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Abstract

Advertisement has a very significant role in current era as it decides the
attitudes and insights of individuals and society which outstandingly
effects the customer buying behavior. In any business success when it
attracts and retains the Women Consumers with profit and this goal is
achieved when company builds a strong Women Consumer perception for
its product or service. All the big quns have made significant attempts to
ensure quality advertisement and fabrication of strong Women Consumer
perception through suitable ways that positively affects the Women
Consumer buying behavior because people get knowledge about product
through advertisement and other promotional tools and develop
perception through company’s activities and his previous experience with
that company and past purchase accordingly.

The purpose of this paper is to cover the gap from the previous literature
with regard to the cognitive and the behavioral component of attitude of
consumers. The literature was scant in examining the influence of the
mostly used traits on the purchase behavior and the switching behavior of
consumers. Therefore, this research paper examines the impact of different
marketing strategies used by the advertisers on the components of the
attitude of the consumers.
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1. INTRODUCTION

Advertising is a form of marketing communications used to promote or sell something, usually a
business's product or services. Advertising is considered to be a significant and vital element for
the economic growth of the marketer and different company in competition Advertising is
usually a paid form of publicity by some sponsors and reach through various traditional media
such as televisions, commercial radios advertisement, outdoor advertising, newspaper, magazine
mail or modern media such as blogs, website and text message. Furthermore, the developments
and technological advancement have turned advertising to a more pervasive and powerful in its
impact and affect.

First of all, the perception of the consumers towards the traits was measured by the factor
analysis approach. Second, the impacts of the character on the purchase behavior of consumers
were studied using regression analysis. Then descriptive statistics approaches were used to
analyze the switching behavior and the most crucial tactic used in the advertisement.

The study of Women Consumer behavior assumes that Women Consumers are actors in the
marketplace. The perspective of role theory thinks that Women Consumers play various roles in
the market. Starting from the information providers, from the user to the payer and the disposer,
Women Consumers play these roles in the decision processes. According to Engel, Blackwell, and
Mansard, Women Consumer behaviors is the action and decision processes of people who buy
goods for their personal use. "According to Louden and Bitta," Women Consumer behavior is the
decision process and physical activity, which individuals engage in while evaluating, acquiring,
using or disposing of goods and services.

2. REVIEW OF LITERATURE

Various studies have been examined the effectiveness of advertising within the past decade. The
standard measures of advertising effectiveness embrace ad recall, ad recognition, full awareness,
clicks or click-through rate, perspective towards the ad and therefore the whole, and buy thought.
Of those standard measures, attitudes toward the ad, click an advertisement, and talent to recall
ad area unit, the main focus of this study. The effectiveness of those three measures was assessed
by their ability to predict purchase calls. Advertising, publicity, and packaging area unit mass
communication tools obtainable to marketers. As its name suggests, mass communication uses
constant message for everybody in Associate in Advertisement audience. Today, advertising is
also outlined in an exceedingly different means. We tend to could describe it as a method of
communication with the users of a product or service. Advertisements area unit messages
procured by people who send them and area unit meant to tell or influence folks that receive
them. Thus they outline it as a paid, non-personal communication through various media by
business companies, a non-profit organization, and people World Health Organization area unit
in how known within the advertising message and World Health Organization hope to tell or
persuade members of a specific audience thinks that advertising is employed to ascertain a
necessary awareness of the merchandise or service within the mind of the potential client and to
create up information concerning it. The perspective toward the ad is outlined because the
predisposition to reply in a very favorable or unfavorable manner to a specific advertisement and
has two completely different elements: an affection element reflective the emotions induced by
the ad and a psychological feature component thoughtful however well created and helpful the
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message and the knowledge in it's thought-about to be. The studies conducted by Mitchell and
Olson (1982) were among the first to demonstrate that the way consumers assess an ad provides
an impact on brand attitude above the ability of the ad to communicate information on brand
attributes. Both the attitude toward the brand and the purchase intention are influenced,
according to the above authors, not only by beliefs about the brand but also, to a considerable
extent, by the attitude toward the ad.

The main objective of this paper is to identify the mechanisms through which the thoughts and
feelings evoked by an ad lead to a favorable attitude toward the ad and how (and under what
conditions) this attitude leads, in turn, to a pleasant brand attitude. Thus, MacKenzie, Lutz, and
Belch (1986) developed a model, supported by considerable empirical evidence, using which to
explain the impact of advertising on consumers' attitudes. According to their model, the
Consumer's exposure to a particular ad trigger affective (feelings) and cognitive (thoughts)
responses. These feelings and beliefs influence the Consumer's attitude toward the ad and the
cognitions that relate to the brand, which also affect attitude toward the brand. Thus, the attitude
toward the ad affects attitude toward the brand both directly and indirectly through shaping
brand cognitions. The reasoning is as follows: consumers with a favorable attitude toward an ad
are more receptive to arguments in favor of the brand. For example, a consumer who likes the
commercial for the Milka chocolate is less likely to consider the disadvantages of the brand
(higher price), but rather, she will only have in mind its advantages as the ad contains humor and
originality.

In the analysis that LeRoux makes concerning the influence of the attitude toward the ad on
brand attitude, he proposes a model in which the attitude toward the ad can be explained using
three categories of reactions: reactions triggered by the execution of an ad, emotional responses
and cognitive reactions triggered by arguments presented in the ad. Concomitantly, LeRoux
elaborated a matrix with results triggered by advertisements, by identifying for each type of
response a series of specific perceptual factors: positive cognitive reactions (relevance, credibility,
realism, creativity, imagination, familiarity), adverse cognitive reactions (confusion, hate),
positive affective responses (entertainment, humor, vitality, activity, liking, empathy,
sensuousness), negative emotional responses (irritation, sluggishness) (Dobre, 2005, p.172).
Concerning the period during which the effect of the favorable attitude is manifested, some
studies claim that this effect persists over time while other studies show that it is short-lived.
Thus, it has been suggested that in the case of a likable ad, which draws so much attention to
itself that brand attributes in the ad are not processed by the Consumer, after a time lag, the ad
liking decays. The Consumer has weaker attitudes to the brand than if the announcement had not
taken away attention from brand attributes (Chattopadhyay, Nedungadi, 1992).

The effect of ad liking on brand attitude varies according to the nature of the promoted product.
According to several studies by Brown and Stayman (1992), the effects are more significant for
novel and unfamiliar brands than for well-known ones. At the same time, the impact of ad liking
on brand liking is also significantly reduced after the Consumer has tried the brand (Smith, 1993).
On the other hand, brand cognitions, shaped as a result of exposure to the ad, play a deciding role
in determining the brand attitude in the case of natural products. The Consumer's level of
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involvement in the purchasing decision is another factor that bears on the influence exerted by
the ad attitude on the brand attitude.

According to the elaboration likelihood model, the effect of peripheral cues on brand attitude is
much higher under low-involvement conditions. Consequently, one can infer that the impact of
view to the ad on brand attitudes is more significant under low-involvement conditions since the
feelings that play a vital role in shaping attitudes to the announcement are considered to be
peripheral cues (Homer, 1990). The results of the studies conducted on this subject are different,
which means that the attitude to the ad often contributes to brand positions under both high and
low involvement on the part of the Consumer. It is explained through the fact that the different
components of view to the ad (evaluation of the ability to entertain and inform the Consumer)
require both central and peripheral processing of the message (MacKenzie, Lutz, 1989). Thus,
while under low-involvement conditions the feelings evoked by the ad are a significant
contributor to ad liking, under high involvement conditions both senses and the ad's usefulness
jointly contribute to ad liking (Miniard, Bhatla, Rose, 1990).

To better understand how the ad attitude affects brand attitude, it is essential to see what kind of
attitude consumers develop toward the ad itself. If the feelings that the ad create are positive and
if the way the announcement is made and the information in it is evaluated favorably, then the ad
should elicit a favorable attitude toward itself (Greene, 1992). An ad can be liked either because it
is entertaining or because it is considered useful, or both. According to Greene's model, the
attitude to the ad is influenced by the following factors: attitude toward advertisements in
general, attitude toward the source of the message (advertiser), the mood of the viewer and the
feelings evoked by the announcement, the evaluation of the execution characteristics of the ad
(the format of the message), the viewer's perceptions of the credibility and believability of the ad.
On the other hand, Solomon lists the following determining factors which affect the ad attitude:
attitude toward advertiser, evaluation of the ad's execution characteristics (the message format),
the Consumer's mood and the feelings evoked by the announcement, the ability of the ad to
trigger reactions on the part of the Consumer (Solomon, 2003, p. 230).

The character of the executional delineates one of the critical factors shaping the angle of the ad.
Different artistic ways might cause an equivalent overall level of perspective on the part of the
customers. During this context, the identification of aesthetic characteristics that create a poster to
be likable becomes essential. The analysis of advertising's impact on consumers' attitude toward
different product and service categories (household products, private use products, long term use
products, luxury products, banking, and financial services, tourism and entertainment services)
reveal insignificant differences among statistical averages (more results are available on request).
According to the answers given, over 40% of interviewees stated that they seldom or very seldom
take ads into account when they adopt an attitude toward different product and service
categories.

3. RESEARCH METHODOLOGY

Secondary sources of data have been used.

4. RESEARCH LIMITATIONS/IMPLICATION

This research paper has some limitations. The research area is restricted to the urban population
of three districts of Punjab only, e.g., Amritsar, Jalandhar, and Ludhiana; because of this, the
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results cannot be generalized for other areas. Due to the changing behavior and the attitude,
income level, and media, the responses of the Consumer in the present studies may not be
relevant in future periods. The study was confined for working women consumers only and did
not represent the whole full population.

5.
1.

A.

N =

N T

NATURE OF WOMEN CONSUMER BEHAVIOR

Influenced by various factors:

The multiple factors that influence Women Consumer behavior are as follow:

Marketing factors such as product designs, prices, promotion, packaging, positioning, and
distributions.

Personal factors, viz., as age, gender, education, and income levels.

Psychological factors such as buying motive, perception of the products, and attitude toward
the products.

Situational factors, e.g., physical surroundings at the time of purchases, social surroundings,
and time factors.

Social factors, for example, social status, reference groups, and families.

Cultural factors, like faith, social class —caste, and sub-castes.

Undergoes a constant change: Women shopper behavior is volatile. It keeps on ever-
changing over an amount of your time reckoning on the character of the product. For
example, children like colorful and fancy footwear; however, as they grow old as teenagers
and young adults, they like fashionable footwear. As mature and senior voters, they want a
lot of sober footwear. The amendment in shopping for behavior could turn up because of
many different factors like an increase in financial gain level, education level, and selling
elements.

Varies from Women Consumer to Women Consumer: All Women Consumers do not behave
in the same manner. Different Women Consumers behave differently. The differences in
Women's Consumer behavior are due to individual factors such as the nature of the Women's
Consumers, lifestyle, and culture. For example, some Women Consumers are technophilic.
They go on searching and pay on the far side. Their means that. They borrow cash from
friends, relatives, banks, and from time to time, even adopt unethical ways to pay on
searching for advanced technologies. However, there are different girls shoppers World
Health Organization, despite having surplus cash, don't go even for the regular purchase and
avoid use and get of advance technology.

Vary from region to region and counties to county: There is a considerable variation in
Women Consumer behavior vary across states, parts, and countries. For example, the action
of the urban Women Consumers is different from that of the rural Women Consumers. A
good number of rural Women Consumers are conservative in their buying behaviors.

The rich rural Women Consumers may not be liberal to spend money on extravagances
despite having sufficient funds. In contrast, the urban Women Consumers are more inclined
to lead a beautiful life and may even take a bank loan to buy luxury items such as cars and
household appliances. The variation in Women Consumer behavior across the states, regions,
and countries is the impression of their upbringing, lifestyles, and level of development.
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Information on Women Consumer behavior is relevant to the marketers: Marketers need to
have a good knowledge of the Women Consumers' behavior. They need to study the various
factor that influences the Women Consumers behavior of their target customer.

The knowledge of Women Consumer behavior enables them to take appropriate marketing
decisions concerning the following factors:

6.

SO0 o0 TP

Product design/model

Pricing of the product

Promotion of the product

Packaging

Positioning

Place of distribution

Leads to purchase decision: A positive Women Consumer behavior leads to a purchase
decision. A Women Consumer might take the choice shopping for a product on the idea of
various buying motives. The acquisition call results in higher demand, and also the sales of
the marketer's increase. Therefore, marketers ought to influence Women's Consumer
behavior to increase their purchases.

Varies from products to products: There is a variation in women's Consumer behavior for
different products. Some Women Consumers may be quantitative while buying individual
items or no amount of different things. As an example, teenagers could pay slowly on
merchandise like cell phones and branded wears for unpleasant personal attractiveness;
however, they might not pay on general and educational reading. A middle-aged person
could spend less on wear; however, they could invest cash in savings, insurance schemes,
pension schemes, and so on.

Improves standard of living: The shopping for behavior of the ladies customers could cause
higher normal of living. A lot of an individual buys the products and services; the upper is
that the normal of life. However, if an individual spends less on merchandise and services,
despite having a decent financial gain, they deprive themselves of the upper standard of
living.

Reflects status: The Women Consumer behavior is not only influenced by the state of a
Women Consumer, but it also indicates it. The Women Consumer Behavior: Meaning and
Nature -  theintactone.com.  https://theintactone.com/2019/10/27 / pom-u2-topic-1-
consumer-behavior-meaning-and-nature/ (PDF) impact of social media on the buying
behavior of the Consumer.

Source:https:/ /www.researchgate.net/publication/330618244_impact_of_social _media_on_b
uying_behaviour_of_consumerConsumers who own luxury cars, watches, and other items
are considered belonging to a higher status. The luxury items also give a sense of pride to the
owners. (PDF) impact of social media on the buying behavior of consumers.
Source:https:/ /www.researchgate.net/ publication/330618244_impact_of_social_media_on_b
uying_behaviour_of consumer

EFFECT OF ADVERTISEMENT ON WOMEN CONSUMER BUYING BEHAVIOR

Increased awareness: -Advertising and promotion offer a news function to Women Consumers.
The Viewers of ads learn about new products and services available to them, much as they learn
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about events in the original. (Source: https://www.slideshare.net/25Mksp/advertising-and-
brand-management)These information functions have a neutral role. However, it provides facts
without approval or disapproval from Women Consumers. Customer behaviors at this stage
encompass expressions of curiosity.

Analysis of Features: - Women shoppers tend to possess a balanced response to advertising after
they inspect the options of a product or service. These responses focus on a logical listing of all
the useful aspects of the provision. This is often a rational response instead of AN emotional one.
Evaluation of Benefits: -When customers weigh benefits, they become emotionally involved with
advertising and promotion. The way Women Consumers identify the product or service can
make them happier, improve their lives, or give them pleasure. This part of the Women's
Consumer response is illogical and can lead to impulse buying and competition to obtain the
product.

Reminders: -Repeated advertising messages affect Women's Consumer behavior. This repetition
serves as reminders to the Women Consumers. Gernal behavior that stems from reminders
includes suddenly thinking of products while shopping and making decisions to be bought as if it
had been on the Women Consumer's "to-do" list.

Promotion of Loyalty or Alienation: -Women Consumer behavior splits between loyalty and
alienation depending on how well the product lives up to its advertising benefit. Corporate action
- such as scandal or charity works - can also affect alienation and loyalty responses. Once the
Women Consumer makes this choice, advertising and promotion are not likely to undo that
decision.

e Advertising creates demand.

e It promotes the marketing system.

e It makes customers aware of the prices and attributes of the product leading to higher sales.

e It brings awareness to the masses.

e Marketing researchers and advertising research can assess women's Consumer demand.
Social dimensions of advertising: It informs the society of assorted merchandise offered, their
technology, uses, and the way the community will enjoy innovations, like credit cards, debit
cards, golden cards, world cards, mobile phones, travel offers, etc. Advertising conjointly
educates the individuals and, therefore, society against the hazards of life. Cancer, Smoking is
injurious to health, risky driving, higher late than ne'er. Similarly, we've driven against pollution,
against population explosion, etc. Advertising shouldn't deceive society. It shouldn't manipulate
the ladies' customers against their can. They will get exploited by desirability Psychological
facets: One aspect of psychological advertising is that drinking of Alcohol, Beer, Wine shouldn't
be targeted on the kids or those below the age of twenty-one. Girls in society are essential
concerning obscene ads and promoting sexual disposition within the advertising, i.e., fashion
designer. There's heaps of criticism on advertising against sexual appeals and status. They abase
girls as being sex objects. Such ads may be for cosmetics, intimate apparel, and different
merchandise employed by girls. Once a girl's client tries to shop for a product. He features a ton
of decisions before him. He gets target-hunting by the family, my friends, by advertisements, by
the employee, and therefore, the girl's client gets confused and infrequently feels that he has
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created a wrong alternative. He undergoes each pre and post-purchase dissonance, and
consequently, the vender attempt to take away his anxiety by reinforcing his option.
Communication task: - Advertising interconnects and captures the attention of the buyer. It
communicates through stories, through episodes, through tables and charts. The communication
must be interpreted in the same manner that it is intended. It also brings attitudinal changes and
changes the faiths and beliefs of the Women Consumer.

7. CONCLUSION

The study reveals that advertising on the behavior of Women Consumer plays a significant role in
selling products. Women Consumer behavior and advertising are active fields, in terms of
practice and scientific training. For example, the television commercials that appear in the year
2019 have little in common with those from the 1970s. Advertising research styles have involved
and advanced, partly through the influence of improved technology and access to advanced
theories and methods. Consumers who state they are often affected by ads when forming
opinions about household current use products view advertising as an information source on
products and services and, to a certain extent, a source of entertainment, with a favorable attitude
toward demonstration, testimonial, or life scene ads. The preferred endorsers in the ads are
experts, TV stars, and regular consumers.

The results shows that frequent exposure, evaluation of products, and sexual appeals have a
significant impression on the mind of consumers, which governs the impact of advertising tactics.
Further, the results assessed that information, pricing element, the image of the company, and
sexual appeal are the other vital trait influencing the cognitive attitudes of consumers. The
consumers switch to advertising products, which indicates the behavioral change with the impact
of advertisement.
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