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Abstract

In the present scenario, no one is away from the fast blowing wind of online advertising or more clearly stated as new media advertising. The
objective of the paper is to analyse the effect of new media advertisement and the consumer buying bebaviour. Simple random sampling is employed
in the quantitative research methodology. Data was acquired by questionnaire sent among new media users. A 5-point Likert scale was used to
evalnate the guestionnaire's suitably designed questions. The sample size chosen is 360 in total. In order to evaluate the impact of the new media
advertisement on consumers, different variables have been determined such as, attention grabbing, entertainment, credibility, creative
characteristics, emotional appeal. The results of the analysis indicate that the new media advertisements bave the greatest impact on consumers’'
purchasing decisions among all available options. The author hopes to provide insightful analysis of the new media advertisement by relating these
findings to pertinent theories from the theoretical frameworfk.
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INTRODUCTION

Right from searching educational institutes to hunting for a job, from watching a movie to selecting a restaurant
for dinner, advertisements influence our decisions. Advertising is the most commonly used tool of promotion
and is considered to be one of the most important elements of the marketing mix. Advertising is the most
influential element of all marketing strategies (Behboudi et al 2012; Petrescu, 2018). It is the most effective way
to attract potential customers towards a product or services. However, advertising has been criticized to be a
wastage of funds which leads to unnecessary burden on customers in terms of higher cost per product because
the per unit cost of advertising is added to the cost of the product. But one cannot completely ignore the role
played by advertising as a primary tool of promotion.

Having a good product alone does not ensure that it would sell. Companies need to master the art of selling it
as well (Lyngbo, 2012; PSFK & Gurevich, 2015). The aim of advertising is to grab the attention of the audience
and deliberately create a need or a desire for a product (Edelman, 2014). With the changing pace of businesses,
the conventional methods of advertising are becoming ineffective and newer, more effective, methods of
spreading news are being followed. Most of the latest advertising methods are related to web technologies.

LITERATURE REVIEW

34 percent of a product's total cost is linked to advertising costs. This is crucial since marketers strive for strong
top-of-mind recall when using commercials (Singh, 2012). As a result, advertising play a crucial role in marketing
strategies, particularly in business-to-consumer settings (Kotler, Keller, Koshy, and Jha 2009). With the advent
of new media, customer communication tools and strategies have undergone significant change. As a result,
businesses must learn how to use new media in a way that is consistent with their business plan (Mangold and
Faulds 2099). These platforms are being used by people to communicate with one another and by well-known
tirms to promote their goods. Social networking websites have allowed for the virtualization of real-world social
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activity. Real-time messaging has made it possible for people to communicate and exchange information. As a
result, businesses view social media platforms as essential resources for dominating the online market (Ebrahim,
2020). new media and social networking sites are frequently used interchangeably. Social media, on the other
hand, is distinct because it enables users to connect by creating personal information profiles and granting
friends and co-workers access to those profiles (Kaplan and Haenlein 2010). Social media is therefore the setting
in which social networking occurs and has changed how customers obtain information and make purchasing
decisions (Holly Paquette 2013). According to Wang & Yu (2015), reviews of a service or product might be
good or negative, which influences the consumert's decision to buy. In new media, word-of-mouth has a
significant influence on consumets' purchasing intentions. In order to spread information about the goods or
services on social networking sites, word of mouth is therefore highly helpful. One of the most crucial
marketing factors, according to the survey, is word-of-mouth advertising. Additionally, a framework model that
heavily relies on word-of-mouth advertising was created in accordance with this study. Our argument is that, at
least from a marketing perspective, understanding the current state of new media lies more in what users do on
these platforms than the technologies or services offered by these platforms, even though the rise (and fall) of
various types of new media platforms has been important for understanding the new media landscape (Appel,
G 2020). New media advertising's impact on consumers' attitudes and behaviour because it tempts a customer
to buy your stuff; this will also help them remember it. Advertising on new media has long been a potent tool
for gaining the attention of consumers.

NEW MEDIA ADVERTISEMENT AND PURCHASE INTENTION

In recent years, new media has recognised as a significant and crucial marketing component that influences the
success of a product, service, or business (Hawkins and Vel, 2013). Durkin (2013). Consumers use the Internet
as a medium primarily for three reasons: information, entertainment, and social features (Heinonen, 2011).
Consumer purchase behavior is the totality of a consumer's market behavior, preferences, intents, and decisions
while purchasing a product or service. Consumer behavior research is important because we are all customers,
whether we know it or not. The marketing proclivity of consumer behavior has been significant in the marketing
production philosophy. Some issues emerge in marketing, and as marketers, we must pay attention to them and
provide appropriate responses. One of the questions is, "What is the goal of customer behavior?" Keeping in
mind that a marketer must also study consumer behavior to recognize our consumers' requirements and
demands and take suitable action to meet their needs and wants. In this study, we hope to explain our ideas on
consumer behavior considering prior research. Consumer behavior is a relatively recent topic in marketing. The
number of studies on consumer behaviour has significantly increased in the last few years. Consumer behavior
includes the mental, emotional, and physical behaviours that individuals participate in while selecting, acquiring,
utilising, and disposing of things and services that fulfil their wants and desires (Kotler, 1999).

OBJECTIVES

The objectives of the study are as-

To examine the buying behavior of consumers of new media advertisement.

To examine the different factors effects the buying decision of new media users via social media advertisement.

HYPOTHESIS

H1- Attention grabbing factor of the new media advertising has positive influence on purchase intention of
consumers.

H2-Entertainment factor of the new media advertising has positive influence on purchase intention of
consumers.

H3- Credibility factor of the new media advertising has positive influence on purchase intention of consumers.

H4- Creative characteristic factor of the new media advertising has positive influence on purchase intention of
consumers.
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H5- Emotional appeal factor of the new media advertising has positive influence on purchase intention of
consumers.

QUESTIONNAIRE DESIGN AND DATA COLLECTION

Based on the literature review, a questionnaire of 30 questions has been designed. The questionnaire is divided
into two parts; the first part consists of very basic demographic questions and the second part having questions
dealing with independent and dependent variables. A 5-point Likert scale was used to evaluate the propetly
framed survey questions, with 1 denoting strong disagreement, 2 denoting disagreement, 3 denoting neutrality,
4 denoting agreement, and 5 denoting strong agreement.

PILOT STUDY

A pilot study has been carried out to confirm the validity and viability of the investigation. A Google form was
used to distribute a survey that had 30 questions and received responses from about 52 people. The data analysis
for this study makes use of the statistical programme SPSS. For the pilot study, reliability and validity tests were
conducted. Values for Cronbach's Alpha, and factor loading have been calculated.

RESEARCH METHODOLOGY

A thorough analysis of the earlier studies that had been published led to the creation of a questionnaire. The
questionnaire was used to conduct the survey. The study has a total sample size of 359 respondents, all of
whom use new media. SPSS was applied to the exploratory factor analysis. Structural equation modelling was
employed for evaluating the constructs.

CONCEPTUAL FRAMEWORK

DATA ANALYSIS
DEMOGRAPHIC ANALYSIS
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DEMOGRAPHIC ANALYSIS
Table-1
Gender
Frequency Percent Valid Percent Cumulative Percent
Valid Female 135 37.7 377 37.7
Male 223 62.3 62.3 100.0
Total 358 100.0 100.0
|Area of residence
Rural 21 5.9 5.9 5.9
Valid Utrban 187 522 522 58.1
Semi urban 150 419 41.9 100.0
Total 358 100.0 100.0
|Age
18-25 years 53 14.8 14.8 14.8
|Valid 25-35 years 5 14 14 16.2
36-45 yeats 106 29.6 29.6 45.8
46 above 194 54.2 54.2 100.0
Total 358 100.0 100.0
Education level
Primary Education 5 1.4 1.4 1.4
High School 31 8.7 8.7 10.1
|Valid Diploma 27 7.5 7.5 17.6
Undergraduate 128 35.8 35.8 53.4
Postgraduate 167 46.6 46.6 100.0
Total 358 100.0 100.0
[Profession
Student 48 13.4 13.4 13.4
Service 107 29.9 29.9 43.3
Business 59 16.5 16.5 59.8
Valid Professional 48 13.4 13.4 73.2
Self- Employed 25 7.0 7.0 80.2
House Wife 42 11.7 11.7 91.9
Retired 12 3.4 3.4 95.3
Others(please specify) 17 4.7 4.7 100.0
Total 358 100.0 100.0
Income level
5000-15000 82 229 22.9 229
Valid 16000-50000 58 16.2 16.2 39.1
51000-85000 70 19.6 19.6 58.7
86000-225000 80 22.3 223 81.0
226000-200000 14 3.9 3.9 84.9
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201000-onwards 54 15.1 15.1 100.0
Total 358 100.0, 100.0
CORRELATION ANALYSIS

To explore the relationships between continuous variables (e.g., Average time spent on New media vs. The
content of new media ads is interesting, the content of new media ads is easy and enjoyable, the content of new
media advertising makes me feel happy).

Table-2

To explore the relationships between continuous variables (e.g., Average time spent on New media vs. The
content of new media ads is interesting, the content of new media ads is easy and enjoyable, the content of new
media advertising makes me feel happy).

Correlation Heatmap

Time Spent on Social Media 1.000 . 0.076

Content is Interesting .000

- 0.6

Content is Easy and Enjoyable . 1.000

- 04

Content Makes Me Feel Happy 0.076 b 1.000

Content is Interesting -

Time Spent on Social Media
Content is Easy and Enjoyable -
Content Makes Me Feel Happy

The Figure 1 depicts several noteworthy correlations between consumers’ behaviors and perceptions regarding
new media advertising content. Firstly, there exists a positive correlation (correlation coefficient = 0.136, p =
0.010) between the average time spent on new media per day and the level of interest expressed in new media
ad content. This suggests that as the time spent engaging with new media platforms increases, there is a slight
inclination for consumers to exhibit greater interest in the content of new media advertisements. Furthermore,
a similar positive correlation (correlation coefficient = 0.136, p = 0.010) is observed between finding the content
of new media ads interesting and the time invested in consuming new media. This implies that consumers who
allocate more time to new media tend to find the content of ads within these platforms more interesting. In
addition, there is positive correlation (correlation coefficient = 0.602, p < 0.001) exists between perceiving new
media ads as easy and enjoyable, and the level of interest in their content. Consumers who perceive new media
ads in this manner are more likely to demonstrate a heightened interest in the content of these ads. Similarly, a
positive correlation (correlation coefficient = 0.480, p < 0.001) is identified between experiencing happiness in
response to new media ad content and the level of interest in these ads. Consumers who derive a sense of
happiness from the content of new media advertisements are more inclined to display a greater interest in their
content.

These correlation outcomes underscore a significant trend: consumers who allocate more time to new media
consumption and perceive new media ad content as interesting, easy, and enjoyable, are more likely to
demonstrate a heightened interest in the content of these ads. Furthermore, the experience of positive emotions
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in response to new media ad content is associated with increased interest in the ads. These insights emphasize
the pivotal role of engaging and emotionally resonant ad content in the realm of new media marketing strategies.

MULTIPLE REGRESSION ANALYSIS ON ADVERTISEMENT PREFERENCE
VARIABLES

To understand how the various advertisement preference variables (independent variables) collectively affect
the overall satisfaction with new media advertisements' content (dependent variable).

Dependent Variable: Overall satisfaction with new media advertisements' content.

Independent Variables: Entertainment factor, Credibility, Attention Grabbing, Creativity Characteristic &
Emotional Appeal.

RESULTS
Table-3
Model Summary
Model R R Square Adjusted R Square Std. Error of the Estimate
1 469 220 133 715

The Model Summary table provides information about the performance and goodness of fit of the regression
model.

The correlation coefficient (R) is 0.469, indicating a moderate positive correlation between the independent
variables and the dependent variable. This means that there is a relationship between the predictors
(Entertainment factor, Credibility, Attention Grabbing, Creativity Characteristic & Emotional Appeal) and the
outcome variable (Overall satisfaction). Since the correlation coefficient (R) is positive, it indicates that as the
values of the independent variables increase, the values of the dependent variable also tend to increase.

The coefficient of determination (R?) is 0.220, which means that approximately 22.0% of the variance in the
dependent variable can be explained by the independent variables in the model. This indicates that the
predictors collectively account for a moderate proportion of the variability in the outcome.

This is a modification of R Square that adjusts for the number of predictors in the model. It provides a better
estimate of the model's goodness of fit. Here, it's 0.133. The Std. Deviation depicts the measute of the accuracy
of the predictions. In this case, it's 0.715, indicating that the model's predictions have an average etror of about
0.715 units. The R Square value of 0.22 suggests that the model accounts for about 22% of the variability in
overall satisfaction.

Table-4
ANOVA=
Model Sum of Squares df Mean Square F Sig.
1 Regtession 23.201 18 1.289 2.519 .001
Residual 82.376 161 512
Total 105.578 179

The overall interpretation of the ANOVA table suggests that the regression model (f=2.519) is statistically
significant in explaining the variation in the dependent variable. The predictors included in the model
collectively have a significant effect on the overall satisfaction with new media advertisements.

Table-5
Coefficients?
Unstandardized Standardized
Coefficients Coefficients
Model B | Std.Error Beta t Sig.
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1 | (Constant) 1.263 440 2.870 .005
/Ads with controversial content are .148 .060 .336 2.47 .007
more effective
/Ads with attractive offers 162 .062 .368 2.613 .004
/Ads with lasting effect 175 .062 204 2.823 012
Ads with information about peer 159 .060 215 2.642 .009

behaviors

The length of the message 135 .067 214 2.015 016
Ads with the price of the product 247 .057 278 4.331 .001
/Ads stands out from its .189 .083 218 2.277 .018
competitors.

/Ads with original ideas .166 .093 187 1.955 .047
Text based ads 201 .085 208 2.36 .009
Ads with information about 171 .083 113 2.060 047
products.
Ads with Creative characteristics 251 .081 0247 3.098 .006
/Ads with implementation of new 174 .078 153 2.230 .005
technologies

video based ads 170 .066 144 2.578 .039
ads with strong emotional 251 .068 279 3.691 .009
appeals more than rationally

appealing

emotional appeal as a necessary 187 .078 204 2.397 .013
prerequisite for advertisement

emotionally appealing ad more 194 077 183 2.519 024
effectively persuades

Entertainment choices of an ad 214 073 189 2.932 .046
/Ads with implementation of new .206 .066 .260 3.108 .002
technologies

a. Dependent Variable: Overall, people are satisfied with new media advertisements content.

Table 5 shows the coefficients for each predictor in the regression model. The coefficients obtained from the
regression analysis reveal significant determinants of consumers’ satisfaction with new media advertisements.
Notably, variables with t-values indicating statistical significance (t= 2.870) and p-values less than 0.05 (p <
0.005) demonstrate substantial influences on consumers’ satisfaction level.
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Ads featuring controversial content (t = 2.47, p = 0.007) and those presenting attractive offers (t = 2.613, p =
0.004) exerted a positive influence on satisfaction. Similarly, advertisements designed for a lasting effect (t =
2.823, p = 0.012), conveying information about peer behaviors (t = 2.642, p = 0.009), and employing a longer
message (t = 2.015, p = 0.016) were associated with heightened levels of satisfaction.

Furthermore, the inclusion of product pricing information (t = 4.331, p = 0.001) and the creation of ads that
distinguish themselves from competitors (t = 2.277, p = 0.018) demonstrated a positive correlation with
satisfaction.

Originality in ad content (t = 1.955, p = 0.047) and utilization of text-based content (t = 2.36, p = 0.009) were
identified as further factors contributing to elevated satisfaction levels.

Moreover, advertisements furnishing detailed product information (t = 2.060, p = 0.047) and those
characterized by creative features (t = 3.098, p = 0.000) exhibited a positive association with satisfaction.
Incorporating entertainment elements such as color, sounds, music, or graphics also played a substantial role
in augmenting engagement and satisfaction with ads (t = 2.230, p = 0.005). Furthermore, the integration of
new technologies into ads (t = 2.578, p = 0.039) and the utilization of video content (t = 3.691, p = 0.009) were
positively associated with heightened satisfaction levels.

Finally, ads with strong emotional appeals more than rationally appealing (t = 2.397, p = 0.013), as well as
emotional appeal as necessary perquisite for advertisement (t = 2.519, p = 0.024), and emotionally appealing
ads more effectively pursuits (t = 2.932, p = 0.040) identified as further contributors to heightened satisfaction.

Ads incorporating entertainment characteristics (t = 3.108, p = 0.002) exhibited a robust association with
clevated levels of satisfaction.

These findings offer valuable insights into the diverse array of factors influencing consumers' satisfaction with
new media advertisements, thereby contributing to the informed creation of more effective and gratifying
advertising content in the future.

ANOVA
Table-6
ANOVA
Sum of Squares df Mean Square F Sig.
Ads with controversial content Between Groups 14.993 5 2.999 2.868 .015
are more effective
Within Groups 368.079 352 1.046
Total 383.073 357
Ads with information about ~ Between Groups 15.776 5 3.155 3.081 .010
peer behaviors
Within Groups 360.517 352 1.024
Total 376.293 357
content of an ad Between Groups 12.170 5 2.434 2.371 .039
Within Groups 361.285 352 1.026
Total 373.455 357
engagement with brand posts  Between Groups 9.969 5 1.994 2.319 .043
made on weekdays or
Within Groups 302.682 352 .860
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Total 312.651 357
The content of advertising and Between Groups 9.369 5 1.874 2.354 .040
feeling of happiness

Within Groups 280.162 352 796

Total 289.531 357

Table 6 of ANOVA results shed light on the influence of specific attributes within new media advertising on
viewer engagement and emotional response. For instance, the presence of controversial content significantly
impacts viewer engagement (F(5, 352) = 2.868, p = 0.015), suggesting that controversial elements contribute
to heightened engagement.

Similarly, advertisements incorporating information about peer behaviors exhibit a noteworthy effect on
engagement (F(5, 352) = 3.081, p = 0.010), indicating that social cues play a significant role in capturing viewer
attention. Additionally, mentioning the price of a product in an ad proves to be a motivating factor for further
exploration (F(5, 352) = 2.371, p = 0.039), undetlining the importance of transparent pricing information.

Furthermore, the timing of brand posts also emerges as a relevant factor, with higher engagement observed on
weekdays compared to weekends (F(5, 352) = 2.319, p = 0.043). Finally, the emotional impact of advertising
content is demonstrated by a significant effect on viewer happiness (F(5, 352) = 2.354, p = 0.040), emphasizing
the importance of evoking positive emotions through ad content.

The ANOVA results provide valuable insights into the distinct elements that contribute to viewer engagement
and emotional response in the sphere of new media advertising.

RESULTS AND DISCUSSION

The results indicate that the Purchase Intention of Consumers is positively influenced by attention grabbing
factor of the new media advertising (H1). Posting on new media can fetch the attention of people which may
lead to purchase. The "attention-grabbing factot" in new media advertising influences customers' intentions to
make purchases in a favourable way. Consumers are more likely to be favourably impacted and inclined to buy
when commercials in new media platforms successfully attract and hold the audience's attention.The result
supports that the Purchase Intention of Consumers is positively influenced by entertainment factor of the new
media advertising (H2).Consumers' intents to make purchases are positively impacted by the "entertainment
factor" in new media advertising. In other words, customers ate more likely to be positively affected and
motivated to make a purchase when marketing on new media platforms are entertaining and engaging.
Traditional or boring advertising typically fail to captute the audience's attention as successfully as entertaining
ones do. The output of the data analysis clearly describes the Purchase Intention of Consumers is positively
influenced by credibility factor of the new media advertising(H3). Consumers' intents to make purchases can
be significantly influenced positively by the credibility factor of new media advertising. Consumers are more
likely to be favourably influenced and motivated to make a purchase when they believe that an advertisement
is credible and trustworthy. Advertising that is credible promotes consumer trust in the brand. Consumers are
more likely to view a product or service as reliable when they believe the brand's claims and message. The
analysis of data reflects the Purchase Intention of Consumers is positively influenced by the creative
characteristic component in the new media advertising(H4). The creative quality component of new media
advertising may significantly increase consumers' intents to make purchases. Ads on new media platforms have
the power to engage audiences, elicit favourable feelings, and create an enduring impression when they are
creatively developed and implemented. In an ocean of content on new media platforms, creative advertisements
are more likely to stand out, grabbing the attention of customers and stimulate their interest. As the results
suggest that the Purchase Intention of Consumers is positively influenced by emotional appeal factor of the
new media advertising campaign(H5). Consumers' purchasing intentions can be significantly and favourably
influenced by the emotional appeal component of new media advertising campaigns. A deeper connection is
made, feelings ate evoked, and consumers' decision-making is influenced when advertisements appeal to their

INTERNATIONAL JOURNAL OF RELIGION 837




New Media Advertisement and Subsequent Effects on Purchase Intention of Consumers: An Empirical S tudy

emotions. Consumers' attention is drawn and their personal interests are aroused via emotional appeal. As a
result of more emotional content being passed along, liked, and commented on, it receives greater visibility. It's
critical that brands use emotional appeal in an authentic way that is consistent with their brand values.
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