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Abstract

Adverticemento are the port of our lives. When we 6o comething,
where ever we otoy or how we behave ourcelveg, adverticing become
the integrol part of our life. Adverticementoin televicion influenced uc
in mony o¢¢acionc for which it affe¢to a cognitive recall opprooch for
every televicion viewera. In the precent ctudy it obcerved thot while a
viewer wot¢h o oerial in televicion he/che often forgot the
adverticemento which tele¢ooted in between the progromme. But it
effe¢towhen the viewer wat¢h the come adverticement repeatedly or in
different progromme, however the ¢ognitive recoll responce reveolc
the purchoce oction. The precent poper made on attempt to build o
relationchip between the advertioing effectivenessin televicion and itc
progrommec.

Keywords: Adverticing, Televicion, Fomily Dramo, Ad effectivenecs,
Cognitiverecall eté.

Introduction

Advertioing ic be¢oming o ¢onaideroble inctrument to ¢onvinée
¢udtomercthrough itomeoougeato buy productcor cervicecsot different
point of time. It playc pivotal role in both finonéiol ond commeréiol
objectivea. Of thic oge, morketerc ore now informing, educating ond
focilitating ¢uctomerc in a novel ond innovative way through their
advertioing mecovgeo. Contemporory morketerc are developing new
¢oncepto on effectiveness of advertioing to imprecs ¢uctomer in
variouswaoyc(O’Donohoe, 1995).

Herein, adverticementc have become on integrol port of humon life.
Effectivenecs of adverticing dependcon cuctomer’crecponce towords
adverticements ond their oftitudec. Adverticementc ore ¢onaidered
effective by their ¢opability to ¢onvey the meaouge or to promote culec
(Eo¢hambodi, 1994).

Particulorly, plo¢ement of product ic o paid mecouge to influence
viewercsthrough o plonned ond modect entry of abronded product into
televicion progromo. Adverticing agenciec ore involved in placing the
¢lient’sproduct on TV chowo(Balacubromonion, 1994).

There ic in¢reacing number of odverticemento for ony progrom on
televicion. Viewerc find more adverticementc on Certoin televicion
¢honnels thon progromao Length of ¢ommeréiol breok dependc on
popularity of the program. Length of adverticements hoo become o
meaouring tool for populority of o TV chow (Rai, 2008). Probobly it,
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oimulote the mecouges of odverticements through it
pervading noture of the adverticemento. The precent article
entitled “Televicion Adverticing: A Cognitive Recall
Mechoniom” ic odhere the ¢onéept on Cognitive recall
attitude ond itoinfluence on purchoce action of the viewerc
on odverticements after waté¢hing vorious televicion
programmec. The recear¢h dealo with the favoureble ond
unfavourable attitude of the TV viewercon adverticing ond
itorecall me¢honmiom. The liking ond avoidonce ¢horacter of
the viewerc on adverticemento hac re¢orded in the primory
ourvey whi¢h ¢ompored with different televicion ¢honnelo
and televicion ceriolo.

Objectives:

1. To otudy the contemporary icouec on adverticing
effe¢tivenescofthe televicion viewera.

2. To underctond the theory ond concept on Cognitive
approochecin advertioing.

3. To onolyce the odverticing effectiveness of a product
with ito recall-obility of the televicion viewerd in
¢ommon.

4. To ouggeat the neéecoory meaourec to improve the
effe¢tivenessof odverticing in televicion.

Methodology:

The precent receorch ic a Complete cet of explorotory
recearch where otratified rondom compling of about 598
ocomplec hoo ¢onaidered in various geogrophical oreos cuch
ao ¢itieo of Oricon and Telegono. The mojor ¢ities viz:
Bhuboneowor, Sombolpur ond Berhompur of Oricoun ctote oo
well Hyderabod ond Secuderobod of Telegona icéonacidered
for comple otudy where moct of the people uced to wotch
Hindi televicion ¢honnelo. The ¢itieo are acrooo the ¢entral,
weotern ond couthern port of Oricon ond Copitol City of
Telegono. where moat of the people ore migroted from
different part of the ¢ountry. In thicctudy, the hypothecicic
deaigned to know the adverticing effeétiveneass of o product
and recoll-obility of aviewer’owhile they wat¢h atelevicion
ceriol. Here ¢orrelation ond regrecoion teot hasopplied to teat
the relotionchip between the independent varioble
(advertioing effectiveneso) ond dependent vorioble (vorious
televicion progrommeo).

Hypothesis:

HI1: Adverticing recoll-obility of a viewer ic acooCiated the
demogrophi¢ behaviour of the televicion viewera.

H2: Advertiaing effeétiveneoo of variouc produétc in Hindi
fomily televicion droma (cerial) ic ¢locely aooociated with
the re¢all-obility of aviewer ond higher purc¢hoce oction.

Review of Literature:

Saigonech ond Poromeoworon (2012) ctoted that moct of the
adverticements ore wotched during prime time. Media
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¢horges high pri¢e during prime time. To get returng
adverticeraohould fo¢uson quality of the ada.

Boloaoubromonion (1994) cuggeoted product placement ic o
paid activity ceeking to influenée viewerc through plonned
ond unobtruaive entry of o brond into a televicion progrom.
Adverticing ogenciec ore involved in plocing the ¢lient’s
product in TV chowa. A gpecialict firm moy be brought in to
licice between agenéy ond ctudio. Adverticers ore looking
for new methodo to reach conoumerac. Pla¢ement ¢on be in
the form of verbal mentionc in dialogue, actuol uce by a
¢haracter, viouol dioployc cuch oo o Corporate logo on o
vehicle or billboard or brondcucesd acaet decoration.

Debaoich (2012) otated thot teleCom cector in Odicha woo
aelected to find out the influence of televicion adverticing on
¢onoumer oftitude formation ond puréhace intention. Survey
woodone for mobile hondoet ond mobile cervi¢e buyerowith
cumple 675 ond 657 reopectively. Viewero ogreed with the
¢ognitive foctoroin televicion odverticementa.

Mothew ond Aowathy (2014) found thot the degree of
influenée of TV adcof FMCG goodcon different éotegoriec
of people like formers, bucinecomen, profeccionolc ond
employed people. Televicion adverticements, whi¢h were
teleCaot of prime time, mobilized potentiol Cuctomerc.
Televicion adverticementchave brought o parodigm chift by
influen¢ing the buyer aoon individual.

Romalingom et ol. (2006) ocuggected that TV oo on
advertioing medium hoo three key odvontoges Firot, it
influen¢ec ¢oncumera’ tactec ond peréeption. Second, it Con
reoch lorge oudience in a ¢oot-efficient monner. Third, itc
oudio viouolo éreate otrong impact. TV hoo o big impact on
viewerc purchacing procedo.

Monkekor (1999) reveoled that oince 1990, there ic
unprecedented growth in the viewerchip of cerialized fomily
dromoo in India due to liberalization ond privatization.
Serialc or coop operac ac they ore known in ¢ommon
porlon¢e, produced for Indion cEonocumerc ore avidly
wotched. In opite of ricing popularity of reality chowg,
cerialo or coop operog, fomily dromao continue to re-invent
their themeo ond remain unrivalled in termo of their moco
appeal. Televicion ic¢onaidered ac o medium where fomily
dramagcottract viewera.

Do Indion TV ¢honnelo ond their progromo impoct viewerc
in Bonglodech. Serialo are very popular among different
ogea, ;eX, educational qualificationo eté. Lorge number of
Bonglodechi’s view Indion ceriale. Stor Pluc ic the moat
populor ¢honnel. Stor Pluc broad¢acts a lorge number of
Hindi ceriolo throughout the day. 68 Indion TV cerialc are
wotched regulorly (Khomom et ol., 2014).

Concepts on Cognitive Recall:

Advertioing iconaidered aco way to influenée the mind of
oudience. Attitude of o conoumer offe¢tothe attention to the
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od. Low involvement ¢onfinec with likobility of on 0 ond
high involvement reaconowhy thicad. High involvement ic
when ¢oncumerctry to get involved in the ¢ontent of on 0d
ond thic brings obout o ¢honge in their ottitude. Thic ic
known oo c¢ognitive reoponce. Concumerc cometimec
oupport or counter the mecouge content. Counter crgumentc
(CA) ond aupportive arguments (SA) oééurc when «o
¢onoumer ic viewing an od or reoding o mecouge. Counter
orgumentc ore negotive while cupportive orgumentc hove
poaitive effect on ottitude. Cognitive recponce icacéeptonce
or rejection of the meocoonge, depending on higher
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involvement in the adverticement (Chunawollo ond Sethio,
2008).

To interpret thoughts, conoumerc ore oacked to write their
intention towordc the od. Cognitive recponce proceco
acoociated with ottitude towordc the brond ond purchoce
intention ¢ould be acertained. Cognitive recgponce icoum of
thoughto related to product/mecouge, cource oriented ond
adverticement execution. In product/mecouge thoughts, two
typeo of reoponcec ore importont i.e. ¢ounter orgumentc
(CA) ond cupportive orgumentc(SA).

Figurel: Cognitive Response Model
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Hierarchy Effect Models of Advertising

Underatonding the regponce pro¢essof conoumer'cexpooure
to advertioing ic tricky. It may eli¢it Certoin behaviour.
Objective of adverticeromay relote to Cognitive, offective or
behavioural aopeét. Certain modelo were developed to

know the oattitude ond behaviour of reopondentc towordc
adverticemento. Different modelchave different ideologiea;
they together refle¢t perouocion ond belief of reopondentc
towardcadverticement. Receoréhercéolleét dotaon different
recponce modelowhich are precented.

Figure 2: Response Hierarchy Models of Advertising Exposure
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Sourée: Kozmi, S.H.H ond Botra, S.K (2007)

Analysis and Interpretation:

In thic port of the recearch, the recearcher onolyced the
collected datawith the help of ¢orrelation onalycicond tected
the oignificon¢e of the hypothecic. Here the correlation
between demographi¢ profile of viewerc viz. age, morital
otatuc, gender, in¢ome, occupation ond educational
qualifi¢ation ond itceffectivenecoon adverticing in celeéted
ceriolooired by Hindi televicion ¢hannels. Correlation volue
provideo the direction of relation ond cignifi¢onée value of
advertioing effe¢tiveness (dependent varioble) ond viewers
demogrophié profile (independent varioble) whic¢h explainc
the type of relationchip licted ot table -1.

Table-2 reveolo the Correlation between populor Hindi
fomily droma viz: Diya Aur Baoti Hum (Stor Pluo), Balika
Vadshu (Coloro), Ek Hozooron Mein Meri Behnao Haoin (Stor
Pluo), Yeh Richta Kyo Kehlotoe Hoin (Stor Pluc), Sooth
Nibhono Soothiyo (Stor Pluc), Punor Viveh (Zee TV),
Pavitra Rictha (Zee TV), Sacural Simor Ka (Coloroc), Bade
Ac¢hhe Logte Hain (Sony), Uttaran (Colorc) ond
effe¢tiveness of adverticing. Correlation tect hoo been
applied. Correlation value providecthe direction of relation
ond oignificonce value of adverticing effeétivenecs
(dependent vorioble) ond populor cerialo (independent
varioble) whi¢h exploin the noture ond ctate of relationchip.

Findings and Conclusion:

From thic otudy it obcerved thot both the adverticing
effe¢tivenesoomd demogrophic profile of televicion viewerc
are ¢locely related with each other. At the cume time, the
advertioing effectiveneasin the ¢hocen Hindi fomily dromooc
(cerialo) ic oloo oeen. It found that the more populor
progromme have ucuolly high degree of 0 peré¢eption whi¢h
refleét the cognitive recall of on ad.

Testing of Hypothesis:

H1: Advertising recall-ability of a viewer is associated
the demographic behaviour of the television viewers.

The hypothesis is accepted and following findings are as
follows:

1. Itobcerved that there icanegative relationchip between
age and advertioing effec¢tiveness. p value (0.01) iomore
thon the level of aignificonce 0.01, o cignifiCont
relationchip exictobetween two varioblea.
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2. It found thot there ic o negative relotionchip between
maritol ototuc ond advertioing effeétiveness. p volue
(0.001) ic lecc when ¢ompared to the level of
aignificon¢e 0.01. A oignifi¢ont relotionchip exiotc
between the two vorioblea.

3. It oeen thot there ic a negative relationchip between
gender and advertioing effectiveneco. Volue of p (0.001)
ic leos when ¢ompared to level of aignificonée 0.01. A
oignificont relationchip exictc between the two
varioblea,

4. It found thot there ic a negative relationchip between
fomily in¢ome ond advertiocing effec¢tiveness. Value of p
(0.003) ic leos thon the level of aignificon¢e 0.01. A
oignificont relationchip exiotc between the two
varioblec,

5. It ceen that there ic a negative relationchip between
o¢cupoation ond advertioing effectiveneco. Value of p
(0.447) ic more thon the level of acignificonce 0.01.
There ic no cignificant relotionchip between the two
varioblec,

6. Itoboerved thot there icanegative relationchip between
educational qualification ond advertioing effectiveneco.
Value of p (0.162) iomore thon the level of cignifi¢onée
0.01. There ic no cignificont relotionchip between the
two vorioblea.

It ¢on be con¢luded that negative Correlation exictobetween
variobles like demogrophi¢ profile ond adverticing
effe¢tivenecoon televicion. Change in independent varioble
impoctoadvertioing effectiveneco.

H2: Advertising effectiveness of various products in
Hindi family television drama (serial) is closely
associated with the recall-ability of a viewer and his/her
purchase action.

The hypothesis is accepted and following findings are as
follows:

1. It found thot there ic a negative relotionchip between
populor cerial Diyo Aur Booti Hum on Stor Pluc ond
advertioing effectiveneas. Volue of p (0.000) iclecothon
the level of aignificance 0.01. A cignifi¢ont relotionchip
exiotobetween the two vorioblec.

2. Itindic¢atecthat there icanegoative relationchip between
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popular cerial Balika Vodhu on Colore ¢honnel ond
advertioing effectiveneas. Volue of p (0.000) iclecothon
the level of aignificance 0.01. A cignifi¢ont relotionchip
exiotobetween the two vorioblec.

3. TItindi¢atecthat there icanegative relationchip between
the ceriol Ek Hozooron Mein Meri Behno Hain on Stor
Plucond adverticing effectivenecs. Volue of p (0.000) ic
leao thon the level of cignificonée 0.01. A cignificont
relationchip exictobetween the two varioblea.

4. Ttobecerved that there iconegoative relationchip between
the ceriol Yeh Richta Kya Kehlato Hain on Stor Plucond
advertioing effec¢tiveneas. Volue of p (0.008) iclecsthon
the level of aignificanée 0.01. A cignifi¢ont relotionchip
exictobetween the two vorioblea.

5. Ttobcerved thot there icanegative relationchip between
the ceriol Saoth Nibhona Soothiyo on Stor Pluc ond
advertioing effectiveneas. Value of p (0.000) iclecothan
the level of cignifi¢ance 0.01. A cignificont relationchip
exiatobetween the two voriobleo.

6. It oeen thot there ic anegative relotionchip between the
ceriol Punor Viveh on Zee TV ond odverticing
effec¢tiveneco. Volue of p (0.551) iomore thon the level
of aignificance 0.01. No cignifi¢ont relationchip exicto
between the two varioblec.

7. TItindi¢atesthat there ic o poaitive relotionchip between
the cerial Pavitra Rictha on Zee TV ond adverticing
effe¢tiveneco. Volue of p (0.287) icmore thon the level
of aignificonce 0.01. No cignifi¢ont relationchip exictc
between the two varioblec.

8. Itindicatecthat there icanegative relationchip between
the cerial Soaourol Simor Ko on Colorc ond adverticing
effectiveneco. Volue of p (0.004) iclessthon the level of
oignificaoné¢e 0.01. A ocignificont relotionchip exicto
between the two varioblea.

9. Itindi¢atecthot there iconegative relationchip between
the cerial Bade Achhe Logte Hoin on Sony TV ond
advertioing effeétiveneas. Value of p (0.302) ic more
thon the level of cignificonée 0.01. No cignifi¢ont
relationchip exictobetween the two variobleo.

10. It found thot there icanegative relationchip between the
ceriol Uttaron on Colorcond odverticing effectiveneds.
Volue of p (0.004) icleco thon the level of cignifi¢onée
0.01. A cignific¢ont relationchip exicto between the two
varioblec.

The findingo revealed that the more popular the televicion
progromme hoo high volue of ottroctivenecs. Further,
viewerc wotch the progromme ond able to recoll the od
aimultoneoudly whi¢h icpoaitive for the media plonner ond
adverticerc.
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Annexure
Table 1: Correlation between Profile of Viewers and Advertising Effectiveness in TV
Age Marital Gender Family Occupation Educational Advertising
Status income qualification Effectiveness
Pearson Correlation 1 7185%* 188** 986** 910** 914** -.105%*
Age Significance(2-tailed) 0 0 0 0 0 0.01
N 598 598 598 598 598 598 598
Pearson Correlation 185** 1 964** 801** T74** 121%* -.140**
Marital Status Significance(2-tailed) | 0 0 0 0 0 0.001
N 598 598 598 598 598 598 598
Pearson Correlation 188** 964** 1 803 ** 754%* T14%* - 134%*
Gender Significance(2-tailed) 0 0 0 0 0 0.001
N 598 598 598 598 598 598 598
Pearson Correlation 986** | .801** 803 ** 1 927 ** 922%* - 119%**
Family income | Significance(2-tailed) | 0 0 0 . 0 0 0.003
N 598 598 598 598 598 598 598
Pearson Correlation O10%* | 774** 154%* 927** 1 921%** -0.031
Occupation Significance(2-tailed) 0 0 0 0 0 0.447
N 598 598 598 598 598 598 598
) Pearson Correlation 914%* 121 %* T 14%* 922%x* 921 %* 1 -0.057
Educational Sionifi 2 -tailed 0 0 0 0 0 0.162
qualification Significance(2-tailed) .
N 598 598 598 598 598 598 598
- Pearson Correlation - 105(%) | - 140(**) | - 134(**) | - 119(**) -0.031 -0.057 1
Advertising . .
Effectiveness Significance(2-tailed) 0.01 0.001 0.001 0.003 0.447 0.162
N 598 598 598 598 598 598 598
** Correlation at 0.01 (2-tailed) * Correlation at 0.05 (2-tailed)
Table 2: Correlation between Ad Effectiveness and Popular Family Drama
A 1 2 3 4 5 6 8 9 10
Pearson Correlation 1 -223%* - 147%* - 164%* - 108** - 212%* -0.024 0.044 - 118** -0.042 - 118%*
A | Significance(2-tailed) . 0 0 0 0.008 0 0.551 0.287 0.004 0.302 0.004
N 598 598 598 598 598 598 598 598 598 598 598
Pearson Correlation - 223%* 1 122%* 645%* 491 %* 844%* 448** 480** 189%* ST 593**
1 Significance(2-tailed) 0 . 0 0 0 0 0 0 0 0 0
N 598 598 598 598 598 598 598 598 598 598 598
Pearson Correlation - 147%* 722%% 1 .888** AT4x* 581%* 203%* 218%* 480%** 333%* 424%**
2 | Significance(2-tailed) 0 0 . 0 0 0 0 0 0 0 0
N 598 598 598 598 598 598 598 598 598 598 598
Pearson Correlation - 164%* 645%* 888** 1 520%* ST 140%** 134%* 4]5%* 282%** 419%*
3 Significance(2-tailed) 0 0 0 . 0 0 0.001 0.001 0 0 0
N 598 598 598 598 598 598 598 598 598 598 598
Pearson Correlation - 108** 491 %% A74%* 522%* 1 327%* 0 0.009 347** 428%** .603%*
4 Significance(2-tailed) 0.008 0 0 0 . 0 0.995 0.821 0 0 0
N 598 598 598 598 598 598 598 598 598 598 598
Pearson Correlation - 212%* 844** S581** S11** 327** 1 459%* 450%* 707** 409%* S517**
5 Significance(2-tailed) 0 0 0 0 0 . 0 0 0 0 0
N 598 598 598 598 598 598 598 598 598 598 598
Pearson Correlation -0.024 448%* 203%* 140%** 0 459%* 1 .388%** A407** 240%* 198%**
6 Significance(2-tailed) 0.551 0 0 0.001 0.995 0 . 0 0 0 0
N 598 598 598 598 598 598 598 598 598 598 598
Pearson Correlation 0.044 480** 218** 134%* 0.009 450%* 388** 1 492%* .080* 0.063
7 Significance(2-tailed) 0.287 0 0 0.001 0.821 0 0 . 0 0.049 0.122
N 598 598 598 598 598 598 598 598 598 598 598
Pearson Correlation - 118%* 7189%* 480%** A15%* 347%** 7107%* 407%** 492%* 1 526%* 548%*
8 | Significance(2-tailed) 0.004 0 0 0 0 0 0 0 . 0 0
N 598 598 598 598 598 598 598 598 598 598 598
Pearson Correlation -0.042 S511** 333%* 282%* 428** 409%** 240%** 080* 520%** 1 154%*
9 Significance(2-tailed) 0.302 0 0 0 0 0 0 0.049 0 . 0
598 598 598 598 598 598 598 598 598 598 598
Pearson Correlation - 118%* 593%** 424%* A19%* .603%** 517%* 198%** 0.063 548%** 754%* 1
10 | Significance(2-tailed) 0.004 0 0 0 0 0 0 0.122 0 0
N 598 598 598 598 598 598 598 598 598 598 598
** Correlation at 0.01(2-tailed) * Correlation at 0.05(2-tailed)

Source: SPSS Output

[Numbers indicates in the table denoted as A-Advertising Effectiveness in TV and selected hindi serials, 1-Diya Aur Baati Hum (Star Plus), 2-
Balika Vadhu (Colors),3-Ek Hazaaron Mein Meri Behna Hain (Star Plus), 4-Yeh Rishta Kya Kehlata Hain (Star Plus), 5-Saath Nibhana Saathiya
(Star Plus), 6-Punar Vivah (Zee TV), 7-Pavitra Ristha (Zee TV), 8-Sasural Simar Ka (Colors), 9-Bade Achhe Lagte Hain (Sony), 10-Uttaran
(Colors)
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