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Abstract: 

The advertisement has a great impact on customer buying behaviour. Advertisement 
influences the customer in various ways on their buying decision. Mass media is used by the 
majority of marketers for marketing and advertisement. Television advertising has improved 
the customer’s involvement in understanding the product and purchasing it. The Fast Moving 
Consumer Goods (FMCG) market in India is the fastest growing sector in the Indian market. 
It is the fourth largest sector in the Indian economy(1). The retail market in India is estimated 
to reach US$ 1.1 Trillion by 2020 which are likely to boost the revenue of FMCG(1). The 
changing lifestyle and buying preference of the consumers were highly influenced by the 
advertisements. This study aims to explore the role of advertisement on consumer’s attitude 
towards buying behaviour and the effectiveness of advertisement in influencing the customer 
purchase perspective in buying FMCG products.  
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Introduction 

 The Advertisement is considered as information concerning an idea, product or 
service to induce action in agreement with the purpose of the advisor. It is used as a tool to 
convey a message orally or visually to the public. The main aim of the advertising is to 
improve the sale of product and service which are offered by the advertiser.  Most of the 
product dealers use mass media as a tool for marketing communication. The media is chosen 
based on the nature of the message that was intended for the target audience group (Etzel et 

1 https://www.ibef.org/industry/fmcg.aspx 
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al. 2008).  The audience is influenced by all mediums of advertisement. However, television 
is the strongest medium because of its mass reach. It not only influences in buyer’s attitude 
but also his / her behaviour, lifestyle and preference in the long run (Latif and Abideen, 
2011). 

 Fast Moving Consumer Goods (FMCG) can be defined as products which have a 
quick turnover and comparatively low cost. These products are purchased frequently by the 
consumers and these products are non-durable goods which range from soft drinks to sanitary 
items, cosmetics, personal hygiene products, soaps and detergents, batteries, stationery items 
and groceries. Each FMCG producer adopts various business strategies to become successful 
in the market. Advertising influences the customers to select new brands that are available in 
the market.   

This study is an attempt to understand the impact of television advertisement on the buying 
behaviour of consumers in buying FMCG products in Coimbatore. 

Review of Literature 

 Advertising is usually information which is persuasive in nature describing a product, 
service or an idea through various media (Srinivasa.D, 2008). The main aim of advertising is 
to spread ideas about products among consumers. Television sets have become one of the 
unavoidable products among household (Saha D’souza, 2008). Television advertisements 
have a higher impact than other advertisements (Green,C.L, 1999). Television advertisements 
provide extensive message influencing daily life of people (Kotwal et al. 2008). Advertising 
and marketing industry in India is a fast-growing industry in India (Unnikrishnan and Bajpai, 
1996).  As per statistics of Doordarshan, Television is regularly watched by over 500 million 
Indians (Saxana, 2005). With over one billion in population, India is becoming one of the 
fastest and foremost consumer markets a quarter of this huge mass lives in urban areas 
(Sherawat and Kunden,2007).  It is not necessary for the consumers to use products of 
advertisement they like. The main key lie with the interest of the target and attractiveness of 
the advertisement (Fam and Waller, 2008). 

 Best way to promote products and services is through television advertisement. It 
influences the customer effectively (Bogdonvovic, 2013).  Marketers show a great interest in 
understanding consumer behaviour which helps them to understand how a consumer feel, 
think and select a product (Brown, Durrett and Wetherbe,2004).  Apart from advertisement, 
cultural, social personal and psychological factors also influence the customers (Vani, Babu 
and Panchanathan, 2011).  The biggest effect on the audience is created by a television 
advertisement which makes the consumer start the purchasing process and influence his 
perception of the product (Joloudar and Ansari, 2011).  Television advertising aims to create 
an impact on consumer behaviour which is frequently changed based upon consumer 
perception and emotions (Anu P Mathew and Aswathy S, 2014).  

Statement of the Problem 
 Life in urban areas are improving every day, people are adopting the new practice and 
trying out new products to improve their quality of life. The buying decisions of the people 

182 

 

http://www.ijiset.com/


IJISET - International Journal of Innovative Science, Engineering & Technology, Vol. 7 Issue 2, February 2020  

ISSN (Online) 2348 – 7968 | Impact Factor (2019) – 6.248 

www.ijiset.com 

are highly influenced by various reasons. Television has a higher impact and covers a large 
audience. Advertisements telecasted on the television are watched by the audience which 
brings a significant effect on buying decisions of customers in FMCG goods. If the customers 
influenced, their response towards such advertisement was studied. Advertising of FMCG 
products have an important role in brand emotion, selection option and prepare towards 
products. 
 

Objectives of the Study 

1. To ascertain the impact of Television advertisement on the buying behaviour of 
FMCG products in Coimbatore district. 

2. To understand factors influencing the purchase decision. 

Research Methodology 

This study was done through primary data by making a survey using a questionnaire and 
direct interview. A convenience sampling method is used for sampling. This study was 
confined to the Coimbatore district of Tamilnadu, India. Due care was given during the 
survey to include respondents from different walks of life i.e., different gender, the area of 
residence, income and education. A total of 150 questionnaires were distributed among the 
respondents. A total of 144 questionnaires were considered fit for the analysis. The analysis 
was made using simple percentage and a set of 14 statements (Table 1) is measured on a five-
point Likert scale regarding the view of respondents on the impact of a television 
advertisement in buying behaviour has been measured by employing factor analysis. 

Analysis and Interpretation: 

Table1: Description of Variables 

Variable No Description 
V1 The purchase was influenced more by an advertisement cast by celebrity 
V2 Buying behaviour has changed due to the advertisement 
V3 A need for FMCG products was created by the advertisement 
V4 Time is saved on comparing products due to the advertisement 
V5 A different medium of advertisement gives different impact on buying 

behaviour 
V6 Advertisement induces to purchase products that are not required 
V7 Advertisement helps me to check for suitable products available in the 

market 
V8 The frequency of purchasing a product is increased due to advertising 
V9 People fully relay on advertisement however it is misleading some times. 
V10 Price of the product advertised on the television is higher than the price of 

the products not advertised 
V11 Due to the TV ad, people purchased products that fulfil their needs 
V12 Products and promotion shown in the advertisement are trustworthy 
V13 People believe in the benefits described in the advertisement of FMCG 

products 
V14 Consumer demand for product purchase is influenced by advertisement 
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Table 2: Demographic Variable: 

Variable Category Total numbers Percentage 
Gender Male 74 51 
 Female 70 49 
Age in years 15-20 18 13 
 20-25 33 23 
 25-30 38 26 
 30-35 31 21 
 35 & above 24 17 
Education Uneducated 3 2 
 Completed 10th 33 23 
 Completed 12th 38 27 
 Graduate 41 28 
 Postgraduate 29 20 
Income (Per annum) <Rs.1,00,000 52 36 
 Rs.1,00,001 – 

Rs.2,00,000 
55 38 

 Rs. 2,00,000 & above 37 26 
Marital status Married 40 28 
 Unmarried 104 72 
  

• Majority of the respondents are male. 

• Majority of the respondents fall under the age group of 25 to 35 years. 

• Majority of the respondents are graduates. 

• Majority of the respondents fall in the income group of  Rs.1,00,001 to Rs. 2,00,000. 

• Majority of the respondents are unmarried. 

Table 3: satisfaction with a TV advertisement 

Variable Category Total numbers Percentage 
Satisfaction with TV 
advertisement of 
FMCG products 

Highly satisfied 34 24 

 Satisfied 94 65 
 Moderately satisfied  13 9 
 Not satisfied 3 2 
 

• Majority of the respondents are satisfied and happy to watch the advertisements on 
television for FMCG products. 
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Table 4: Type of Television set in the house  

Variable Category Total numbers Percentage 
Type of TV the 
respondent have in 
their house 

CRT  26 18 

 Plasma 13 9 
 LCD 54 38 
 LED 46 31 
 Smart TV 5 4 

• Every respondent’s house has a television and the majority of the respondents has an 
LCD television in their house. 

Table 5: Expenses did on FMCG 

Variable Category Total numbers Percentage 
Expensed done on 
FMCG monthly 

Rs.500-1000 22 15 

 Rs.1001-1500 51 35 
 Rs.1501-2000 32 22 
 Rs.2001-2500 15 10 
 Rs.2501-3000 13 9 
 Above Rs.3000 11 9 
 

• Majority of the respondents spent an average of Rs.1001 to Rs.1500 on FMCG 
products monthly. 
The Varimax rotation is used to simplify the expression of subspace in terms of just a 

few major items each. Varimax maximises the sum of the variance of the squared loadings. 

Varimax is expressed in a formula as suggested by Henry Felix Kaiser in 1958. 

 

 

 

 There are 3 factors which accounted for 68.29 percentage variance. The total variance 
is explained by the information contained in the factor matrix. Communality is treated as a 
portion of variance which is determined by the common factors. The communalities are 
considered high if they are above 0.8 or greater. 

Table 6: Varimax rotated factor loading Matrix 

Variables 1 2 3 Communality 
VAR1 0.142 0.213 0.741 0.681 
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VAR2 0.106 0.149 0.773 0.652 
VAR3 0.243 0.653 0.229 0.586 
VAR4 0.723 -0.069 0.257 0.573 
VAR5 0.786 0.338 0.148 0.738 
VAR6 0.386 0.736 -0.009 0.681 
VAR7 0.764 0.461 0.046 0.781 
VAR8 0.745 0.048 0.196 0.643 
VAR9 0.848 0.246 0.019 0.749 
VAR10 0.786 0.237 0.064 0.718 
VAR11 0.743 0.318 0.045 0.679 
VAR12 0.446 0.681 0.008 0.641 
VAR13 0.638 0.414 0.072 0.649 
VAR14 -0.041 0.301 -0.381 0.211 
Eigen values 6.681 1.561 1.361 - 
Percentage of 
variation 

45.083 9.876 8.312 - 

Cumulative 
variation 

45.049 55.161 63.418 - 

 

It is evident from the above table that variables V12, V3,  V10, V1, V5, V9,  V7,  V8 loaded 
on factor 1. The variables V14,  V4,  V11 and V6 are loaded to factor 2 and variable V2 and 
V13 are loaded on factor 3. 

Factor 1: Influence of TV Advertising 

 Eight variables are loaded in this factor which demonstrates that consumer purchase 
products which full fill their needs through advertisement, customer’s time are saved on 
comparing products due to advertising, customers buy products advertised even though the 
price of the products are high compared to non-advertised products, customer buying 
behaviour is changed due to the advertisement, Advertisement helps the customer to check 
for substitute products available in the market, consumers fully relay on advertisements 
however they mislead the consumer sometimes, customers have started to purchase products 
that full fill their needs through advertisement, and  customers believe the benefits described 
in the advertisement of FMCG products. 

Factor 2: customer attitude  

 Four variables are loaded in this factor which demonstrates that a need for FMCG 
products was created by advertisement, advertisement induces customers to purchase 
products that they do not require, customers feel products and promotions shown in the 
advertisement are trustworthy. 

Factor 3: Impact on buying behaviour due to the advertisement 

 Two variables are loaded in this factor which demonstrates that Frequency of 
purchasing a product is increased due to advertising and customer purchase was influenced 
more by advertisements cast by a celebrity.  
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Findings: 

• Every household was found to have a television set; advertisements are watched by 
every member of the family.  

• Respondents felt that they get engrossed in TV commercials which stimulate them to 
buy FMCG products. 

• Television advertisements create a need for the product. The customer often 
purchased products after watching a television advertisement cast by a celebrity. 

• Customers trust the advertisement and buy the products, frequency of buying the 
product is increased due to advertising. 

Suggestions: 

• Value engineering techniques shall be applied by the FMCG players to make the 
products cheaper and efficient. 

• Advertisement of the FMCG products should not be misleading. It can be sensational 
and provoking however customer should not be deceived by an advertisement. 

• Advertisements can use celebrity in the ad as it induces the customer to buy the 
product. 

• Advertisements can be made in a comparative way as customers watch the 
advertisements and compare the products for their buying decision. 

  

Conclusion: 

 An effective marketing strategy needs a crucial advertisement policy. As the lifestyle 
of the consumers is changing, their need for the product and the expectation out of the 
product is increasing. Advertisement plays a vital role in getting the products to the customer. 
As the FMCG sector is growing at a faster pace. Advertisement of product in this sector will 
help the company to influence the customer on making their purchase decisions. Television 
advertisement has brought a dramatic shift in advertising. The way the customer watches and 
observes the advertisement highly provokes them in trying out those products. Although there 
are several media of advertising, advertising on television will be an effective tool for 
acquiring customers. 
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