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ABSTRACT 

 An advertising campaign (ad campaign) is a series of advertisement messages that share 

a single idea and theme which make up an integrated marketing communication (IMC). 

Advertising campaigns appear in different media across a specific time frame. An ad 

campaign tries to persuade the people to act the way the advertisers want. This paper 

aims to study the impact of effectiveness of Ad campaign on consumer buying behavior. 

This study can be of great use and help to different organizations (manufacturing & 

service), which use Ad campaign for influencing the buying behavior of consumers for 

their products. In the long run, the study with some little devilments will definitely be a 

step ahead for thinking on this concept. The study is of immense help to the researchers 

because they can use this study as groundwork for further work in this area specifically a 

comparative study between two Companies. 
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INTRODUCTION  

An advertising campaign is a series of advertisement messages that share a single idea 

and theme which make up an integrated marketing communication (IMC). Advertising 

campaigns appear in different media across a specific time frame. The critical part of 

making an advertising campaign is determining a champion theme as it sets the tone for 

the individual advertisements and other forms of marketing communications that will be 

used. The campaign theme is the central message that will be communicated in the 

promotional activities. 

In advertising, a series of ads are required to reach the target audience, keep reminding 

them, reinforce the message, and finally reassure them. While doing all these, an ad 

campaign tries to persuade the people to act the way the advertisers want. There are two 

ways of doing advertising. An advertiser can advertise in an erratic, irregular and 

unplanned manner. This would lead him nowhere and all the efforts and money spent on 

advertising would bear no fruit. Or an advertiser can plan a concrete, detailed and sound 

advertising programmed and create a series of related ads to be placed in the media in the 

form of a campaign. An advertising campaign has far greater chances of succeeding 

because of coordination, balance, proper timing and continuity. 

Consumer Behavior respects the totality of consumer’s decisions with respect to the 

acquisition, consumption and disposition of goods, services, times and ideas. It not only 
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involves that how a person buys products like detergents, computers etc. but also 

involves services like consultancy visit to doctor etc.  

Buying Behavior is the decision processes and acts of people involved in buying and 

using products. The business firms need to understand:  

 Why consumers make the purchases that they make?  

 What factors influence consumer purchases?  

 The changing factors in our society.  

Consumer Buying Behavior refers to the buying behavior of the ultimate consumer. A 

firm needs to analyze buying behavior for:  

 Buyer’s reactions to a firms marketing strategy has a great impact on the firm’s 

success.  

 The marketing concept stresses that a firm should create a Marketing Mix (MM) 

that satisfies (gives utility to) customers, therefore need to analyze the what, 

where, when and how consumers buy.  

 Marketers can better predict how consumers will respond to marketing strategies.  

Studying consumer behavior has become so essential because consumers today are more 

aware of the options available, are more demanding and look for change more often. This 

has resulted in shorter life cycles of products. For example, changing customer needs and 

preferences have resulted in shorter life of personal use products such as mobile phones, 

cameras and electronic items. As environmental awareness amongst consumers grows, 

firms are coming up with new products that are environment friendly. For example, HUL, 

maker of detergents like surf, surf excel, etc. has launched a washing powder variant that 

uses less water to clean clothes. 

 

LITERATURE REVIEW 

Matthias, David & Peter (1970-94) found that one school of thought in industrial 

economics holds that advertising increases profits and reduces consumer welfare by 

creating spurious product differentiation and barriers to entry. Another school focuses on 

the informative character of advertising, claiming that advertising makes markets more 

competitive and reduces profits by supplying consumers with information about price and 

quality. They distinguished these views by examining the effect of advertising on 

competition in the US automobile industry. They found that firms cannot increase their 

profits above normal levels by increasing their advertising expenditures. 

Gerard, Rajesh, Deborah & Pattana (2005), tried to find that which ad works, in which 

medium or vehicle, at what time of the day, at what level of repetition, and for how long. 

To attain this objective they used a model which provides a comprehensive method  to 

evaluate the effect of TV advertising on sales by simultaneously separating the effects of 

the ad itself from that of the time, placement (channel), creative cues, repetition, age of 

the ad, and age of the market. It also captures ad decay by hour to avoid problems of data 

aggregation. And they found that ads differ substantially in effectiveness due primarily to 

variation in an ad’s creative cues. Importantly, the effectiveness of creative cues is 

moderated by market age. Argument-based appeals, expert sources, and negatively 

framed messages are particularly effective in newer markets. In contrast, emotion-based 

appeals and positively framed messages are more effective in older markets. 

Doyle & Gerard (1995) found that according to econometric models advertising has a 

clear and significant positive effect on sales in the current period. But recent studies using 

http://www.udel.edu/alex/chapt1.html#mix
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scanner data indicate that effects of TV advertising on household’s brand choices are 

weak and rarely significant. 

Dinesh Kumar Gupta (2007) found that celebrity endorsee influence consumer buying 

behavior and brand building but while using celebrity endorsee, marketer has to take care 

of all the aspect that whether they brought personality and image of the celebrity matches 

or not, whether he is considered as credible source or not. The strategy and creative 

execution should reinforce strongly and consistently the celebrity brand association. And 

the celebrity should not only evoke positive retains, but helps focus attention on the brand 

in the advertising            

Susana, Maria, Joao & Vilma (2008), their main objective was to study the gender 

differences in consumer buying behaviour of a Portuguese population when they go 

shopping to buy apparel products. To attain this objective a survey was developed and 

administered across Portugal. And they found that there is differences between women 

and men especially in terms of What, Where, When and How they buy. 

Nobuhiko, Masataka, & Greg (2009) they investigated the nature and the effect of 

media advertising on brand choice in two product categories in analyses that combine 

household scanner panel data with media exposure information. To attain this objective 

the alternative model specifications are tested in which advertising is assumed to directly 

affect brand utility, model error variance, and brand consideration. And they found strong 

support for advertising effects on choice through an indirect route of consideration set 

formation, and not directly affecting brand utility. 

Dibyojyoti (2007) found that most people think that packaging is important in increasing 

sale. Ladies in general want packaging to be hygienic, differentiable from fake products 

and the packets should be used for further use. Free samples do not attract the customers. 

Dimitris, George & Pavlos (2009) found that advertisements influence brands while 

purchase intentions are influenced by both ads and brands. Advertising has a positive 

effect on sales. Celebrity endorsement influence consumer’s buying behavior and helps in 

brand building.  

Studies have found that there are gender differences in terms of What, Where, When and 

How they buy but still there is need to study the impact of advertisement campaign of 

two wheelers on consumer buying behavior. 

 

RESEARCH METHODOLOGY 

This study is done to investigate the impact of ad campaign of two wheeler motor bikes 

on consumer buying behavior care products.  The aim is to explore how ad campaign 

influences the buying behavior of customers purchasing motor bike. The secondary aim 

is to analyze how ad campaign influences the demand of motor bikes. Secondary and 

Primary research are used for the purpose of answering research questions. Secondary 

data is derived from research papers, bibliographic, and internet sources. Primary data is 

obtained by using questionnaires as an instrument for collecting information. The sample 

is limited to the respondents of Indore city.   

 

Hypothesis 

H01    Ad campaign has no significant impact on consumer buying behavior 

Ha1   Ad campaign has significant impact on consumer buying behavior 
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H02 Celebrity endorsement in ads have no effect on consumer behavior for purchasing of 

bikes. 

Ha2 Celebrity endorsement in ads have effect on consumer behavior for purchasing of 

bikes. 

H03 Jingles on radio have no effect on consumer buying behavior for bikes. 

Ha3 Jingles on radio have effect on consumer buying behavior for bikes. 

H04 Road shows have no influence on consumer buying behavior for bikes. 

Ha4 Road shows have influence on consumer buying behavior for bikes. 

H05 Commercial TV ads of two wheelers have no effect on buying behavior of bikes. 

Ha5 Commercial TV ads of two wheelers have effect on buying behavior of bikes. 

H06 Free trial ads have no impact on buying behavior for bikes. 

Ha6 Free trial ads have impact on buying behavior for bikes. 

H07 Creative ads on TV have no effect on buying behavior. 

Ha7 Creative ads on TV have effect on buying behavior. 

H08 Informative ads have no influence in buying decision of bikes. 

Ha8 Informative ads have influence in buying decision of bikes. 

H09 Creative & colorful posters have no influence on buying decision. 

Ha9 Creative & colorful posters have influence on buying decision. 

H010 Vehicular ads have no effect on buying decision. 

Ha10 Vehicular ads have effect on buying decision. 
H011 Hoardings with emotional punch line have no effect on buying decision. 

Ha11 Hoardings with emotional punch line have effect on buying decision. 

H012 Print media ads are not effective to influence buying decision.  

Ha12 Print media ads are effective to influence buying decision. 

H013 Automobile magazines ads have no impact on buying decision. 

Ha13 Automobile magazines ads have impact on buying decision. 

H014 Brochures & Pamphlets are not effective in ads of bikes. 

Ha14 Brochures & Pamphlets are effective in ads of bikes. 

H015 In-store ads are not effective than other ads. 

Ha15 In-store ads are effective than other ads. 

H016 Online ads are not more effective than other ads. 

Ha16 Online ads are more effective than other ads. 

H017 SMS ads are not more effective than other ads. 

Ha17 SMS ads are more effective than other ads. 

H018 Ads are not more effective in influencing in purchasing decision of youth than 

matured one. 

Ha18 Ads are more effective in influencing in purchasing decision of youth than matured 

one. 

H019 Ads are not effective in influencing the purchase decision irrespective of high 

prices. 

Ha19 Ads are effective in influencing the purchase decision irrespective of high prices. 

H020 Ads do not increase level of loyalty.    

Ha20 Ads increase level of loyalty.    

 

Tools for Hypothesis Testing: 

For testing the hypothesis empirical analysis had been applied. 
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Data collection Technique 

This research is descriptive as well as exploratory in design. Such type of investigation is 

concerned mainly to determine the general nature of problems and variables related to it. 

This mainly relies on secondary source of information. Primary data will be collected 

through intensive fieldwork from the sample respondent with the aid of structured 

questionnaire. 

Sources of Data   

Primary Data:  It collected through questionnaire. The responses have been collected 

personally from the respondents through questionnaire. 

Secondary Data: Research papers, annual reports of two wheeler companies, seminar 

papers, websites and books. 

Population & Sample Size  
This research is restricted to a sample size of 100 since the study deals with 

advertisement campaigns of two wheelers in Indore city.  

Sampling Technique: Descriptive Method 

 

DATA ANALYSIS 

Data Analysis Technique: 

The data collected is then coded in the tables to make the things presentable and more 

effective. The results are shown by tables which will help us in easy and effective 

presentation  

Analysis of the obtained data represented in the form of Pie charts 

Descriptive Analysis 

Graph 4.1 

Q1. Do you feel that ads that have celebrity in them are more effective than the ones 

without celebrity for “Bikes”? 
 Frequency Percent Valid Percent Cumulative Percent 

Valid strongly disagree 10 10.0 10.0 10.0 

  Disagree 7 7.0 7.0 17.0 

  Neutral 7 7.0 7.0 24.0 

  AGREE 23 23.0 23.0 47.0 

  strongly agree 53 53.0 53.0 100.0 

  Total 100 100.0 100.0   

 
 

strongly agree

AGREE

Neutral

disagree

strongly disagree

Do you feel that ads that have celebrity in them are more effective than the 

ones without celebrity for “Bikes”?
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Interpretation:  

The above pie chart depicts that out of 100 people 53% of people strongly agree and 23% 

agree that ads that have celebrity in them are more effective than the ones without 

celebrity for “Bikes” 

 

Graph 4.2 

Q2. Do you feel that ads that have Jingles on radio are more effective than other radio ads 

for “Bikes”? 

  Frequency Percent Valid Percent Cumulative Percent 

Valid strongly disagree 3 3.0 3.0 3.0 

  Disagree 14 14.0 14.0 17.0 

  Neutral 14 14.0 14.0 31.0 

  AGREE 33 33.0 33.0 64.0 

  strongly agree 36 36.0 36.0 100.0 

  Total 100 100.0 100.0   

 

 
Interpretation: The above pie chart depicts that out of 100 people 36% of people 

strongly agree and 33% agree that the Jingles on radio are more effective than other radio 

ads for “Bikes”. 

Graph 4.3 

Q3. Do you feel that road shows are more effective to influence consumer buying 

behavior then others for “Bikes”? 

 Frequency Percent Valid Percent Cumulative Percent 

Valid strongly disagree 6 6.0 6.0 6.0 

  Disagree 11 11.0 11.0 17.0 

  Neutral 9 9.0 9.0 26.0 

  AGREE 48 48.0 48.0 74.0 

  strongly agree 26 26.0 26.0 100.0 

  Total 100 100.0 100.0   

 

strongly agree

AGREE

Neutral

disagree

strongly disagree

Do you feel that ads that have Jingles on radio are more effective than other 

radio ads for “Bikes”?
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Interpretation: The above pie chart depicts that out of 100 people 48% of people 

strongly agree and 26% agree that road shows are more effective to influence consumer 

buying behavior then others for “Bikes”. 

Graph 4.4 

Q4. Do you feel that commercial ads of Bikes on TV influence your buying decision? 

  Frequency Percent Valid Percent Cumulative Percent 

Valid Disagree 8 8.0 8.0 8.0 

  Neutral 20 20.0 20.0 28.0 

  AGREE 36 36.0 36.0 64.0 

  strongly agree 36 36.0 36.0 100.0 

  Total 100 100.0 100.0   

 

                                            
Interpretation: The above pie chart depicts that out of 100 people 36% of people 

strongly agree and 36% agree that the commercial ads of bikes on TV influence your 

buying decision. 

Graph 4.5 

Q5. Did you ever feel like taking a trial of “Bikes” because you saw it in the commercial 

TV ads. 

strongly agree

AGREE

Neutral

disagree

strongly disagree

Do you feel that road shows are more effective to influence consumer buying 
behavior then others for “Bikes”?

strongly agree 
AGREE 
Neutral disagree 

Do you feel that commercial ads of Bikes on TV influence your buying  
decision? 
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  Frequency Percent Valid Percent Cumulative Percent 

 

Valid 

strongly disagree 
1 1.0 1.0 1.0 

  Disagree 12 12.0 12.0 13.0 

  Neutral 12 12.0 12.0 25.0 

  AGREE 31 31.0 31.0 56.0 

  strongly agree 44 44.0 44.0 100.0 

  Total 100 100.0 100.0   

                                        
Interpretation: The above pie chart depicts that out of 100 people 44% of people 

strongly agree and 31% agree that they feel like taking a trial of “Bikes” because you saw 

it in the commercial TV ads. 

Graph 4.6 

Q6. Do you feel that creative ads like Zoo-Zoo on TV are more effective than other types 

of TV ads for buying decisions? 

  Frequency Percent Valid Percent Cumulative Percent 

Valid strongly disagree 4 4.0 4.0 4.0 

  Disagree 8 8.0 8.0 12.0 

  Neutral 13 13.0 13.0 25.0 

  AGREE 32 32.0 32.0 57.0 

  strongly agree 43 43.0 43.0 100.0 

  Total 100 100.0 100.0   

strongly agree 
AGREE 
Neutral 
disagree 
strongly disagree 

Did you ever feel like taking a trial of “ Bikes”.  Because you saw  
it in the commercial TV ads. 
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Interpretation: The above pie chart depicts that out of 100 people 32% of people 

strongly agree and 43% agree that creative ads like Zoo-Zoo on TV are more effective 

than other types of TV ads for buying decisions. 

Graph 4.7 

Q7. Do you feel that informative ads are more effective than other ads for influencing 

buying decision of “Bikes”? 

  Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid strongly disagree 1 1.0 1.0 1.0 

  Disagree 3 3.0 3.0 4.0 

  Neutral 11 11.0 11.0 15.0 

  AGREE 23 23.0 23.0 38.0 

  strongly agree 62 62.0 62.0 100.0 

  Total 100 100.0 100.0   

 

 

strongly agree

AGREE

Neutral

disagree

strongly disagree

Do you feel that creative ads like Zoo-Zoo on TV are more effective than other 
types of TV ads for buying decisions?

strongly agree

AGREE

Neutral

disagree

strongly disagree

Do you feel that informative ads are more effective than other ads for 
influencing buying decision of “Bikes”?
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Interpretation: The above pie chart depicts that out of 100 people 62% of people 

strongly agree and 23% agree that informative ads are more effective than other ads for 

influencing buying decision of “Bikes”. 

Graph 4.8 

Q8. Do you feel that creative and colorful posters are more effective than other ads for 

influencing buying decision of “Bikes”? 

  Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid strongly disagree 4 4.0 4.0 4.0 

  Disagree 8 8.0 8.0 12.0 

  Neutral 16 16.0 16.0 28.0 

  AGREE 24 24.0 24.0 52.0 

  strongly agree 48 48.0 48.0 100.0 

  Total 100 100.0 100.0   

 

 
Interpretation: The above pie chart depicts that out of 100 people 48% of people 

strongly agree and 24% agree that creative and colorful  posters are more effective than 

other ads for influencing buying decision of “Bikes”. 

Graph 4.9 

Q9.Do you feel that vehicular ads are more effective than other ads for buying decision? 

  Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid strongly disagree 6 6.0 6.0 6.0 

  Disagree 21 21.0 21.0 27.0 

  Neutral 16 16.0 16.0 43.0 

  AGREE 29 29.0 29.0 72.0 

  strongly agree 28 28.0 28.0 100.0 

  Total 100 100.0 100.0   

 

strongly agree

AGREE

Neutral

disagree

strongly disagree

Do you feel that creative and colorful  posters are more effective than other 
ads for influencing buying decision of “Bikes”?



International Journal of Research in Management                                                                  ISSN 2249-5908 

Available online on http://www.rspublication.com/ijrm/ijrm_index.htm            Issue 4, Vol. 2 (March 2014) 
 

RSPUBLICATION, rspublicationhouse@gmail.com Page 107 
 

 
 

Interpretation: The above pie chart depicts that out of 100 people 28% of people 

strongly agree and 29% agree that vehicular ads are more effective than other ads for 

buying decision. 

Graph 4.10 

Q10.Do you feel that hoardings which include emotional punch line for Bike are more 

effective than other form of ads for buying decision? 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid strongly disagree 4 4.0 4.0 4.0 

Disagree 12 12.0 12.0 16.0 

Neutral 19 19.0 19.0 35.0 

AGREE 31 31.0 31.0 66.0 

strongly agree 34 34.0 34.0 100.0 

Total 100 100.0 100.0  

 

                                                 
Interpretation: The above pie chart depicts that out of 100 people 34% of people 

strongly agree and 31% agree that hoardings which include emotional punch line for Bike 

are more effective than other form of ads for buying decision. 

 

 

strongly agree

AGREE

Neutral

disagree

strongly disagree

Do you feel that vehicular ads are more effective than other ads for buying 
decision?

strongly agree AGREE Neutral disagree strongly disagree 

Do you feel that hoardings which include emotional punch line for  
 Bike are more effective than other form of ads for buying decision? 
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Graph 4.11 

Q11.Do you feel that news paper ads are more effective than other ads for buying 

decision of " Bike"? 

  Frequency Percent Valid Percent Cumulative Percent 

Valid strongly disagree 6 6.0 6.0 6.0 

  Disagree 19 19.0 19.0 25.0 

  Neutral 20 20.0 20.0 45.0 

  AGREE 30 30.0 30.0 75.0 

  strongly agree 25 25.0 25.0 100.0 

  Total 100 100.0 100.0   

 

                                    
 

Interpretation: The above pie chart depicts that out of 100 people 25% of people 

strongly agree and 30% agree that news paper ads are more effective than other ads for 

buying decision of " Bike". 

Graph 4.12 

Q12. Do you feel that automobile magazines ads are more effective than other ads for 

buying decision of " Bike"? 

  Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid strongly disagree 2 2.0 2.0 2.0 

  Disagree 12 12.0 12.0 14.0 

  Neutral 15 15.0 15.0 29.0 

  AGREE 42 42.0 42.0 71.0 

  strongly agree 29 29.0 29.0 100.0 

  Total 100 100.0 100.0   

 

strongly agree AGREE Neutral disagree strongly disagree 

Do you feel that news paper ads are more effective than other ads for buying  
decision of "Bike"? 
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Interpretation: The above pie chart depicts that out of 100 people 29% of people 

strongly agree and 42% agree that automobile magazines ads are more effective than 

other ads for buying decision of " Bike". 

Graph 4.13 

Q13. Do you feel that brochures and pamphlets are an effective way of advertising for 

Bikes? 

  Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid strongly disagree 5 5.0 5.0 5.0 

  Disagree 26 26.0 26.0 31.0 

  Neutral 20 20.0 20.0 51.0 

  AGREE 29 29.0 29.0 80.0 

  strongly agree 20 20.0 20.0 100.0 

  Total 100 100.0 100.0   

 

 
 

strongly agree

AGREE

Neutral

disagree

strongly disagree

Do you feel that brochures and phamplets are an effective way of advertising 
for Bikes?

strongly agree AGREE Neutral disagree strongly disagree 

Do you feel that automobile magazines ads are more effective than other ads  
for buying decision of "Bike"? 
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Interpretation: The above pie chart depicts that out of 100 people 20% of people 

strongly agree and 29% agree that brochures and pamphlets are an effective way of 

advertising for Bikes. 

Graph 4.14 

Q14. Do you feel that In-store ads are more effective than other for buying decision of 

"Bikes"? 

  Frequency Percent Valid Percent Cumulative Percent 

Valid strongly disagree 2 2.0 2.0 2.0 

  Disagree 21 21.0 21.0 23.0 

  Neutral 13 13.0 13.0 36.0 

  AGREE 36 36.0 36.0 72.0 

  strongly agree 28 28.0 28.0 100.0 

  Total 100 100.0 100.0   

 

 
 

Interpretation: The above pie chart depicts that out of 100 people 28% of people 

strongly agree and 36% agree that In-store ads are more effective than other for buying 

decision of "Bikes". 

Graph 4.15 

Q15. Do you feel that online ads are more effective than other ads for buying decision of 

" Bike"? 

  Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid strongly disagree 15 15.0 15.0 15.0 

  Disagree 28 28.0 28.0 43.0 

  Neutral 22 22.0 22.0 65.0 

  AGREE 21 21.0 21.0 86.0 

  strongly agree 14 14.0 14.0 100.0 

  Total 100 100.0 100.0   

 

strongly agree

AGREE

Neutral

disagree

strongly disagree

Do you feel that In-store ads are more effective than other for buying decision 
of "Bikes"?
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Interpretation: The above pie chart depicts that out of 100 people 15% of people 

strongly disagree and 28% disagree that online ads are more effective than other ads for 

buying decision of " Bike" 

Graph 4.16 

Q16. Do you feel that SMS ads through mobile are more effective than others for buying 

decision of " Bikes"? 

  Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid strongly disagree 26 26.0 26.0 26.0 

  Disagree 30 30.0 30.0 56.0 

  Neutral 15 15.0 15.0 71.0 

  AGREE 14 14.0 14.0 85.0 

  strongly agree 15 15.0 15.0 100.0 

  Total 100 100.0 100.0   

 

                                                      
 

Interpretation: The above pie chart depicts that out of 100 people 26% of people 

strongly disagree and 30% disagree that SMS ads through mobile are more effective than 

others for buying decision of   "Bikes". 

 

 

strongly agree AGREE Neutral disagree strongly disagree 

Do you feel that SMS ads through mobile are more effective than others for  
buying decision of  "Bikes"? 

strongly agree AGREE Neutral disagree strongly disagree 

Do you feel that online ads are more effective than other ads for buying  
decision of " Bike"? 
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Graph 4.17 

 

Q17. Do you feel that ads are more effective in influencing purchase decisions of youth 

than matured ones? 

  Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid strongly disagree 5 5.0 5.0 5.0 

  Disagree 5 5.0 5.0 10.0 

  Neutral 10 10.0 10.0 20.0 

  AGREE 31 31.0 31.0 51.0 

  strongly agree 49 49.0 49.0 100.0 

  Total 100 100.0 100.0   

 

 
 

Interpretation: The above pie chart depicts that out of 100 people 49% of people 

strongly agree and 31% agree feel that ads are more effective in influencing purchase 

decisions of youth than matured ones. 

Graph 4.18 

Q18. Do you feel that ads are more effective in influencing the purchase decisions 

irrespective of high prices? 

  Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid strongly disagree 
6 6.0 6.0 6.0 

  Disagree 
13 13.0 13.0 19.0 

  Neutral 
9 9.0 9.0 28.0 

  AGREE 
26 26.0 26.0 54.0 

  strongly agree 
46 46.0 46.0 100.0 

  Total 
100 100.0 100.0   

 

strongly agree

AGREE

Neutral

disagree

strongly disagree

Do you feel that ads are more effective in influencing purchase decisions of 
youth than matured ones?
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Interpretation: The above pie chart depicts that out of 100 people 46% of people 

strongly agree and 26% agree that ads are more effective in influencing the purchase 

decisions irrespective of high prices.  

Graph 4.19 

Q19. Do you feel that ads of particular bike increase your level of loyalty towards it? 

  Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid strongly disagree 4 4.0 4.0 4.0 

  Disagree 10 10.0 10.0 14.0 

  Neutral 10 10.0 10.0 24.0 

  AGREE 23 23.0 23.0 47.0 

  strongly agree 53 53.0 53.0 100.0 

  Total 100 100.0 100.0   

 

                                                    
Interpretation: The above pie chart depicts that out of 100 people 53% of people 

strongly agree and 23% agree that ads of particular bike increase their level of loyalty 

towards it. 

 

RESULTS AND DISCUSSIONS 

Present study supports that Ad Campaign of Two Wheeler has a significant impact on 

Consumer Buying Behavior and even suggests that companies should opt for it, because 

strongly agree

AGREE

Neutral

disagree

strongly disagree

Do you feel that ads are more effective in influencing the purchase decisions  
irrespective of high prices?

strongly agree AGREE Neutral disagree strongly disagree 

Do you feel that ads of particular bike increases your level of loyalty towards it? 
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advertising is a vital tool to compete, in this ever changing environment. It benefits both 

the manufacturer and the consumers, manufacturer in terms of publicity and consumers in 

terms of information and awareness. 

Companies involved in the business of two wheeler motor bikes should give 

advertisements more frequently on T.V. because it helps increase the loyalty of the 

consumers who are already using their Bikes and also the consumers who want to buy a 

new bike gets attracted and becomes confident about his decision. 

Study suggests that Audio-Visual media is more effective than print media for 

influencing the buying behavior of consumers for Bikes. Therefore I recommend that the 

company must use audio-visual media as large as possible and only in those areas where 

audio-visual media is not available print media could be used.Study also supports that ads 

that have celebrities in them are more effective. 

T.V. commercial ads especially those with zoo-zoo in them has a significant impact on 

consumers because they are very attractive and easily remembered. Hence, more creative 

zoo-zoo ads must be encouraged to influence consumer buying behavior. 

The use of creative and colorful posters and the hoardings which use emotional punch 

line should be encouraged because it is the tendency of human beings to get attracted 

towards emotional things. 

 

LIMITATIONS  

The very first limitation of this project is the limited scope of the study. The sample size, 

which comprises 100 respondents, is too small. Difficulty in approaching different types 

of people who were different in their nature, thinking, habits and even more in their 

rational and emotional behavior. The entire study and analysis are based on the responses 

obtained from the sample population employing a structured questionnaire by 

convenience sampling method. In addition, some respondent may have given biased 

response. 
 

CONCLUSION 

Understanding buying behavior of customer is the toughest task for a marketer, we can 

identify the factors, which influence purchase decisions, but it is next to impossible to 

know which factor influence when. We have countless permutations and combinations 

for it; each individual has different behavior and different influencing factors. Our study 

has looked for general patterns (not specific actions) that are associated with ad 

campaigns of motor bikes and its impact on consumer buying behavior that allow us to 

draw generalizations about the areas in which firms might focus their search for the 

appropriate specific activities. 

This study explores the questions like to what extent Ad campaigns affect consumer 

buying behavior? The results suggest that Ad campaign is effective in influencing the 

consumer buying behavior for Bikes. 

 

FUTURE WORK 

The scope of improvement in future research could be done by including few other 

parameters which I haven’t included in my research like segmentation of consumer class, 

brands building etc. 
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