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ABSTRACT 

 

The modern world of marketing communication has become colorful and inundated 

with advertisements, and it is hard to get noticed. It is an uphill task for the designer 

of an advertising campaign to differentiate itself from others and attract viewers’ 

attention. Everyday consumers are exposed to thousands of voices and images in 

magazines, newspapers, and on billboards, websites, radio and television. Every 

brand attempts to steal at least a fraction of an unsuspecting person’s time to inform 

him or her of the amazing and different attributes of the product at hand. The main 

purpose of this paper is to study the impact of advertisements on male vs. female 

buying behavior. Exploratory study has been conducted for the purpose. A 

questionnaire has been designed to collect the data. The survey has been conducted 

in 4 Districts (Jalandhar, Ludhiana, Amritsar, Ferozpur) of Punjab.                          

The study found that advertisements attract more women`s attention as compared to 

men. As compared to women, more men perceive that advertisements do not portray 

the true picture of the product.  

 

KEYWORDS: Advertisements, buying behavior, Exploratory. 

______________________________________________________________________________ 

 

INTRODUCTION 

Advertising is a form of communication that typically attempts to persuade potential customers 

to purchase or to consume more of a particular brand of product or service. Advertising is a form 

of communication that typically attempts to persuade potential customers to purchase or to 

consume more of a particular brand of product or service.  

Many advertisements are designed to generate increased consumption of those products  

and services through the creation and reinvention of the “brand image”. For these  

purposes, advertisements sometimes embed their persuasive message with factual  
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information. Every major medium is used to deliver these messages, including television,  

radio, cinema, magazines, newspapers, video games, the Internet, carrier bags and  

billboards. Advertising is often placed by an advertising agency on behalf of a company  

or other organization. Bauer and Greyser (1968) provide evidence that overall attitudes toward 

advertising in general are influenced by beliefs toward advertising in general. In turn, it is 

suggested that a relationship exists between consumers' overall attitudes toward advertising and 

reasons why certain ads are considered informative, enjoyable, annoying, or offensive. The 

present study attempts to identify the dimensionality of beliefs of Indian consumers toward 

advertising in general. (Cited in Andrews, 1989). In particular, the researchers have posited the 

construct 'attitude- toward-the-ad' as an important mediator of brand attitudes and purchase 

intentions (e.g. Mitchell and Olson, 1981; Shimp, 1981; Lutz, 1985, MacKenzie et al., 1986 and 

Andrews , 1989). 

CONSUMER BUYING BEHAVIOUR 

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

needs to analyze buying behavior for:  

 Buyers‟ reactions to a firms marketing strategy has a great impact on the firms‟ 

success.  

 The marketing concept stresses that a firm should create a Marketing Mix 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.  

PREVIOUS RESEARCH 

Consumer buying behavior is an important area of research for marketers and business  

developers. The importance of studying consumer buying behavior is imperative from the  

fact that most product launch features, marketing strategies and positioning strategies are  

made under the influence of consumer buying trends. These trends are further integrated with 

regards to gender i.e. male consumer buying behavior vs. female consumer buying behavior. In 

this regard the persuasiveness of a particular product is different for each gender. This paper 

builds on earlier papers to propose a model of gender based buying behavior with regards to 

the impact of advertisements leading to a higher brand recall.  

Wives to be dominant during the problem recognition and information search stage for 

“traditional” female products (household furnishings, appliances, breakfast cereals etc.). 

Husbands were found to be more dominant in the information search stage for products such 

as automobiles, television sets, and male products like shaving creams, razors, etc. Davis and 

Rigaux (1974). Husband of liberal wives were perceived as making fewer purchasing decisions 

on their own than was the case for husbands of either moderate or conservative wives. In 

addition liberal wives were reported to play a significantly greater role in deciding the amount 

of money to be spent on purchases than were moderate and conservative wives. Davis and Rigaux 

(1974). Women current levels of education and participation in the labor force have focused 
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attention on their changing lifestyles and consumption patterns which                                                     

create a challenge to marketers who are desperate to explore  

this new market opportunity. They specifies that in Asia, female consumers do not just  

consume the traditional feminine products but are also a potential market for a wide  

variety of products (credit cards, alcoholic drinks, and cigarettes).Women influence on the 

consumer market in increasingly being felt. The root cause is of course their changing economic 

and social role. Ferber and Douglas (1976). Decision-making tends to  

become more syncratic or joint in more advanced stages (Moore-Shay and Wilkie,  

1983; Shuptrine and Samuelson, 1984). It is a notable fact that women plan what to  

buy; therefore a topic for significant future research is to analyze if their purchases are  

planned, for all the products or if the compulsive decisions are restricted to the female  

dominant products Bonfield (1978), and Putnam and Davidson (1980). Women are more likely 

to plan their purchases than men are Cobb and Hoyer (1986). Block                                                     

and Morwitz (1990) attribute this tendency to three reasons. First,  

traditionally, females have been in charge of grocery shopping. Second, because of such  

traditions, females tend to know more about stores and products. Third, also due to their  

traditional role, females have a better idea about inventory levels when they go shopping  

than males do Thus, it is not surprising that Block and Morwitz (1999, pp. 361-2) found  

that the probability that a purchased product was on a planned list was higher for females  

than for males. Women listed more objects of sentimental value, while men chose more items 

relating to leisure and finances. However, gender differences were pronounced in orientations 

towards sets of material goods: by comparison, women saw their possessions as important 

because of the emotional comfort they provide and the relationships with others they 

symbolise, while, men referred more to use-related, activity-related and self-expressive 

features of possessions. These differences can be interpreted as reflecting male and female 

gender identity, because they echo the distinction between male self-oriented, activity-centred 

identity construction and female other-oriented, relationship-centred identity construction 

described in both the sociological and social psychological literature Dittmar (1989, 1991). 

Three types of processes/purchase types have been recognized in the context of this  

research (Solomon, 1995). First, unplanned buying occurs mostly when a consumer is  

unfamiliar with a store‟s layout, is under time pressure, or is reminded of the need to buy  

if an item when seeing it on the shelf. In contrast, impulse buying is an outcome of a  

sudden consumer‟s irresistible urge to buy an item spontaneously. Finally, compulsive  

buying refers to consumers‟ repetitive shopping, at times excessive, because of boredom,  

tension, or anxiety (Solomon, 1995), which both can then be attributed to brand recall  

and advertisement effect.  

Previous research has shown that in line with our theoretical arguments, gender was a  

significant predictor of buying behavior based on brand recall. Thus, our study has  

provided additional support to earlier research on impact of advertisement on males vs  

females with regards to brand recall (Block and Morwitz, 1999) and leading to buying  

decision (Cobb and Hoyer, 1986). Apparently, as argued by Block and Morwitz  

(1999), Indian females are still in charge of grocery shopping and serve as family experts  

on stores and products in many families. Additionally, in line with their traditional roles, females 

recognize  inventory  depletion  when  they  go  shopping (Goldman  and Johansson, 1995; 

Urbany et al., 1996). “Because of their traditional roles as housemakers, females in our study 



APJRBM                         Volume 3, Issue 2 (February, 2012)          ISSN 2229-4104 

Sri Krishna International Research & Educational Consortium 
http://www.skirec.com 

 - 39 - 
 

 

were more likely to exhibit a tendency for advertisement based purchasing. As house chores 

are split more evenly in developed countries, the expertise of both husbands and wives may be 

more evenly divided than it was in the past. Future research might examine the impact of gender 

in more complex societies, such as certain mid-east and central Asian countries”.  

Additionally, previous research has established differential gender roles across products. The 

seminal work of Davis and Rigaux (1997) added structure to the study of family decision-

making roles.  They identified three phases of decision-making:  problem recognition; search for 

information; and final decision. The roles and relative influence of husbands and wives differed 

based on decision-making stage and product type (Wilkes, 1997; Moore-Shay and Wilkie, 1998; 

Yavas et al., 1998).  

Furnham and Mac (1999) focused on  the portrayal  of gender roles in  television 

commercials in different countries (i.e.. U.K, U.S.A, Australia and Asia) to study trends and 

cross-national differences and similarities. This study demonstrated that sex role stereotyping 

was surprisingly consistent across these countries, especially in the mode of presentation,  such  

as  male  were  consistently  more  likely  voice-overs  of  the advertisements than women, 

females were more often visually potrayed. Belch and Willis (2002) reported that household 

purchasing decisions for items such as automobiles, televisions, and financial planning are 

moving from being primarily maledominated decisions to joint decisions. Household decision-

making areas that were once dominated by one gender were also becoming more influenced by 

the opposite gender. For instance, Zinn found that of 80 percent of men purchased 25 percent of 

household groceries,  while  women  were  taking  a  larger  part  in  the  purchase  of  

insurance, automobiles, and financial services. Wolin, and Korgaonkar (2003), suggest males 

and females exhibit different beliefs about and attitudes toward traditional media advertising 

along with different advertising stimulated consumer behaviors. However, little is known 

about gender differences in consumer beliefs about Web advertising versus other media, 

attitude toward Web advertising, or Web advertising associated consumer behavior. Freling, 

and Forbes (2005), subjects that a brand's personality will have a significantly greater  number  

of  brand  associations;  significantly  greater  proportion  of  brand associations;  

significantly  greater  unique  brand  associations;  significantly  greater proportion of congruent 

brand associations; and significantly greater proportion of strong brand associations. Rajagopal 

(2006), argues that there are many psychographic variables like emotions associated with the 

brand image which constitute the personality of a brand. In case typical product category 

advertisements are associated with negative affect, the particular advertising functions act as a 

counter-attitudinal message, which is more persuasive in the case of a mismatch rather than a 

match with the category advertisements. However, a persuasive advertising may affect consumer 

preferences. Ndubisi (2006), suggests that the four underpinnings of relationship marketing 

(namely trust, commitment, communication, and conflict handling)are directly associated with 

customer loyalty. Significant gender difference exists in the trust-loyalty relationship. Women 

are significantly more loyal than men at higher levels of trust in the bank. Gender does not 

moderate the relationship between commitment, communication, conflict handling and loyalty. 

A recent estimate indicates (Shimp, 2007) that almost 20 percent of all advertisements 

worldwide use celebrity spokespersons. (Cooper, 1984) argues that messages delivered by 

celebrities provide a higher degree of appeal, attention, and possibly message recall than 

those delivered by non-celebrities. Marketers also claim that celebrities affect the credibility of 



APJRBM                         Volume 3, Issue 2 (February, 2012)          ISSN 2229-4104 

Sri Krishna International Research & Educational Consortium 
http://www.skirec.com 

 - 40 - 
 

 

the claims made, increase the memorability of the message, and may provide a positive 

effect that could be generalized to the brand Wolin and Korgaonkar (2003) studied male 

and female beliefs and attitudes toward web     advertising. Mukherji (2005) examined the 

relationship of social orientation of mothers with the attitudes toward advertising in general and 

attitude toward children's advertising. He found that middle class mothers have positive attitude 

toward advertising. Recently, Dutta Bergman (2006) has explored the individual demographic 

and psychographic antecedents of attitude toward advertising.  

OBJECTIVES OF THE STUDY 

This research paper is basically intended towards identifying the general trend in the  

effect that advertising has on the buying behavior of consumers. The consumers have been 

specifically studied in accordance to their respective gender. An important factor under study is that 

who is impacted more by any advertisement; whether it is males or females. Another important 

factor that is studied was that customers belonging to which gender have a better brand recall.  

The Objectives served on undertaking this project are: 

 To ascertain that customer belonging to which gender are more spontaneous in their 

buying habits. 

 To know customer belonging to which gender have a better brand recall. 

 To reveal out the distinction between men`s & women`s perceptions towards 

advertisements.  

HYPOTHESIS 

1) H0: There is no significant difference between the spontaneous buying habits of men & 

women. 

            H1: There is significant difference between the spontaneous buying habits of men &      

            women. 

2) H0: There is no significant difference between the perception of men & women towards 

advertisements. 

H1: There is significant difference between the perception of men & women towards 

advertisements. 

3) H0: There is no significant difference between the brand recall ability of men & women.  

H1: There is significant difference between the brand recall ability of men & women. 
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RESEARCH METHODOLOGY 

The research carried out here is comparative in nature because a comparison has been made 

between the buying habits & brand recall ability of men & women. The data that is already 

available is mainly regarding the foreign markets. The study  intended to conduct this research in 

the domestic market, which  is  India  and  specifically  in 4 Districts (Jalandhar, Ludhiana, 

Amritsar, Ferozpur) of PUNJAB  and  hence data is  needed  regarding  the consumers from this 

region specifically. Therefore, first hand research is carried out by exploring the consumer 

characteristics in this region specifically on a sample of around 200 people (50 from each district) 

within the chosen age bracket of 18-60 years. The data has been collected with the help of self 

administered questionnaire.  

DATA ANALYSIS  

Statistical Package for Social Sciences, SPSS for Windows (10.0.1) and Microsoft Excel have been 

used to apply various statistical tests for data analysis purpose.  

RESULTS AND DISCUSSIONS 

IMPACT OF ADVERTISEMENT ON MALE VS FEMALE BUYING BEHAVIOUR 

In order to find out the impact of advertisement on buying behavior of male vs female, an 

analytic technique Chi-square has been used. Chi-Square analysis has been applied to the 

responses of all 873 respondents.  

TABLE1: SHOWING A COMPARISON BETWEEN HOW MANY FEMALE & MALE 

PLAN FOR SHOPPING 

Plan for shopping No. of respondents (Female) No. of Respondents (Male) 

Yes 36 30 

No 29 42 

Sometimes 35 28 

 



APJRBM                         Volume 3, Issue 2 (February, 2012)          ISSN 2229-4104 

Sri Krishna International Research & Educational Consortium 
http://www.skirec.com 

 - 42 - 
 

 

TABLE2: SHOWING HOW MANY FEMALE & MALE STICK TO THEIR PLAN LIST 

WHILE SHOPPING 

Stick to Planed List No. of respondents 

(Female) 

No. of Respondents (Male) 

Yes 14 23 

No 62 49 

Sometimes 24 28 

 

DISCUSSION 

Hypothesis 1: 

1) H0: There is no significant difference between the spontaneous buying habits of men & 

women. 

 H1: There is significant difference between the spontaneous buying habits of men &             

women. 

The respondents were asked whether they make a list before going for shopping or not and that 

whether they stick to that list or not. According to the response around 30% males planned 

shopping while 36% of the females agreed that they made a shopping list. This obviously 

shows females are more planned shoppers as compared to men. Males who did not plan their 

shopping were 42% which is far higher than 29% females; this shows that males are much 

more spontaneous than females when it comes to shopping. In the second question,  it is 

observed that 49% men did not stick to what they had planned for shopping while most of the 

females, i.e. 62% claimed that they did not stick to their shopping lists. This means that even if 

these women had planned their shopping, they did not end up following it and hence they can be 

proved to be more spontaneous buyers as compared to men. Hence H0 is rejected.
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TABLE 3: SHOWING THE RANKS GIVEN TO DIFFERENT ADVERTISEMENT MEDIUM BY FEMALE & MALE 

TV 

No. of 

Respondents 

Billboards 

No. of 

Respondents 
News 

Paper 

No of 

Respondents 

Internet 

No Of 

Respondents 

Radio 

No Of 

Respondents 

F M F M F M F M F M 

Rank 5 74 62 Rank 5 11 18 Rank 5 6 14 Rank 5 12 10 Rank 5 15 5 

Rank 4 11 20 Rank 4 53 29 Rank 4 13 23 Rank 4 16 11 Rank 4 19 8 

Rank 3 3 6 Rank 3 20 38 Rank 3 51 42 Rank 3 34 12 Rank 3 21 22 

Rank 2 4 5 Rank 2 10 9 Rank 2 19 17 Rank 2 18 34 Rank 2 28 37 

Rank 1 8 7 Rank 1 6 6 Rank 1 11 4 Rank 1 20 33 Rank 1 17 28 

 

TABLE 4: SHOWING THE RANKS GIVEN BY FEMALE & MALE TO DIFFERENT ADVERTISEMENT THEMES 

BASED ON THEIR PREFERENCES 

Humours 

No. of 

Respondents 

Informative 

No. of 

Respondents 

Adventurous 

No of 

Respondents 

Emotional 

No Of 

Respondents 
Celebrity 

Endorsed 

No Of 

Respondents 

F M F M F M F M F M 

Rank 5 26 24 Rank 5 13 26 Rank 5 14 19 Rank 5 30 14 Rank 5 21 29 

Rank 4 31 21 Rank 4 18 24 Rank 4 10 27 Rank 4 26 18 Rank 4 19 26 

Rank 3 20 22 Rank 3 30 16 Rank 3 11 20 Rank 3 18 31 Rank 3 23 19 
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Rank 2 15 18 Rank 2 29 19 Rank 2 37 22 Rank 2 16 21 Rank 2 24 14 

Rank 1 8 15 Rank 1 10 15 Rank 1 28 12 Rank 1 10 16 Rank 1 13 12 

 

TABLE 5: SHOWING THE VIEWS OF FEMALE & MALE WHETHER ADVERTISEMENTS GIVE A TRUE PICTURE 

OF THE PRODUCT 

Advertisements give a true picture No of Respondents (Female) No of Respondents (Male) 

Strongly agree 16 9 

Agree 10 6 

Not sure 36 38 

Disagree 24 25 

Strongly Disagree 14 22 
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TABLE 6: CHI SQUARE TEST 

       

As it is clear from the above table that the value of Pearson Chi-Square comes out to be 0.307 

which is above 0.05, so it indicates that HO is rejected and H1 is accepted. 

TABLE 7: SHOWING FEMALE & MALE`S VIEWS WHETHER ADVERTISEMENT 

ATTRACT THEIR ATTENTION 

Advertisements attract your attention No of Respondents 

(Female) 

No of Respondents (Male) 

Extremely 08 11 

High 35 18 

Moderate 54 58 

Low 02 11 

Not at all 01 02 

 

DISCUSSION 

H0: Men and women do not perceive advertisements differently  

H1: Men and women perceive advertisements differently.  

This hypothesis was tested from four different angles. Firstly the study observed that which  

 Value Df Asymp. Sig.  

(2-sided) 

Pearson Chi-Square 4.812a 4 .307 

Likelihood Ratio 4.864 4 .302 

Linear-by-Linear 

Association 

4.148 1 .042 

No of valid Cases 200   



APJRBM                         Volume 3, Issue 2 (February, 2012)          ISSN 2229-4104 

Sri Krishna International Research & Educational Consortium 
http://www.skirec.com 

 - 46 - 
 

 

advertising medium was more effective for each gender, then it has been seen that what kind 

of advertisement themes were preferred by males and females, after that it was inquired  

whether men and women believed that advertisements were true or not and lastly it was  

asked that to what extent did advertisements attract their attention. These different angles  

gave me the opportunity to see how advertisements were perceived differently by men  

and women.  

The exposure of different advertising mediums is different among both the genders. This  

was evident by the results that although men and women both ranked TV  

as the most effective while billboards as the second most effective medium, the  

percentage of women ranking TV as the most important was much more than that of men  

(women: 74, men: 62) and the percentage of men who have rated billboards as 4 or 5 are  

much more than that of women (women: 47, men: 64). Also in men‟s  

rankings, newspaper turns out to be the third most effective medium while females have  

ranked radio as the third most important. Although both the genders have ranked radio as  

the fourth most important, but males have ranked internet as the least important while  

females have ranked newspaper as the least important. These findings can be attributed to  

specific reasons as well. Women in our society mostly stay at home while  

men have to go out for their jobs. This is why men have a higher exposure rate to  

billboards as compared to women and women have a higher exposure rate to TV as  

opposed to men. Staying mostly at home, women also tend to listen to radio more as  

opposed to reading newspapers while men tend to read newspapers more as opposed to  

radio. These are the reasons why men and women have different perceptions about  

different mediums.  

Coming to the second question, Women were seen to be most influenced by  

humorous, emotional and celebrity endorsed advertising themes. Men on the other hand  

were most affected by celebrity endorsed, informative and humorous advertising themes.  

After comparing the percentages, it has been seen that 55% men ranked celebrity endorsed  

advertising as the most effective by rating them 5 or 4 while only 40% women ranked it  

as the most important by rating it as 5 or 4. For men, the second most important was  

informative advertising and third was humorous. Also 19% men ranked  

adventurous advertising as most effective while only 14% women agreed on that. These  

differences are clearly attributable to the gender differences. Men are more affected by  

celebrity endorsed advertising as for them, a beautiful model marketing a product would  

obviously be more attractive than anything else;   

Also men are more interested in the facts and figures about everything and so obviously  

informative advertising is preferred. Women are more emotional as opposed to men and  

so for them, emotional advertisements are more effective. They are often more affected  

by the emotional themes and so they aren‟t really bothered about the information being  

delivered in the ad and that is why that theme has not been ranked very high. Also they  

are  not rough  and  tough  and  adventurous  like men  and  so  they  have  ranked  the  

adventurous adverting theme the lowest. So by it is clear that men and women may  

slightly have similar advertisement choices but the percentages, which prefer different  

advertisements, are quite different.  



APJRBM                         Volume 3, Issue 2 (February, 2012)          ISSN 2229-4104 

Sri Krishna International Research & Educational Consortium 
http://www.skirec.com 

 - 47 - 
 

 

In Table no. 5 respondents were specifically asked what they thought about advertisements 

giving a true picture of the products being marketed. As expected, a very small percentage of men 

and women agreed that advertisements were true. The number of males and females choosing that 

option were roughly the same. Around only 15% men believe that advertisements give the true 

picture of the products being marketed as compared to 26% women to the same. Also around 

47% males confidently said that advertisements do not portray the products very truly and 

around 38% women believed the same This shows the differing perceptions very clearly.  

Also the Chi-Square test applied on question showed the similar result.  

In the last question for this hypothesis, people were asked that to what extent did  

advertisements attracted their attention. Around 35% women chose the „a lot‟ option  

whereas only 18% men chose this option. There was also an option of „moderate‟ for  

people who were not very confident about whether advertisements did or did not attract  

their attention. Around 58% males resided to this option whereas approximately 54%  

females ticked it too.  The percentage of males who confidently believed that  

advertisements did not attract their attention were clearly more than that of women at  

about 13% as opposed to just 3%. These percentage differences between men and women  

clearly depict the differing perceptions that they have about advertisements. It can also be  

related to the previous two questions. Nearly 47% men believed that  

advertisements did not give a true picture of the products being marketed. Still around  

35% said that advertisements somewhat attracted their attention. This shows that men  

may not believe that advertisements are true, still they attract their attention due to  

possible reasons like men ranking the celebrity endorsed advertisements very high. So,  

here too our H0 is rejected.  

Hence H1: ACCEPTED  

TABLE8: TABLE DESCRIBING FEMALE & MALE`S VIEW ON WHETHER 

ADVERTISEMENTS CREATE AN INERT FEELING TO TRY OUT A PRODUCT 

Advertisements create an inert feeling No of Respondents 

(Female) 

No of Respondents (Male) 

Strongly agree 21 25 

Agree 28 16 

Not sure 43 35 

Disagree 5 16 

Strongly Disagree 3 8 
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TABLE 9: TABLE SHOWING HOW OFTEN PURCHASE DECISION OF FEMALE & 

MALE IS BASED ON ADVERTISEMENT RECALL 

Purchased decision based on advertisement 

recall 

No of Respondents 

(Female) 

No of Respondents (Male) 

Very Often 20 13 

Often 16 9 

Sometimes 33 40 

Rarely 22 24 

Never 9 14 

 

DISCUSSION 

The above two questions were posed to test whether brand recall leads to purchase or not.  

In the first one, respondents were asked whether an advertisement ever created an inert  

feeling in them to try out a product. Around 41% men said yes to this question by ticking  

“strongly agree” or “agree” options while a visibly greater percentage of women (49%)  

said yes to this question by opting for the same options. Therefore it can also be induced  

that it is easier to attract women‟s attention through advertising than men. In men, the  

percentage, which said a clear “No” by ticking “disagree” or “strongly disagree” options ,  

was around 24% while women who said that an advertisement never created a feeling in  

them was only approximately 8 % as opposed to that by ticking the same options. Why  

men are at a higher percentage here and at a lower percentage in the “Yes” option is  

because the emotional quotient is lower in men and that it why they are not easily  

convinced by advertisements as compared to men.  

In the second question, the respondents were asked how often their purchase decision are  

based on brand recall. Most of the respondents in both males and females chose the  

“Rarely” option (Male: 40%; Female: 33%). This shows an interesting fact; people may  

like different sorts of advertising themes, they may say that an advertisement did create  

an inert feeling to try out a product, but when it comes to actually purchasing the  

products, their buying decision is rarely based on brand recall. This means that the inert  

feeling created by advertisements was not strong enough to make people actually buy the  

product. Just getting a feeling is different than getting an intention to buy the product.  

However, the percentage of women who made most of their purchase decision due to  

advertisement recall were 20%, far above than men percentage of 13% to the same  

question.  
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FINDINGS  

Females do more planned shopping as compared to men.  

Most of men and women do not stick to their planned list for shopping but roportionately 

there are more men who stick to planned list as compared to women‟s.  

TV is the most effective advertisement medium for both the genders while billboards as the 

second most effective medium.  

Men have a higher exposure rate to billboards as compared to women and women have a higher 

exposure rate to TV as opposed to men.  

Women are most influenced by humorous, emotional and celebrity endorsed advertising 

themes. Men on the other hand are most affected by celebrity endorsed, informative and 

humorous advertising themes.  

As compared to women‟s, more men‟s perceive that advertisements do not portray the true 

picture of products.  

Advertisements attract the women attention more as compared to men.  

It is easier to attract women‟s attention through advertising than men.  

An advertisement can create an inert feeling to try out a product, but when it comes to 

actually purchasing the products, consumer (male as well as female) buying decision is rarely 

based on brand recall.  

However, due to advertisement recall there are more women as compared to men who make their 

purchase decision. 

Brand recall of women is better than men. 

CONCLUSION AND RECOMMENDATIONS  

Based on all the findings and analysis, we have come to the following conclusions:  

Women are easier to target and affect through marketing due to their higher emotional 

quotient and TV exposure. It is also more beneficial to target women as their brand recall was 

also proved to be better so this obviously means that they are more prone to spread the product‟s 

awareness through word of mouth. Due to these reasons, companies should spend a greater 

proportion of their marketing budget on targeting women through adverting campaigns based on 

emotional, humorous and celebrity endorsed themes.  

TV and billboards are the most effective mediums for marketing to consumers belonging to 

both the genders. 

It is not necessary that brand recall leads to purchase but still promotion is important and effective 
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in terms of creating awareness and recall potential in the consumers.  

Women have a more spontaneous buying behavior as compared to men so point-of- sale 

advertising can be a point of focus for the companies.  

Men and women perceive advertisements differently so different advertising themes are 

important to target both these genders more effectively. For targeting women there should be 

more focus on humor and emotional content and. For targeting men on the other hand the 

focus should be more on celebrity appeal and information about the product being marketed..  
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