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INTRODUCTION

The study of consumer behavior is a scientific paper about the procedures customers use to obtain, take, use, and dispose of goods and services that
satisfy their needs. Understanding customer behavior has a direct impact on marketing. This is because of the marketing principle that businesses
exist to satisfy the demands of their female customers. Companies can only meet such demands if they understand their consumers. This is why
marketing strategies must include consumer model views on all aspects of the marketing strategy. Human behavior is complex, full of controversies
and inconsistencies that make perfect sense to marketing researchers and professionals. Consumer behavior is widely recognized as the success of
modern marketing Consumer purchasing is validated in marketing because it provides the analytical model strategic planning necessary for
successful market segmentation. There have been several conflicts between empiricism and interpretive\consumers. Thanks to different viewpoints
on consumer behavior, the whole topic is now built on the basis of new research. Understanding consumer behavior involves various insights,
including psychology, cultural-social psychology, physio psychology, genetics anthropology. Among them is psychology, because consumer
behavior includes feelings, thoughts and behavior. Emational research in marketing has grown into three approaches: the classification method, the
aspect methodology\and the cognitive evaluation approach. The classification method combines emotions around signs and analyzes how they
influence consumer actions. A dimensional method for disentangling emotions and their consequences on consumer behavior2075 Journal of
Positive School Psychology. All rights reserved\using expressive dimensions of intensity stress level. The cognitive assessment method
uses\motivational and evaluative criteria of emotions\to understand their impact on consumption-related behavior. This perspective requires that
the underlying evaluations of a state (such as its attractiveness, certainty, etc.)Combine to elicit different emotions. This method can be used to
illustrate how various emotions arise, including emotions of comparable intensity and arousal, and how they lead to different behavioral responses.
The cognitive method was considered suitable for understanding emotions. Feedback from market buyers. Suggest that a cognitive evaluation
method, as opposed to another, provides a deeper\understanding of consumer reactions\intentions. It is clear from the current research thane can
overlook unconscious ideas and attitudes. Or at an indirect level that can be decisive in shaping consumer behavior. People's memories of consumer
states also affect their resistance and preference for goods. Aversion refers to our dislike of certain products (brand or marketing offers) offered to
us as customers. The importance of implicit memory data processing and storage cannot be overstated. Implicit memory stores vast amounts of
information about our environment. Many events throughout our life are stored in a specific area of our memory system and can be retrieved
immediately to help us build an instinctive "sense” of what we are doing or not doing. The main difficulty, however, is that most of the relationships
that drive perception exist in our subconscious they are automatically activated and not susceptible to cognitive awareness. Usually we cannot
explain the source of the disturbance intuition. As a result, customers often make brand decisions intuitively and cannot explain why they did soothe
behavioral model is also often used in marketing and provides researchers with a valuable object to study what lies behind the consumer. Purchase
intention and adoption. In this\approach, behavior is largely\influenced by intention. Other variables, including attitudes, subjective norms, and
perceived behavioral control, are also related to beliefs about certain behavioral, prescriptive, and directive actions. . Fischbein’s approach stead
concludes with the level of use but ignores other important aspects that explain consumer retention behavior (repurchase).On the contrary, the
expectation reinforcement model focuses on the latter. Buying behavior it is a popular paradigm in consumer behavior, especially explaining
customer satisfaction and repeat purchases. Culturally, this is one of the most important\external variables influencing customer behavior. It
symbolizes a way of life, which has evolved over generations. Changes in environment, people and things. Culture has such an impact on people's
lives that it influences their motivations and choices when consuming or buying. Cultures described as "all the techniques, beliefs, knowledge and
fruits that people share and pass on to future generations. “Culture is said to be everything that people develop in a society. It is a synthesis of
knowledge, beliefs, arts, morals, laws, customs and all other things or practices. One of the most important variables influencing behavior is culture.
Two external variables and two internal elements combine to create the basic factors that control human behavior. Culture is divided into three
parts: culture, subculture and social status. Culture is the last influence on human desires and behavior. Everyone belongs to several small


http://www.ijrpr.com/

International Journal of Research Publication and Reviews, Vol (5), Issue (5), May (2024) Page — 2834-2841 2835

subcultural groups that give a clearer sense of identity and social process. Subcultures are classified into four types: nationality, religion, race and
geography. Many subcultures can form important market sectors and serve as a reference point for decision making for product development
marketing personnel2076 Journal of Positive School Psychology. All rights reserved designs and marketing strategies that fulfill the expectations
of female customers. Different people’s experiences and individual characteristics did not emerge through group interactions. People chose someone
who fits well with them through convolutional process to form a single subgroup or small group. It was assumed that group could create a common
history over timesharing knowledge, attitudes, forms of communication and unique characteristics, creating a subculture. Individual lifestyles are
influenced by internal variables such as values and personality. Characteristics, but also external influences such as culture and society, and that
affects everyday life. We all have a character, according to the paradox of the nature of marketing, but we don't know how inconsistently relates to
our consumer saturations. Another field of research that helps to understand consumer behavior is social psychology. .The study of human behavior
in the presence of people or groups is a subject of social psychology. Social attitudes, social influence, social motivations, social pressure, social
signals, social punishments and other concepts help illuminate the mysteries. Of consumer behavior. External influences on consumption functions
consumer in behavior\having fun. The basic assumption behind this logic is that consumer behavior occurs in the presence of groups, not other
people, which affects consumer data analysis and decision making. Physiological studies are.

LITERATURE REVIEW

In addition, many associations were found between image and store choices in relation to elements of certain segments of female customers. A
rapid study is the most important way to solve these problems the Greek staple food industry and it gives a lot of potential for future research. The
purpose of this paper is to understand and explore the unambiguous and unintelligible effect of store visuals on purchase desire on-linear attention
and purchase intention post-purchase struggle as a complaint. The study was conducted using research methodology and 2077 Journal of Positive
School Psychology. All rights reserved Preparatory condition determination was used to investigate the proposed model. As the evaluation results
show, cautious rejection of customers is mainly related to disillusionment. Summary In addition, the effect of a good and\prudential effect on
impulse buying intention was emphasized, which was then correlated with purchase behavior. This\study was conducted in India. The overview is
more important for better speculation when multifaceted components are included. Jalal (2017) this study aims to investigate the impact of corporate
social responsibility, improved advertising, special training, store atmosphere. Likely to be a viable retail choice. Data was obtained from
278Malaysian retail buyers\using quantitative research. SPSS 19 and AMOS baseline screen were used to evaluate the obtained data. As the results
show, the company's social responsibilities affect the purchase decision, but the course of transactions negatively affects the purchase decision.
Contrary to expectations, the findings showed that the effect of online advertising on-purchase choices insignificant. The findings show that
authoritative value has a beneficial effect on the purchase decision. The results of this study also showed that’ll shopping environment influences
buying choices of customers. The results of the review provide an excellent understanding of the importance of selected measures to influence
customer purchase decisions in retail. Menace and Chandra mana (2014), over the past decades, the Indian retail industry has grown. Quick Indian
retail is)\divided into formal and informal stores. It has expanded rapidly in recent years with a clear emphasis on organized retail models. Retail is
evolving into a more modern retail business idea. With the aggressive expansion of retail in India, the need for stores is high. In addition, the ease
of use of payment/credit cards has had a significant impact. Influences India's strong and growing retail consumer culture. Consumers are becoming
more efficient, smarter and smarter, and studying the current consumer behavior is becoming more important the retail business. When consumers
decide where to shop, they consider store quality. Retailers provide store features based on their business practices. The store features desired by
the potential customer must be available. For marketers, the challenge is to identify which store features are more important to the target buyer.
The face of Indian consumption is changing: de Bajaj Scooter master Bajaj the modern Pulsar teenager. Changing tastes and lifestyles of female
customers naturally offers benefits to the\organized sector. This requires restructuring the disorganized retail industry to survive the growing
competition and meet the demand of female customers following the trends. As a result, this study focuses on the shopping habits of female
customers in retail stores, and the conclusions are drawn from published sources. Wanniachchi and Kumara (2016) the purpose of this study was
to determine the highlights of visual selling the customer's shopping experience and identifying the most attractive aspects of visual marketing. The
purpose of visual advertising is to\attract customers, contact and persuade them to make purchases, influencing their purchasing behavior. For
research and purposes, visual viewpoints are divided into two classifications: external and internal. External signs, tents, doors and
windows\displays are examples of external highlights. Life-size designs, colors, lighting, cleaning, music, interior signage, space and design,
inventive\presentation, display, focal points and odors are mostly indoors. Four eye-catching clothing stores in Kohuwala, Piliyandala and greater
Colomboaalasot separated that to evaluatethe effect of the above-mentioned parts. Two of the four retail foundations are brand stores, while two
are retail stores. This was done to get a more accurate or test that illustrates\women customers as a source of information. The data obtained revealed
that there were no contradictory or unambiguously different responses in the entire sample. All rights reserved Findings show that window displays
and quad-sized models are the most effective performers, although versatile combinations, lighting, music and inventive presentation have a
significant impact on customers' purchase choices. Subrato Dey (2017) recently, it has come to light how Indian customers use their money for
different. As virtual entertainment has become increasingly common, the shopping options for Indian shoppers have changed significantly. In India,
urbanization is a constant feature that affects the lifestyle and purchasing power of women customers. Research focuses on buyer mentality, buying
trends and markets. The province India is home to 3/4 of India's population and produces 33% of the country's GDP, so it should not be ignored.
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Finally, the most urgent thing is to encourage and charm the buyer at the same time. We live in a developed world; then should follow the current
computerized\advertising models. Nancy Chopra and Chishti Kashyap (2021) both chaotic and coordinated stores should have greater support to
stay relevant and attract more customers. Fast lifestyle and taking into account the current salary level, family framework, trends, desires and tastes
of buyers. A number of big factors highlight the retail market as the next big thing, including rising expectations, ideal socioeconomic status,
maturing female population, food and style, etc. With the need to compete in challenging businesses and grow revenues, it has become important
for merchants to designate stores in such a way as to attract new customers, while maintaining the loyalty of existing customers. The review
examines whether customers prefer to try accommodation from coordinated store or unorganized retail, considering different categories such as
furniture, shoes, food and beverages. The concentration also explores techniques to expand shopper fulfillment in both coordinated and complex
retail stores. Alauddin, M., Hossain, M. M., Ibrahim, M. JA Hoque, M. A. (2015) Business impact of shopping retail business in Bangladesh. Stores
gradually become famous in our country and customers started buying from them. Food\goods

RESEARCH METHODOLOGY

e  Quantitative Methods: "Quantitative methodologies refer to objective measurement and statistics, the mathematics of, or the numerical
analysis of data collected through surveys, surveys, and surveys, or pre-existing data of Action using statistical research, collecting data
on current and potential users, sample and online surveys, surveys, and questions. Quantitative survey forms are unbiased and defined,
and are in many ways a survey. The information was compiled, resulting in a higher number of conversations for the entire population.

e Qualitative methods: “Like quantitative research, qualitative research does not require the collection and processing of numerical data
for statistical analysis. Qualitative research is widely used in anthropology, sociology, education, health sciences, history and human
and social sciences, etc. discipline.

OBJECTIVES OF RESEARCH

e This study tries to understand the impact of advertising on consumer behavior by focusing on Delhi regions.

e  This study examines the advantages and disadvantages of advertising. In addition, the brains of 4,444 consumers were examined in the
study.

SAMPLE AREA

»  This study tries to understand the impact of advertising on consumer behavior by focusing on Delhi regions.

»  This study examines the advantages and disadvantages of advertising. In addition, the brains of 50 consumers were examined in the
study.

SAMPLE SIZE
»  Atotal of 13 people shared their favorite brand, favorite color and favorite price in rec

AGE GROUP
»  The participant’s ages ranged from 18 to 25 years old, which corresponded to the study's target group.
SAMPLING TECHNIQUES
»  The sample of this study consists of individuals aged 18-25 living in Delhi.
»  The random sampling method was designed to collect data related to the study. This is a test method where each model has an equal
number of options.
»  This is one of the easiest ways to collect data from the entire population.
»  Inrandom sampling, each member of the cluster has an equal chance of choosing as part of the sampling process. There should be

an unbiased sample of the decision.

SAMPLING TOOLS



International Journal of Research Publication and Reviews, Vol (5), Issue (5), May (2024) Page — 2834-2841 2837

»  Questionnaire is a method of collecting information from a predefined po pulation with the aim of obtaining facts and information
about various topics. Monitoring can be used for different purposes and done in different ways, depending on the method of study
and the goals sought to be achieved

»  To control for variability of experiments or unilateral findings that may affect the results of studies, standard methods are often
used to convince all to answer the question equally data is collect

PROCEDURE

For this study, researchers developed a survey of Delhi residents to better understand the imp act of advertising on consumer attitudes towards
products The survey included several topics,

Beginning with questions about their personal information and then continuing with open- ended questions. Questionnaire is divided
into two parts, in the first part, name, age, gender, etc. contains personal information. It also includes simple questions about the main
products examined, such as brand selection, favorite color and favorite price. Section is devoted to scientific literature-related topics,
such as the expensive fountain pens.

There are also some questions regarding color preferences and price preferences. The survey included a total of related questions to help
researchers understand the findings.

ANALYSIS

After analyzing the results/response which | got from the questionnaire below are the factors which affects the most of the customer and also helps
the advertiser:

Awareness: Advertising increases consumer awareness of products or services, introducing them to new offerings and brands they may
not have previously known about.

Preference Effective advertising can create a preference for a particular brand over others in the same category, leading consumers to
choose that brand when making purchasing decisions.

Emotions: Advertising often appeals to consumers' emotions, creating positive associations with a brand or product that can influence
buying behavior.

Trust: Consistent and transparent advertising builds trust with consumers, making them more likely to choose a brand they perceive as
reliable and

Honest Behavioral Influence: Advertising can directly influence consumer behavior by encouraging immediate action, such as making
a purchase or visiting a store.

Loyalty: Over time, advertising contributes to brand loyalty by reinforcing positive associations and reminding consumers of the benefits of
choosing a particular brand.

Graphical Response:

>

Do you believe in advertising?

Response
8.3

%

91.7
= No = Yes
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As we can observe from the above response we can conclude that 91.7 % people do believe in advertisement
> Do you think advertisement is important?

Response

100 92.8
90
80
70
60
50
40
30
20
10

Percentage

7.2

Yes No
Yes/No

H Response

i) As we can observe from the above response we can conclude that 92.8 % people thinks that advertisement is important for them
to get the knowledge about the product in market.

Which media gets your intention?

Response

PERCENTAGE

Print Radio Television Word of mouth
MEDIA MODE

* Response

i) As we can observe from the above response that television which consists of 41.7% of advertisement mode and word of mouth
which consists of 33.3% gets the attention.
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»>  Does these advertisement influences your shopping trend?
Response
= Yes = No
i) As we can observe from above response that 91.7% people agrees that advertisement influences the shopping trends.
i)
Hypothesis:

NEGATIVE EFFECTS OF ADVERTISEMENT

Misrepresentation: The purpose of the advertisement is to present the product in the
Best possible way. There are many variations in’s input strategy. The problem arises when there is no confidence in performance for the, which
misrepresents the product. False advertising can result in heavy penalties by the Federal Trade Commission.

Fake image: The product allows the ad into the movie. Advertising has negative effects on people's self-perception. Most images are
unreliable and is inaccessible

Promotion of harmful products: The use of alcohol in the media, alcohol consumption and the effects of alcohol advertisements on
young people and depression caused public concern. Television, radio, film, and popular music are often cited as future sources of
alcohol consumption among youth and as future consequences of drinking problems.

Crime: Although propaganda has been an important part of politics for over five years, scholars are still divided over the impact of
various methods on post ideas. As a result of, there is a wide and varied knowledge of political propaganda. In popular opinion, political
media in general and negativity.

Environmental threat: Device does not respond to request, no matter what the free market Capitalist companies use various marketing
strategies and price cuts to create demand for t their products. Advertising plays an important role in generating consumer demand by
creating g false "needs" and encouraging the formation of consumption habits, and for the first time broke all assumptions for
maintaining the earth's ecological balance.

POSITIVE EFFECTS OF ADVERTISEMENT
Public health: Public health ads are often the first thing that comes to mind when people think of the benefits of advertising. These ads
promote social content that is important to the target audience. Statements regarding health, safety, and national security can be found
in many public announcements. Public service advertising business is also run by nonprofits, governments, religious organizations and
private businesses. For example, the government of the United States issued a statement emphasizing the need for emergency planning.
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Social benefits: Traditional commercial advertising promoting a product or service can provide social benefits compared to public
service advertising. This is important in countries where freedom  of expression is limited to. Advertising can promote the idea that
freedom of expression is important, especially when it comes from the Western world where it is valued. In addition, the advertisement
supports two important aspects of society: the promotion of freedom of choice and entertainment, and appears to be the cause of social
change.

Financial benefits: Advertising has many positive financial impacts in the US and other countries. According to the International
Advertising Association, advertising can support 4,444 businesses to compete and promote new products. This encourages many people
to buy because these products serve a variety of needs and desires. Therefore, the job is supported. Additionally, the advertisement can
help generate new business. As advertising increases demand for products and services, more workers are needed to design, supply, ship
and test products and services.

Investment: According to some people in the industry, the quality of the advertisement is reflected in the presentation of the company
to the investors. Companies need advertising strategies in order for shareholders and investors to trust the company and keep money
flowing to produce products.

Company image: Many marketers know that their advertisements are not very helpful to consumers, but they do have an impact on how
sellers and retailers perceive them. Sellers don't want them to offer something they haven't heard of, and while the business might
impress consumers, sellers feel so, causing businesses to keep their products in stock for sale. Therefore, even if the advertisement has
no effect on consumers, the company will grow as long as it has an effect on investors, suppliers and traders.

FINDINGS

>

This study has concluded that consumers become more loyal and demonstrate constructive buying behavior because of the
advertisement, and such association becomes robust based on brand awareness. Furthermore, this study has found that perceived quality
moderated the relationship between brand awareness, brand loyalty, and consumer buying behavior.

In this regard, several prior research studies have stated that perceived quality attracts potential consumers from the market, and
consequently, the company’s growth increases (Akrout and Nagy, 2018; Garcia-Fernandez et al., 2018).

However, this study has tested moderation of perceived quality which is statistically supported by the findings.

Therefore, it is concluded that brand awareness increases loyalty and buying patterns and that when perceived quality is offered, brand
awareness substantially predicts consumer buying behavior and brand loyalty.

Customer and advertisement both are totally dependent on the demography, geography and psychology.

SUGGESTIONS

Not Connecting Messaging To Behavior

You undermine trust with consumers by not connecting what the brand says with how it behaves. Poor customer experience, lack of empathy and
woke-washing that tries to exploit customers’ idealism are just a few of the sins brands commit that lose trust. In order to earn relevance, attention
and trust, marketers should lead with transparency, honesty and reliability—first, as a company, and then in their advertising.

False advertising

IT is the act of publishing, transmitting, or otherwise publicly circulating an advertisement containing a false claim, or statement, made intentionally
(or recklessly) to promote the sale of property, goods, or services which is not good ethically to give false knowledge about product or service.

LIMITATIONS

>

Cultural and Social Factors: Advertising effectiveness can vary based on cultural norms, social trends, and individual preferences.
Competing Influences: Consumers are influenced by a multitude of factors beyond advertising, including word-of-mouth, reviews, and
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personal experiences.

> Limited Persuasion: Not all advertising efforts result in desired behavioral changes or purchases, as consumers may resist persuasion
attempts. Ethical Concerns: Advertising that exploits vulnerabilities or promotes harmful products can face backlash and
regulatory scrutiny.

»  Communicates Misleading Information Some advertisements may exaggerate or misrepresent product features, leading to consumer
confusion and dissatisfaction.

»  Challenge of High Advertising Costs for Small Businesses Advertising campaigns, especially on popular platforms or during prime time
on television, can be extremely expensive, making it challenging for small businesses to compete.

CONCLUSIONS

»  The advertising industry has changed a lot today. Advertising plays an important role in influencing consumer decision making. This
study examines the impact of marketing advertising on the purchase of electronic products. According to the findings, Ad has a
significant effect on the purchasing behavior of consumers. This study can help advertisers in the Electronics industry identify what
consumers want to buy.

»  The fact that advertisers use multiple platforms to deliver their information to targeted consumers, including magazines, television,
newspapers and the internet, means that consideration of digital platforms continues to be delayed.

»  Therefore, reaching targeted consumers forces advertisers to use different channels according to consumer behavior and desires.
»  Itcan also identify which of the ads have the most impact and which have the least impact.
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