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Abstract: 

The corona virus has spread to all walks of life around the world, the most important of 

which is the education sector. Schools and colleges have all been closed for the past six 

months. Keeping in view the safety of the students Schools and colleges have moved on to 

online mode of teaching to provide education. There are many advantages of online 

teaching like student can save money and time in transportation to reach their schools or 

colleges and can go through the videos send by their teachers without any time restriction. At  

the same time there are certain limitations of online classes like poor students in villages are 

unable to use online facilities for learning due to lack of internet facilities and connectivity 

issues. Apart from this the fact that the use of mobile and computer lead to variety of health 

issues, some  are not able to cope up with online classes as they are habituated to class room 

teaching. Therefore, the present study has been taken up to through light on the perceptions 

and satisfaction levels of U.G. and P.G. students on online classes in Hyderabad district. A 

structured questionnaire has been circulated among students to find out their opinion on the 

time spent for attending each class per day, the network related problems faced and the health 

issues faced by them during online classes etc... The data is analyzed using percentage and 

Chi square techniques with the help of SPSS.  

Key words: Rural, time span, network issues, health issues, effectiveness of class through 

online. 

Introduction:  

Because the COVID -19 pandemic has interrupt the normal lifestyle of people across the 

globe and the virtual world has come to the rescue. Amongst many institutions schools and 

colleges have also shifted their base from class room teaching to virtual platforms to conduct 

classes online. As a result, to cater the needs of all stages of education from pre-primary to 

university level, online education has emerged as an alternative to physical class room 

teaching. Accordingly, various stakeholders such as state and central government and private 

organizations are trying their best to assist each other by upgrading their existing online 

platforms, apps and providing training to teachers and lecturers to use these apps and 

platforms to the optimum level. Along with government and non-government organizations 
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the edtech companies to support the education system to make a smooth transition to the 

virtual world. The Central government has recently launched the PM e-VIDYA platform, 

with 12 new DTH channels, one for each class to reach out to all parts of society.  Though the 

governments and online education platforms are trying their level best to cater the needs of 

the students, still students are facing certain problems like not holding of a smart phone, lack 

of internet connectivity, lack of attentiveness on class, health issues due to online classes 

etc…  

Review of Literature: 

 Muhammad Adnan and Kainat Anwar (June 2020): the authors in their article 

“Research Article Online learning amid the COVID-19 pandemic: Students' 

perspectives”, examined the attitudes of Pakistani higher education students towards 

compulsory digital and distance learning university courses amid Corona virus . 

Undergraduate and postgraduate were surveyed to find their perspectives about online 

education in Pakistan. It was found that online learning cannot produce desired results in 

underdeveloped countries like Pakistan, where a vast majority of students are unable to 

access the internet due to technical as well as monetary issues. The lack of face-to-face 

interaction with the instructor, response time and absence of traditional classroom 

socialization were among some other issues highlighted by higher education students.  

 Anjali Verma, Surender verma, Pradeep and Rajesh(June 2020):  in the article 

“Online teaching during covid-19: perception of medical undergraduate students” , the 

authors have conducted survey on the perception of fourth year undergraduate medical 

students in the month of May,2020 after conducting online classes in the month of April. 

The feedback of online classes was taken by 130 medical students and out of them 127 

students i.e. 99% not satisfied. Seventy five students felt these classes are safe, 

comfortable and enjoyable, lack of interactive teaching; easy distraction and technical 

issues were highlighted by some of the students. Sixty seven students felt their internal 

assessments could not be done properly which used to motivate the students to summarize 

the whole topic. 

  Pradeep Sahu (April 2020): in the article titled “Closure of Universities Due to Corona 

virus Disease 2019 (COVID-19): Impact on Education and Mental Health of Students and 

Academic Staff”, the article highlighted that the potential impact of the terrible COVID-

19 outbreak on the education and mental health of students and academic staff. It was 

concluded that Students and staff should receive regular information through emails and 
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university intranets. The health and safety of students and staff should be the top priority. 

Proper counseling services should be available to support the mental health and well-

being of students. Authorities should take the responsibility of ensuring food and 

accommodation for international students. Faculty members should embrace technology 

and pay careful attention to student experiences to make the learning rich and effective. 

 Bao W. (March 2020): In the article titled “COVID-19 and online teaching in higher 

education: A case study of Peking University”, the author has focused on a case of Peking 

University's online education. Six specific instructional strategies are presented to 

summarize current online teaching experiences for university instructors who might 

conduct online education in similar circumstances. The study concludes with five high-

impact principles for online education: (a) high relevance between online instructional 

design and student learning, (b) effective delivery on online instructional information, (c) 

adequate support provided by faculty and teaching assistants to students; (d) high-quality 

participation to improve the breadth and depth of student's learning, and (e) contingency 

plan to deal with unexpected incidents of online education platforms. 

Need of the study: 

Covid -19 made Governments of states and central government along with many other allied 

institutions to search for alternative methods for teaching the students, due to the Covid 

pandemic teachers and students have shift from traditional or conventional mode of teaching 

and learning to online mode which is new to many of the stakeholders of education sector. 

One way online learning is beneficial to the students as they can save their time in travelling 

and spending money for travelling to reach their colleges/schools and they can watch the 

class videos whenever they are interested in learning but at the same time students are facing 

problems related to non availability of internet, insufficient data to attend classes, network 

connectivity issues, lack of understanding of the subject due to a new mode of teaching and 

health issues etc... Therefore, considering in view the above mentioned pros and cons of 

online learning to the students, the present study has been taken up to through light on the 

perceptions and satisfaction levels of PG and UG students of Hyderabad considering various 

aspects related on online classes.        

Objectives: 

1. To find out the problems faced by respondents during online classes. 

2. To find out the health issues faced by respondents because of attending online classes. 

3. To study the opinion of respondents towards various aspects related to online classes 
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4. To find out the satisfaction levels of respondents towards online classes. 

5. To study the relationship between the respondents’ area of residing and missing of 

online classes due to network issues. 

6. To study the relationship between the time spent to attend online classes per day and 

health issues faced by the respondents by attending online classes. 

Hypotheses: 

Hypothesis: 1 

Ho: There is no significant relationship between the respondents’ area of residing and 

missing of online classes due to network issues. 

Hypothesis: 2 

Ho: There is no significant relationship between the time spent to attend online classes per 

day and health issues faced by the respondents by attending online classes. 

Research Methodology:  

To study the perceptions and satisfactions of students towards online teaching, a sample of 

101 students consisting of under graduate and post graduate students of Hyderabad are 

selected using convenient sampling method. A structured questionnaire has been prepared 

and administered through google forms and the data collected has been analyzed using 

Percentage method and Chi square method with the help of SPSS package.  

Data Analysis: 
Table-1- Age of Respondents 

Age Frequency  Percentage 

19 years - 21 years 60 59.4 

22 years - 24 years 37 36.6 

25 years and above 4 4.0 
Total 101 100.0 

           Source: Primary data 
Table -2-Gender 

Gender Frequency Percentage 

Male 26 25.7 

Female 75 74.3 

Total 101 100.0 

   Source: Primary data 
Table -3- Education 

Education Frequency Percentage 

U.G. (All semesters) 44 43.6 

P.G. (All semesters) 57 56.4 

Total 101 100.0 

   Source: Primary data  
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Table -4- Area residing at present 
Area Frequency Percentage 

Rural 28 27.7 

Urban 73 72.3 

Total 101 100.0 

                              Source: Primary data 
Total- 5- Type of network used for attending online classes 

Options Frequency Percentage 

WIFI 22 21.8 

Mobile Data 51 50.5 

Both 28 27.7 
Total 101 100.0 

Source: Primary data 
Table -6- Devise used to attend online classes 

Options Frequency Percentage 

Mobile Phone 76 75.2 

PC/ Laptop 7 6.9 
Both 18 17.8 
Total 101 100.0 

Source: Primary data 
Table- 7- Equipment used for attend online classes is 

Options Frequency Percentage 

Personal 78 77.2 

Parents' 14 13.9 

Brother's 7 6.9 

Friend's 1 1.0 

Any other, Please 
specify 

1 1.0 

Total 101 100.0 

Source: Primary data 
Table -8- Time spent on mobile before online classes 

Time Frequency Percentage 

Less than 2 hours 44 43.6 

2 hours - 4 hours 35 34.7 

4 hours - 6 hours 16 15.8 

6 hours - 8 hours 4 4.0 

More than 8 hours 2 2.0 

Total 101 100.0 

Source: Primary data 
Table -9- No. of hours of online classes attended per day 

Time Frequency Percentage 

Less than 2 hours 22 21.8 

2 hours 31 30.7 

3 hours 24 23.8 

4 hours 18 17.8 

More than 4 hours 6 5.9 

Total 101 100.0 

Source: Primary data 
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Table -10- Time span of each class 
Time Frequency Percentage 

Less than 1 hour 45 44.6 

1 hour- 1 hour 30minutes 44 43.6 

1 hour 30 minutes - 2 hours 9 8.9 
more than 2 hours 3 3.0 

Total 101 100.0 

          Source: Primary data 
Table-11- Sufficiency of data for attending online classes in a day 

Options Frequency Percentage 

Not sufficient 39 38.6 
Sufficient 26 25.7 
Depending in the time taken for 
completing the class 

36 35.6 

Total 101 100.0 

Source: Primary data 
Table- 12- Frequency of missing online classes due to network issues 

Options Frequency Percentage 

Never 18 17.8 

Frequently 41 40.6 

Rarely 42 41.6 
Total 101 100.0 

          Source: Primary data 
Table-13- Type of subject convenient for attending online classes 

Subject Frequency Percentage 
Theory 63 62.4 

Practical 14 13.9 

Both 24 23.8 

Total 101 100.0 

          Source: Primary data 
Table -14- Problems faced during online classes 

Problems Frequency Percentage 

Poor network connection 23 22.8 

Not able to understand practical subjects 13 12.9 

Deviations from the class due to external 
disturbances 

23 22.8 

Could not concentrate online as habituated 
to class room teaching 

42 41.6 

Total 101 100.0 

          Source: Primary data 
Table-15- Response on facing health issues during online classes 

Options Frequency Percentage 

Yes 77 76.2 
No 24 23.8 
Total 101 100.0 

          Source: Primary data 
Table -16- Types of health problems faced 

Health issues Frequency Percentage 
Headache 20 25.97 
Eye problem (Eye sight, pain, tears,from eyes 
etc..) 

39 50.64 

Pain in ears due to usage of head /ear phones 9 11.69 
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Hands pain due to holding mobile for long time 
while attending online classes 

7 9.09 

Backache 2 2.59 
Any other, please specify 4 5.19 
Total respondents 77  
Total responses 81  

                    Source: Primary data 
Table-17- Opinion on increased use of mobile due to online classes 

Options Frequency Percentage 

Yes 70 69.3 
No 10 9.9 
May be 21 20.8 
Total 101 100.0 

Source: Primary data 
Table-18- Respondents opinion on the following statements related to online classes 

S.no Statement SA A NEU DA SDA 

1 The content was delivered efficiently by the teacher 12 41 40 7 1 

2 Practical subjects were taught efficiently 4 33 40 19 5 

3 Online tools were used efficiently by the teachers for delivering lecture 16 33 36 14 2 

4 Classes were effective though there were network issues 10 29 45 15 2 

5 Classes took place on time 18 49 28 6 0 

6 Online classes saved time and money on transportation to college 25 36 25 9 6 

7 For rural students it’s not feasible to attend online classes 43 26 21 9 2 

8 Due to network and money problems many students in rural areas missed 
online classes 

56 18 23 3 1 

9 Additional money was spent to buy extra mobile data and for high speed of 
network 

35 32 21 11 2 

10 Online classes were more effective than class room teaching 5 12 38 20 26 

11 Theory subjects were taught efficiently 9 37 38 12 5 

Source: Primary data 

Table- 19- Over all satisfaction on online classes 
Satisfaction levels Frequency Percentage 

Highly satisfied 2 2.0 

Satisfied 32 31.7 

Neutral 33 32.7 

Dissatisfied 25 24.8 

Highly Dissatisfied 9 8.9 

Total 101 100.0 

Source: Primary data 
Table-20- Preferred mode for attending online classes in future 

Options Frequency Percentage 

Online 4 4.0 
Class room teaching 64 63.4 
Both 33 32.7 
Total 101 100.0 

Source: Primary data 

Hypothesis: 1 
Ho: there is no significant relationship between the respondents’ area of residing and missing 

of online classes due to network issues. 
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To test the relationship between the respondents’ area of residing and missing of online 

classes due to network issues, a Chi- square test has been conducted. And the results are 

shown in the following table. 

Table -21- Chi- Square test results 
Chi-Square Test 

 Value df Asymp. Sig.  
Pearson Chi-Square 7.173 2 .028 
N of Valid Cases 101   

Source: SPSS   

It is observed from the above chi square test that, at 5% level of significance with 2 degrees 

of freedom, the ‘p’ i.e. Sig. value is lesser than 0.05. Therefore the null hypothesis should be 

rejected. Which means that, there a significant relationship between the respondents’ area of 

residing and missing of online classes due to network issues. 

Hypothesis: 2 

Ho: There is no significant relationship between time spent to attend online classes per day 

and health issues faced by the respondents by attending online classes. 

To test the relationship between the time spent to attend online classes per day and health 

issues faced by the respondents by attending online classes, a Chi- square test has been 

conducted. And the results are shown in the following table. 

Table -22- Chi- Square test results 
Chi-Square Test 

 Value df Asymp. Sig.  
Pearson Chi-Square 5.899 4 .207 
N of Valid Cases 101   

Source: SPSS  
It is observed from the above chi square test results that, at 5% level of significance with 4 

degrees of freedom, the ‘p’ i.e. Sig. (0.207) value is greater than 0.05. Therefore the null 

hypothesis should be accepted. This means that there is no significant relationship between 

the time spent to attend online classes per day and health issues faced by the respondents by 

attending online classes. 

Table -23- Preferred mode of attending classes in future by UG and PG students 
 Online Class room 

teaching 
Both Total 

U.G. (All semesters) 2 27 15 44 
P.G. (All semesters) 2 37 18 57 
Total 4 64 33 101 

    Source: SPSS  
From the above table it is observed that, majority (27) of UG students and P.G. (37) 

preferring classroom teaching in future. Over all it is concluded that majority of UG and PG 

students preferring traditional classroom teaching.  
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Findings: 
 From the data analysis it is observed that, out of101 respondents, a highest percentage 

(59.4 %) of respondents belong to the age group of 19 years -21 years, a highest 

percentage (74.3%) of respondents are female. It is also observed that majority of the 

respondents i.e. 57 respondents are PG students. 

 It is found that, 73 (72.3%) respondents residing in urban area and rest are residing in 

rural areas. Majority (50.5%) of respondents are using mobile data for attending online 

classes and out of 101 respondents, 76 are using mobile phones for attending online 

classes. 

 It is observed that, of 101 respondents 44 mentioned that they used to spend less than 2 

hour of time on mobile before starting these online classes per day. But after 

commencement of online classes, it is found from the respondents that, 31 (30.7%) have 

used mobile for 2 hours and 24 respondents mentioned that they used mobile for 3 hours 

to attend online classes. This means that over all 55 respondents are using mobile phone 

for 2 hours and 3 hours to attend online classes per day. It’s concluded that, mobile usage 

has increased due to introduction of online classes.  

 Of 101 respondents, 42 respondents mentioned that rarely are they missing online classes 

due to network issues and very much close to this i.e. 41 respondents said that frequently 

they are missing online classes due to network issues. Majority (62.4%) of the 

respondents mentioned that theory subjects are convenient for online classes, 42 

respondents mentioned that they are having problem in attending online classes because 

they are habituated to class room teaching and 23 students expressed that poor network 

connection and external disturbances are the problems faced while attending online 

classes. Majority i.e.77 respondents mentioned that they are having health issued during 

online classes, of these 77 respondents 

 Majority (50.64%) of the respondents expressed that they are having eye related problems 

like Eye sight, pain, tears, from eyes etc..) and some of them (25.97%) mentioned the 

problem of headache as a result of online classes. Majority (69.3%) of them said that the 

usage of mobile has increased due to online classes., a highest number (41) of them have 

agreed that the content was delivered by the teacher was effective, this is followed by 40 

respondents who are neutral about the efficiency of the content delivered by the teacher 

and 5 respondents strongly disagreed on this statement, 36 respondents expressed neutral 

opinion on efficient utilization of online tool by the teacher. 
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 Only 10 respondents have strongly agreed that the online classes were effectively though 

there were network issues, 36 respondents agreed that online classes saved time and 

money on transportation to college and 25 respondents have strongly agreed and same 

number of respondents are neutral on this statement.  

 Of the 101 respondents, 43 have strongly agreed that it is difficult to attend online classes 

by rural students. And 56 students strongly agreed to the statement that Due to network 

and money problems many students in rural areas missed online classes, 35 students 

strongly agreed to the statement that students had to spend additional money to buy extra 

mobile data and for high speed of network only 2 respondents have strongly disagreed on 

this statement. 

 Out of 101 respondents, only 5 respondents have strongly agreed on this statement and 26 

respondents have strongly disagreed on the statement of online classes were more 

efficient than class room teaching. This means that students are not satisfied with online 

classes and are comfortable with classroom teaching. And 38 respondents are neutral on 

the statement that theory subjects were taught efficiently and 37 respondents are agreed to 

this statement. So, it is observed that all most same number of respondents (i.e. around 

40) is neutral on the statements regarding efficiency in teaching the practical and theory 

papers.   

 It is observed from the analysis on the overall satisfaction of respondents towards online 

classes that, only 2 respondents are highly satisfied with online classes and 25 

respondents are dissatisfied with the online classes. At the end majority (63.4%) of the 

respondents have preferred for class room teaching than online classes. 

 The result of  Chi- square test applied to study the relationship between the respondents’ 

area of residing and missing of online classes due to network issues reveals that there a 

significant relationship between the respondents’ area of residing and missing of online 

classes due to network issues.  

 The result of Chi- square test applied to study the relationship between the time spent to 

attend online classes per day and health issues faced by the respondents by attending 

online classes revealed that there is no significant relationship between the time spent to 

attend online classes per day and health issues faced by the respondents by attending 

online classes. 
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Conclusion: 

Education is one of the important parts for the growth of a country and it’s a backbone of 

every country. Due to the outbreak of covid-19 not only all most all the countries in the world 

closed all educational institutions without any certainty of reopening considering the safety of 

and health of students. The government and educational institutions have chosen online 

platform as an alternative to continue the learning of the students. Teachers are contributing 

their level best to provide efficient and effective way of teaching. As we all know about the 

benefits of online learning but there are certain aspects which are hindering the learning 

process of students. Therefore the present study has thrown light on the perceptions and 

satisfaction levels of students on the effectiveness of online classes, problems faced and their 

satisfaction levels on online classes. From the analysis it is concluded that the usage of the 

mobile has increased by students due to online classes, majority of the respondents are having 

health issues related to eye during online classes, majority of the respondents expressed that 

they are facing eye related health issues during online classes and rural students  are having 

problem in attending online classes and only 5% respondents have strongly agreed that online 

classes were more effective than class room teaching, at the same time  around 26% of 

respondents have strongly disagreed on the statement of  online classes were more efficient 

than class room teaching. This shows a mixed opinion from students on effectiveness of 

online classes. Only 2% of respondents are highly satisfied with online classes and around 

32% of them were satisfied with online classes and at the end it is concluded that majority of 

the respondents are preferring class room teaching than online classes.  

Suggestions:  

 From the study it can be suggested that the educational institutions should not completely 

dependent on online mode of teaching in future because it is not affordable by rural 

students to buy a smart phone or/ and laptop and can’t recharge for extra data as well in 

rural areas there are lot of network connectivity issues.  

 It is also suggested that colleges can take the aid of online classes along with class room 

teaching as continuous usage of mobile or laptop for attending online classes leads to 

health issues. 

 As it is observed from the analysis that only 23.8% of respondents mentioned that they 

are comfortable in attending theory as well practical subjects and majority are 

comfortable in attending theory subjects. This shows that students are not comfortable in 

attending practical problems. It is suggested that class room teaching is better for 

understanding the practical papers. 
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 As class room teaching is a conventional method and has been followed since years so, 

students and teachers are habituated to that and both of them are having problem in 

adoption of online teaching. It is suggested that colleges and schools should have 

teaching and learning process in the combination of online and class room teaching in 

future. 

 Class room environment by sharing the thoughts and ideas with peer group will help the 

students a lot in learning as well physical and one to one attention of the teacher on the 

students is needed a lot. So it’s suggested that combination of online and class room 

teaching and learning helps in building a good relationship between teacher and student. 
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ABSTRACT

Life Insurance is a social security tool. It provides the much needed security when the income of
the head of the family ceases owing to the unexpected risk, the family is protected to the extent of
insurance coverage. Life Insurance Corporation of India (LIC) is the India’s largest Life Insurance
Company. LIC has acquired monopoly power in the solicitation and sale of Life Insurance Policies in
India. LIC the capital intensive business provides the most important financial instrument to customers
aimed at protection as well as long term savings. The Corporation reaches out to people through the
main traditional route of the agency model for the selling processes of the numerous complex need-
based products. The agents help in marketing its policies by spreading the message of life insurance
among the masses. In this connection, a study is carried on to know the Policy holder’s satisfaction with
regard to services rendered by LIC agents, because 85-90 percent of the insurance policies are being
issued by the insurance agents. Customer Satisfaction is the first step to achieve Consumer Loyalty. For
this research, primary data was collected from the various policy holders of Life Insurance Corporation of
India using a structured questionnaire and the data has been analyzed by ANOVA and percentage
method using SPSS package 21.0.
_______________________________________________________________________________________

Keywords: Policy Holder’s Satisfaction, Life Insurance Corporation (LIC), Insurance Agents.
_______________________________________________________________________________________

Introduction
The purpose of insurance as a method of transferring risk is to provide economic protection

against the losses that may be incurred due to uncertain predicaments caused by disability, death of an
earning family member or economic losses. The events that cause losses may or may not occur during
the operative time of the contract of insurance. People, therefore, opt for life insurance purely for the
reason of uncertainties in life. Life Insurance gives the insured a kind of peace of mind as he is assured
of making up the loss in the event of such uncertainties in life.
Review of Literature

Vijay Kumar (2012), Vijay Kumar in his Ph.D. Thesis, “A Contemporary Study of factors
influencing Urban and Rural consumers for buying different Life Insurance policies in Haryana” made an
in-depth study of factors influencing buyer behaviour for buying life insurance policies in Haryana. The
study concluded that the insurance agent was the most influential factor for selecting the life insurance
policy among rural and urban policy holders.

Athma.P and Kumar. R (2007), in the research paper titled “an explorative study of life
insurance purchase decision making influence of product and non-product factors”. The empirical based
study conducted on 200 sample size comprising of both rural and urban market. The various product and
non-product related factors have been identified and their impact on life insurance purchase decision-
making has been analysed. Based on the survey analysis, urban market is more influenced with product
based factors like risk coverage, tax benefits, return etc. whereas rural population is influenced with non-
product related factors such as: credibility of agent, company’s reputation, trust, customer services.
Company’s goodwill and money back guarantee attract many people for life insurance.
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Amit Kumar Chakrabaraty (2006), In his study entitled “The Efficiency of LIC during the post-
Liberalization and Globalization Period: A case study of West Bengal” argues that the service of agents
such as timely information about the premium due, assistance in payment of renewal premium, response
to customer problem and guidance to clients request influence the satisfaction of customers and also in
procuring business.

Pathak et al (2003), in this article “Increasing competitiveness through marketing - A case study
of Life Insurance Corporation of India” discussed the competitive strategies along with strengths and
weaknesses adopted by LIC of India. The author carried a SWOT analysis of LIC and General insurance
market to formulate new marketing strategies. The study was conducted through a survey with an open
ended interview of hundred policy holders of LIC of India. The purpose was to prepare new and efficient
marketing strategies, increase the market share and improve customer satisfaction by proving quality
services. The results showed that the insurance companies are spending a lot of money on promoting
the products and there is no budgetary allocation for R&D of products which could help in creating
innovative, cost effective products which satisfy the needs of the customers. The study recommended,
research and development in insurance products, their services, profitability at both ends that is insurer
and insured, apart from intermediaries should be given importance.

Ragunath and Joseph Shields (2001), made a research on “Introduction of e-CRM in the
Indian Insurance Sector”. The study focused on the reaction of the agents and customers to the
introduction of e-CRM call centres and internet products in the insurance sector. The findings of the study
revealed that general insurance agents preferred telephone and e-mail interaction, while life insurance
agents preferred personal interaction though they expressed their willingness to be part of the network for
setting up a database for their customers.

Malliga, R. (2000), in her study, the author examined the association between socio economic
status, Personality Traits of the Agents and the Performance in Tirunelveli, Tuticorin and Kanyakumari
districts. Further, the impact of marketing strategies and attitude of agents towards the organization and
their performance is studied with a sample of 100 respondents. The results of the data showed that
performance of agents in terms of number of policies, the sum assured and the total commission
received was found to be dependent on the socio-economic status.
Need for the Study

The review of literature revealed that most of the research works on life insurance business in
India have concentrated on buyer and seller perceptions on life insurance products, service quality,
customer satisfaction in life insurance industry, and distribution channels of life insurance sector. Though
some research has been done on services rendered by LIC of India and its Agents to the policyholders and
their satisfaction towards the company and agents, due to changing perceptions, requirements and
expectations of the policyholders and introduction of various innovative methods for providing services to
the policyholders by the life insurance companies it is felt to conduct a survey to know how far policy holders
are still preferring services from agents and their satisfaction towards the services rendered by the agents.
Objectives of the Study
 To study the policyholder’s perception towards services rendered by LIC of India through its

agents.
 To study the factors influencing consumers in selecting a policy from LIC of India.
 To study the policyholder’s satisfaction towards Life Insurance Corporation of India.
Hypotheses
H0: There is no significant difference in the satisfaction level of policy holders with regards to the

factors considered for taking life insurance policy and number of policies taken.
H0: There is no significant difference in the opinions of policy holders on the aspects related to the

services of life insurance agent and the value of policy.
Research Methodology

The data for the study is collected from primary as well as secondary sources. Secondary data
is collected from reports of IRDAI, IRDAI handbook on Indian Insurance Statistics, online journals on
related issues. A structured questionnaire is constructed to collect the primary data from a sample of 100
life insurance policyholders of LIC residing in Hyderabad and Secunderabad cities using convenience
sampling method. The data is analyzed by applying One way ANOVA, Percentage method using MS-
Excel and SPSS 21.0.
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Data Analysis
Table 1: Demographic Profile of the Respondents

Demographic profile No. of respondents Percentage
Age
Up to 25 years 26 26%
25 years - 35 years 33 33%
35 years - 45 years 23 23%
Above 45 years 18 18%
Total 100 100%
Gender
Male 57 57%
Female 43 43%
Total 100 100%
Educational Qualifications
Illiterate 12 12.0%
Upto SSC 21 21.0%
Intermediate 9 9.0%
Graduation 26 26.0%
Post graduate 32 32.0%
Total 100 100.0%
Employment
Govt. employee 5 5%
Private Employee 49 49%
Self Employed 22 22%
Retired 2 2%
Student 12 12%
Others 10 10%
Total 100 100%
Monthly Income
no income 21 21%
Below Rs.40,000 61 61%
Rs.40,000 - Rs.60,000 12 12%
Rs.60,000 - Rs.80,000 3 3%
Rs.80,000 - Rs.1,00,000 1 1%
Rs.1,00,000 or above 2 2%
Total 100 100%

Source: Primary data
Table 2: Number of Policies with Gender Classification

Variable Options Gender Total
Male Female

Number of policies

1 33 34 67
2 16 6 22
3 3 3 6

4 & Above 5 0 5
Total 57 43 100

Source: Primary data
It is observed that majority (67) of the respondents is having only one Insurance policy of which

34 are female respondents and 33 are male respondents.
Table 3: Value of the Policy taken and Annual Premium Paid

Value of Policy Frequency Percentage (%)
Rs.1,00,000 42 42%
Rs.1,00,000 – Rs.2,00,000 12 12%
Rs.2,00,000 – Rs.5,00,000 19 19%
Rs.5,00,000 – Rs.10,00,000 9 9%
Rs.10,00,000 & above 18 18%
Total 100 100%
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Premium Amount
Below Rs.10,000 50 50%
Rs.10,000 - Rs.15,000 21 21%
Rs.15,000 - Rs.20,000 3 3%
Rs.20,000 & above 26 26%
Total 100 100%

Source: Primary data

Table 4: Reasons for Investing in Life Insurance Policy
Reason No. of responses Percentage (%)

Safety of Investment 51 51%
Tax Benefits 22 22%
High Returns 4 4%
Savings 57 57%
Life coverage 32 32%
Others 1 1%
Total responses 167 100%

Source: Primary data

Highest percentage of the respondents (57%) is choosing life insurance for the sake of savings
this is followed by safety of investment (51%).

Table 5: Type of Policy taken
Type of Life Insurance Policy Number of responses Percentage (%)

Whole Life Policy 21 21%
Term Life Insurance Policy 39 39%
Endowment Policy 46 46%
Money Back Policy 32 32%
Pension Plan Policy 3 3%
Unit Linked Insurance Policy 1 1%
Total responses 142
Total no.of respondents 100 100%

Source: Primary data

Policy holder’s opinion on purchasing number of policies based on various factor
To test the significant difference in the opinion of policy holders with regards to the factors

considered for taking life insurance policy and number of policies taken, a one way ANOVA test is
conducted at 5% level of significance with (1,99) degrees of freedom. This test is applied to determine
whether there is any significant difference in the means of satisfaction level of policy holders with regards
to the factors considered for taking life insurance policy and number of policies taken.
H0: There is no significant difference in the opinion of policy holders with regards to the factors

considered for taking life insurance policy and number of policies taken.
Table 6: Summary of One way ANOVA

N Mean Standard
Deviation

Df F Sig. H0

Premium 100 4.23 .777 99 1.949 .127 Accept
Policy Term 100 4.05 .925 99 2.315 .081 Accept
Interests 100 3.72 .911 99 2.100 .105 Accept
Pre & post Services 100 3.86 .899 99 .923 .433 Accept
Accessibility 100 3.86 .943 99 1.511 .217 Accept
Company Image 100 4.45 .833 99 1.488 .223 Accept
Security 100 4.51 .745 99 1.843 .145 Accept
Tax Benefits 100 4.13 .825 99 4.601 .005 Reject

Source: SPSS 21.0

From the One way ANOVA results, it is observed that there is no significant difference in the
opinion of policy holders with respect to factors considered for taking life insurance policy and the number
of policies taken. As the Sig. (p) values are greater than 0.05, the null hypothesis is accepted for all the
factors except for tax benefits. With respect to tax benefits, it is observed that there is a significant
difference in the opinion of policy holders about taking number of policies, where the Sig. (p) value is less
than 0.05. Therefore null hypothesis is rejected. This means that tax benefits are considered by
policyholders for taking more than one policies.
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Table 7: Selection of Agent
Options Number of responses Percentage (%)

Know him personally 61 61.0%
Through Friends/relatives 27 27.0%
Met him at LIC Office 5 5.0%
Company employee introduced the agent 5 5.0%
Others 2 2.0%

Total 100 100.0%
Source: Primary data

Services Provided by LIC Agent and Value of the Policy
To test the significant difference in the opinions of policy holders with respect to  services of life

insurance agent and the value of policy taken, a one way ANOVA test is conducted at 5% level of
Significance with (1,99) degrees of freedom. This test is applied to know that whether there is any
significant relationship between the services rendered by the agent with the value of policy taken by life
insurance policy holder.
H0: There is no significant difference in the opinions of policy holders on the aspects related to the

services of life insurance agent and the value of policy.
Table 8: Summary of One way ANOVA

Variable N Mean Standard
Deviation

df F Sig. H0

V1: Polite before and after taking policy 100 4.40 .876 99 2.042 .095 Accept
V2: Easily available on time 100 4.23 .952 99 2.615 .040 Reject
V3: Updates about policy terms and
conditions

100 4.12 1.047 99 1.983 .103 Accept

V4: Collects premium personally 100 3.92 1.245 99 .418 .796 Accept
V5: Compares his/her company’s policy 100 3.92 1.089 99 1.126 .349 Accept
V6: Reveals all relevant facts 100 4.16 .992 99 .520 .721 Accept
V7: Has good knowledge of various policies 100 4.18 1.029 99 .496 .739 Accept
V8: Clarifies doubts 100 4.16 1.061 99 1.036 .393 Accept
V9: Gives prior intimation 100 4.03 1.150 99 .822 .514 Accept
V10: Assists in getting policy loan 100 3.67 1.280 99 1.201 .316 Accept
V11: Helps in renewal of lapsed policy 100 3.94 1.135 99 .721 .580 Accept
V12: Helps in settlement of policy in time 100 3.92 1.169 99 1.504 .207 Accept

Source: SPSS 21.0

From the one way ANOVA results, it is observed that there is no significant difference in the
opinions of policy holders on above mentioned aspects related to services of insurance agent and the
value of policy taken. As the Sig. (p) values are greater than 0.05 null hypothesis (H0) is accepted.

But with respect to availability of agent easily on time (V2), the value of Sig. (p) is 0.040 which is
less than 0.05. Therefore, the null hypothesis is rejected.

Table 9: Policy holder’s opinion about agent’s explanation on terms and conditions of policy
Response Frequency Percentage (%)

No 11 11%
Yes 89 89%

Total 100 100%
Source: Primary data

Table 10: Satisfaction with services rendered by the LIC Agent
Response Gender

Male Percentage Female Percentage
No 7 12% 7 16%
Yes 50 88% 36 84%

Total 57 100% 43 100%
Source: Primary data
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Out of 100 respondents who took policy from LIC agent, majority are male respondents and
88% of the male respondents mentioned that they are satisfied with the services rendered by LIC agent.
84% of the female respondents mentioned that they are satisfied with the services rendered by LIC
agent. 12% of the male respondents and 16% of female respondents mentioned that they are not
satisfied with the services rendered by LIC agent.

Table 11: Reasons for dissatisfaction about the services of LIC Agent

Reason
Responses

Number of
respondents

Percentage
(%)

Does not explain terms and conditions 9 29.0%
Does not explain why company's policy is better than others 3 9.7%
Does not advice wisely 7 22.6%
Does not inform about renewal date 5 16.1%
Does not deliver the receipts in time 7 22.6%

Total 31 100.0%
Source: Primary data

Table 12: Employment wise satisfaction with life insurance policies of LIC of India
Employment Satisfaction with Insurance policies of LIC of India Total

Highly Satisfactory Satisfactory Neutral Dissatisfactory
Govt. employee 2 3 0 0 5
Private Employee 8 37 3 1 49
Self Employed 9 10 3 0 22
Retired 0 1 1 0 2
Student 1 6 5 0 12
Others 1 9 0 0 10

Total 21 66 12 1 100
Source: Primary data

It is clear that majority i.e. 66% of respondents are satisfied with the insurance policies of LIC of
India. Out of satisfied respondents 37 respondents are private employees only.

Table 13: Policy holder’s opinion to suggest others to take the policy from LIC of India
Options Frequency Percentage (%)

Yes 88 88%
No 12 12%

Total 100 100.0
Source: Primary data

An overwhelming percentage of (88%) respondent’s opinion is to suggest others to take a policy
from LIC of India as they are happy with the services provided by LIC of India.
Findings, Conclusion and Suggestions

The findings from policy holder’s perception on services rendered by LIC agents are presented
below.
 It is found from the demographic profile of the respondents that, out of 100 respondents nearly

33% of the respondents are in the middle age group of 35 years to 45 years.
 Out of 100 respondents 57% of the respondents are male respondents, 32% of the respondents

are post graduates, 49% of the respondents are private employees and majority of the
respondents fall under the income group of below Rs.40,000 monthly income.

 It is observed that majority (67) respondents are having only one Insurance policy out of which
34 are female respondents and 33 are male respondents.

 Highest percent (42%) of the respondents hold policy worth Rs.1,00,000 and pay an annual
premium amount of Rs.10,000. 34.1% of the respondents expressed that Savings is the main
reason for which they have taken life insurance policy

 Highest (40.7%) percentage of the respondents has taken policy because of the influence of
Family members and 34.3% of them mentioned that LIC agent has influenced them to take
policy. 32.4% of the respondents have taken Endowment policy and 27.5% of them have taken
Term Life Insurance policy.
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 46% of respondents who took Endowment policy have mentioned Savings as the main reason
for taking the policy. 39% of respondents who invested in Term life Insurance policy,
respondents who purchased Money Back policy and 21% of respondents who took Whole Life
policy respectively have mentioned that Savings is the main reason for taking a LIC policy.

 Out of 100 policy holders who took policy from agents, majority (61%) of them expressed that
they personally know the life insurance agent.

 Majority (89%) of the respondents expressed that they were fully and clearly informed about the
terms and conditions of policy by the agent.

 Out of 100 respondents who took policy from agent, majority are male respondents and 88% of
the male respondents and 84% of female respondents mentioned that they are satisfied with the
services rendered by LIC agent.

 14 members out of 100 respondents, who took policy from Agent, have mentioned that they are
not satisfied with the services rendered by the agents and expressed that their agent does not
explain terms and conditions.

Conclusion
It is concluded that company need to develop the products keeping in view the requirement of

prospective life insurance policy holders. Majority of the respondents expressed that Savings was the
main reason for taking a Life Insurance Policy. Majority of the respondents have taken the insurance
policy from Agents and they were fully and clearly explained about the policy terms and conditions.   It is
observed that, whatever is the value of the policy, opinion of respondents on the aspects related to
services of agents is same. It is concluded from the one way ANOVA results that agents offer better
services if the respondents take more number of policies.

By charging affordable premium, creating trust, maintaining transparency in policy related
matters while offering it and efficient services after the sale of the policy with prompt actions on the
quarries and complaints raised by policy holders will help the life insurance company to sustain and grow
in the highly competitive environment.
Suggestions
 The saving and investment awareness is very less in the young age of below 25 years and

female. So Life Insurance Corporation of India should design and launch projects suitable to
these groups and increase the awareness as well as investment.

 It is suggested to all the life insurance companies that they have come out with new strategies
to educate and bring awareness among the public as insurance is not only an investment for
getting tax benefits but it is also a risk mitigating mechanism. It helps the individual to frame a
good career for their children. They can help their retirement life without any financial obstacles.

 Life insurance companies have to motivate the policy holders to go online for taking policy,
payment of premium and for other insurance related activities. This reduces the cost of
operations in terms of reduction in number of agents, branch offices, and number of employees
in branches. With this the life insurance companies can charge less premium on the policies
which will help the lower middle class population to go for life insurance.

 Unit Linked life insurance policy is the least preferred policy by the respondents, this is because
they are market linked policies, so the insurers who are offering ULIP’s need to educate the
prospective investor on the advantages of having that policy to increase its sales.

 It is suggested that while offering the policy to the prospective investor the intermediary need to
explain about various policies offered by the company, terms and conditions of the product to be
offered and it should be compared with the policies of rival companies so that the investor will
take proper decision about selecting the policy.

 Majority of the policy holders of LIC expressed that their agent does not explain terms and
conditions of different policies, does not advice wisely and does not deliver the receipts in time
as the main reasons for their dissatisfaction about agent’s services. It is suggested that the
insurer should instruct the agent to be careful with regards to explaining terms and conditions,
comparing the present policy with other policies while offering it and after the sale of the policy
the agent should update about new policies offered by the company, premium due information
and renewal related information to their respective policy holders.
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 It is suggested to the policy holders that they should read the policy terms and conditions
thoroughly before taking the policy. They should have a clarity on which type of policy they are
taking, the benefits of the policy, provision of making any changes in various aspects related to
policy and premium and after sales services offered by the company.

References
 Amit Kumar Chakrabaraty (2006),“The Efficiency of LIC during the post- Liberalization and

Globalization Period: A case study of West Bengal”. Business Perspectives, 8(2), July-
December.

 Athma, P. and Kumar, R. (2007) “an explorative study of life insurance purchase decision
making: influence of product and non-product factors”, infai journal risk & insurance, vol. Iv,
October 2007, pg. No 19-21.

 Pathak and Singh (2003), “Increasing Competitiveness in Marketing – A Case study of Life
Insurance Corporation of India”, The alternative Journal of Management Studies and Research,
Vol.2, No.5, May, pg. 35-40.

 Ragunath, S and Joseph Shields (2001). Introduction of e-CRM in the Indian Insurance Sector,
The Bankers, June, pp. 494-504.

 Malliga, R., “Marketing of LIC Policies - A Study on Agents of Tirunelveli Division”, Indian
Journal of Marketing, Vol. XXX, No. 8-10, August- October 2000, P. 6-9.

 Vijay Kumar “A Contemporary Study of factors influencing Urban and Rural consumers for
buying different Life Insurance policies in Haryana”, 2012.

 http://www.businessdictionary.com/definition/insurance.html.
 http://www.investorwords.com/2510/insurance.html.
 www.IRDAI.gov.in
 www.ezinearticles.com.
 http://en.m.wikipedia.org
 www.licindiaagent.com
 http://www.businessdictionary.com/definition/insurancecompany.html
 http://hubpages.com/hub/Importance-of-insurance.






 

IMPACT OF ADVERTISEMENTS ON THE BUYING BEHAVIOR OF 

CONSUMERS – AN EMPIRICAL STUDY 

Dr. H.Radhika* 

Associate Professor, Department of Commerce (M.Com), Badruka College of Commerce and 

Arts,  Kachiguda, Hyderabad,  Affiliated to Osmania University, Telangana, Ph.no:9948486101 

radhikabadruka@gmail.com 

ABSTRACT: 

Advertising is a form of communication of information used to help sell products and services by 

various business organizations. Typically it communicates a message including the name of the 

product or service and how that product or service potentially benefits the consumer. However, 

Advertising does typically attempt to induce potential consumers to purchase or to consume 

more of a particular brand of product or service. For increasing the sale of their product 

companies are taking film stars, cricket stars, in their advertisements of their products which are 

again very costly. Marketers using the power of celebrity in influencing buyer’s purchase 

decision. In Indian scenario it is proved that advertisements plays important role in influencing 

the buying decision of consumers. Earlier television, print media and radio etc.. are few 

resources used by companies to promote and sell their products but due to introduction of 

various social media networking sites, applications and electronic gadgets companies are using 

these sources to the optimum extent to influence the prospective customers with less expenditure. 

So presently there are number of sources through which the product and services information can 

reach the public. Therefore, the present study concentrates on various Medias used by companies 

for promoting their products, how far these advertisements are influencing the consumers 

towards buying decision and switching from one brand to other brand etc..  
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Introduction: 

We all know that advertising is a way of communication of information related to a product or 

service conveyed through various media to viewers. This helps in taking purchasing decision by 

the consumers.   It is usually a paid form of exposure or promotion by some sponsor that reaches 

through various traditional media such as television, news paper, radio advertisement, magazine 

e-mail, outdoor advertising or modern media such as blogs, websites, and text messages. Due to 

introduction of social media and other technological developments in the economy companies 

got many ways to promote their products and services to the end users to motivate them to buy 

the product. 

Review of literature:  

 Nidhi Kotwal, 2008: in her article “Impact of T.V Advertisements on Buying Pattern of 

Adolescent Girls” found that adolescents are highly attracted towards the TV commercial. As 

well teenage girls also influenced by the TV commercials and they tend to buy the products 

which by watching advertisements in TVs. So it is understood that mass media has the 

greater impact on the advertisements. Organizations are catching this opportunity and getting 

into the market with creative content which attracts the teenage girls as well as boys to 

purchase the products. 
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 Samar Fatima , Samreen Lodhi, 2015 : conducted  research on “ Impact of Advertisement on 

Buying Behaviours of the consumers - Study of Cosmetic Industry in Karachi City” , to study 

the impact of awareness and perception of consumers on the buying behavior 200  young 

male or female who use different brands of cosmetics. Correlation and regression analysis 

were used to identify the relationship between these variables. It is found that  advertisements 

play important role in creating awareness among the people but they are failed to build strong 

perceptions in the mind of consumers. The study concluded that both the variables will 

motivate the consumer to buy a certain product, as there is a positive relationship present in 

between them.  

 Maheshwari, Seth & Gupta, 2016: in the article “An empirical approach to consumer buying 

behaviour in Indian automobile sector", it was concluded that advertisement effectiveness 

positively influences consumer buying behaviour. 

 Tashrifa Haider, DhakaShadman Shakib, 2017: in their article on “A Study on the Influences 

of Advertisement on Consumer Buying Behavior”, to study the impact of advertisement on 

consumer buying behaviou four independent variables such as Entertainment in 

Advertisement, Familiarity of Advertisement, Social Imaging in Advertisement and 

Advertisement Spending were considered. The study concluded that there is positive impact 

of all the variables on consumer buying behaviour. It is observed that among the four 

independent variables, Familiarity and Entertainment have the most significant impact on the 

buying behavior of the consumers.  
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 R. Sunderaraj, 2018: in his article “Impact of Advertisement on Buying Behaviour of 

Consumers In Sivakasi”. It is found that there is no relationship between age of the 

respondents and level of impact of advertisement and there is no relationship between 

income and satisfaction with advertised product at the time of using. 

Need of the study: 

Advertisement being a medium of communication of a product and services of a particular 

company provides information about the features and various aspects of a product and 

service. Due to technological development and availability of number of modes of 

promotion, companies are using them to the maximum extent to advertise their product. 

Earlier companies had very few ways to advertise their product like TV, Radio, news Papers, 

pamphlets, hoardings etc.., but now due to technological advancement social media 

networking sites, various mobile apps, youtube ,instagram, and other online selling apps etc..  

consumers are able to come to know about various products and services. Therefore, the 

present study has been taken up to through light on the attitude of the consumers towards 

buying the product and the impact of advertisement on the buying behavior of the customers.  

     Objectives of the Study: 

• To understand the respondents general attitude towards advertising. 

• To know the impact of advertising on consumers’ buying behaviour. 

• To study the mode of advertisement which have more impact on the consumer buying 

behavior.  
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Research Methodology: 

The study has been carried out using primary sources and secondary sources such as a 

structured questionnaire is prepared and administered among 100 respondents of Hyderabad 

by using convenience sampling techniques and websites and online journals have been used 

for collecting relevant data related to the study respectively. The primary data has been 

analysed using simple percentages.   

Data Analysis: 
Table-1 Demographic profile of the respondents 

Gender Respondents Percentage 

Male 50 50% 

Female 50 50% 

Total respondents 100 100% 

Age Respondents Percentage 

16Yrs-21Yrs 28 28% 

21Yrs-26Yrs 26 26% 

26Yrs-31Yrs 21 21% 

ABOVE 31Yrs 25 25% 

TOTAL 100 100% 

Education Respondents Percentage 

SSC 7 7% 

Inter 9 9% 

Degree 47 47% 

Others (professional study 

and business men) 

37 37% 

TOTAL 100 100% 

Occupation Respondents Percentages 

Student 38 38% 

Employee 40 40% 

Business 12 12% 

Home maker 10 10% 

TOTAL 100 100% 

Source: Primary data 
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Table 2: Monthly Income 

Monthly income 

 

No. of respondents 

 

Percentage (%) 

 

Less than Rs.10000 35 35% 

Rs.10000-Rs.15000 17 17% 

Rs.15000-Rs.20000 12 12% 

Above Rs. 20000 37 37% 

Total 100 100% 

Source: Primary data 

Table 3: Advertisement affect on respondents 

 

 

 

Source: Primary data 

Table 4: Forms of advertisement that creates greater impact on respondents 

Source: Primary data 

Table 5: Media that get respondents’ attention 

Source: Primary data 

Table 6: Time span of impact of advertisement on respondents 

Options  No. of respondents Percentage (%) 

Few hours 32 32% 

One day 23 23% 

One week 15 15% 

More than a month 30 30% 

Total 100 100% 

Source: Primary data 

 

 

options No. of respondents Percentage (%) 

Recall 5 5% 

Positive impression 38 38% 

Interest 17 17% 

Desire to purchase 40 40% 

Total 100 100% 

Options  No. of respondents Percentage (%) 

Printed words 6 6% 

Visual ad 66 66% 

Moving action oriented 23 23% 

Any other 5 5% 

Total 100 100% 

Options  No. of respondents Percentage (%) 

Print 5 5% 

Radio 6 6% 

TV 74 74% 

Word of mouth 15 15% 

Total 100 100% 
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Table 7: Respondents opinion on trying a new brand based on advertisement 

Options  No. of respondents Percentage (%) 

Yes 75 75% 

No 25 25% 

Total 100 100% 

Source: Primary data 

Table 8: Purchase of product after watching the advertisement 

Options  No. of respondents Percentage (%) 

Always 16 16% 

Most of the time 28 28% 

Sometimes 52 52% 

Never 4 4% 

Total 100 100% 

Source: Primary data 

Table 9: Importance given to advertisement for taking buying decision  

Options  No. of respondents Percentage (%) 

Yes 97 97% 

No 3 3% 

Total 100 100% 

Source: Primary data 

Table 10: Respondents’ opinion on finding radio advertisements attractive 

Options  No. of respondents Percentage (%) 

Yes 56 56% 

No 44 44% 

Total 100 100% 

Source: Primary data 

Table 11: Respondents attention to online advertisements 

Options  No. of respondents Percentage (%) 

Yes 31 31% 

No 12 12% 

Sometimes 57 57% 

TOTAL 100 100% 

Source: Primary data 

 

 

Table 12: Respondents’ opinion on advertisements providing the information they needed 

Options  No. of respondents Percentage (%) 

Yes 33 33% 

No 4 4% 

Sometimes 63 63% 

Total 100 100% 

Source: Primary data 
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Table 13: Respondents belief in their favourite actor/actress in an advertisement 

Options  No. of respondents Percentage (%) 

Yes 33 33% 

No 67 67% 

Total 100 100% 

Source: Primary data 

Table 14: category of the advertisements mostly liked by respondents 

Options  No. of respondents Percentage (%) 

Food products 31 31% 

Automobiles 24 24% 

Cosmetics and jewellery 31 31% 

Others (games, toys etc.) 14 14% 

Total 100 100% 

Source: Primary data 

Table 15: Response on changing their preferences towards a product by just seeing their 

favourite celebrity in advertisements 

Options  No. of respondents Percentage (%) 

Yes 27 27% 

No 73 73% 

Total 100 100% 

Source: Primary data 

Table 16: Consumers can often become victims to advertising through the purchase of 

unnecessary items 

Options  No. of respondents Percentage (%) 

Agree 45 45% 

Disagree 16 16% 

Not sure 39 39% 

Total 100 100% 

Source: Primary data 

Findings: 

 It is found that 28% of the respondents belong to the age group of 16-21 years and 21% 

of the respondents belong to 26-31 years age group. Of 100 respondents, 50% of the 

respondents are male and 50% of respondents are female and 47% of respondents are 

degree holders and 7% are SSC. 
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 Out of 100 respondents, 40% of the respondents are employees and 10% of the 

respondents are home makers. 37% of the respondents are earning above Rs.20000/- per 

month and 17% of the respondents earn Rs. 10000/- Rs.15000/- per month. And 40% of 

the respondents are desired to purchase after watching advertisement and 5% of the 

respondents recall the product after the advertisement affect. 

 66% of respondents expressed that visual ad creates a greater impact on buying behavior. 

And a highest percentage (74%) of the respondents mentioned that televisions grab the 

attention of customers and 5% of respondent said that they get attracted to print media.  

32% of the respondents expressed that impact of advertisement last for few hours for and 

15% of the respondents said the impact of the advertisement lasts for one week.  

 It is found that 75% of the respondents agreed that advertisement urge them to try a new 

brand and 97% of the respondents agreed that advertisement is important to get an idea 

about the product. 

 Of the 100 respondents, 56% of the respondents agreed that radio advertisements are 

attractive and 44% of the respondents did not agreed.  81% of the respondents agreed that 

advertisements influence their shopping trend. It is found that 57% of the respondents 

said that only sometimes they pay attention to online advertisements and 12% of the 

respondents do not pay attention to online advertisements. 

 It is found that 63% of the respondents said that sometimes advertisements provide the 

information they needed and 67% of the respondents said that they believe their favourite 

actor/actress in an advertisement and 33% do not believe.  
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 It is found that 31% of the respondents like cosmetics and jewellery related 

advertisements and 14% of the respondents like other advertisements related to games, 

toys etc…It is found that 51% of respondents cannot judge the quality of a product and 

49% of the respondents can judge the quality of a product with advertisement. 

 It is found that 27% of respondents can change their preference of a product by just 

seeing their favourite celebrity in advertisement and 73% of the respondents did not agree 

to it. Out of 100 respondents, 45% of the respondents agreed that consumers can often 

become victims of the advertising and 39% are not sure about the statement. 

 It is found that 79% of the respondents purchased the products after watching the 

advertisement. 

Conclusion: 

 Though advertisement is a major influential factor in purchasing decision but at the same 

time not all consumers get influenced any type of advertisement they think and do research 

about the product and take a purchase decision. It is observed from the study that most of 

them don’t get influenced if the products are endorsed by their favourite celebrities but a few 

of them do get influenced and some of them did not give importance to advertisements. 

Though various new modes of advertisements are available in the present digitalized scenario 

still most of the respondents preferred medium is television and most of them get influenced 

through television.  

Suggestions: 

1. Advertisement should be made with keeping the determinants of effectiveness in mind. 

Advertisement should be made according to the product and its suitability with different age 

groups.  
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2. Majority of the respondents (73%) expressed that they don’t  change their preferences 

towards a product by just seeing their favourite celebrity in advertisements. Therefore it is 

suggested that the companies not only should concentrate on by whom the product to be 

promoted but need to equally concentrate on the quality and requirements of the customers 

while producing it. 

3. It is observed from the study that information provided in the advertisement has more 

influence on consumer’s perception about the product. So, it is the responsibility of the 

company to provide right information of product to the respondents. 

4. Advertisements with moving image are more effective than advertisement with still image 

which is proved from this study that majority of the respondents get influenced with the 

advertisements showed in TVs. So, it is suggested to the companies to make use of other 

modes of advertisements in an innovative way so that customers get attracted or influenced 

towards the product. 

5. As the cost of advertisement is included in the selling price of the product. So it is suggested 

to the company that investment in advertisement should be made with great care of media of 

advertisement and type of advertisement. 
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