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ABSTRACT 

Advertisement Recalling Ability is the most convenient route to reach the consumer‟s mind. It 

affects the personality of the consumer, his concept of self, his attitudes, beliefs and opinions, his 

lifestyle and lifecycle. Advertising appeals to our physiological and psychological motives. 

Advertising works at a cognitive level in that it influences the individual cognitive functions of 

perceptions, memory and attitude that focus on cognitive levels of explanation and also 

emphasize rational, conscious and consumer thinking. It‟s objectives are i) To measure the level 

of advertisement recalling ability. ii) To find out the factors which are associated with 

advertisement recalling ability.  Questionnaire method has been used to collect the data.   The 

data collected have been analyzed by using different statistical Tools, such as Percentage 

Analysis and Chi-Square Test. The findings of the study reveals that out of the four variables 

tested, three variables namely age, marital status & area of residence are significantly associated 

with the level of recalling ability.  
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1. INTRODUCTION 

Advertising in its rudimentary form is primarily an element of market mix. At the other extreme 

it is also supposed to create an aura of make-believe. The reality is perhaps somewhere between 

the two ends of the spectrum. The aided recall is a marketing technique testing the 

„memorability‟ of a brand. This indicator measures the recognition that allows observing the 

“traces” left by the sponsor in the respondent‟s mind (Anne 1992). This is the percentage of      

people who mention the brand in a list that includes the brand. There are several methods to   

measure awareness, assisted by illustrations such as giving a list of names of sponsors, 

completing slogan.,etc. The recall of advertisements contents are necessary but not sufficient in 

condition for persuasion. Recall is typically predominant in advertisement objective in low 

involvement situations, because consumers may not go through a great degree of thinking about 

which product to buy. In high involvement situations, consumers typically use more brand 

attribute information in deciding which brand is better for them, so persuasion becomes very 

important but recall of the brand, is obviously still necessary, because the actual brand choice 
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will likely occur at some point of time after the advertisement  was seen. Therefore, an 

advertisement in both kinds of situations not on attraction, but also communicates the product 

name and the brand benefits in a memorable way. 

2. OBJECTIVES OF THE STUDY 

 To measure the level of advertisement recalling ability.  

 To find out the factors which are associated with advertisement recalling ability. 

3. METHODOLOGY 

The focus of the study about the impact of television advertisements towards female consumer 

non durable products. The methodology includes that data, sampling and framework analysis. 

3.1 DATA 

The study was based on primary data. Questionnaire method has been used to collect the data. 

The data were collected by distributing questionnaires directly to female consumers. The 

questionnaire included combination of close and open ended questions. The study was 

undertaken  to consider certain categorized products like Tooth Paste, Talcum Powder, Bath 

Soap and Shampoo.  

3.2 SAMPLING 

A sample is a finite part of a statistical population whose properties are studied to gain 

information about the whole (Webster, 1985).Convenient Random Sampling method which has 

been used. The study was conducted in Pollachi. Pollachi is a town and a taluk headquarters in 

Coimbatore district, Tamil Nadu State, India. A total of 719, female consumers were taken for 

the survey.  

3.3 FRAMEWORK ANALYSIS 

he collected data have been analyzed by using different statistical Tools, such as Percentage 

Analysis and Chi-Square Test. Chi-square test is employed to ascertain the association between 

the selected variables and Advertisement recalling ability.  

       

4. SIGNIFICANCE OF THE STUDY 

This  study  will  be  beneficial  to  the  audiences  and  business  industries  particularly  for  

product  promotion. These business units will be assured of Competitive advantage.  Moreover,  

this study  may  equip  the  advertising  agencies  to  be  aware  of  the  ill  effects  of 

advertisement . The study is more significant for the following stakeholders like publics, 

advertisement agencies, marketing companies, and government.   
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5. LIMITATIONS OF THE STUDY 

The study was restricted to the Coimbatore district alone. The findings are applicable only to the 

Coimbatore District. Hence care has to while exercising and extending this result to other areas. 

The female consumers of the study are up to 18 years to 60 years. The data collected is primary 

data, which is based on the questionnaire and hence the results would bear all the limitations of 

primary data. The study concentrated mainly on female consumer non-durable products.  

 

Table 1 In order to find out the socio economic profile of the sample consumers they have been 

classified into various categories. 

Table: 1 

SOCIO-ECONOMIC PROFILE OF THE CONSUMERS 

 

Parameters 

Number of  

female 

consumers 

(n=719) 

 

Percentage     

total 
Parameters 

Number of  

female 

consumers 

(n=719) 

 

Percentage     

total 

Age(in years) 

a)up to 21                                                  

b)22-25 

c)26-35 

d)36 above 

 

258 

165 

167 

129 

 

36 

23 

23 

18 

Educational 

Qualification: 

a)No formal 

education 

b)up to HSC 

c)UG 

d)PG 

e)professionals 

f)Others 

 

 

40 

98 

280 

178 

91 

32 

 

 

5 

14 

39 

25 

13 

4 

Marital status: 

a)Married 

b)unmarried 

 

416 

303 

 

58 

42 

Occupation: 

a)permanent 

b)Temporary 

 

391 

328 

 

54 

46 

Area of 

residence: 

a)Rural 

b)urban 

Type of family: 

a)Joint 

b)Nuclear 

 

457 

262 

 

 

 

483 

236 

 

63 

36 

 

 

 

67 

33 

Family Income: 

a)below 30000 

b)30001-45000 

c)45000-55000 

c)above 55000 

 

433 

159 

56 

71 

 

60 

22 

8 

10 

Source: primary data 

ISSN NO: 2394-2886

Page No: 96

Suraj Punj Journal For Multidisciplinary Research

Volume 9, Issue 3, 2019



Table 1 reveals that the (1) Majority of the female consumers age is below 21 years. (2) 

Most of female consumers (63%) come from rural area and (3) (58%) of the female consumers 

are unmarried.  (4) Most of the female consumers (67%) are from joint family. (5) Majorities of 

the female consumers (39%) are under graduates. (6) Most of the female consumers are 

employees and permanent jobs (54%). (7)  family incomes of 60% of the female consumers are 

below 30000. 

Table 2 

EXTENT OF RECALLING ABILITY 

Parameters 

Number of  

Consumers 

(N=719) 

 

Percentage     

Total 

Remember the advertisement  watched on television 

a) To maximum extend 

b) To some extend 

 

 

482 

237 

 

67 

33 

Recall the content of the advertisement of any product 

a) To maximum extend 

b) To some extend 

 

 

503 

216 

 

70 

30 

 

Feature on recalling an advertisement  

      a)  Head line (way of presenting) 

      b)  Copy (Feature and benefits of the product) 

      c)  Illustration (Real pictures or cartoon product) 

      d)  Logo (Constant image of the company)   

Yes No Yes No 

 

109 

365 

282 

291 

 

 

610 

354 

437 

428 

 

15 

51 

39 

40 

 

85 

49 

61 

60 

Recalling ability on rhyming words 

a) Highly effective 

b) Effective 

c) Neutral 

d) Ineffective  

e) Highly ineffective 

 

29 

22 

124 

355 

189 

 

4 

3 

17 

49 

26 

Source: primary data 

The Table 2 reveals that out of 719 female consumers, majority of 482(67%) female 

consumers remember the television advertisement to the maximum extent, 503(69%) female 

consumers recall the content of the advertisement to maximum extent, 365(51%) of female 

consumers are recalling an advertisement only benefits of the product, feature and benefits of the 
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product makes the female consumers (51%) to recall the advertisement and 355(49%) of the 

female consumers have been influenced by rhyming words. 

Table 3 

PERCEPTION ON THE RECALLING FACTORS 

STATEMENT SA A N DA SDA 

1)HUMOUR ADVERTISEMENT 

Most memorable and recallable 336(47%) 281(39) 70(10%) 27(4%) 5(1%) 

Humor just creates fun 146(20%) 358(50%) 147(20%) 55(8%) 13(2%) 

Easily under stable, entertaining 266(37%) 240(33%) 140(19%) 59(8%) 14(2%) 

Improve brand recognition 175(24%) 253(35%) 146(20%) 112(16%) 33(5%) 

2)CELEBRITITY IN ADVERTISEMENT  

Motivate the audience to buy the 

product 

327(45%) 265(37%) 85(12%) 32(4%) 10(1.3%) 

Memorable and recallable 157(22%) 362(50%) 139(19%) 46(6%) 15(2%) 

Make ads lively 176(24%) 256(36%) 192(27%) 74(10%) 21(3%) 

Promote product reliability   163(23%) 241(33%) 179(25%) 102(14%) 34(5%) 

Make the ads entertaining 204(28%) 239(33%) 136(19%) 76(11%) 64(9%) 

3)SCIENTIFIC ADVERTISEMENT  

Worth remembering 244(34%) 268(37%) 136(19%) 85(8%) 17(2%) 

Informative  185(26%) 309(43%) 158(22%) 53(7%) 14(2%) 

Able to recall 185(26%) 231(32%) 177(25%) 91(13%) 35(5%) 

 Source: primary data 

  The Table 3 reveals that majority of the 336(47%) female consumers strongly agree that 

humorous advertisement is most memorable and recallable, 358(50%) of the female consumers 

portrays that celebrity in advertisement motivate them to buy the product and 244(34%) of the 

female consumer reveals that scientific advertisement is worth remembering the advertisement. 

LEVEL OF PERCEPTION ON KEY RECALLING FACTOR 

Perception on TV viewers has been measured by giving scores to perception related questions. 

Thirty seven such questions are included in the questionnaire answer the questions have been 

rated on Five-Point Scale. Thus the maximum score that the TV viewers would get is 185, which 

is obtained by each female consumer is divided by 185 and multiplied by 100 to convert into an 

index. This index is turned as “Perception Index” out of the 719 female consumers, 125 

(66.05%) have low level of perception, 488 (67.87%) have medium level of perception and 

remaining 106 (86.87%) have high level of perception, 
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Ho:There is no association between personal profile and recalling ability. 

Chi square test has been used to find out association between the selected variables and 

the level of perception of the key recalling ability. A variable namely age, marital status, area of 

residence and educational qualification has been tested to know their association with recalling 

ability. 

Table 4 

PERCEPTION ON KEY RECALLING FACTOR 

Personal profile 
Calculated chi-

square  value 

Significant/ 

not significant 

Hypotheses 

Accepted/rejected 

Age 13.483* Significant Rejected 

Marital status 7.053* Significant Rejected 

Area of residence 2.240 Not significant Accepted 

Educational Qualification 26.838* Significant Rejected 

Source: Primary data  * Significant at 5% level. 

From the Table proves is an, out of the four variables tested, three variables namely age, 

marital status & area of residence are significantly associated with the level of perception of the 

key recalling ability. 

FINDINGS OF THE STUDY 

 Most of the female consumers (67%) are from joint family.   

 Most of the female consumers are employees and with permanent jobs (54%). 

 Majority of 482(67%) female consumers remember the television advertisement to the 

maximum extent.  

 503(69%) female consumers are able to recall the content of the advertisement to 

maximum extent  

 355(49%) of the female consumers are influenced by rhyming words.  

 336(47%) female consumers strongly agree that humorous advertisement is most 

memorable and recallable 

 358(50%) of the female consumers portrays that celebrity advertisement motivates them 

to buy the product  
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 244(34%) of the female consumers reveals that scientific advertisement is worth 

remembering the advertisement. 

SUGGESTION 

Humorous advertising can be translated into a valuable segmentation strategy, because younger 

people, among others, show more positive reaction towards humorous appeal. Therefore, 

humorous appeal has a superior effect to those produced by conventional creative strategies. 

Bring to surface the true association of personality characteristics of the consumers having 

buying behavior that will also facilitate in identifying the main influential psychological factors 

accelerating the consumer buying behavior which will definitely help practitioners in improving 

their marketing strategies. 

CONCLUSION 

Advertising is being more creative and that which should be changed from time to time. 

Advertising may also have many indirect effects on products, market situation and economic and 

business activity. The study exhibits that advertising is very essential for any business. Out of the 

four variables tested, three variables namely age, marital status & area of residence are 

significantly associated with the level of perception and recalling ability. In this present scenario 

advertisement is very essential for marketing the products. Based on this study female consumers 

have moderate advertisement recalling ability. 

REFERENCE 

1. Rajeev Batra, John G.Myers and David A.Aaker, Advertisement management , 1997, 

Published by Asoke K.Ghosh, Prentice-Hall of India Private Limited, M-97,Connaught 

circus, Fifth Edition, New Delhi,p-234. 

2. Raju M.Rathod, Bhavna J.Parmar., (2012), Pacific Business Review Advertisement on 

Children: An empirical study with reference to chocolate brands, Volume -5,Issue No-

5,pp:85-90. 

3. Adams, A.J.,& M.H.Blair.,(1992), “Persuasive Advertising and Sales Accountability: 

past experience and forward Validation”. Journal of Advertising Research, March/April 

pp:20-25. 

4. Zain Ul Abideen,(2012),„Effective Advertising And Its Influence On Consumer Buying                   

Behavior‟, European Journal of Business and Management, ISSN 2220-3796, 

Volume:3,Issue No:3,pp:114-119.  

5. Yueh Hua Lee,(2014),„How People Respond to Different Types of Humorous 

Advertising‟, British Journal of Economics, Management & Trade,Volume:4,Issue 

No:9,pp: 1419-1433. 

ISSN NO: 2394-2886

Page No: 100

Suraj Punj Journal For Multidisciplinary Research

Volume 9, Issue 3, 2019


