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Abstract: Advertising plays a pivotal role in shaping consumer behavior and preferences in today’s
competitive marketplace. This abstract provides on overview of the multifaceted impact on consumer
behavior, drawing on exiting research and trends in the field. Advertising has a profound influence on
consumer decision-making processes. It not only informs consumers about and service offerings but also
creates emotional connections, influences perceptions, and drives purchasing decision. Entertaining
consumer with clever and creative presentation, Building trust and confidence in the company and its
products, Motivating them to buy or take action, Defining the product benefits and how they meet consumer
needs.
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L. INTRODUCTION
According to study by Design, advertising has the power to influence customer brand preference and has on effect on
consumer behaviour. Another Study by IJCRT(International Journal of Clinical Research and Trials) found that
advertising has the power to impact people’s attitudes lifestyles and in the long term the culture of a country . The same
study also found that commercials have a considerable influence on customer purchasing behaviour.
Adpvertising is a powerful tool that can influence consumer behaviour in various ways. It is a marketing approach that is
used to raise product awareness in the minds of consumers so that they can make purchasing choice.
Marketers use mass communication tactics such as advertising, sales promotion, and public relations. Advertising in the
mass media has an impact on audience, but television has the broadest reach and is the most powerful medium for
advertising.
Consumers make up the majority of the market. Their actions are dictated by their unique requirements. As a result,
they frequently find themselves forced to choose between several items offered by corporations.
Customer’s primary purpose is to meet as many of their requirements as necessary through the act of purchasing the
product they choose. Consumers, on the other hand, are influenced by a variety of circumstances, such as other similar
products, which force them to either buy or give up on the product before reaching the decision point.

II. REVIEW OF LITERATURE

A study by Mukada Wambani examines the impact of advertising on consumer behaviour with a case study of Apple
Inc. The study provides an overview of traditional and modern advertising, their advantages and disadvantages, and
how they influence consumer behaviour. The study also examines the importance of advertising in building brand
loyalty and its effect on consumer buying behaviour.

A study conducted by Aditya Yadav found that advertising has the power to influence customer brand preference and
has an effect on customer behaviour. The study examines consumer buying behaviour via the influence of
advertisement. The study collected data from 23 participants focusing on the luxury product of pen and their preference
of the brand, colour and price of the pen. The study also analyse the importance of advertisement as well as its negative
effect on the public.

Copyright to IJARSCT
www.ijarsct.co.in

30

:| 2581-9429 |2
2\ IJARSCT



(, IJARSCT ISSN (Online) 2581-9429

xx International Journal of Advanced Research in Science, Communication and Technology (IJARSCT)
IJ ARSCT International Open-Access, Double-Blind, Peer-Reviewed, Refereed, Multidisciplinary Online Journal
Impact Factor: 5.731 Volume 2, Issue 5, January 2022

Jihane Tabie conducted a study that focused on describing why advertising is important, its forms, how to design it,
how it influences consumer behaviour from toddlers to adolescents to adults and the elderly, and its impacts

2.1 OBJECTIVES OF THE RESEARCH

1. To Identify the effect of emotional response on consumer buying behaviour.

2. To focuses on the impact of advertising on consumer behaviour.

3. To examine the relationship between advertising and consumer behaviour strategies.

4. To identify the effect of emotional response on consumers’ buying behaviour ascertain the effect of environmental
response towards brand on consumer buying behaviour, and understand the consumer buying behaviour pattern.

III. RESEARCH METHODOLOGY
The present study is exploratory in nature and uses technique of secondary research for the same. Thus, the study use
primarily based on secondary data collected from various sources viz. books, journals, internet, etc.
1. Defining the research problem: The first step is to define the research problem, which involves identifying the
research questions and objectives. The research questions should be specific, measurable, and relevant to the study.
2. Developing a research plan: The next step is to develop a research plan that outlines the research design, data
collection methods, and sampling strategy. The research design can be either exploratory, descriptive, or causal.
3. Collecting data: The third step is to collect data using various methods such as surveys, interviews, focus groups, or
experiments. The data collected should be reliable and valid.
4. Analysing data: The fourth step is to analyse the data using statistical techniques such as regression analysis, factor
analysis, or structural equation modelling The analysis should be based on the research questions and objectives.
5. Interpreting results: The fifth step is to interpret the results of the analysis and draw conclusions based on the
research questions and objectives. The conclusions should be supported by the data collected and analyse.
6. Reporting findings: The final step is to report the findings of the study in a clear and concise manner. The report
should include an executive summary, introduction, methodology, results, discussion, and conclusion.

IV. FINDING
Adpvertising has the power to influence people’s attitudes, lifestyles, and culture in the long term.
This study also found that advertising can impact customer brand preference and buying behaviour.
This study found that the importance of advertising, its forms, how to design it, how it influences consumer behaviour
from toddlers to adolescents to adults and the elderly, and its impacts, both positive and negative, on consumer
purchasing decisions.

V. CONCLUSION
Marketers have the power to persuade and manipulate consumers through various techniques such as emotional
appeals, celebrity endorsements, and subliminal messaging. However, it is important for advertisers to use their
influence ethically and responsibly .
Based on these findings, it is suggested that companies should focus on creating advertisements that are engaging and
memorable. Advertisements should be designed to create a positive emotional response in consumers, which can lead to
increased brand awareness and loyalty .
It is also important for companies to understand the needs and preferences of their target audience. By understanding
what motivates consumers to buy a product, companies can create advertisements that are more effective in influencing
consumer behaviour .
In conclusion, advertising has a significant impact on consumer behaviour. Companies should focus on creating
engaging advertisements that create a positive emotional response in consumers and understand the needs and
preferences of their target audience.
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