3. Models of Consumer Behavior
There are also various consumers™ models which help us in the understanding of consumer
behavior. According to Berkman (1986), there are two types of consumers® model.

[ Traditional Models: Economic, Learning, Psychological and Sociological.

[1 Contemporary Models: Howarth Sheth, Engel-Blackwell-Kollat and Nicosia. Since the
modes are very broad, few of them will be reviewed in this study based on their relevance

to the study.

2.3.1. AD Characteristics and Consumers Buying Behavior
In this sub section the researcher was reviewed the relationship between advertisement and

consumers buying behavior. As per the above sections of literature, one can understand the strong
relationship between advertisement and consumers buying behavior. The advertising has a
foremost and vital effect on purchasing behavior of consumers. If an advert is effective enough
to impress, the viewer will be more willing to pay attention to it and is less likely to avoid the
advert the next time it is shown (Biel, 1990); therefore it will get more exposure, because of the

positive first impression.

2.3.2. Relationship between Understandable AD and Consumers Buying
Behaviour

Advertisement should not be complex. The more complex the advertisement is, the more difficult
will be the advertisement to understand and remind & vice versa. Adeolu (2005) recommend
firms should develop more effective advertising campaign that attracts consumer*‘s attention and
capture their interest. At this stage the company®s advertising messages should besimple to
understand and interpret. The simplicity of the advertisement leads to impart the information to
the consumers so that they are well informed and can make a good choice. The advertisement
should be conveyed in such a way that, knowledge about product specification,features, quality

and function should comprise briefly.
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2.3.3. Relationship between Memorable AD and Consumers Buying
Behaviour
According to Dholakia(2001),in order to be effective,an advertisement has to be memorable for

the viewer.If the viewer does not remember the ad after viewing it,the company sponsoring the
ad is simply wasting time and money.With an effective advertisement,the viewer should be able
to clearly recall what happened during the course of the ad,and more importantly,which product

is being advertised.That re call is the trade mark of an effective advertisement.

The various hierarchies of effects models that have been proposed to represent the mental stages
consumers pass through in response to advertising all acknowledge the role of
memory(Ray,1973).According to R.Kahn(2011),when the sales volume of any product
increases,it is because the consumer is aware and believes about the product's value and this
point is accomplished through efficient advertisement about product.Metha(2000) also indicated
when acompany participating in advertising programs;it has a significant impact on firm’s

market performance.

2.3.4. Relationship between Creative AD and Consumers Buying Behaviour

According to Poona Sharma (2012), there should be an element of creativity in an advertisement.
This creativity is to create something new, unique, extremely attractive and appealing to the
consumers. In fact, advertising itself is a creative process. Creative advertisement leads to
innovation. It encourages innovation and new product development and reduces the risk of the
product becoming obsolete. With more innovation there are more sales which offset the cost of
innovation. Innovation leads to more sales and business expands. More employment is generated

and the people become more prosperous and their standards of living improve.

2.3.5. Relationship between A. Grabbing AD and Consumers Buying Behavior

According Adeolu (2005),many consumers did not buy what ever is available or affordable.If a
product is good value for its price,it will command brand loyalty.However,advertising helps in
projecting product quality,afford ability and value before the consumers.Moreover,the authors

recommend the following important points.First,research continuously into quality improvement
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that will make  consumers enjoy good value for money paid to purchase the
brand.Second,develop more effective advertising campaign that attracts consumer’s attention and
capture their interest.At this stage the company’s advertising messages should be simple to
understand and memorable. The messages must be strong and creative enough to attract and build
brand preferences,encourages switching to the company’s brand by changing the perception of

the consumers of rival brands the product.

2.3.6. Relationship between Impressive AD and Consumers Buying Behavior
According to Prabakaran (2012), buying begins in the mind. If you don’t impress the buyer’s
Mind, you won’t capture his or her money. He concluded that the primary task of advertisement
is to distinguish the product advertised, attract the customer’s attention and impress them to buy

the product.

Impressive advertisement creates demand. It makes customer aware of the price and attributes of
the product leading to greater sales. Such kind of advertisement brings customers and sellers
together. Moreover, it also persuades and informs the masses. This information can be about the
product features, style, value, price and availability. In addition to this, impressive advertising
bring attitudinal changes in the minds of the consumer. His or her emotions are torched and
played with the feelings of likes and dislikes towards the object and this leads to action (i.e.

purchase).

2.3.7. Relationship between Honest AD and Consumers Buying Behavior

According to Schulz (1990), trust is a state of certainty, “a middle state between knowing and
not-knowing”. M. Bansal and S. Gupta (2014) on their Global Journal of Finance and
Management focused on the impact of informational content within the newspaper on consumer

Behavior.

The impact of TV advertisement assessed from the fact that advertisements with more trusted
(honest) content were found to influence more customers than advertisements with biased

informational content. The impact of logical informational content and its probability of being
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liked by a consumer were greatest especially for electronics and durable goods. The amount of
information present was found to be independent of the size of the advertisement. Thus, it can be
understood that commercials of different products employ different advertisement strategy to
motivate their customers and such a data can be helpful in obtaining its impact on the customers

not only for newspaper advertisement but for all other forms of advertisements.

2.4. Empirical Studies

Niazi et al (2011) studied on the effective advertising and its influence on consumer buying
behavior. The study was conducted in Pakistan. The methodology used was quantitative
technique. 200 questionnaires were distributed and probability sampling was used in a sample

for data collection.

The findings of the study revealed that there is huge relationship between advertisement and
consumer buying behavior. It also established the relationship between environmental response
and consumer buying behaviors. According to the study, consumers are

buying products which they see in advertisement more than emotionally. However, the research
did not check consumer psychological behavior and social concerns the gap of this study intended
to fill.

Arshud et al (2014) studied on the impact of effective advertising on consumer behavior. The
study was conducted in seven cities in Pakistan. It used probability sampling of 300 respondents.
The study found that TV advertising is more persuasive than other advert to convince customer

to buy product because it shows and makes perception to consumer.
The gap is that, it did not look about customer/consumer buying behavior in terms of how price

can affect consumer behavior. Also the study was conducted in different setting. This was

conducted in Tanzania which has different environment compared to Pakistan.
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Muhammad et al (2014) conducted a study on the impact of consumer perception and
advertisement on consumer buying behavior. The study was conducted in Pakistan. 150

questionnaires were distributed to randomly sampled respondents.

The study found out that advertisement had strong positive impact on consumer buying behavior.
It was also found that quality advertisement and positive perception can truly play virtual role in
improving consumer buying behavior. However, the state of advertising which had more effect

to consumer buying behavior was not stated, a gap this intended to fill.

A study conducted by Ahmed and Ashfaqg (2013), to explain the impact of media advertising on
consumers’ buying behavior on purchasing beverage products. The findings of the study showed
that 41% of respondents were influenced by product quality, 39% were influenced by to
persuasiveness of the advertisement while 20% were influenced by the information provided by

the advertisement.

It was found that advertisements provide consumers with the information they need about the
advertised product which in turn becomes source of awareness when consumers discuss the
information with their friends of families whereby these information tend to influence consumers

on what they buy, how they buy, when they buy, where they buy and how they buy.

2.4.1. Conceptual Framework

Based on the examined literature, the following conceptual framework was developed for this
study. The conceptual framework was developed consistent with research questions, objectives
and hypotheses. There are two variables in this research study, which are dependent variable and

independent.
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Figure 8: A frame work for studying how consumer purchasing behavior is related to advertising.

Independent variables Dependent variables

TV Diaper advertisement

e Simple to UnderstandAdvertisement

Consumer

e MemorableAdvertisement

e CreativeAdvertisement
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CHAPTER 3
3. Research Methodology

In this chapter the researcher has explained what kind of research approach, design employed,
source, type of data used, sampling techniques size and targeted population, method of data

collection and analysis that the study has employed in order to reach the final interpretation stage.

3.1. Research Approach

There are three types of research approach. The first one is qualitative research which involves
studies that do not attempt to quantify their results through statistical summary or analysis. In a
way it seeks to describe various aspects about behavior and other factors studied in the social

sciences and humanities.

In qualitative research data are often in the form of descriptions, not numbers. The other one is
quantitative research which engages in systematic and scientific investigation of quantitative
properties and phenomena and other relationships. The objective of quantitative research is to
develop and employ mathematical models, theories and hypothesis pertain the natural

phenomena.

The process of measurement is central to quantitative research because it provides their
fundamental connection between empirical observation and mathematical expression of an
attribute (Abiy, 2009). The third one is mixed which consisted of both quantitative and qualitative

approach.

3.1. Research Design

Research design forms the blue-print or maps that details how the researcher collect data that is
relevant to address the research questions. It is a general blue-print for the collection,
measurement and analysis of data, with the central goal of solving the research problem. It
includes the outline of what the research did, from writing the hypothesis and its operational

application to final analysis of data (Creswell & Clark, 2007).

22



The study used two types of research design namely descriptive and Explanatory research is
research deign. The goal of exploratory research is to discover ideas and in-sights while
descriptive research is usually concerned with describing a population with respect to important

variables.

3.2. Data Types and Data Source

According to Catherine (2007), data may be collected as primary, secondary or both. Primary
data are originated by the researcher for the specific purpose of addressing the problem at hand.
On the other hand, secondary data contains relevant data that has been collected for a different
purpose, but from which the conclusion is valuable for the purpose. In this study basically the
primary source, quantitative data from the domestic tourists in the selected tourist attraction areas

were used for analysis.

3.3.Population of study.
The study was take place in Addis Ababa in bole sub city. Bole sub city composes of people from

all over the country. The number of populations is unknown. Therefore, the study was used non-
probability sampling approach particularly purposive and convenient sampling techniques
because non —probability sampling approach enables the researcher to get some idea of the

population and characteristics of the problem using well informed member in a short time.

3.4.Sampling procedure and sample size

Determining sample size varies for various types of research designs and there are several
approaches in practice. The different strategies to calculate sample size include using census for
small population, using a sample size of similar study, using published tables and using formula.
A general rule, one can say that the sample must be of an optimum size i.e., it should neither be
excessively large nor too small (Kothari, 2004). Thus, the study used Cochran formula which
allows calculating an ideal sample size given a desired level of precision, desired confidence

level, and the estimated proportion of the attribute present in the population.
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The Cochran formula is:-

Where n=is the minimum sample size required

p=is the proportion belonging to the specified category which is 0.5

g= is the proportion not belonging to the specified category which is 0.5

z=is the z value corresponding to the level of confidence required which is 1.96
e= is the desired level of precision which is 0.05.

The Z- value is found in a Z table.

2
Thus, the minimum sample size = (196)(0((;')52)(0'5) = 384

3.5.Data collection techniques.

Questionnaire is used for collection of primary data from targeted respondents. It must be
prepared very carefully so that it may prove to be effective in collecting the relevant information.
Structured questionnaires are those questionnaires in which there are definite, concrete and pre-
determined questions. The questions are presented with exactly the same wording and in the same
order to all respondents. Resort is taken to this sort of standardization to ensure that all

respondents reply to the same set of questions.

A Five-point Likert -scale based structured questionnaire is used as a major instrument of data
collection. The questionnaires consist of three sections. The first section elicits information on
the demographic characteristics of the respondents, the second section constitutes of items that

request information on the independent variables of the study

3.6.Research Model

The objective of this study is to examine the impact of TV advertisement in consumer buying
behavior in case of Addis Ababa City. Accordingly, the study was multiple linear regression
model in the following form.

CBB = o + B1X1+ B2X2+ B3X3+ B4X4+P5X5+B6X6+ €

Where,

24



CBB = ConsumersBuyingBehaviour

o = Constant

B= Coefticient of estimate

X1= SimpletoUnderstandAdvertisement
X2= MemorableAdvertisement

X3= CreativeAdvertisement

X4= AttentionGrabbingAdvertisement
X5=Honest advertisment
X6=Impressive advertisment

¢ = the error term

3.7. Data analysis method
The questioner distributed, collected, coded and analyzed using the statistical package for social

science (SPSS2.0).1t was employ statistical techniques such as Descriptive statistics,Correlation

and Multiple Regression to analyze the data due to the quantitative nature of the study.

3.8. Validity and Reliability of Instruments
Validity: To test the questionnaire for clarity and to provide a coherent research tool, a review

that was cover all the research elements are performed by academic reviewers specialized

in marketing and Business as well as professional people working in the particular industry.

Reliability: Cronbach Alpha reliability, the most popular test of consistency reliability, has been
applied to measure strength of the correlation and coherence between questionnaire items. The

closer Cronbach’s alpha is to 1, the higher the internal consistency reliability (Sekaran, 2003).

3.8.1. Ethical consideration

Creswell, JW. 2005, states that in each steps of the engagement of ethical practices is
very important. Practicing ethics is also presumed to be a complex matter that involves much
more than merely following a set of static guidelines such as those from professional
associations or conforming to guidelines from campus institutional review boards. Thus in
this research undertakings all researches steps was follow ethical practices. Ethics will be the
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center of attention in all phases, during data collection, reporting and distribution of reports. In
this study the privacy of all respondents was respected in the reporting of this research. In
addition, all participants and data collected remain confidential and identities of respondents

remain anonymous and consent made from the respondents before the survey.
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CHAPTER FOUR
4. RESULT AND DISCUSSION

This chapter deals with presentation and analysis of the data which have been obtained through

questionnaire that involves the effect of TV advertisements in Consumer buying behavior.

This chapter presents the main body of the paper. To achieve each specific objective of the study
and test the established hypothesis, the data obtained from the survey are analyzed using different

methods of analysis.

Descriptive statistics is used mainly to demographic characteristics, to examine how
advertisement on quality of products influences customers buying decision and Customers’
perception of media advertisement influencing their choice of a product, a combination of both
descriptive and inferential statistics is used to identify the effect of Television advertisements

influences on customers buying behavior.

4.1.Data

Missing data frequently occurs in a situation in which a respondent cannot respond to one or
more questions of a survey (Hair, 1998). In this study, missing value above 1%, on a single item
was considered as incomplete and the response was rejected from further analysis. Because of
low percentages of missing values considered, the primary procedure used in this study was to
replace missing values with mean substitution. According to Hair (1998), mean substitution is a
widely used method for replacing missing data, whereby missing values for a variable are

replaced with the mean value based on all valid responses.

After distributing 384 questionnaires for parents a total of 362 answered questionnaires were
retrieved, which is 94% of the total distributed questionnaires. After checking the collected
questionnaires, the 315 questionnaires were valid for statistical analysis. Ultimately, 81.8% of

the total questionnaires distributed entered for the analysis
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Table 4.1 respondent rate

Description Number
Selected sample of the study 384
Returned questionnaire 362
Returned valid and usable questionnaire 315
Nominal response rate 94%
Real response rate 81.8

[Source: Own Survey, 2021

4.2. Descriptive Statistics

In the questionnaire, Part-l was designed to capture some basic demographic details of the
respondents involved in the study. Part-11 was designed to capture items on consumer buying
behavior parameters such as simple to understand, Memorability of advertisement, creative
advertisement, attention-grabbing advertisement, honest advertisement and impressive

advertisement

4.2.1. Demographic Profiles

The descriptive statistics provides information about the sample being studied. Table 4.2 shows
that out of 315 respondents participated, female respondents were 164 (52.1%) and the rest 151
(47.9%) were male. The proportion of male and female participants is almost the same. In terms
of the age majority of the respondents 136 (50.7%) was found to be within the age range of 18-
30 age range. This reflects the fact that many of diaper buyers are the youngsters. And 61 (29.4%)
respondents were also found in the age range between 31 — 40 years. 11(3.5%) respondents were
on the age between 40 and 60. The rest 104 (34%) elders (more than 60 years old respectively.
The result implies that the youngsters and the elders are more interested and affected by TV

advertisement of canbebe baby diapers
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Table 4.2. Demographic profiles of respondents

Characteristics | Category Frequency Percent (%)
Sex Female 164 52.1
Male 151 47.9
Age 18 — 30 years 160 50.8
31 — 45 years 103 32.7
46 — 60 years 38 12.1
> 60 years 14 4.4
12> 160 50.8
. Diploma 103 32.7
Education BA degree 38 12.1
MA 14 4.4
Single 57 18.1
Marital status Married 189 60
Divorced 69 21.9
Mode of ad TV 156 49.52
Radio 105 33.33
Newspaper 54 17.15
315 100
Total

[Source: Own Survey, 2021

Their educational background reflects majority 160 (50.8%) of the respondents have completed
secondary school, followed by 103(32.7%) diploma holders other qualification holders while
bachelor and MA holders represented 38(12.1%) and 14(4.4%) respectively. This implies that
most of the buyers have accomplished at secondary school and followed by diploma holders. The
marital status reflects those 189 (60%) respondents are married and 57(18.1%) are single, and
the rest 69responents (21.9%) are divorced. Majority of the respondents 156 (49.52%) chose the
television advertisement mode to be influenced on their buying behavior and next 105(33.33%)

selected the radio ad mode and the rest 54 (17.15%) prefer the newspaper mode of advertisement.

4.2.3. Parameters of consumer purchasing behavior
To analyses the respondents overall Customer Buying Behavior a total of 30 questions were
grouped into the four dimensions of Customer buying behavior which are Simple to understand

,Memorability of advertisement, creative advertisement and attention-grabbing advertisement .In
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order to compare the respondents buying behavior, descriptive statistics of mean and standard
deviation is used. The mean indicates to what extent the sample group averagely agrees or
disagrees with the different statements. The higher the mean the more the respondents agree with
the statement while the lower the mean the more the respondents disagree with the statement. In
addition, standard deviation shows the variability of an observed response. Below the results are

discussed one by one.

Simple to understand

Simple to understand is the ad’s simplicity to understand the whereabouts, meanings and
messages of the ads. Regarding to this variable there are four questions presented for the
respondents. The advertisement message is simple to understand as a result helps me to decide
to buy the product (mean 2.91), the advertisement message is easy to understand mean (3.18),
The facts in the ad convince me to different features of the products (mean 3.06), Since the ad is

very clear, | can understand what the ad is all about (mean 4.24

For the question which said simple to understand as a result helps me to decide to buy the
product.About 132 (41.9%) respondent disagree, 38 (12.1%) respondents was said neutral and
145(46%) respondent agree. For the second question which said the advertisement message is
easy to understand. 113 (35.8) respondent disagree, 27(8.6%) respondents was neutral and 175
(55.6) respondents agree for the question .for the third question which said the facts in the ad
convince me to different features of the products .Aboutl22 (38.8) respondents disagree,
35(11.1%) respondents was neutral and 158(90.2) respondents agree for the question. For the last
question in section of simple to understand which said Since the ad is very clear, | can understand
what the ad is all about27(8.6%) respondents disagree ,4(1.3%) respondents was neutral and

284(90.2) respondents agree for the question.
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Table 4.3. simple to understand

. Descriptive Statistics
Questionnaires N Mean Standard
deviation

The advertisement message is simple to understand as a
result it helps me to decide to buy the product 315 291 1.569
The advertisement message is easy to understand. 315 3.18 1.550
The facts in the ad convince me to different features of | 315 3.06 1.558
the products
Since the ad is very clear, | can understand what the ad | 315 4.24 1.061
is all about
Valid N (listwise) 315

[Source: Own Survey, 2021

Attention grabbing

It is the catchiness of the advertisements which affects the consumer buying behavior. The mean
results are listed below. The advertisement message is attention grabbing as a result it influences
me to decide to buy the product (mean 3.90), the advertisement is better than other ads that have
the same message (mean 3.90), | believe the ad has a high degree of visual magnetism (mean

2.72), every time | look this ad it makes me comfort (mean 2.91).

About 33 (10.5%) respondent disagree , 26(8.3%) respondents was neutral and 256(81.2%)
respondent agree for the question The advertisement message is attention grabbing as a result it
influences me to decide to buy the product. For the second question 33 (12%) respondent
disagree, 26 (8.5 %) respondents was neutral and 256 (81.2) respondents agree for question this
ad is better than other ads that have the same message. For the third question 138(43.1)
respondents disagree, 56(17.8%) respondents was neutral and 121(38.4) respondents agree for
the question | believe the ad has a high degree of visual magnetism. For the last question
132(41.9%) respondents disagree, 38(12.1%) respondents was neutral and 145(46%) respondents

agree for the question Every time I look this ad it makes me comfort.
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Table 4.4. Attention grabbing

Descriptive Statistics

Questionnaires N Mean Standa
rd
deviati
on

This ad is better than other | 315 3.90 1.053

ads that have the same

message.
| believe the ad has a high | 315 2.72 1.407
degree of visual magnetism

Every time | look this ad it | 315 291 1.569

makes me comfort
Valid N (listwise) 315
[Source: Own Survey, 2021

Memorable advertisement

It scales the memorization of the advertisements in the hearts of the customers which affects the
customers buying behavior. This variable consists four questions which are forwarded to the
respondents of this research. The advertisement message is memorable as a result it influences
me to decide to buy the product (mean 2.91), The ad always reminds me how to have better life
style (mean 3.18), Since the ads are so strong, they do sticks in my brain for long time (mean

3.06), Mostly I discuss the ad message with my friends after viewing it (mean 4.24).

132 (41.9%) respondent disagree, 38 (12.1 %) respondents was neutral and 145 (46%)
respondents agree for question . The advertisement message is memorable as a result it influences
me to decide to buy the product. for the second question 113(35.8%) respondents disagree,
27(8.7%) respondents was neutral and 175 (55.5%) respondents agree for the question The ad
always reminds me how to have better life style.

122(38.8%) respondents disagree ,35 (11.1%) respondents was neutral and 158(50.2%)

respondents agree for the question Since the ads are so strong, they do sticks in my brain for long
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time. 27(8.6%) respondents disagree, 4 (1.3%) respondents was neutral and 284 (90.1%)
respondents agree for the question Mostly I discuss the ad message with my friends after viewing
it.

Table 4.5. Memorable advertisement

Descriptive Statistics

Questionnaires N Mea Standar
0 d

deviatio
n

The ad always reminds me | 315 3.18 1.550
how to have better life style.

Since the ads are so strong, | 315 3.06 1.558
they do sticks in my brain for
long time

Mostly 1 discuss the ad | 315 4.24 1.061

message with my friends
after viewing it.
Valid N (listwise) 315

[Source: Own Survey, 2021

Creative advertisement

The advertisement message is creative as a result it influences me to decide to buy the product
(mean 3.90), Creative advertisement is the only tool in increasing consumers buying appetite
(mean 3.96), Great advertisement is the creative expression of understanding the market needs

(mean 3.07), The ads of Canbebe diaper have new features (mean 3.60

33 (10.5%) respondent disagree, 26 (8.3 %) respondents was neutral and 256 (81.2%)
respondents agree for question. The advertisement message is creative as a result it influences
me to decide to buy the product. 33 (10.5%) respondents disagree, 18(5.7%) respondents was

neutral and 264 (83.8%) respondents agree for the question Creative advertisement is the only
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tool in increasing consumers buying appetite. 129(40.9%) respondents disagree ,19 (6%)
respondents was neutral and 167(53.1%) respondents agree for the question Great advertisement
is the creative expression of understanding the market needs .68(21.6%) respondents disagree,
18 (5.7%) respondents was neutral and 229 (72.7%) respondents agree for the question The ads

of Canbebe diaper have new features

Table 4.6. Creative advertisement

Descriptive Statistics

Questionnaires N Mean Standard
deviation
Creative advertisement is the | 315 3.96 1.105

only tool in increasing
consumers buying appetite
Great advertisement is the | 315 3.07 1.390

creative  expression  of
understanding the market
needs

The ads of Canbebe diaper | 315 3.60 1.335

have new features

Valid N (listwise) 315

[Source: Own Survey, 2021

Honest advertisement

The advertisement message is honest as a result it influences me to decide to buy the product
(mean 3.06), The ad creates relevant picture of the product that it is in reality (mean 4.24),
Reliable ad does give room for market comparison (mean 3.90), Since ads are always realistic, |
can consider them as honest information source (mean 3.96).

32 (10.1%) respondent disagree, 20 (6.3 %) respondents was neutral and 263 (83.5%)
respondents agree for question. The advertisement message is honest as a result it influences me

to decide to buy the product. 49 (15.5%) respondents disagree, 23(7.3%) respondents was neutral
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and 243 (77.7%) respondents agree for the question The ad creates relevant picture of the product
that it is in reality.33(10%) respondents disagree ,26 (6%) respondents was neutral and
256(81.2%) respondents agree for the question Reliable ad does give room for market
comparison. 33(10.5%) respondents disagree, 18 (5.7%) respondents was neutral and 264
(83.8%) respondents agree for the question Since ads are always realistic, | can consider them as

honest information source.

Table 4.7 . Honest Advertisement

Descriptive Statistics

N Mean Std.
Questionnaires Deviation
The advertisement
message is honest
as a result it
influences me to |31 3.0603 1.55765
decide to buy the |5
product
The ad creates
relevant picture of
the product thatitis | 31 4.2413 106128
in reality 5
Reliable ad does
give room for |31 3.9016 1.05267
market comparison | 5
Since ads are
always realistic, |
can consider them |31 3.9619 1.10520
as honest | 5
information source
Valid N (listwise) 31

5
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Impressive advertisement

The advertisement message is impressive as a result it helps me to decide to buy the product
(mean 3.99), An impressive ad motivates the consumer for purchasing products (mean 3.77),
New impressive advertisement of a product is a signal of new offers (mean 3.90), | believe there
is always real information behind impressive advertisement (mean 332 32(9.2%) respondent
disagree, 20 (6.3 %) respondents was neutral and 263 (83.5%) respondents agree for question
The advertisement message is impressive as a result it helps me to decide to buy the product.49
(15.5%) respondents disagree, 23(7.3%) respondents was neutral and 243(77.2%) respondents
agree for the question

An impressive ad motivates the consumer for purchasing products.33(10.5%) respondents
disagree ,26 (8.3%) respondents was neutral and 256(81.2%) respondents agree for the question
New impressive advertisement of a product is a signal of new offers.33(10.5%) respondents
disagree, 18 (5.7%) respondents was neutral and 264 (83.8%) respondents agree for the question
| believe there is always real information behind impressive advertisement

N Mean Std. Table4.8.  impressive

Questionnaires Deviation advertisement
The advertisement
message is impressive as
a result it helps me to | 315 3.9905 1.09860
decide to buy the
product

An  impressive  ad
motivates the consumer | 315 3.771429 | 1.2123868
for purchasing products
New impressive
advertisement of a
product is a signal of
new offers

| believe there is always
real information behind
impressive
advertisement

315 3.9016 1.05267

315 3.9619 1.10520

Valid N (listwise) [Source: Own Survey,

315
2021
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Customer buying behavior

| am happy being the consumer of Canbebe diaper (mean 3.99), | believe in advertisement
because it helps to get facts (mean 3.77), The ads of Canbebe diaper played a key role on the
buying of quality paint products (mean 3.90), Regular ads of Canbebe diaper enable it in winning
the market competition (mean 3.96), New ad of a service is a signal of new offers (mean 3.07),

There is positive relationship between advertising and consumers buying behavior (mean 3.6)

32 (10.2%) respondent disagree, 20 (6.3 %) respondents was neutral and 263 (83.5%)
respondents agree for questionl am happy being the consumer of Canbebe diaper. 49 (15.5%)
respondents disagree, 23(7.3%) respondents was neutral and 243(77.2%) respondents agree for
the question | believe in advertisement because it helps to get facts.33(10.5%) respondents

disagree ,26 (8.3%) respondents was neutral and 256(81.2%) respondents agree for the question

The ads of Canbebe diaper played a key role on the buying of quality dipper products.33(10.5%)
respondents disagree, 18 (5.7%) respondents was neutral and 264 (83.8%) respondents agree for
the question Regular ads of Canbebe diaper enable it in winning the market
competition.129(40.9%) respondents disagree, 19 (6.1%) respondents was neutral and 167 (53%)
respondents agree for the question New ad of a service is a signal of new offers. 68(21.6%)
respondents disagree, 18 (5.7%) respondents was neutral and 229 (72.7%) respondents agree for

the question there is positive relationship between advertising and consumers buying behavi

Table 4.9. Customer buying behavior

Descriptive Statistics

Questionnaires N Mean Standard

deviation

| am happy being the consumer of Canbebe diaper | 315 3.99 1.099
| believe in advertisement because it helps to get | 315 3.77 1.212
facts
TheadsofCanbebe 315 3.90 1.053
diaperplayedakeyroleonthebuyingofqualitydipper
products
Regular ads of Canbebe diaper enable it in | 315 3.60 1.335
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winning the market competition
New ad of a service is a signal of new offers 315 3.07 1.90
There is positive relationship between advertising 315 3.60 1.335
and consumers buying behavior
Valid N (listwise)
[Source: Own Survey, 202
Table 4.10 . Summary of study variable
Variables N Mean Std.
Deviation
SUA 315 3.3492 1.13389
AGA 315 3.3595 91144
MA 315 3.6270 72801
CA 315 3.9516 1.01336
1A 315 3.9063 99459
HA 315 3.7913 70307
CBBA 315 3.7153 94530
Valid N (listwise) 315

[Source: Own Survey, 2021

The grand mean of the simple to understand is, attention grabbing, memorable advertisement,
creative advertisement, impressive advertisement, honest advertisement and customer buying
behaviour assessment is 3.3492, 3.3595, 3.6270, 3.9063, 3.7913 and 3.7153 respectively. As it is
mentioned before, the higher the mean the more the respondents agree with the statement while

the lower the mean the more the respondents disagree with the statement. In addition, standard

deviation shows the variability of an observed response

4.3. Validity and Reliability of the Measuring Instrument

4.3.1. Content Validity

Content validity, also known as face validity, is the assessment of the correspondence of the

variables to be included into a summated scale and its conceptual definition (Hair, 1998). All

variables were inspected by the research.
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4.3.2. Reliability

The internal consistency, reliability, refers to the coherence between the statements in the various
elements. Reliability is a measure of construct that the outcomes be assessed with relatively little
measurement error and can be tested by using Cronbach’s alpha (Bell, 2011). Cronbach’s Alpha
measures the relationship and the reliability of the statements in the questionnaire survey. When
using multiple indicator measurements, such as Likert scales, it is important to measure the
internal reliability. A multiple item measure consists of several statements that form an overall

score to capture a specific element of a concept.

Table 4.11. Reliability analysis of variable

Variables No. of Items Cronbach’s alpha
Simple to understand 4 723
Attention grabbing advertisement 4 791
Memorable advertisement 4 .803
Creative advertisement 4 701
Impressive advertisement 4 804
Honest advertisement 4 704
Customer buying behavior 6 844

[Source: Own Survey, 2021]

When doing a Cronbach’s alpha test, the minimum acceptable level is 0.5 (Bosque, 2013). The
results of all dimensions were found within 0.701 — 0.844. The overall customer buying behavior
statements had a value of Alpha 0.844 indicates that there is higher internal consistency of

customer buying behavior

Correlation Analysis

This study employs correlation analysis, which investigates the strength of the relationships
between the studied variables. Pearson correlation analysis was used to provide evidence of
convergent validity. Its coefficients reveal magnitude and direction (either positive or negative)
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and the intensity of the relationship (-1.0 + 1.0). Correlations are perhaps the most basic and most
useful measure of association between two or more variables (Marczyk, 2005). A relationship
between the variables occurs when the value is close to 1 or -1, indicating the strength and the
direction of a relationship. There is no relationship if the value is zero (0). However, this test

does not uncover the causal effect of the related variables (Bryman, 2011).

Table 4.12 correlation analysis between IVS and DVs

A | 1a | CA MA AGA SUA |cCBB
A
HA Pearson
Correlation 1
Sig
N 315
IA Pearson 082 L
Correlation
Sig .000
N 315 315
CA Pearson 95
Correlation 720 4 '
Sig .000 .000
N 315 315 315
MA Pearson
Correlation 264 .086 744 1
Sig 000 .000 .328
N 315 315 315 315
Pearson
AGA Correlation 814 537 .619 .075 ) 1
Sig. (2-tailed) .000 .000 .000 .000
N 315 315 315 315 315
Pearson
SUA Correlation 673 364 .200 316 759 1
Sig. (2-tailed) .000 .000 .000 .000 000,
N 315 315 315 315 315 315
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CBBA Pearson
. 654 .943 .929 .093 .093 611 .1
Correlation
Sig. (2-tailed) .000 .000 .000 .000 .000 .000
N 315 315 315 315 315 315 315

[Source: Own Survey, 2021
**_Correlation is significant at the 0.01 level (2-tailed)

A relationship is considered to be weak when the correlation value is below 0.2. To determine a
strong relationship, the value has to lie between 0.2 and 0.8. Referring Table4.12, the result of
the relation test shows that there is a positive and strong relationship between the variables. The
highest relation was found between attention grabbing advertisement and overall customer
buying behavior (r = 0.814) whereas the least was between memorable advertisement and
consumer buying behavior (r = 0.264). Besides, the relation between (dependent variable) with
underlying determinants (independent variables) was found to be relatively higher than the

relation amongst independent variables. This implies that the is no multi-collinearity problem.

4.4. Regression Analysis

Finally, a multiple regression analysis is presented in this subchapter. A multiple regression
analysis explores the inter-relationship between several variables and provides information about
what variable that best predict a specific outcome. The regression analysis is the final step to
disclose the information about the unique contribution of each underlying dimensions
(independent variables such as Memorability of advertisement, creative advertisement and
attention-grabbing advertisement and their effects on the overall customer buying behavior
(dependent variable). In this study a standard multiple regression analysis was conducted which
means one dependent variable and all the four independent variables were entered in to the
regression equation at once instead of entering them step by step. The result of this regression is
also generalizable (repeatable), due to the sample size of 315 respondents, which increases the
reliability of the study (Pallant, 2005).
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4.4.1. Assumption Testing for Regression Model

4.4.1.1.Multi-collinearity

Before proceeding to the multiple regression analysis, the researcher tested the existence of multi-
collinearity problem. In regression it occurs when independent variables in the regression model
are more highly correlated with each other than with the dependent variable. That means when
the independent variables in this model are highly correlated with one another (greater than 0.70),
they are basically measuring the same thing or they both convey essentially the same information.
Based on the above correlation analysis there is no strong correlation coefficient among the
predictors variables which is not greater than 0.70 and this clearly shows there is no multi-
collinearity problem in this model. This implies that the data is suitable for conducting multiple

regression analysis.

4.4.1.2.Normality
Before entering the variables in the regression model, tests were made to assure that statistical

assumptions were not violated. For the independent variables to be accepted, the correlation
between the variables must not exceed a value of 0.7. One of the methods to inspect if the
independent variables are relevant to include in the regression model is to look at the correlation

values. If the correlation is too high, the independent variables must be modified (Pallant, 2005).

Table 4.11 shows that none of the independent variables exceed the recommended value of 0.7.
Furthermore, for the dependent variable to be accepted in the regression model, it has to be
normally distributed. A Shapiro-Wilk test was made to identify the distribution of the dependent
variable. As shown in table 4.8, the p-value is 0.193 which means that the distribution of the
dependent variable is normal as the p-value is more than 0.05. This means that the requirement
to enter the customer buying behavior variable in the regression model is met. Since the
independent and dependent variables met the assumptions, thus, entered in the regression model

for analysis
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Table 4.1.3. Shapiro-Wilk Test for Normality

Shapiro-Wilk
. . Statistic Df Sig.
Customer buying behavior 976 315 103
[Source: Own Survey, 2021]
4.1.5.3. Model Summary
Table 4.14: Model Summary
Change statics
Model | R R Adjuste Std  Error
Squar | d R |of the i
e Square | estimate R F d |df2 |Sig F
square change |f change
change 1
1 : .907 905 29130 907 499.77 |6 |.308 |.000
9528 7

a. Predictors: (Constant), CA, MA, SUA, AGA, IA and HA

[Source: Own Survey, 2021

The regression model presents how much of the variance in the measure of brand equity of
respondents is explained by the underlying dimensions of the Customer Buying Behavior model.
The model or the predictor variables have accounted for having R-square value of .907 (with an
estimated standard deviation of 0.29130) of the variance in the criterion variable. The remaining

9.3% are explained by other variables out of this model.

4.4.1.3.ANOVA

The ANOVA table shows if the regression model is significant. The significance value of this
regression model is 0.000, which equals p < 0.05, and F equals 40.435, which means that the

model reaches statistical significance (Pallant, 2005). Thus, the model is significant which

indicates that the variation explained by the model is not due to chance.

43




Table 4.15. ANOVA

ANOVA
Sum of |Df Mea F
squares n
squar
e
Between people 561.719 314 1.789
With in | Between 76.195 3 25.39 | 40.435 .000
people items 9
Residual 591.710 942 .628
Total 667.706 945 707
Total 1229.625 | 1259 977
Grand Mean=3.5718

[Source: Own Survey, 2021

4.1.5.4. Coefficients

The unstandardized coefficient refers to the direction of the relationship and the amount of
change that the different independent variables contribute to customer buying behavior given that
one unit change in the value of the independent variable. Table 4.14 shows that the effect of the
memorable advertisement dimension would increase the customer buying behavior value with
0.719 units and significance level 0f.004, given that all other variables in the model are constant.
The estimated coefficient indicates there is a strong and positive relation between memorable
advertisement of canbebe diaper and customer buying behavior. And the creative advertisement
and simple to understand dimensions contribute at the rate of = 0.431 and g = 0.329 and
significance level of .001 and .000 respectively. Attention grabbing, honest advertisement and
impressive advertisement have beta value of 0.194, 0.178 and .516 and significance level of .000,

.003 and .000 respectively.

CB = C + BySUA + BoMA + B3 AGA + ByCA + Boyfesrex
CB = .220 + 0.329SUA + 0.719MA + 0.194AGA + 0.431CA+0.5161A+0.178HA
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Table 4.16Coefficients

Coefficients @
Model Unstandardized Standardize |t Sig.
Coefficients d
Coefficient
s
B Std. Error Beta
(Constant) 220 237 928 .000
Simple to |.329 091 311 3.62 .001
understand
Attention
grabbing
advertisement 194 .060 175 3.23 .003
Memorable
advertisement 719 074 703 9.72 .006
Creative
advertisement 516 148 443 4.82 .000
Impressive
. 516 061 740 9.485 .000
advertisement
Honest
. 178 054 133 7.140 .003
advertisement
[Source: Own Survey, 2021
Table 4.17Summary of the Overall Outcomes of the Research Hypotheses
Alternate | Hypothesis Relationship | Beta v | P-value Result
value
H1l Simple to understand has | Positive 311 0.000 Supported
significant  effect on
Customer buying behavior
H2 Attention grabbing | Positive 0.000 Supported
advertisement has
significant  effect  on
Customer buying behavior 175
H3 Memorable advertisement | Positive 0.004 Supported
has significant effect on
Customer buying behavior 703
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H4

Creative advertisement has
significant ~ effect  on

Customer buying behavior

Positive

443

0.001

Supported

H5

Honest advertisement has
significant  effect  on

consumer buying behavior

Positive

.740

0.000

Supported

H6

Impressive advertisement
has significant effect on

consumer buying behavior

positive

133

0.003

supported

[Source: Own Survey, 2021
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5.

CHAPTER FIVE

5.1. SUMMARY, CONCLUSION AND RECOMMENDATIONS

5.2. Summary

This chapter presents a summary of the major findings from the study as presented in the previous

chapter. Conclusions and Recommendations are then presented based on the findings of the

study. The chapter ends with suggested areas in which further research can be undertaken.

Summary of major findings

Based on the descriptive analysis of the study, Among the participants the proportion of
both female and male respondents is almost equal, female respondents were 164 (52.1%)
and the rest 151 (47.9%) were male. In terms of the age of the majority of the respondents
136 (50.7%) was found to be within the age range of 18-30 age range. This reflects the
fact that many of diaper buyers are the youngsters. And 61 (29.4%) respondents were also
found in the age range between 31 — 40 years. 11(3.5%) respondents were on the age
between 40 and 60.

Majority of the respondents 156 (49.52%) chose the television advertisement mode to be
influenced on their buying behavior and next 105(33.33%) selected the radio ad mode

and the rest 54 (17.15%) prefer the newspaper mode of advertisement.

Correlation analysis is conducted to analyze the relation between variables. And as the
result of correlation matrix indicate, there is positive and strong relationships between

the variables.
. The highest relation was found between attention grabbing advertisement and overall

customer buying behavior (r = 0.814) whereas the least was between memorable

advertisement and consumer buying behavior (r = 0.264).
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5.3. Conclusion
The purpose of the study is was to investigate the impact of TV advertisement on consumer

buying behavior

From the finding of the study it can be conclude that

> To investigate the impact of tv advertisement on consumer buying behavior in the case
of canbabe dipper. from the finding the study we can conclude that simply to understand
advertisement, creative advertisement ,attention grabbing advertisement has significant

effect On consumer buying behavior.

> Based on the result of correlation analysis all the hypotheses listed for this study are
acceptable.
» According to the result most of the respondents choose TV ads and are more influenced

by television advertisements

5.4. Recommendation

Based on the finding and conclusion of the study the following recommendation are forwarded
Finding number one show that Television advertising is preferred by a customer over other ads
.50 the study recommended that advertisers should use more television advertisement in order

to get new customers and also they can crate loyalty.

From the finding number two we can see that Simple advertisement can understand by
customers than Complex ads.  The study recommend that making advertisement massage
simple helps the customers to understand the massage easily so understanding the massage lead

the users to decide to buy the the product.

Finding number three show that Creative advertisement message influences users to decide to
buy the product so the study recommend that making unique advertisement by adding some
creative idea helps to attract customers mostly unique advertisement has the power to attract

customer and these lead the customer to buy the product.

From the finding number four it is clearly see that Memorable Advertisement can influence
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users to decide to buy the product .so the study recommend that making more memorable
advertisement helps the company to be remember by the users and the users more emphasis to
the product and these lead them to buy the product.

From the finding number five it is clearly see that Making attention grabbing advertisement
helps the company to get the attention of the users and it helps the company to get more viewers

of the advertisements than contestant.

From the finding number six it is clearly see that Honest advertisement has significant relation
with customer buying behavior. So the study recommend that to make the advertisement honest
and also making exception and the reality of must be equal it helps the company to have place

in customer if it has honest advertisement
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APPENDEX
St. Mary’s University

Department of Marketing Management Master’s Program

A survey Questionnaire to be filled by consumers of Canbebe diaper

Dear Respondent,

This questionnaire is designed to carry out a research on The Impact of Tv Advertising on
Consumer Buying Behaviour in The Case of Canbebe Diapers and its main purposes are: to find
The Impact of Tv Advertising on Consumer Buying Behaviour in The Case of Canbebe Diapers
and as partial fulfillment of the requirements for the Master’s of Marketing Management.

The data will be used only for academic purpose and your response is not forwarded to other

third party and it is kept confidential,

please answer each question with no fear of consequence. No need of writing your name | thank

you in advance for your cooperation.
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APPENDIXI:QUESTIONNAIRE

Part1:RespondentsProfile

Please put a“v* mark in the appropriate space to indicate your answer.
1.Gender

1. Male L1
2.Female [__]

2.Educational Qualification

1. Twelve and below ]
2 .Diploma ]
3. Bachelor L1
4. Masters 1]
5. P Hdand above L]

3. Age:

1.18-30 L]
2.31-45 L]
3. 46-60 1
4. Above 60 [

4. Marital status

1Single [
2.Married |
3.Divorced [



5. By which mode of advertisement are you getting attached?
1.Television Advertisement [ ]
2.Radio Advertisement [ |
3.Newspape rAdvertisement ]

6. How often you recommend Canbebe diaper after watching its advertisement?

1.Rarely L]
2.Frequently 1]

3.VeryFrequentIy[:|
4 Never ]

Part2:Advertisement Impact Assessment

Please describe your personal views of the following statements as objectively as you can,by
entering in the block a tick“\that best reflects your views.

Strongly Disagree (1),Disagree(2),neither Disagree nor Agree,(3),Agree (4) and Strongly

Agree(5).

No. Parameters kB

1 [Simple to Understand Advertisement

1.1 The advertisement message is simple to understand as aresult it helps me to
decide to buy th eproduct.

1.2 The advertisement message is easy to understand.

1.3 The facts in the ad convinceme to different features of the products.

14 Since the ad is very clear,l can understand what the ad is all about.

2 Attention Grabbing Advertisement 1 2B

2.1 The advertisement message is attention grabbing as a result it influences me
to decide to buy the product.

2.2 This ad is better than other ads that have the same message.
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2.3 | believe the ad has a high degree of visual magnetism.

2.4 Everytime | look this ad itmakesmecomfort.
MemorableAdvertisement

3.1 The advertisement message is memorable as aresult itinfluences me to
decide to buy theproduct.

3.2 The ad always reminds me how to have better lifestyle.

3.3 [Since the ads are so strong,they do sticks in my brain for long time.

3.4 Mostly I discuss the ad message with my friends after viewingit.

4 Creative Advertisement

4.1 The advertisemen tmessage is creative as aresult itinfluences me to decide
to buy the product.

4.2 Creative advertisement is the only tool in increasing consumers buying
appetite.

43 Great advertisement is the creative expression of understanding the market
needs.

4.4 The ads of Canbebe diaper have new features.

5 Honest advertisment

5.1 [The adversiment massege is honest as a result it influence me to decide to
buy the product

5.2  [The ad creates relevant picture of the product that it in reality

5.3  |Relaibe ad give room for market comparison

5.4  |Since ad are always realistic .i can consider them as a honest information

SOurce.
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Impressive advertisment

6.1  [The advertisment message is impressive as aresult it helps me to decide to
buy the product
6.2  |An impressive ad motivates the consumer for purchasing products
6.3 New impressive advertismen massage is simple to understand as a result it
helps me to decide to buy the product
6.4 | belive there is always realinformation behind impressive advertisment
Consumer Buying Behavior Assessment
1 I am happy being the consumer of Canbebe diaper.
2 | believe in advertisement be cause it helps to get facts.
3 The ads of Canbebe diaper played a key role on the buying of quality
dipper products.
4 Regular ads of Canbebe diaper enable it in winning the market
competition.
5 New ad of a service is asigna lof new offers.
6 There is positive relationship between advertising and consumers buying

behavior.
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