VoLUME No. 5 (2015), | ssue No. 09 (SEPTEM BER) | SSN 2231-5756

INTERNATIONAL JOURNAL OF RESEARCH IN
COMMERCE, IT & MANAGEMENT

A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories
Indexed & Listed at:
Ulrich's Periodicals Directory ©, ProQuest, U.S.A., EBSCO Publishing, U.S.A., Cabell’s Directories of Publishing Opportunities, U.S.A.,
Open J-Gage, India [link of the same is duly available at Inflibnet of University Grants Commission (U.G.C.)],
Index Copernicus Publishers Panel, Poland [HililICVAIIEIGHSI08 & number of libraries all around the world.
Circulated all over the world & Google has verified that scholars of more than 4456 Cities in 177 countries/territories  are visiting our journal on regular basis.
Ground Floor, Building No. 1041-C-1, Devi Bhawan Bazar, JAGADHRI — 135 003, Yamunanagar, Haryana, INDIA

http://ijrcm.org.in/




VoLUME No. 5 (2015), I ssue No. 09 (SEPTEMBER) | SSN 2231-5756

CONTENTS

Sr. TITLE & NAME OF THE AUTHOR (S)

1. |PREPARING TEACHERS FOR THE AGE OF GLOBALIZATION: ROLE OF POLICY MAKERS & TEACHER| 1
EDUCATION INSTITUTIONS
DR. NEENA ANEJA

2. | WORK LIFE BALANCE AND DEMOGRAPHIC INFLUENCE IN HEALTH CARE INDUSTRY. 3
RASHMI FARKIYA & DR. PAWAN PATNI

3. |AN ASSESSMENT OF SATISFACTION LEVEL OF TOURISTS IN KANHA NATIONAL PARK 6
DR. ASHOK JHAWAR & SHUBHANGI JAIN

4. |BRAND AWARENESS OF HINDUSTAN UNILIVER LTD. AT THIRUTHURAIPOONDI 13
M.KALAIVANI & B. KAYATHIRIBAI

5. |SOME EXAMPLES IN USAGE OF PARAMETRIC TESTS 16
SAHANA PRASAD

6. |STATUS OF QUALITY PRACTICES IN HIGHER LEARNING INSTITUTIONS IN PUDUCHERRY STATE 19

K. KANDASAMY & DR. D. ARAVAZHI IRISSAPPANE

7. |A CROSS SECTIONAL STUDY ON IMPACT OF DEMOGRAPHIC VARIABLES IN CONSUMER PERCEPTION| 24
TOWARDS MOBILE VALUE ADDED SERVICES: A HOLISTIC PERCEPTIVE
BGK MURTHY, DR. A. SATISH BABU & DR. B. NAGARAJU

8. |SCOPE OF MEDICAL SOCIAL WORK IN CURRENT CENTURY 27
DR. MARIYA T CHEERAN, GEORGE JOSEPH & RENJITH T A

9. |LEGAL PROCEDURE AND STATUS OF ELECTRONIC SIGNATURE FOR SERVICE QUALITY IN NOTARY| 29
PUBLIC’S OFFICES: IRAN AND FRANCE
DR. GHASSEM KHADEM RAZAVI & FATEMEH SHAFIEI

10. |PRADHAN MANTRI JAN DHAN YOJANA: PROGRESS IN SIKKIM STATE (INDIA) 33
SANJAYA KUMAR SUBBA

11. [LAND ACQUISITION BILL: A LONG AWAITED REFORM TO SPEED UP ‘MAKE IN INDIA’ INITIATIVE 36
KAVITA KARAN INGALE

12. |ONE PERSON COMPANY (OPCS): ANALYSIS OF COMPANIES ACT, 2013 WITH RESPECT TO FORMATION| 38
AND OPERATION OF OPCS IN INDIA
ANIL KUMAR

13. | RURAL MARKETING: AN OVERVIEW 40
P. BHANUPRIYA & D.SUPULAKSHMI

14. |A STUDY OF AWARENESS ABOUT LIFE INSURANCE SCHEME AMONG PEOPLE IN KANGRA DISTRICT OF| 42
HIMACHAL PRADESH
KEWAL SINGH & SARWAN KUMAR

15. |A STUDY TO ANALYSE THE RELATIONSHIP BETWEEN THE PRODUCTION OF STEEL AND FERRO ALLOYS| 46
IN THE WORLD WITH SPECIAL REFERENCE TO INDIA
ASHISH V. DONGARE & DR. ANAND MULEY

16. |[EFFECTS OF JOB CHARACTERISTICS ON JOB SATISFACTION AMONG THE STAFFS OF INSURANCE| 49
COMPANIES IN JAFFNA
THASIKA YOGESWARAN

17. |IMPACT OF ADVERTISEMENT ON CONSUMER BEHAVIOUR: A STUDY ON COSMETIC PRODUCTS 55
ASHATK

18. |POTENTIAL CUSTOMER FOR MARUTI SUZUKI SWIFT 59
RAMESHA.R & SANDHYA.P

19. |PRIVATE SECTOR, THE ENGINE OF RWANDA’S ECONOMIC DEVELOPMENT 62
SYLVIE NIBEZA

20. [JOB SATISFACTION AND PROBLEMS FACED BY ANGANWADI WORKERS 69
SHETAL R. BARODIA
REQUEST FOR FEEDBACK & DISCLAIMER 71

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, IT & MANAGEMENT .

A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories

http://ijrcm.org.in/




VoLUME No. 5 (2015), I ssue No. 09 (SEPTEMBER) | SSN 2231-5756

CHIEF PATRON

PROF. K. K. AGGARWAL
Chairman, Malaviya National Institute of Technology, Jaipur
(An institute of National Importance & fully funded by Ministry of Human Resource Development, Government of India)
Chancellor, K. R. Mangalam University, Gurgaon
Chancellor, Lingaya’s University, Faridabad
Founder Vice-Chancellor (1998-2008), Guru Gobind Singh Indraprastha University, Delhi
Ex. Pro Vice-Chancellor, Guru Jambheshwar University, Hisar

FOUNDER PATRON

LATE SH. RAM BHAJAN AGGARWAL

Former State Minister for Home & Tourism, Government of Haryana
Former Vice-President, Dadri Education Society, Charkhi Dadri
Former President, Chinar Syntex Ltd. (Textile Mills), Bhiwani

FORMER .CO-ORDINATOR,
DR. S. GARG

Faculty, Shree Ram Institute of Business & Management, Urjani

ADVISORS
PROF. M. S. SENAM RAJU
Director A. C. D., School of Management Studies, I.G.N.O.U., New Delhi
PROF. M. N. SHARMA
Chairman, M.B.A., Haryana College of Technology & Management, Kaithal
PROF. S. L. MAHANDRU
Principal (Retd.), Maharaja Agrasen College, Jagadhri

EDITOR,
PROF. R. K. SHARMA

Professor, Bharti Vidyapeeth University Institute of Management & Research, New Delhi

CO-EDITOR,
DR. BHAVET
Faculty, Shree Ram Institute of Engineering & Technology, Urjani

EDITORIAL ADVISORY BOARD

DR. RAJESH MODI
Faculty, Yanbu Industrial College, Kingdom of Saudi Arabia
PROF. SANJIV MITTAL
University School of Management Studies, Guru Gobind Singh I. P. University, Delhi
PROF. ANIL K. SAINI
Chairperson (CRC), Guru Gobind Singh I. P. University, Delhi
DR. SAMBHAVNA
Faculty, I.I.T.M., Delhi

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, IT & MANAGEMENT "

A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories

http://ijrcm.org.in/




VoLUME No. 5 (2015), I ssue No. 09 (SEPTEMBER) | SSN 2231-5756

DR. MOHENDER KUMAR GUPTA
Associate Professor, P. J. L. N. Government College, Faridabad
DR. SHIVAKUMAR DEENE
Asst. Professor, Dept. of Commerce, School of Business Studies, Central University of Karnataka, Gulbarga

ASSOCIATE EDITORS

PROF. NAWAB ALI KHAN
Department of Commerce, Aligarh Muslim University, Aligarh, U.P.
PROF. ABHAY BANSAL

Head, Department of Information Technology, Amity School of Engineering & Technology, Amity
University, Noida
PROF. A. SURYANARAYANA
Department of Business Management, Osmania University, Hyderabad
PROF. V. SELVAM
SSL, VIT University, Vellore
DR. PARDEEP AHLAWAT
Associate Professor, Institute of Management Studies & Research, Maharshi Dayanand University, Rohtak
DR. S. TABASSUM SULTANA
Associate Professor, Department of Business Management, Matrusri Institute of P.G. Studies, Hyderabad
SURJEET SINGH
Asst. Professor, Department of Computer Science, G. M. N. (P.G.) College, Ambala Cantt.

FORMER TECHNICAL ADVISOR,
AMITA
Faculty, Government M. S., Mohali

FINANCIAL ADVISORS

DICKIN GOYAL
Advocate & Tax Adviser, Panchkula

NEENA
Investment Consultant, Chambaghat, Solan, Himachal Pradesh

LEGAL ADVISORS

JITENDER S. CHAHAL
Advocate, Punjab & Haryana High Court, Chandigarh U.T.
CHANDER BHUSHAN SHARMA
Advocate & Consultant, District Courts, Yamunanagar at Jagadhri

SUPERINTENDENT
SURENDER KUMAR POONIA

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, IT & MANAGEMENT "

A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories

http://ijrcm.org.in/




VoLUME No. 5 (2015), I ssue No. 09 (SEPTEMBER) | SSN 2231-5756

CALL FOR MANUSCRIPTS

We invite unpublished novel, original, empirical and high quality research work pertaining to recent developments & practices in the areas of
Computer Science & Applications; Commerce; Business; Finance; Marketing; Human Resource Management; General Management; Banking;
Economics; Tourism Administration & Management; Education; Law; Library & Information Science; Defence & Strategic Studies; Electronic Science;
Corporate Governance; Industrial Relations; and emerging paradigms in allied subjects like Accounting; Accounting Information Systems; Accounting
Theory & Practice; Auditing; Behavioral Accounting; Behavioral Economics; Corporate Finance; Cost Accounting; Econometrics; Economic
Development; Economic History; Financial Institutions & Markets; Financial Services; Fiscal Policy; Government & Non Profit Accounting; Industrial
Organization; International Economics & Trade; International Finance; Macro Economics; Micro Economics; Rural Economics; Co-operation;
Demography: Development Planning; Development Studies; Applied Economics; Development Economics; Business Economics; Monetary Policy; Public
Policy Economics; Real Estate; Regional Economics; Political Science; Continuing Education; Labour Welfare; Philosophy; Psychology; Sociology; Tax
Accounting; Advertising & Promotion Management; Management Information Systems (MIS); Business Law; Public Responsibility & Ethics;
Communication; Direct Marketing; E-Commerce; Global Business; Health Care Administration; Labour Relations & Human Resource Management;
Marketing Research; Marketing Theory & Applications; Non-Profit Organizations; Office Administration/Management; Operations Research/Statistics;
Organizational Behavior & Theory; Organizational Development; Production/Operations; International Relations; Human Rights & Duties; Public
Administration; Population Studies; Purchasing/Materials Management; Retailing; Sales/Selling; Services; Small Business Entrepreneurship; Strategic
Management Policy; Technology/Innovation; Tourism & Hospitality; Transportation Distribution; Algorithms; Artificial Intelligence; Compilers &
Translation; Computer Aided Design (CAD); Computer Aided Manufacturing; Computer Graphics; Computer Organization & Architecture; Database
Structures & Systems; Discrete Structures; Internet; Management Information Systems; Modeling & Simulation; Neural Systems/Neural Networks;
Numerical Analysis/Scientific Computing; Object Oriented Programming; Operating Systems; Programming Languages; Robotics; Symbolic & Formal
Logic; Web Design and emerging paradigms in allied subjects.

Anybody can submit the soft copy of unpublished novel; original; empirical and high quality research work/manuscript anytime in M.S. Word format
after preparing the same as per our GUIDELINES FOR SUBMISSION; at our email address i.e. infoijrcm@gmail.com or online by clicking the link online
submission as given on our website (FOR ONLINE SUBMISSION, CLICK HERE).

GUIDELINES FOR SUBMISSION OF MANUSCRIPT

1. COVERING LETTER FOR SUBMISSION:
DATED:

THE EDITOR
IJRCM

Subject: SUBMISSION OF MANUSCRIPT IN THE AREA OF

(e.g. Finance/Mkt./HRM/General Mgt./Engineering/Economics/Computer/IT/ Education/Psychology/Law/Math/other, please
specify)

DEAR SIR/MADAM

Please find my submission of manuscript entitled ‘ ' for possible publication in
one of your journals.

| hereby affirm that the contents of this manuscript are original. Furthermore, it has neither been published elsewhere in any
language fully or partly, nor is it under review for publication elsewhere.

| affirm that all the co-authors of this manuscript have seen the submitted version of the manuscript and have agreed to their
inclusion of names as co-authors.

Also, if my/our manuscript is accepted, | agree to comply with the formalities as given on the website of the journal. The Journal has
discretion to publish our contribution in any of its journals.

NAME OF CORRESPONDING AUTHOR

Designation

Institution/College/University with full address & Pin Code

Residential address with Pin Code

Mobile Number (s) with country ISD code

Is WhatsApp or Viber active on your above noted Mobile Number (Yes/No)
Landline Number (s) with country ISD code

E-mail Address

Alternate E-mail Address

Nationality :

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, IT & MANAGEMENT v

A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories

http://ijrcm.org.in/




VoLUME No. 5 (2015), I ssue No. 09 (SEPTEMBER) | SSN 2231-5756

10.
11.

NOTES:

a) The whole manuscript has to be in ONE MS WORD FILE only, which will start from the covering letter, inside the manuscript.
pdf. version is liable to be rejected without any consideration.

b) The sender is required to mention the following in the SUBJECT COLUMN of the mail:

New Manuscript for Review in the area of (e.g. Finance/Marketing/HRM/General Mgt./Engineering/Economics/Computer/IT/
Education/Psychology/Law/Math/other, please specify)

c) There is no need to give any text in the body of mail, except the cases where the author wishes to give any specific message
w.r.t. to the manuscript.

d) The total size of the file containing the manuscript is expected to be below 1000 KB.

e) Abstract alone will not be considered for review and the author is required to submit the complete manuscript in the first

instance.

f)  The journal gives acknowledgement w.r.t. the receipt of every email within twenty four hours and in case of non-receipt of
acknowledgment from the journal, w.r.t. the submission of manuscript, within two days of submission, the corresponding
author is required to demand for the same by sending a separate mail to the journal.

g) The author (s) name or details should not appear anywhere on the body of the manuscript, except the covering letter and the
cover page of the manuscript, in the manner as mentioned in the guidelines.

MANUSCRIPT TITLE: The title of the paper should be bold typed, centered and fully capitalised.

AUTHOR NAME (S) & AFFILIATIONS: Author (s) name, designation, affiliation (s), address, mobile/landline number (s), and
email/alternate email address should be given underneath the title.

ACKNOWLEDGMENTS: Acknowledgements can be given to reviewers, guides, funding institutions, etc., if any.

ABSTRACT: Abstract should be in fully italicized text, ranging between 150 to 300 words. The abstract must be informative and
explain the background, aims, methods, results & conclusion in a SINGLE PARA. Abbreviations must be mentioned in full.

KEYWORDS: Abstract must be followed by a list of keywords, subject to the maximum of five. These should be arranged in
alphabetic order separated by commas and full stop at the end. All words of the keywords, including the first one should be in small
letters, except special words e.g. name of the Countries, abbreviations.

JEL CODE: Provide the appropriate Journal of Economic Literature Classification System code (s). JEL codes are available at
www.aeaweb.org/econlit/jelCodes.php, however, mentioning JEL Code is not mandatory.

MANUSCRIPT: Manuscript must be in BRITISH ENGLISH prepared on a standard A4 size PORTRAIT SETTING PAPER. It should be free
from any errors i.e. grammatical, spelling or punctuation. It must be thoroughly edited at your end.

HEADINGS: All the headings must be bold-faced, aligned left and fully capitalised. Leave a blank line before each heading.
SUB-HEADINGS: All the sub-headings must be bold-faced, aligned left and fully capitalised.
MAIN TEXT:

THE MAIN TEXT SHOULD FOLLOW THE FOLLOWING SEQUENCE:

INTRODUCTION
REVIEW OF LITERATURE
NEED/IMPORTANCE OF THE STUDY
STATEMENT OF THE PROBLEM
OBJECTIVES
HYPOTHESIS (ES)
RESEARCH METHODOLOGY
RESULTS & DISCUSSION
FINDINGS
RECOMMENDATIONS/SUGGESTIONS
CONCLUSIONS
LIMITATIONS
SCOPE FOR FURTHER RESEARCH
REFERENCES
APPENDIX/ANNEXURE

The manuscript should preferably range from 2000 to 5000 WORDS.

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, IT & MANAGEMENT vi

A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories

http://ijrcm.org.in/




VoLUME No. 5 (2015), I ssue No. 09 (SEPTEMBER) | SSN 2231-5756

12. FIGURES & TABLES: These should be simple, crystal CLEAR, centered, separately numbered & self explained, and titles must be
above the table/figure. Sources of data should be mentioned below the table/figure. /t should be ensured that the tables/figures
are referred to from the main text.

13. EQUATIONS/FORMULAE: These should be consecutively numbered in parenthesis, horizontally centered with equation/formulae
number placed at the right. The equation editor provided with standard versions of Microsoft Word should be utilised. If any other
equation editor is utilised, author must confirm that these equations may be viewed and edited in versions of Microsoft Office that
does not have the editor.

14. ACRONYMS: These should not be used in the abstract. The use of acronyms is elsewhere is acceptable. Acronyms should be defined
on its first use in each section: Reserve Bank of India (RBI). Acronyms should be redefined on first use in subsequent sections.

15. REFERENCES: The list of all references should be alphabetically arranged. The author (s) should mention only the actually utilised
references in the preparation of manuscript and they are supposed to follow Harvard Style of Referencing. Also check to make sure
that everything that you are including in the reference section is duly cited in the paper. The author (s) are supposed to follow the
references as per the following:

. All works cited in the text (including sources for tables and figures) should be listed alphabetically.
. Use (ed.) for one editor, and (ed.s) for multiple editors.
. When listing two or more works by one author, use --- (20xx), such as after Kohl (1997), use --- (2001), etc, in chronologically

ascending order.
. Indicate (opening and closing) page numbers for articles in journals and for chapters in books.

. The title of books and journals should be in italics. Double quotation marks are used for titles of journal articles, book chapters,
dissertations, reports, working papers, unpublished material, etc.

. For titles in a language other than English, provide an English translation in parenthesis.

. Headers, footers, endnotes and footnotes should not be used in the document. However, you can mention short notes to elucidate
some specific point, which may be placed in number orders after the references.

BOOKS
. Bowersox, Donald J., Closs, David J., (1996), "Logistical Management." Tata McGraw, Hill, New Delhi.
. Hunker, H.L. and A.J. Wright (1963), "Factors of Industrial Location in Ohio" Ohio State University, Nigeria.

CONTRIBUTIONS TO BOOKS

. Sharma T., Kwatra, G. (2008) Effectiveness of Social Advertising: A Study of Selected Campaigns, Corporate Social Responsibility,
Edited by David Crowther & Nicholas Capaldi, Ashgate Research Companion to Corporate Social Responsibility, Chapter 15, pp 287-
303.

JOURNAL AND OTHER ARTICLES

. Schemenner, R.W., Huber, J.C. and Cook, R.L. (1987), "Geographic Differences and the Location of New Manufacturing Facilities,"
Journal of Urban Economics, Vol. 21, No. 1, pp. 83-104.

CONFERENCE PAPERS

. Garg, Sambhav (2011): "Business Ethics" Paper presented at the Annual International Conference for the All India Management
Association, New Delhi, India, 19-23

UNPUBLISHED DISSERTATIONS

n

. Kumar S. (2011): "Customer Value: A Comparative Study of Rural and Urban Customers," Thesis, Kurukshetra University,

Kurukshetra.

ONLINE RESOURCES

. Always indicate the date that the source was accessed, as online resources are frequently updated or removed.
WEBSITES
D Garg, Bhavet (2011): Towards a New Gas Policy, Political Weekly, Viewed on January 01, 2012 http://epw.in/user/viewabstract.jsp

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, IT & MANAGEMENT vii

A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories

http://ijrcm.org.in/




VoLUME No. 5 (2015), I ssue No. 09 (SEPTEMBER) | SSN 2231-5756
IMPACT OF ADVERTISEMENT ON CONSUMER BEHAVIOUR: A STUDY ON COSMETIC PRODUCTS

ASHATK
LECTURER
SAINT MARY’S SYRIAN COLLEGE
BRAHMAVAR

Present paper reveals the impact of advertisements regarding cosmetic products on college students. A questionnaire prepared to collect the data. The sample
data has been collected from college students between 18-26 age groups. As a whole 7 brands of cosmetic has been taken into consideration, like Lakme, Loreal,
Olay, Maybelline, Avon, Revlon, Ponds. Results revealed that consumers considered advertisement as a reliable source of knowledge as compared to others.
Advertisements play a major role in changing the behaviour and attitude of consumers towards the products shown in the advertisement.

KEYWORDS

college students, consumer behaviour, brands, cosmetic products, personality.

INTRODUCTION
dvertisement has today become one of the most important aspects of all business and to imagine life without it is almost impossible. Advertisement has
a great influence on our daily lives because of its creativity. The main intention of advertisement is to create awareness, interest, arouse desire and
action on customers. To achieve this every business concern adopts ac proper strategy in their ads. They are-

Selection of proper media

Selection of celebrity

Creativity in advertisement

Advertisements appeal

. Layout of advertisement

Effective advertisements through media persuade the consumer to make a purchase irrespective of various factors. It persuades the consumer by taking him/her

through a series of stages in a sequence from generating awareness to ultimate purchase of the brand. Advertisement can not only change the buying decision

but also has the power to change the mindset and attitude of people. The intention advertisement is to get a response from the target audience. The response

of the consumer may be cognitive, affective and behavioural.

uAwN e

CONSUMER BEHAVIOUR
Consumer behaviour refers to buying, using and disposing of goods and services to satisfy his/her needs, wants and desires. Consumer behaviour is influenced
by various factors like demographic, socio cultural, family and personal factors.

UNDERSTANDING OF CONSUMER BEHAVIOUR

Understanding of consumer behaviour is important for a marketing manager because it provides useful information to business for developing new product,
choice of channels, price levels, media decision and other marketing variable decisions. In today’s world many people are aware that their personal appearance
is very important before others. So they always give more importance to cosmetic advertisement. For this purpose cosmetic concerns are encouraging
customers through effective advertisement.

RATIONAL OF STUDY
The research was conducted to find out the impact of advertisement on consumer behaviour with reference to their cosmetic products. Advertisers and
marketers are more concerned to know what are the consumer motives and purchasing pattern relating to cosmetic products.

OBIJECTIVES OF THE STUDY

1. Tounderstand the consumer behaviour in purchasing cosmetic products.
2 To find out the impact of personality in advertisement

3. Tofind out the impact of appeal used in advertisement

4 To determine the impact of media on consumer

SCOPE OF THE STUDY
The present study helps in understanding the consumer behaviour. It is understood that advertisement is not only used for creating awareness about goods and
services, but also plays an important role in creating demand, brand loyalty and also increase the sales.

NEED OF THE STUDY
It is a matter of fact that all the companies spend a lot of money on advertisement to establish the product as well as brands. It is also important for the
companies to know whether their advertisements are effective or not and also about how much effect it has on consumer behaviour.

RESEARCH METHODOLOGY

RESEARCH DESIGN

In this study researcher will use descriptive design. The main purpose of the present study is “to know the impact of advertisement of consumer buying
behaviour” on cosmetic products among college students. A survey was conducted amongst the college students and a thorough analysis was made.

SAMPLE SIZE

A sample of 100 students was taken for the purpose of study analysis. This sample size consists of girls of the age group of 18- 25 years. They all were viewers of
cosmetic advertisements.

SAMPLING UNIT

Sampling unit consists of random selection of consumers those who are having interest in cosmetic products.

DATA COLLECTION

Data was collected through primary and secondary sources.

PRIMARY DATA: Primary data was collected with the help of well structured questionnaires and schedules administered among 100 respondents.
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SECONDARY DATA: Secondary data will be obtained from various published reports, research studies.

TOOL FOR ANALYSIS

The different statistical tool used for the purpose of the analysis of this study is the simple percentage technique, collected through well structured
questionnaire.

LITERATURE REVIEW

In reviewing previous works on the subject matter, so many views cropped up with others adding new knowledge to the subject.

Advertising has been a subject discussed over centuries ago, but prior to the 20th Century, this subject was not as New Media and Mass Communication ISSN
2224-3267 (Paper) ISSN 2224-3275 (Online)Vol.27, 201450 important as it seems now. The reason has been that, in the 19th century, economist were busy
trying to develop the theory of perfect competitive markets. This theory assumed that, there was perfect information in the market and that, consumers had
fixed preference for their products which were homogenous in nature. It was then thought of as a waste of resource and an increase in cost of production for
one to advertise on products because consumers were not in any way going to respond to that.

An early reflection was given by Alfred Marshall (1890, 1919), in his works, “Principles of Economics” and “Industry and Trade”. He marks out two roles played by
advertising. To him, advertising might be useful in providing information to consumers which will help them satisfy their wants. He termed this as a constructive
role played by advertising. The second role he calls a combative role played by advertising. It may provide less information to consumers leading them to shift
among products. Marshall gave an insight to the role of advertising but less can be said of its fusion to microeconomics.

(Bagwell, 2011)Chamberlin in his work “The Theory of Monopolistic Competition” came up with new ways of looking at advertising. He modelled the
expenditure of a firm as a “selling cost” that expands a firm’s demand for a differentiated product. In his work, he describes a market structure in which there
are many firms producing and selling similar but not identical products. In this market, Chamberlin believes that advertising may provide consumers with
information about their wants but also adds that, it can be persuasive and alter one’s demand for another. Advertising when informative makes consumers
responsive to price changes and thus increases the demand elasticity for the product but a persuasive advertisement will create brand loyalty making the
demand for a good inelastic.

(Bagwell, 2011).Scale economies play a central role in Chamberlin’s work and he believes that, such economies may exist in production and advertising as well.
Chamberlin then concluded that, the effects of advertising cannot be determined by theory alone. One should consider whether a firm’s demand curve is
tangential to its U-shaped average cost of production and selling, and the extent to which advertising is informative or persuasive and also whether scale
economies exist.

(Bagwell, 2011)After this insight by Chamberlin, there came into existence three views of advertising; persuasive, informative and complementary. The
persuasive view developed by Robinson and later advanced by Braithwaite (1928) and Kaldor (1950), and empirically supported by Bain (1956) and Comanor and
Wilson (1967) holds that, advertising affects one’s demand and it is capable of ensuring brand loyalty. This view adds that, advertising makes demand for a
product inelastic and thus ensures increase in the price of the product and this effect might lessen as a result of scale economies. The view also adds that,
consumers are unwilling to try new products especially those of unknown quality and this may deter entry of new producers. These scholars agree that, this view
of advertising will only work in the presence of scale economies in production.

The informative view of advertising, propagated by Ozga (1960) and Stigler (1961) holds that, advertising serve to inform consumers about a product. They add
that, advertising increases the demand elasticity for a product and this happens because, it is believe by these scholars that, as information of a product is given,
it is assumed the product is of high quality and this can even increase the demand for products which is of low quality in general.

There is the complementary view of advertising which is developed by Stigler and Becker (1977) and thoroughly defended by Stigler and Murphy (1989). This
view believes that, advertising influences consumers by attaching a “complementary influence in the consumer’s utility function” (Bagwell 2001). It might be
that, a consumer would like to attain some status in society and using a certain product is capable of achieving this. What this view means is that, the consumer,
in his quest to achieve social status will be influenced by this advertising.

Anneza Bashir And Nijma Igbal Malik(2009), concluded in their study, “ effect of advertisement on consumer behaviour of university students” that
advertisement persuade the consumer to at least buy the product once in a life time. Personality used in commercials influenced the consumers more as
compared to keywords/captions. Results also revealed that consumers considered advertisement as a reliable source of knowledge as compared to others
(friends, neighbours, reference group) opinions.

These views make us understand the different phases through which advertising has gone and we now know the areas through which advertising works
perfectly.

THE INDIAN BUYING BEHAVIOUR

The Indian consumer buying behaviour has seen tremendous growth over the past years. This can be attributed to the high growth of the middle class in the
country. This increase in the middle class has resulted in increased demand for luxury and personal care products. Many foreign firms and entrepreneurs have
noted the increase in the demand for goods and have ensured increasing supply of these goods to consumers. A lot of foreign companies moved into the Indian
market after the liberalisation of trade and there have been massive increase in job opportunities and income, resulting in high demand for goods and services.
The rise of companies after trade and liberalisation in the 1990s saw most cosmetic firms enter India with local ones gaining grounds from partnerships.
Consumers have since then increased their demand for products of these cosmetic firms. It is in this steady growth that the Associated Chambers of Commerce
and Industry in India,

ASSOCHAM (2013) estimated the Indian cosmetic market to be $50 billion. The high demand in cosmetic products has been a great deal for firms and the Indian
market has also benefitted from the products provided by these firms.

ASSOCHAM has also found out that, there is increase in the buying behaviour among the youth in India especially with regard to personal care products. They
attributed the increase in the female spending on cosmetic products to an increase in female employability and females being bread winners in their families.
They also found out that, men on average spend more on cosmetic products than women, with the men spending averagely about Rs.1000 - Rs.5000 on
cosmetic products monthly. This, they attributed to men’s demand for decent hair care, deodorants and razor blades. The high increase in the spending on
cosmetic products because of the youth in India being conscious of their bodies and looking for products to enhance their physical appearance.

With an increase in the level of literacy and the influence of the media, there has been a greater influence on the spending of males in particular (ASSOCHAM,
2013) This high growth in demand for cosmetic products makes it worth while researching this area to know the motives behind consumers purchase and factors
associated with their purchase and also to know how much effects advertisements and its contents affects on consumer buying behaviour. It is therefore a
necessity to have this research done.

PERCENTAGE OF PERSUASION DUE TO ADVERTISEMENT

TABLE 1
Response Category Percentage
Mostly Persuaded 11
Sometimes Persuaded | 86
Never 3

The three basic things in advertisement that can influence the consumer were personality, layout and appeal. The above table reveals that 86% of consumers
at some time are persuaded to purchase the cosmetic due to advertisement; only 3 % respondents were never persuaded.
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PERCENTAGE OF PERSUASION DUE TO PERSONALITY

TABLE 2
Response category Percentage
Mostly Persuaded 11
Sometimes Persuaded | 65
Never 24

Another persuasion component of advertisement is personality or celebrity. 65% of respondents sometime were persuaded to buy the cosmetic because of
personality in advertisement. Only 11% of respondents were mostly persuaded by personality. But 24 % of respondents did not give much importance to
celebrity in advertisement relating to cosmetic products.

PERCENTAGE OF USERS DUE TO ADVANTAGES OF COSMETIC PRODUCTS EXPLAINED IN ADVERTISEMENTS

TABLE 3
Response Category | Percentage
Yes 80
No 20

Another positive impact of cosmetic products is good looks, beauty and its advantages. Above table reveals that 80% of respondents buy the cosmetic because
of advantages. Only 20 % of respondents were not influenced by advantages of cosmetics but they buy the products because of good quality maintained by the
brand.

IMPACT OF MEDIA ON CONSUMER

TABLE 4
Media Percentage
TV 77
Internet 13
Magazines | 10

There should be a relationship between advertisement and media. Media influence the consumer to buy the products. Above table reveal that 77% of
respondents were influenced by TV because of audio and visual effects, 13 % of respondents by internet and 10% of respondents by magazines because of clarity
in explanation. 50% of respondents collect information before purchasing, through friends, internet etc if influenced by media.

FACTORS EFFECTING CONSUMERS’ BUYING DECISION

PERCENTAGE OF RESPONDENTS

TABLE 5
Factors 1" Rank | 2™ Rank | 3“Rank | 4™ Rank | Total
Advertisement and Sales Promotion | 62% 10% 15% 13% 100%
Income 10% 11% 52% 27% 100%
Lifestyle 16% 58% 15% 11% 100%
Friends 12% 21% 18% 49% 100%

The above table reveals that 62% of respondents were influenced by advertisement and sales promotion. Second important factor is life style; third factor is
income and finally friends.

FACTORS INFLUENCING PURCHASE OF BRAND

PERCENTAGE OF RESPONDENTS

TABLE 6
Factors IRank | IlRank | IlIRank | IV Rank | Vth Rank | Total
Advertisement | 15% 50% 14% 10% 11% 100%
Doctors 9% 14% 49% 24% 1% 100%
Models 10% 14% 10% 48% 18% 100%
Self 11% 12% 10% 12% 55% 100%
Quality 55% 10% 17% 6% 12% 100%
100 100% 100% 100% 100%

The above table reveals that 55% of respondents were influenced by Quality of cosmetics. So they considered quality, the first factor that influenced them to
buy the branded cosmetics. Second important factor is advertisement, 50 % of respondents had given second rank to advertisement. Third factor is Doctor, 49%
of respondents had given third rank to Doctors. Fourth factor is models, 48% respondents had given fourth rank to models and last factor is self 55% of
respondents had given fifth rank to self.

PERSUASION DUE TO APPEAL USED IN ADVERTISEMENT

TABLE 7
Response Category Percentage of Respondents
Mostly persuaded 14%
Some time Persuaded | 79%
Never Persuaded 7%
PERCENTAGE OF APPEAL AFFECTS ON CONSUMER
TABLE 8
Appeal 1" Rank | 2™ Rank | 3 Rank | 4" Rank | 5" Rank | 6™ Rank | Total
Price 14% 52% 7% 14% 9% 4% 100
Product Quality 60% 13% 11% 1% 14% 1% 100
Distinction 12% 6% 50% 16% 10% 6% 100
Sex Appeal 4% 11% 2% 10% 13% 60% 100
Fear 2% 3% 12% 6% 50% 27% 100
Love and affection | 8% 15% 18% 53% 4% 2% 100
total 100 100 100 100 100 100

Another important persuasion is appeal used in advertisement like price, product quality, distinction, sex appeal, fear, love and affection. The above table
reveal that percentage of respondents persuaded due to appeal used in advertisement and the percentage of customer taking purchasing decision due to
appeal used in advertisement. 79% of consumers are at some time persuaded due to appeal and 60% of respondents due to product quality because they had
given first rank to product quality. So first rank to product quality second rank to price, third rank to distinction, fourth rank to love and affection, fifth rank to
fear and last rank to sex appeal.
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BRAND PREFERENCE OF CONSUMER

TABLE 9
Brand Percentage of respondents
Lakme | 56%
Loreal | 23%
Olay 15%
Revlon | 6%
The Table shows Lakme topped the preference of product in the category of cosmetics with 56% of consumers expressing their preference.
IMPACT OF PERSONALITY ON CONSUMER

TABLE 10
Influence Percentage
Immediately influenced to purchase | 8%
Sometime influenced to purchase 62%
Never influenced to purchase 30%

The Above table reveals that percentage of customers who purchase due to persuasion of celebrity. 62% of respondents at some time decide to purchase.
30% of respondents never purchase influenced by personality.

FINDINGS OF THE STUDY

1.  The main component of advertising in cosmetic is personality. The personality used in cosmetic advertisement influenced the consumers more.

2.  People prefer Lakme brand due to good quality first and then due to advertisement of them. Then comes I'oreal, olay and revolen.

3. Another component is appeal used in advertisement which had a very good impact on consumers. Appeals like product quality, price, distinction attract
the attention of consumers more for a long period of time.

4.  These results reveal that advertisement and life style factor affect more on consumer to take buying decision.
5. Consumers purchase branded cosmetic because of product quality, advertisement and doctors.

6. It was also clear from the result that TV has greater impact on consumers because of audio and visual effects.
7. Another component is the advantages explained about product in advertisement.

SUGGESTIONS

1 The companies should concentrate on television advertisement.

2. The company should give clear information about the product of cosmetics because 80% of consumer purchase the product for that reason.

3.  To make the advertisement more effective, the companies should engage such personality who match the products because there should be good
relationship between the cosmetic and personality.

4.  Companies also give importance to appeal, quality, price, distinction, love and affection and not for fear and sex appeal.

CONCLUSION

There are various factors affecting the consumer for cosmetic products. E.g. advertisement, life style, doctors, income etc. Advertisement affects more on
consumer for cosmetic product. The components used in advertisement are personality, appeal, advantages etc. Advertisement should be effective and must
have positive impact and remembrance value on consumer.
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