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Abstract - Consumer behavior is the study of how people, groups, and organizations choose, purchase,

utilize, and discard products, services, concepts, or experiences to satiate their wants and desires.
Because consumer behavior is malleable, it is never straightforward to understand it. They could react
to stimuli and make snap decisions because they are out of touch with their fundamental drives.
Understanding why and how customers make purchases is beneficial for all marketers. You will make
serious advertising errors if you don't comprehend the desires, wants, and preferences of your target
audience. This research defines advertising, specifies its many forms, and makes recommendations for
the forms of advertising that are most appropriate for consumers and marketers.
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INTRODUCTION

Advertising is a kind of communication used to
encourage people to buy or do something using
goods, ideas, or services. It incorporates the identity
for a product or service, as well as how that product
or service may benefit the user, in order to convince
a target market to buy or consume that brand.
Sponsors frequently pay for these messages, which
are distributed via numerous media. Advertising may
also be used to spread a message to a large number
of individuals in order to persuade them to do a
certain action.[1] The definition of advertising in the
previous century was restricted to "to give notice of,"
but it is now employed in a particular economic
context. As a result, advertising refers to informing
the public about an item's quality and pricing, as well
as motivating the public to spend money in order to
assist raise the sale of a product. Commercial
marketers often use branding to enhance
consumption of their goods or services, which is
repeatedly repeating an image a product name in
order for customers to identify relevant traits with the
brand. Political parties, special interests, religious
organizations, and government agencies are
examples of noncommercial marketers that spend
money on things other than consumer products or
services. [2]

Nonprofit organisations may use free persuasion
techniques like public service announcements. With
the emergence of mass manufacturing in the early
20th century centuries, modern advertising arose.
Any medium intended to reach a large number of
people is considered mass media. Traditional media
such as newspaper, magazines, television, radio,

outdoor, or direct mail, as well as new media like
websites and text messaging, may be utilised to
communicate these messages. Advertisements,
as we know them now, are a part of our everyday
lives since we read or see them in abundance in
every book, newspaper, television, radio, and the
internet.[3]

The marketing is the mixture of factors required to
the design andexecution of the whole marketing
activity. Philip Kotler's 'Four Ps' idea of the
marketing mix categorizes the marketing mix into
four sections: product, pricing, promotion, and
location. Advertising falls under promotion. Under
promotion mix there are numerous components
such advertising, personal sales, sales promotion,
publicity, direct sales etc. Like other parts of
promotion, advertising plays a role in spreading
the word.[4]
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Figure 1: of marketing-mix and promotion-mix
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Many scholars have described the notion of
advertising at various times. They've all agreed on a
single definition. The following are some of the
definitions:

e "Marketing is the non-personal delivery of
information about goods, services, or ideas
by identifiable sponsors via different media
that is generally paid in or usually persuasive
in character." Bovee claims that.

e "Advertising is a type of machine-made mass
manufacturing style of selling," according to
Jones, "which supplements the voice &
individuality of the individual seller just as the
machine supports the hands of the craftsman
in manufacturing."

e "Advertising is the art of conveying marketing
information via multiple mediums  of
communication at the cost of the firm with
the goal of creating or sustaining effective
demand,"” according to Jon Shubin.

ADVERTISING CHARACTERISTICS

The following features are derived from a review of
definitions provided by many specialists in the area
of advertising:

e Using a Wide Range of Techniques:
Celebrities and spokespeople, role-playing,
fantasy figures, children & puppies, music,
drama, major images, and innovative media
buys are all things that come to mind when
thinking chevaliers. Advertising is a
multifaceted marketing voice.

e Advertising as a Business Strategy: Every
excellent advertising is  well-planned.
Through other words, it is meticulously
targeted at a certain population, it is driven
by specific items, its message is tailored to
appeal to that audience's most pressing
issues, and it is broadcast in media that will
reach that audience most effectively. The
success of an advertising is determined by
how successfully it meets its objectives,
whether those objectives be increased sales,
recall, attitude change, or brand recognition.

e Conceptualization: The creative notion is a
fundamental idea that grabs people's
attention and dominates their brains. The
whole field of advertising is driven by a need
for innovative thinking. Planning a plan
requires problem solving, research projects
need creativity, and purchasing and putting
advertising in the media necessitate
creativity.

PURPOSE OF ADVERTISING
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"Something to which efforts are directed" is how a
goal is defined. The term "objective" refers to
anything the affected person want to attain and for
which efforts are made. To give a context for activity,
every organisation should have goals. The goal of
advertising is now anything the marketer wishes to
accomplish with the adverts. A well-developed
advertising campaign has goals and objective. Good
goals provide the advertiser advice and direction for
the campaign's development. Furthermore, the aim
aids in determining whether or not the advertising's
real performance was met. [5]

The goals are grouped into two categories: directly
and indirectly action objectives. When efforts are
made and outcomes are obtained, they are known as
direct-action goals. These are readily quantifiable in
terms of sales, earnings, and the number of clients
attracted, among other metrics. When efforts are
made but the effect is not direct or immediate,
they are known as indirect action goals. The
impact is long-term. Indirect action goals are
achieved when advertising is used to improve a
company's image through affecting customer
behaviour and building public-corporate
interactions. In most cases, such advertisements
have no immediate impact. To put it another way,
the rating procedure for commercials with indirect-
action aims is much more subjective than the
evaluation process for sales or action-oriented
advertising.[6]

ADVERTISING TYPES

Advertising is a kind of communication used to
encourage people to buy or do something using
goods, ideas, or services. It incorporates the
name of a product or service, as well as how that
product or service may benefit the user, in order to
convince a target market to buy or consume that
brand. Sponsors frequently pay for or identify
these trademarks, which are then seen via
numerous media. Advertising can also be used to
communicate an idea to a large group of people in
order to persuade them to take a specific action,
such as encouraging "environmentally friendly"
behaviours, as well as unhealthy behaviours, such
as encouraging food consumption, video game as
well as television viewing promotion, as well as a
"lazy man" training regime through a lack of
exercise. With the emergence of mass
manufacturing in the late 19th and early 20th
centuries, modern advertising arose. Any medium
intended to reach a large number of people is
considered mass media. Television, the internet,
radio, news programmes, and published
photographs and articles are all examples of mass
media.[7]

Television Commercials

Digital technology is employed in television
advertising, among other things. The high costs
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TV networks pay for commercial space during major
TV events reflect the widespread belief that television
commercials are the most successful mass-market
advertising medium. The annual Postseason football
match is the most watched commercial event on
television in the United States. The average price of
a thirty-second television commercial during this
game is $3 million. The majority of advertising on
television had a music or jingle which listeners
quickly associated with the product. Through
computer graphics, virtual advertising may be placed
into normal television broadcasts. It's usually utilised
to fill in blank backgrounds or substitute local
billboards that aren't relevant to the distant broadcast
audience. Even controversially, virtual billboards
might be put into the backdrop when no real-life
billboards exist. This method is particularly popular in
broadcast athletic events. It is also possible to install
virtual products.[8]

Radio Commercials

Advertising on the radio is referred to as radio
advertising. Radio ads are sent via the air by radio
waves from a broadcaster to an antenna and,
ultimately, to a receiving device. In return for showing
the adverts, a station or network sells airtime. While
radio advertising has the apparent drawback of being
limited to sound, proponents frequently tout this as a
benefit. For nearly 80 years, radio promotion has
been a viable advertising alternative. Radio
advertising is often limited to a radio station's
broadcast area, although there are at least three
possibilities that provide national and perhaps
worldwide coverage. To begin with, several nations
have radio networks that transmit concurrently from
many geographically different stations. Disney and
ESPN, for example, transmit nationwide via a
collection of company-owned stations or through
syndication agreements with partner stations in the
United States. Second, in recent vyears, the
introduction of satellite-delivered radio programmes
has become a viable alternative for national
advertising. Finally, when radio stations enable their
signals to be transmitted via the Internet, the
prospect for domestic and international marketing
may become more appealing.[9-10]

Internet Promotion

The Internet is the fastest-growing medium for
advertising. In comparison to other media, Internet
advertising is growing at a rapid pace, behind only
newspaper or television marketing in terms of overall
expenditure in the United States. The impact of
internet advertising continues to grow, with more big
advertisers allocating a greater amount of their
promotional expenditure to this medium each year.
The Internet's capacity to finely target a marketing
messages and measure user reaction to the
advertiser's message are two important reasons for
this trend. 12 The Internet provides a variety of

advertising methods, including messages sent
through websites or email.[11]

THE IMPORTANCE OF MARKETING

Advertising is a positive depiction of a product that is
used to inform consumers, customers, and the
broader public about it. It made prospective
consumers, the general public, and end users aware
of the brands and their products and services.
Advertising is a non-professional but encouraging,
complementing, and favourably pleasant
presentation of products and services to a set of
people by an acknowledged sponsor. It does not
involve giving out free samples or providing
incentives; these are examples of sales
promotion. Advertising is the introduction of
services and commodities to customers and the
general public. Many individuals mistakenly
believe that promoting a thing equals selling it.
However, the ultimate objective of advertising is to
make the general public and prospective
purchasers aware of the commodities, products,
and services offered by a particular brand. The
following benefits of advertising might be used to
assess its importance: Advertising is critical to the
success of any organisation. Although advertising
does not imply the sale of goods or services, it
does assist in boosting sales. Advertising raises
people's awareness. When the general public is
aware of the products, services, and commodities
offered by brands, it will encourage individuals to
purchase better brands. In today's competitive
environment, advertising is critical. It is critical for
both the vendor and the consumer. Even the
government is unable to function without it. To
begin with, advertising informs the general public
about new items. The basic goal of every
advertising is to raise awareness. When a product

is promoted, individuals become aware of its
existence and, as previously said, develop a
desire to buy and possess the commodity.
Customers do not have access to information
about new items prior to ads.[12]

MESSAGE FOR ADVERTISING

The message is a crucial component of the
advertising selection process. Only by sending a
message to the target clients may ideas about
goods and services reach them. The message
must be in a position to effectively transmit the
data. Advertising's goal would be accomplished if
this were done. Prepare and deliver an effective
message for advertising. The message is often
seen as the most important aspect of
communication. The "message" is ‘"the
advertiser's opinion, idea, picture, or other data
that he or she desires to transmit to the intended
audience.[13]" The presentation of a marketing
messages is vital to its efficacy. Brand or
promotional managers must consider message
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substance, communication structure, and message
attractiveness. The message source must develop a
message that the intended message recipient can
understand in order for communication to be
effective. The process of crafting a message is often
seen as the creative component of executing an
advertising campaign in advertising. And, since it is a
creative activity, the number of varied ways a
message may be formed is only limited by the
ingenuity of people in charge of generating it.[14]

ADVERTISING APPEALS TYPES

Advertising appeals are designed to impact how
customers see themselves and how purchasing
specific things might benefit them. Consumers'
purchase choices are influenced by the message
given via advertising appeals. Food, clothes, and
shelter are the most basic human need. Advertising
cannot generate a special demand for these
requirements. [15] Other goods, on the other hand,
bring comfort in life, and advertising attempts to
increase demand for these items. Appeals are used
in advertising to persuade consumers to purchase
particular things. Advertising appeals are created in
such a manner that they project a favourable picture
of those who utilise particular items. Different forms
of advertising appeals are used by advertising
agencies and corporations to influence people's
purchase choices. Emotional and intellectual appeals
are the most common sorts of advertising appeals.
Appeals to emotion are often beneficial for
youngsters, whereas intellectual arguments are
effective for items aimed at the elderly.[16] Here are
a few examples of the numerous types of advertising
appeals that may be seen in the media today:

Emotional appeals

An emotional appeal refers to a person's
psychological and social motivations for acquiring
specific goods and services. Many customers are
emotionally compelled to make particular purchases.
Advertisers try to capitalise on emotional appeal,
which is especially effective when there is little
difference between several product brands and their
offers. Personal and societal components of
emotional appeal are included.[17] The following are
the explanations:

(i) Social pressures: Recognition, respect,
engagement, connection, rejection,
acceptance, status, and approval are all
social elements that influence people's
purchasing decisions. An commercial makes
a social appeal, such as recognition,
prestige, respect, and acceptance. The
message appeals to those who are
concerned about social concerns. The
Mercedes Benz automobile is used in
advertisements to convey prestige. Because
of societal pressures, those in higher social
positions buy.

Advertisement - An Introduction -

(ii) Individual appeal: Safety, fear, love,
laughter, joy, pleasure, emotion, stimulus,
confidence, self esteem, enjoyment, comfort,
ambition, nostalgia, and other human
feelings may motivate people to buy items.

Rational Appeals

As the name implies, rational appeals focuses on the
individual's ~ functional, utilitarian, or practical
demands for certain items and services. Such
appeals stress the product's and service's traits and
benefits, as well as how owning or using the brand
would be advantageous. Print media is especially
well adapted to logical arguments and is often
employed to great effect. It's also ideal for B2B
advertising and items that need a high level of
attention and commitment. It is closely tied to the
audience's thought process, which involves some
kind of purposeful reasoning that a person
believes would be acceptable to other people of
his social circle. You may explore some sensible
purchasing factors behind such an appeal under
regular conditions.[18]

CONCLUSION

Advertising encompasses all actions involved in
promoting any good or service or concept to
potential clients by any producer, trader, or
service provider. The manufacturer, merchant,
and service provider known as the sponsor or
advertiser is responsible for paying part of the
costs associated with advertising. The term
"advertisement" refers to the message that is
implicit in the product, service, or concept. Every
commercial includes a line identifying the sponsor.
The main goal of advertising is to inform
consumers of the benefits of the item or service
and persuade them to purchase it. In addition to
preserving and enhancing the current demand for
any product, advertising also aims to generate
demand for just any new product. In the end, all
advertising contributes to rising sales.
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