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Abstract 

Online advertising is one of the most effective ways 

for businesses of all sizes to expand their reach, find 

new customers, and diversify their revenue streams. 

With so many options available – from PPC and paid 
social to online display advertising and in-app ads – 

online advertising can be intimidating to 

newcomers, but it doesn’t have to be. Online 

advertising have helped thousands of businesses 

grow by leveraging the power of paid search and 

paid social advertising. The purpose of this paper is 

to investigate beliefs and attitudes toward Web 

advertising with reference to Social Media 

Advertising among Indian consumers, and influence 

attitudes toward Web advertising on purchase 

intention. A quantitative, non-experimental, and 
descriptive-analytic survey design was used in this 

study. Data were collected from students of three 

colleges in Hyderabad Dist. A total of 100 

questionnaires provided usable data and were 

analyzed using AMOS.  Finding suggests that 

Product information, hedonic, social role, and 

irritation were significant predictors of ATWA. 

ATWA were found to be a significant positive 

predictor of consumer’s Web advertising behavior 

and purchase intention. The paper extended the 

current body of knowledge on Web advertising by 

investigating on Social Advertising. It has been 
conducted based on Faraz Saadeghvaziri et al.’s 

(2013) work along with Social Media advertising. 

  

Keywords Advertising, Attitude, Consumer 

behavior, Web advertising 

 

Introduction 

 

Advertising is a vital as well as powerful media for 

communiqué among people and furthermore it is 

considered as important marketing tool for 
promoting as well as selling the goods, services, 

images as well as ideas through a mixture of 

channels of information along with persuasion. 

The primary motive of it is to convince the 

customers to buy the products and services. Mainly 

the advertisements contain both the information as 

well as persuasion. It acts several roles like 

communication, public-relation, information 

sharing and persuasion in the marketing process of 

the organisation. 

Internet is a decentralized, internationally operating 

network of computers that share a communication 

protocol which facilitates the exchange of 
information” (Janoschka, 2004). The power of 

internet as a medium of communication becomes 

conspicuous in light of the fact that there are in 

excess of 2.4 billion internet users across the globe 

(Avendus, 2013). 

In India presently about 500 million people on the 

internet today and in the next three to four years, 

another 300-400 million people will join in. Of this, 

300 million active internet users reside in Urban 

India, while there are 200 million active users in 

Rural India. Kantar, 2019 reports that women today 

comprise 42% of total internet users. 

Currently, the advertising expenditure on 

the digital advertising formats is led by social 

media (29%) followed by search (25%), display 

(21%) and video (20%). Digital Video is expected 

to have the fastest growth, with CAGR of 37% that 

will touch ₹ 5,545 crore by 2021. 

 

According to American Advertising 

Association, Online advertising also seeks to 

disseminate information in order to affect a buyer-

seller transaction. Online advertising differs from 

other mediums by enabling consumers to directly 

interact with the advertisement. A consumer can 

click with his or her mouse on the ad for more 

information, or take the next step and purchase the 

product in the same online session. 

Online advertising can also be said as web 

advertising or internet advertising which is the form 

of marketing. The main audiences for these 

advertisements are those who surf and use internet 

for their needs. 

Public attitudes, as an important concept in 

advertising, have been a focus of attention for a long 
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time and play an important role in effectiveness of 

ads(Saadeghvaziri and Hosseini, 2011;Mehta, 

2000).Consumers’ beliefs and attitudes toward 

advertising are important indicators of advertising 

effectiveness (Mehta, 2000). 

 

Based on the Pollay and Mittal’s (1993) model, 

Wolin et al. (2002) showed that some belief factors 

(i.e. product information, hedonic, social role, and 

image) are positively related to attitudes toward 

Web and other belief factors (i.e. materialism, 

falsity/no sense, and value corruption) are 

negatively related to ATWA. Moreover, their results 

indicated that ATWA influences reported behavior 

toward Web ads and consumer’s demographic 

factors (i.e. age, education, and income) are 

negatively related to their reported behavior toward 

Web ads. 

 

Among belief factors, product information, as the 

most important issue, refers to the informing role of 

ads about products which leads to better decision 

making for customers (Wang and Sun, 2010). 

Information has also been found to be positively 

related with attitude toward internet advertising 

(Ducoffe, 1996; Schlosser et al., 1999). 

 

Social role and image reflects that ads influence 

individual life style and the extent to which an 

individual seeks to present him self or herself in a 

socially acceptable manner. Web userslearn about 

new life style, image, and trend through Eeb ads 

(Pollay and Mittal, 1993;Burns, 2003; Ball and 

Tasaki, 1992). 

 

Hedonic/pleasure indicates that ads can be 

entertaining, sentimental, expressive, and exciting 

(Pollay and Mittal, 1993). Feelings of people about 

enjoyment of ads play significant role in forming 

their general attitudes toward ads (Saadeghvaziri 

andSeyedjavadain, 2011). 

Good for economy indicates that ads increase our 

life standards, resulting in full employment, intense 

competition among companies and declining 

average product cost (Pollay and Mittal, 1993). 

 

Falsity reflects the belief that advertising can be seen 

as purposefully misleading or as deceitful and 

confusing (Pollay and Mittal, 1993).Web 

advertising may promises consumers magical results 

from the product they are selling ,thereby fuelling 

the falsity factor (Wolin et al., 2002). 

Materialism points to the fact that the purpose of ads 

would influence society in order to encourage them 

to use variety of goods more than their needs as well 

as looking for finding new commercial goods and 

services just for the sake of pleasure. Advertising 

has been criticized for promoting materialism, 

insecurity, and greed in the society. It creates needs 

and desire that consumers may never recognize 

(Wang and Sun, 2010). 

 

Value corruption reflects this viewpoint that the 

content of advertising can form consumers’ values 

(Wu et al., 2008). In other words, Web ads have the 

power to corrupt the consumers’ value (Wolin et al., 

2002). In the last decade, the concerns about the 

impact of advertising on children have risen 

significantly (Hudson et al., 2008). 

 

Tactics that advertisers use when competing for 

consumers’ attention can be annoyingto the 

audiences. Bauer and Greyser (1968) found the main 

reasons consumers criticize advertising relates to 

irritation it causes. Also, James and Kover (1992) 

stated that thereare negative relationship between 

irritation and attitude toward ads. 

 

Attitude is one of the most essential issues in 

advertising effectiveness. The previous studies have 

showed that attitude toward ads has positive 

relationship with purchase (see Mehta and Sivadas, 

1995; Mehta, 2000). Attitude toward advertisements 

directly affects the consumers’ attitudes toward 

brands and then purchase intention (Suh and Yi, 

2006). Advertising industry researchers, as well as 

academic researchers, has mentioned the effects of 

attitudes toward ads on effectiveness of ads and 

consumers’ behavioral variables (Dutta-Bergman, 

2006; Bush et al., 1999; Campbell and 

Wright,2008). 

 

Therefore, conceptualizing the above disparate 

standpoints, this paper was developed with 

following two objectives: 

 

1. To examine the influence of product 

information belief factor on ATWA. 

2. To examine the impact of social role and 

image belief factor on ATWA. 

3. To examine the influence of product 

information belief factor on ATWA. 

4. To examine the impact of social role and 

image belief factor will on ATWA. 
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5. To examine the influence of 

hedonic/pleasure belief factor on ATWA.. 

6. To examine the influence of falsity belief 

factor on ATWA. 

7. To examine the impact of materialism 

belief factor on ATWA. 

8. To examine the effect of value corruption 

belief factor on ATWA. 

9. To examine the influence of irritation belief 

factor on ATWA. 

 

Based on the hypotheses, Figure 1 shows the 

structural equation model underlying the study. As 

shown, the eight belief factors are: Product 

information (Prodinfo), Social role and image 

(Socrole), Hedonic/pleasure (Hedonic), Good for 

the economy (Good eco),Falsity/no sense (Falsity), 

Materialism (Material), Value corruption 

(Valcorup), and Irritation (Irritat) form Consumers’ 

ATWA. Also, there are positive relationships 

between ATWA and reported Web advertising 

behavior and purchase intention. 

 

Web advertising consists of different forms such as 

e-mails, pop-up messages, Web sites, and banner ads 

(Strauss and Frost, 2001). In 1994, for the first time 

the usage of banner ads on internet commenced, and 

therefore a new way of advertising emerged (Lohtia 

et al., 2007). Banners are the small graphical images 

that presented in different dimensions and are linked 

to Web sites.  

 

Review of Literature 

Patrick van Esch et al (2018) In an online 

shopping environment, the human touch and 

personal contact between consumers and retailers 

has been lost. Consumers often leave the online 

transaction due to a lack of trust. Therefore, bloggers 

can be replacements for the missing “salesperson” in 

online Interactions Companies can use bloggers as 

the mediating person to reach their intended 

audiences, bridging the gap between the company 

and consumers. Overall, the results of this study 

confirmed but also extend previous studies on blogs’ 

advertising, suggesting that human interaction 

through bloggers may be a key to successfully 

reaching the targeted consumers.online marketer 

should focus on the advertising frequency when 

employing static banner advertisement and 

emotional advertising appeal campaigns, while 

focusing on reach and not frequency when 

considering pop-up banner advertisement or rational 

advertising appeals, as repeating such advertising 

beyond the users’ threshold could have adverse 

attitudinal and social consequences 

 

Jianjun Zhu et al (2017) online consumer reviews 

have earned their position of influence and will 

continue to enrich our diversified marketplace. 

Indeed, the social media is transforming firms’ 

internal processes and those of the established 

communication institution. 

 

Ying Wang, et al  (2009) Attitudes toward online 

advertising ATOA in the unique Chinese 

environment and provide useful implications for 

global marketers. In particular, results showed that 

ATOA did have an influence on consumers’ 

behavioral responses. Therefore, a general positive 

ATOA among Chinese consumers is critical in 

improving the effectiveness of online advertising, in 

order to cultivate such an attitude, advertisers need 

to aggressively position online advertising as an 

information provider and a contributor to economic 

prosperity, and not limit effect of online advertising 

to distorting social values. 

 

Scott (2010) With the emergence of the 

Internet, Internet-based electronic commerce 

developed and this environment provide individuals 

to reach information about products and services 

easily. Moreover, the commercial organizations 

moved to incorporate the WWW into their 

promotional campaigns, and by offering the facility 

of online purchasing and such in many ways 

innovations 'online shopping' has become a part of 

our lives.  

Understanding the audience is the key factor in 

online marketing. Web content should be built 

according to the needs of the audience, which will 

then efficiently drive them towards the purchasing 

process. Good online content reflects the company’s 

passion towards the industry and strengthens the 

branding process of your company as the market 

leader. Online marketing is meant to be the 

beginning of a relationship with potential customers  

 

Wright et al., (2008) says that it is no secret in 

businesses' main goal is to sale and sale is provided 

for other party, consumers. Therefore, for 

commercial activities, and since there is no face to 

face interaction in online businesses, it becomes 

more important to understand key features of 

consumer behavior.  
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Nazir, et al.,(2012) indicates the importance of the 

relationship between the marketing strategy and the 

behavior of consumer. 

 

Chang, et al. (2004) studied on categorization of 

variables which drive online shopping activity. 

According to their study, features are divided into 

three main categories. First one is perceived 

characteristics of the web sale channel which 

include risk, advantage, service quality, online 

shopping experience, trust; second set is product 

characteristics and web site which are risk reduction 

measures, web site features & product 

characteristics; and the last category clarified by 

authors is consumer characteristics. Consumer 

characteristics are driven by various types of 

features, consumer shopping orientations, 

demographic variables, computer, internet 

knowledge and usage, consumer innovativeness and 

psychological variables. 

 

Hypothesis 

 

H1: The product information belief factor will have 

a positive influence on ATWA. 

H2: The social role and image belief factor will 

have a positive influence on ATWA 

H3: The hedonic/pleasure belief factor will have a 

positive influence on ATWA Irritation 

 

H4: The falsity belief factor will have a negative 

influence on ATWA. 

H5: The materialism belief factor will have a 

negative influence on ATWA. 

H6: The value corruption belief factor will have a 

negative influence on ATWA. 

H7: The irritation belief factor will have a negative 

influence on ATWA. 

H8: Consumers’ ATWA are positively related to 

their purchase intention toward brands advertised in 

Web ads. 

 

 

Research Methodology 

The study seeks to empirically test the beliefs and 

attitudes toward Web advertising with reference to 

Social Media Advertising among Indian consumers, 

and influence of attitudes toward Web advertising 

on purchase intention 

 

Conceptual Frame work 

Product information 

Social role and 

image 

Hedonic/pleasure 

Falsity 

Materialism 

Corruption 

 

 

 

SAMPLING  

Sample size –100 

Sample Unit – Population of this study are the 

respondents from few reputed institutions located in 

and around Uppal and Ghatkesar. The unit of study 

also includes few students regardless of their 

discipline assumed to have opportunities to shop 

online.  

Sampling Technique:   Convenient sample of over 

18 years of age. 

Research Instrument: Chi-square Analysis. 

Statistical Tools: SPSS/ MS Excel. 

Survey instrument:  The first part of questionnaire 

contained demographic characteristics of the 

respondents and device, internet usage, mobile 

application, and mobile software.  The second part a 

structured questionnaire comprising of open and 

close-ended question was used for the collection of 

data. Likert scale has been used as a scaling 

technique in the questionnaire.   

 

Data Analysis 

 

Gender  Frequency Percent 

Male  27 54 

Female  23 46 

Total  50 100 

Age  

Up to 25 years  20 40 

26-35 years  24 48 

36-45 years  3 6 

Above 45 years  3 6 

Total  50 100 

Attitude 

Purhase  

Purchase 

intention 
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Educational qualification  

UG  20 40 

PG  24 48 

Professional  6 12 

Total  50 100 

Monthly Income  

Up to Rs.25,000  20 40 

Rs. 25,001- 35,000  24 48 

Rs. 35,001- 45,000  3 6 

Above Rs.45,000  3 6 

Total  50 100 

   

Occupation 

Government  21 42 

Private  24 48 

Business  5 10 

Total  50 100 

 

 

Hypothesis-1 

 

Product & Attitude 

 

 

 

 

 

 

 

 

 

Hypothesis-2 

Social & Attitude  

 

Chi-Square Tests 

 Value df Asymp. Sig. 

(2-sided) 

Pearson Chi-Square 9.461a 2 .009 

Likelihood Ratio 9.380 2 .009 

Linear-by-Linear 

Association 
.042 1 .838 

N of Valid Cases 100   

a. 0 cells (.0%) have expected count less than 5. 

The minimum expected count is 12.09. 

 

Interpretation 

A Chi-Square test was conducted to describe the 

influence social role and image on ATWA. Which 

it was found there is a positive influence of social 

role and image on ATWA.  

Hypothesis-3 

Pleasure & Attitude 

 

Chi-Square Tests 

 V

al

ue 

d

f 

Asymp. 

Sig. (2-

sided) 

Exact 

Sig. (2-

sided) 

Exact 

Sig. (1-

sided) 

Pearson 

Chi-Square 

35

.4

07
a 

1 .000 

  

Continuity 

Correctionb 

32

.7

95 

1 .000 

  

Likelihood 

Ratio 

36

.6

60 

1 .000 

  

Fisher's 

Exact Test 

   
.000 .000 

Linear-by-

Linear 

Association 

35

.0

53 

1 .000 

  

N of Valid 

Cases 

10

0 

    

 0 cells (.0%) have expected count less than 5. 

The minimum expected count is 11.70. 

Chi-Square Tests 

 

 Value df Asymp. 

Sig. (2-

sided) 

Exact 

Sig. 

(2-

sided) 

Exact 

Sig. 

(1-

sided) 

Pearson 

Chi-Square 
.047a 1 .828 

  

Continuity 

Correctionb 
.000 1 1.000 

  

Likelihood 

Ratio 
.047 1 .828 

  

Fisher's 

Exact Test 

   
.822 .502 

Linear-by-

Linear 

Association 

.047 1 .829 

  

N of Valid 

Cases 
100 
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Interpretation 

A Chi-Square test was conducted to describe the 

influence pleasure on ATWA. Which it was found 

there is a positive influence of pleasure on ATWA.  

 

Hypothesis-4 

Falsity & Attitude 

 

Chi-Square Tests 

 Value df Asymp. Sig. 

(2-sided) 

Pearson Chi-Square 3.693a 2 .158 

Likelihood Ratio 4.250 2 .119 

Linear-by-Linear 

Association 
.584 1 .445 

N of Valid Cases 100   

 cells (16.7%) have expected count less than 5. 

The minimum expected count is 3.51. 

 

 

Interpretation 

A Chi-Square test was conducted to describe the 

influence falsity on ATWA. Which it was found 

there is a negative influence of falsity on ATWA.  

 

Hypothesis-5 

Materialism & Attitude 

 

Chi-Square Tests 

 Va

lue 

d

f 

Asymp. 

Sig. (2-

sided) 

Exact 

Sig. (2-

sided) 

Exact 

Sig. (1-

sided) 

Pearson 

Chi-Square 

.21

6a 
1 .642 

  

Continuity 

Correctionb 

.01

9 
1 .891 

  

Likelihood 

Ratio 

.21

3 
1 .644 

  

Fisher's 

Exact Test 

   
.747 .438 

Linear-by-

Linear 

Association 

.21

4 
1 .643 

  

N of Valid 

Cases 

10

0 

    

1 cells (25.0%) have expected count less than 5. 

The minimum expected count is 4.29. 

Interpretation 

A Chi-Square test was conducted to describe the 

influence materialism on ATWA. Which it was 

found there is a negative influence of materialism on 

ATWA.  

 

Hypothesis-6 

Corruption & Attitude 

 

Chi-Square Tests 

 Value df Asymp. 

Sig. (2-

sided) 

Exact 

Sig. 

(2-

sided) 

Exact 

Sig. 

(1-

sided) 

Pearson 

Chi-Square 
.717a 1 .397 

  

Continuity 

Correctionb 
.391 1 .532 

  

Likelihood 

Ratio 
.711 1 .399 

  

Fisher's 

Exact Test 

   
.507 .265 

Linear-by-

Linear 

Association 

.710 1 .400 

  

N of Valid 

Cases 
100 

    

cells (.0%) have expected count less than 5. The 

minimum expected count is 12.09. 

 

Interpretation 

A Chi-Square test was conducted to describe the 

influence Corruption on ATWA. Which it was 

found there is a negative influence of Corruption on 

ATWA.  

 

Hypothesis-7 

Irritation & Attitude 

 

Chi-Square Tests 

 Value d

f 

Asymp

. Sig. 

(2-

sided) 

Exact 

Sig. 

(2-

sided

) 

Exact 

Sig. 

(1-

sided

) 

Pearson 

Chi-Square 

20.518
a 

1 .000 
  

Continuity 

Correctionb 
18.502 1 .000 

  

Likelihood 

Ratio 
25.530 1 .000 
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Fisher's 

Exact Test 

   
.000 .000 

Linear-by-

Linear 

Associatio

n 

20.313 1 .000 

  

N of Valid 

Cases 
100 

    

0 cells (.0%) have expected count less than 5. The 

minimum expected count is 10.92. 

 

Interpretation 

A Chi-Square test was conducted to describe the 

influence Irritation on ATWA. Which it was found 

there is a negative influence of Irritation on 

ATWA.  

 

Hypothesis-7 

Attitude & Purchase Intention   

 

Chi-Square Tests 

 Value df Asymp. 

Sig. (2-

sided) 

Exact 

Sig. 

(2-

sided) 

Exact 

Sig. 

(1-

sided) 

Pearson 

Chi-Square 
2.664a 1 .103 

  

Continuity 

Correctionb 
1.230 1 .267 

  

Likelihood 

Ratio 
4.060 1 .044 

  

Fisher's 

Exact Test 

   
.154 .133 

Linear-by-

Linear 

Association 

2.637 1 .104 

  

N of Valid 

Cases 
100 

    

 2 cells (50.0%) have expected count less than 5. 

The minimum expected count is 5.56. 

Interpretation 

A Chi-Square test was conducted to describe the 

influence of ATWA on purchase intention. Which 

it was found there is a positive influence of 

ATWA on purchase. 

 

Findings  

From the above study it is found that attribute like 

product information, social role and image, and 

pleasure have positive influence on the consumer 

attitude toward web advertising and falsity, 

corruptions, materialism and irritation have negative 

influence on the consumer attitude toward web 

advertising. As the majority of the consumers in the 

current day scenario are having awareness toward 

the above negative attributes that influence attitude 

toward web advertising the consumer have become 

more cautious. Therefore in total finding of the study 

states that consumer attitude towards the web 

advertising has a positive impact on the purchase 

intention of the product in online  

 

Conclusion  

 Fortunately, you now have a chance thanks to 

online advertising, as it allows you to better position 

and compete alongside larger companies without 

blowing your budget. Online advertising offers 

small businesses numerous benefits from being 

more cost effective than traditional advertising, as 

you have control over the amount you spend on your 

campaign, to offering robust targeting, valuable 

customer insights, more effective return on 

investment and helping to build brand awareness 

and maximise sales potential. Online advertising is 

critical to achieving success in modern business. It 

is indicated that consumers are increasingly using 

the internet to look up information about people and 

businesses before deciding to interact or do business 

with them. In fact, 97% percent of consumers search 

for local businesses on the internet, according to 

search engine giant Google. This means you cannot 

afford to ignore internet advertising, as most of your 

customers are online. Thus the study states that 

consumer attitude towards we advertising has 

significant influence on the buying intention and as 

well as the business organization to improve the 

quality of the advertising through online. 
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