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ABSTRACT 

“Advertising moves people toward goods; 

Merchandising moves goods toward people” 

 -Morris Hite quotes 

Today, advertisement cover varied subjects like planning a family, getting a desired child, getting abortion, 

immunization, child care, pre-natal care, health care and so on. Advertisement has brought in its tentacles society, culture, 

national integration, economy, politics, music, history, art and many more areas. Advertising is communication used to 

influence individuals to purchase products or services. Advertising can be displaced on billboards, newspapers, T.V., 

websites, movies and more. 

Advertising education has become widely popular with bachelor, master and doctorate degrees becoming 

available in the emphasis. A surge in advertising interest is typically attributed to the strong relationship advertising plays 

in cultural and technological changes, such as the advance of online social networking. A unique model for teaching 

advertising is the student-run advertising agency, where advertising students create campaigns for real companies. 

KEYWORDS: Family, Getting a Desired Child, Getting Abortion, Immunization, Child Care, Pre-Natal Care, Health 

Care 

INTRODUCTION 

 Advertisement means nothing but public promotion of some product or service. Advertising means “the business 

of drawing public attention to goods and services”.   Advertising is the activity of attracting public attention to a product or 

business, as by paid announcements in the print, broadcast, or electronic media. Advertisement is a notice or 

announcement in a public medium promoting a product, service, or event. The main purpose of advertising is to sell 

product or services. Manufacturers advertise to try to persuade people to buy their product. Large business firms also use 

advertising to create a favourable image of their company. They want the company to be known and respected for their 

products the firm makes or the services it provides. Local businesses use advertising to gain new customers and increase 

sales. Advertising thus plays a major role in the competition among businesses for the consumer’s money. It is the cheapest 
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and fastest way to informs large number of people about product or services for sale and persuade them to buy. 

STATEMENT OF THE PROBLEM 

 The literature reviews regarding advertisement and buying behaviour emerged with the gap, that no serious study 

was attempted at national and international level to determine the impact of advertisement on buying behaviour. It is also 

found that the buying behaviour is not elaborately studied by the researcher’s element wise. But the present research work 

made a holistic attempt to estimate the advertisement factors influencing:   

• Buying motivation  

• Need recognition  

• Purchase decision and  

• Post purchase behaviour 

 A critical analysis of literature review identified a wide lacunars that the influence of demographic variables on all 

the factors on buying behaviour or not conspicuously absent in the previous studies. The present research has been 

designed to explore the impact of multiple demographic variables on the factors of buying behaviour influenced by the 

advertisement. 

OBJECTIVES OF THE STUDY 

• To   study   awareness   and   attitudes of customers on Two-wheeler characteristics      and advertisement.  

• To identify the advertisement factors influencing buying motives, product recognition and buying decision of 

two-wheeler customers.  

• To study the information enhancement of the product through advertisement. 

RESEARCH METHODOLOGY  

 This section describes research design, data collection and questionnaire development efforts used in this study.  

The sampling plan used for the final study is discussed in detail along with data collection procedures and data analysis 

procedures used in pre test, pilot test and the final study. 

LIMITATIONS OF THE STUDY   

• The study is limited to Kanchipuram only. Due to time constraint and the cost, the study is restricted to only one 

area. i.e. Kanchipuram.  

• The study covers all divisions located in Kanchipuram.  

• The study has been conducted based on the responses of the selected respondents of Kanchipuram.  Hence the 

inferences, findings of the analysis need not hold good totally for the entire rural and urban areas of the country. 

REVIEW OF LITERATURE 

 Dan Petrovici, Svetla Marinova, Marin Marinov, Nick Lee (2007) find out the perceived socioeconomic 

effects of advertising, and consumer beliefs and attitudes toward advertising in Bulgaria and Romania. According to them 
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there is a common belief (more than 80 per cent) that advertising promotes undesirable values and messages. 

 Muhammad Shahbaz Shabbir, Shabana Kirmani, Hafiz Faiz-Ul-Hassan (2008) conducted a survey on 

children attitude towards T.V advertisement in Pakistan and found that a greater percentage of respondent children 

disagree to the claim that TV add tells the truth Similarly their results show that children feel the annoying qualities of 

advertisements and are agree that most TV advertisement are poor in taste and annoying. 

 Haneef et. al. (2006) has studied the consumer buyer behaviour of two wheelers in Tirunelveli city. To know the 

behaviour a structured form of questionnaire was distributed to 1000 respondents. The following findings are extracted 

from the analysis. Family members, friends and relatives are the important source of information and the respondents take 

the decision by themselves with a consultation with them. Fuel economy, price and maintenance expenses are the main 

factors influencing the buying decision of a particular two wheeler, followed by brand name style and after sales service 

and most of the two wheeler buyers select the models irrespective of their income and occupation. 

ANALYSIS AND INTERPRETATION 

 The first objective states that “To study awareness and attitudes of customers on two wheeler characteristics and 

advertisement”.  In order to verify this objective percentage analysis is abundantly carried out and yielded the following 

results:   

 Demographic Details of the Customers the demographic detail is an essential aspect in relationship marketing 

process useful for the marketing organization to employ suitable strategies. In particular, Gender, Age, Education, 

Occupation and Annual Income play a vital role in ascertaining the characteristic features of customer buying behaviour 

towards two wheelers. 

Table 1: Gender 

Gender Frequency Valid Percent Cumulative Percent 
Male 110 55.0 55.0 

Female 90 45.0 100 
Total 200 100.0  

               Source: Primary Data 

 From the above table, it is found that 55.0% of the respondents are male and 45.0% of the respondents are female.  

Table 2: Age 

Age Group Frequency Valid Percent Cumulative Percent 
Less than 25 yrs. 40 20.0 20.0 
26-35 yrs. 85 42.5 62.5 
36-45 yrs. 33 16.5 79.0 
46-55 yrs. 14 7.0 86.0 
Above 55 yrs. 28 14.0 100.0 
Total 200 100.0  

             Source: Primary Data 

 From the above table it is inferred that 20.0 % of the customers are in the age group of less than 25 years.                 

The customers above 55 years of the age group are covered only 14.0 % of the total sample. Therefore it is inferred that 

maximum number of customers belongs to the age group of 26-35 years.    
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Table 3: Education 

Education Frequency Valid Percent Cumulative Percent 
SSLC 40 20.0 20.0 
HSC 38 19.0 39.0 
Graduate 29 14.5 53.5 
Post graduate 23 11.5 65.0 
Professional 25 12.5 77.5 
Illiterate 19 9.5 87.0 
Diploma holders 26 13.0 100.0 

Total 200 100.0  
       Source: Primary Data  

From the above table it is noted that 20.0 % are SSLC qualified, 19.0% are HSC qualified, 14.5% are graduates, 

23.0% are qualified post graduates, 12.5% are professionals, 9.5% are illiterates and 13.0% are the diploma holders.  

Hence, it is analyzed that maximum number of two wheeler customers are the SSLC. 

Table 4: Occupation 

Occupation Frequency Valid Percent Cumulative Percent 
Professional 12 6.0 6.0 
Government employee 23 11.5 17.5 
Private service 34 17.0 34.5 
Business 45 22.5 57.0 
Self employed 23 11.5 68.5 
Retired 32 16.0 84.5 
Students 21 10.5 95.0 
House wife 10 5.0 100.0 

Total 200 100.0  
  Source: Primary Data 

 From the above table it clearly shows that 6.0 % of the respondents are professionals and 17.0 % of them are 

employed in private service and 11.5% of the respondents are government employees. So, it has been noted that vast 

majority of the above respondents are Business.  

Table 5: Earning Members in the Family 

Family  Members Employed Frequency Valid Percent Cumulative Percent 
1 member 40.0 20.0 20.0 
2 members 59.0 29.5 49.5 
3 members 45.0 22.5 72.0 
4 members 34.0 17.0 89.0 
5 members and above 22.0 11.0 100.0 

Total 200.0 100.0  
          Source: Primary Data 

 From the above table it is inferred 20.0 % are single member, 29.5% showing that two members, 22.5% are three 

members, 17.0% of the respondents are four members, 11.0% are five members earning in the family.  It is confirmed from 

the above analysis that families having two earning members are the maximum percentage when compare with other 

variables.   
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Table 6: Family Monthly Income 

Monthly Family Income Frequency Valid Percent Cumulative Percent 
Up to Rs.10,000 34 17.0 17.0 
Rs.10,001to Rs.20,000 45 22.5 39.5 
Rs.20,001to Rs.30,000 41 20.5 60.0 
Rs.30,001to Rs.40,000 38 19.0 79.0 
Rs.40,001to Rs.50,000 23 11.5 90.5 
More than Rs.50,000 19 9.5 100.0 

Total 200 100.0  
  Source: Primary Data 

 From the above table it is found that 17.0% of the respondents having a monthly income less than Rs.10, 000. 

There are only 9.5 % of the two wheeler customers have a monthly income more than Rs.50, 000. From the above analysis 

it clearly states that the maximum of two wheeler customers are having a monthly income Rs.10, 001 to Rs.20, 000. 

Table 7: Family Size 

 Family Size Frequency Valid Percent Cumulative Percent 

2 62 31.0 31.0 

3 65 32.5 63.5 

4 38 19.0 82.5 

5 25 12.5 95 

6 and above 10 5.0 100 

Total 200 100.0  
             Source: Primary Data 

 From the above table it is found that 31.0 % are two members in a family. It is followed by 32.5 % of the families 

where three persons are residing together and 5.0 % of the families where 6 and more members are residing.   From the 

above analysis it is concluded that the family with 3 members are the maximum two wheeler customers because of comfort 

and convenience to travel in Kanchipuram. 

Table 8: Type of Family 

Type of family Frequency Valid Percent Cumulative Percent 

Nuclear family 143 71.5 71.5 

Joint family 57 28.5 100.0 

Total 200 100.0  

        Source: Primary Data 

 From the above table it is revealed, those maximums of 71.5 % of the respondents are belonging to the nuclear 

family. Only 28.5 % of the respondents are in joint family.  The above analysis proved that nuclear families always prefer 

to travel in the two wheelers. 

Table 9: Type of Two Wheelers Owned by the Consumers 

Type of two wheelers Frequency Valid Percent Cumulative Percent 
Mopeds / scooterettes 57 28.5 28.5 

Scooters 32 16.0 44.5 
Motorcycles 111 55.5 100.0 

Total 200 100.0  
   Source: Primary Data 
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From the above table it is found that motorcycles are dominating the Kanchipuram roads. Because 55.5 % 

respondents own motor cycles and 28.5 % of respondents are having mopeds/scooterettes and rest of 16.0 % of 

respondents own scooters.  It is proved that most of male respondents own motorcycles and the most of the female 

respondents own mopeds/scooterettes.   

SUGESSIONS 

• The marketers can focus television based advertisements on all age groups, because presently the entire family 

involves itself in the purchase decision process and this is backed by peer influence.  

• The manufacturers and advertisers should focus more on enhancing brand identity and provide for a wider range 

of products that will suit the needs and expectations of the consumers. 

• Television Advertisement being the most influencing media. Advertisements in television should attribute to 

highlighting more on the product utility through authenticated endorsements given by popular celebrities as they 

can be more appealing and convincing. 

CONCLUSIONS 

 The study concluded, the two wheeler customers are highly aware of advertisements pertaining to characteristic 

features and product attributes of two wheelers. An advertisement creates considerable impact and it paves the way for the 

customers to perceive the quality and other features of the product.  The attitude towards two wheeler advertisement is 

positive and optimistic. They are significantly motivated to materialize the purchase of the product. In particular, the 

customers have their agreeableness towards the catching effects of advertisement to generate the publicity of the product.  

 It is concluded that product recognition and brand recall are achieved significantly through the specific 

advertisements. The perception of the customers differently significantly towards the influence of advertisement on 

product recognition.  It is found that some customers are un mood by the advertisement and some of them mechanically 

purchase of two wheelers without any ambition towards the two wheeler. Most of the customers are dynamic in selecting 

the two wheelers with specific product characteristics and features. 
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