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Abstract- Products Advertisements are crucial in the 

modern era. Advertisements provide some specific 

information about the products, and some advertisements 

also have the capacity to influence customer buying 

behaviour. This study established whether advertisements 

for healthcare products influence the customer's mind and 

motivate them to purchase the product. If yes, then what 

are the main factors that could motivate customers, and 

why? This study demonstrated the influence of 

advertisements for health care products on consumers' 

purchasing decisions. The study elucidated the impact of 

advertisements on consumers' buying behaviour. The 

study also identified the impact of independent variables 

(age, gender, educational background, occupation, and 

income level) on dependent variables, i.e., consumer 

buying behaviour. Data were collected using a well-

formulated questionnaire. Responses from 586 

respondents were collected. Convenience and random 

sampling were employed to collect the data. A five-point 

Likert scale was employed. Cronbach alpha, exploratory 

factor analysis, and one-way ANOVA were used to analyse 

the data. The study identified the elements influencing 

consumer purchasing decisions, proved the impact of 

healthcare product advertisements on customers, and also 

established a relation between independent and dependent 

variables. 

 

Key words - Advertisements, Healthcare Products, Impact, 

Consumer Buying Behaviour, Purchasing Decision. 

 

I. INTRODUCTION 

 

Advertisements are a powerful way to communicate 

with customers and one of the important ways to 

market products and services. Advertisements 

significantly impact both urban and rural customers. 

The mode of advertising may be radio, television, print 

media, the internet, etc. Customers may prefer 

advertisements or may not, but it is tough to avoid 

commercials. Advertisements, whether small or large, 

have the potential to influence customers' purchasing 

decisions. 

Advertisements, according to the American Marketing 

Association, are a paid form of product or service 

presentation that is essential for promotional 

campaigns. 

 

According to John J. Burnett, advertisements are non-

personal communications with the target audience to 

make them aware of the product or services, mostly 

paid and delivered through mass media. 

 

Advertising is an action that aims to attract the 

attention of the target audience. Now, advertisements 

focus on the whole society instead of the target 

audience. Advertisements are an important part of the 

marketing mix, i.e., promotion.  

 

Advertisements are essential for all products, 

including health care products. Advertisements for 

healthcare products attempt to inform customers of the 

product's features and how it is beneficial for their 

health. Advertisements serve to promote the brand, 

create brand awareness, and establish the brand image 

in customers' minds, thereby ensuring a positive 

perception of the manufacturer. Advertisements 

stimulate sales by emphasizing product features and 

target audiences. It also helps to retain the loyalty of 

existing customers. 

  

Healthcare product advertising involves a variety of 

aspects. Some of them are discussed below: 

A Promotional aspect: Advertisements help to 

promote the brand and create brand awareness among 

the customers. 

 

Educational aspect: Advertisements dispel stigma and 

myths, influencing customers to think differently. 

 

From a social perspective, advertisements serve as the 

most effective means of customer-centric 

communication. It helps in social development. 
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Healthcare products have always been in huge 

demand. The producer manufactures the products 

according to the needs of the customers. 

 

Commercial aspect: Advertisements can influence 

customers, divert their minds towards the purchase of 

healthcare products, and help earn revenue. 

 

This study primarily focused on the influence of 

healthcare product advertisements on consumer 

purchasing behavior. This study identified the factors 

that influence customers' perceptions of product 

purchases. This study can be used by future managers 

to understand customers' buying behavior and identify 

factors that influence it. It helps managers prepare 

effective advertisements for healthcare products and 

earn money. 
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Research Gap: 

There are numerous studies on advertising and its 

impact on consumer buying behaviours. However, 

there are very few studies on the consumer buying 

behaviour for healthcare products . This study aims to 

evaluate the impact of advertising on consumer buying 

behavior, with a particular focus on healthcare 

products. 

 

Objectives: 

• To pinpoint the factors of advertisements that 

impact the purchasing decisions of customers for 

health care products, 

• The aim is to exhibit the impact of independent 

variables on the purchasing decisions of 

consumers. 

 

Research Methodology 

Two types of data were collected: primary data and 

secondary data. 

• Primary data were collected through well-

structured questionnaires and personal interviews. 

• Secondary data: gathered from journals, research 

papers, etc. 

 

Questionnaire Design 

• Questions were prepared using a Likert scale and 

closed-ended options. 

 

Sampling Procedure 

• Samples were collected either randomly or 

conveniently, contingent upon the circumstances. 

Primarily, convenience sampling was employed to 

gather data. We selected samples for convenience 

sampling, a non-probabilistic method, based on 

their willingness, availability, and accessibility. In 

this study, we gathered samples by considering the 

age, gender, educational background, occupation, 

and income of the respondents. 

• Additionally, this investigation implemented a 

straightforward random sampling methodology. It 

is a probabilistic approach. The likelihood of 

choosing each sample is equal. 

 

Data analysis 

The effectiveness of healthcare product 

advertisements depends on a variety of independent 

variables that influence consumer buying attitudes. 

These independent variables were: 

• Age 

• Gender 

• Annual income 

• Occupationa 

• Educational background 

 

In this context, consumer buying behavior was the 

dependent variable. 

 

Hypothesis testing 

Hypothesis testing to establish relationships between 

independent variables and Dependent Variables: 

 

Age: 

H0- Age may not influence consumer buying 

behaviour. 

H1- Age may influence consumer buying behaviour. 

Here age is an independent variable and consumer 

behaviour is a dependent variable. 

 

Gender: 

H0- Gender may not influence consumer buying 

behaviour. 

H1- Gender may influence consumer buying 

behaviour. 

Here gender is an independent variable and consumer 

behaviour is a dependent variable. 

 

Annual income: 

H0- Annual income may not influence consumer 

buying behaviour. 

H1- Annual income may influence consumer buying 

behaviour. 
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Here Annual income status is an independent variable 

and consumer behaviour is a dependent variable. 

 

Occupation: 

H0-Occupation may not change consumer buying 

behaviour. 

H1- Occupation may change consumer buying 

behaviour. 

Here peer group influence is an independent variable 

and consumer behaviour is a dependent variable. 

 

Educational level: 

H0- Educational level may not influence consumer 

buying behaviour. 

H1- Educational level may influence consumer buying 

behaviour. 

Here educational level is an independent variable and 

consumer behaviour is a dependent variable.  

 

Research Method 

For this study, empirical research was employed. 

Several statistical methods were used to test the 

hypotheses, including: 

• Cronbach’s alpha 

• Bartlett's Test of Sphericity 

• Exploratory factor analysis 

• One-way ANOVA 

 

Cronbach’s alpha is used to measure whether 

questionnaire is relevant for factor analysis The 

reliability statistics table shows whether items are 

suitable for factor analysis or not. Cronbach’s alpha is 

used to measure the consistency among the items. The 

general rule of thumb for Cronbach’s alpha is that if it 

is 0.7 or above, it indicates good consistency among 

the items. 

 

The Bartlett's test is used to test the null hypothesis and 

decide whether factor analysis is acceptable for a 

given data set. The test is extremely effective when the 

p-value is less than 0.001 (p < 0.001), indicating that 

factor analysis is appropriate for the investigation. 

 

Factor analysis: 

It is a statistical tool to measure relationships between 

variables. The tool extracts factors from collected data 

by reducing a set of variables. We employed 

exploratory factor analysis in this research. 

In factor analysis, factor loading is a coefficient that 

shows the relationship between the observed variable 

and the underlying factors. Factor loading values of 

0.5 are considered good, 0.6 are considered very good, 

and 0.7 are considered excellent. We utilized a factor 

loading of 0.7 to achieve the desired outcome. 

Therefore, we do not accept factor loading lower than 

0.7. We employed principle component analysis to 

extract factors from a large database.  

 

Varimax rotation was used. At one level of factor 

analysis, we use a statistical technique, variable 

rotation, to clarify the relationship among factors. 

Generally, the process involves adjusting the data 

coordinates that result from a principal component 

analysis. We use the adjustment, or rotation, to 

maximize the variance among items. 

 

The percentage of variance in each observed variable 

that the maintenance components can account for is 

specified by community groups. In other words, it 

determines the degree to which the variables' variances 

are accounted for by the underlying components that 

were identified in the research.  

 

In factor analysis, eigenvalues are a metric that 

quantifies the extent to which a specific factor can 

account for the variance in the data. Factors can be 

effortlessly identified through the utilization of 

eigenvalues. An eigenvalue that exceeds 1 is 

advantageous for factor analysis.  

 

The following are several methods for utilizing 

eigenvalues in factor analysis:  

Scree plot: Visualize the eigenvalues of all factors and 

observe a significant decline.  

Kaiser criterion: Retain only factors with eigenvalues 

higher than 1.  

In theory, eigenvalues may be either positive or 

negative; however, in practice, they consistently 

account for positive variance. Eigenvalues that exceed 

zero are regarded as a positive indicator. 

Data analysis was conducted using SPSS 27 software 

and other tools. 
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Analysis and Discussion: 

Table 1: 

 
  

For calculating sample size Yamane’s formula 

(n=N/1+N(e)2) was used. This research was based on 

the population of Kolkata district. Total population of 

Kolkata district is 15,570,786. Total sample size was 

586.  

 

Table 2: Reliability statistics 

Cronbach's Alpha N of Items 

0..873 15 

 

Here, Cronbach’s alpha was 0.873, indicating that 

items are consistent with each other and the data were 

compatible for factor analysis. 

 

Factor Analysis 

Table 3 

 
 

The image shows the results of the Kaiser-Meyer-

Olkin (KMO) Measure of Sampling Adequacy and 

Bartlett's Test of Sphericity, both of which are used to 

check whether the data are suitable for factor analysis 

or not. A KMO value greater than 0.6 indicates the 

data were suitable for factor analysis. The above table 

showed that the KMO value was 0.913, which 

established that the data was suitable for factor 

analysis. 

 

Bartlett's Test of Sphericity 

Bartlett's Test of Sphericity evaluates whether the 

correlation matrix is an identity matrix, which would 

suggest that the variables are unrelated and not 

suitable for structure detection. The significance value 

(p-value) represents the probability that the observed 

correlation matrix differs significantly from the 

identity matrix. 

 

A significant test result (p <.05) indicates that the 

correlation matrix is not an identity matrix, implying 

that factor analysis is appropriate. In this instance, the 

significance value is less than.001, strongly rejecting 

the null hypothesis and confirming that the data is 

suitable for factor analysis. 

 

Bartlett’s test (p<.001) indicated factor analysis was 

appropriate for this study. These results indicated that 

although the data set is marginally sufficient for factor 

analysis, the correlations among the variables were 

strong enough to warrant proceeding with the analysis. 

 

Table 4: COMMUNALITIES 

 
  

It is based on the Principal Component Analysis 

(PCA) method.  
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Initial Communalities: 

All variables possess an initial value of 1.000, 

signifying that the total variance of each variable is 

presumed to be entirely elucidated in the study 

 

Extraction Communalities: 

These figures denote the proportion of variance for 

each variable elucidated by the extracted components. 

Elevated values signify superior representation of the 

variable by the factor solution. 

 

Highest Extraction Values: 

The assertion, "The presentation of products 

influences consumers," exhibits the highest 

communality at 0.983. This indicates that this variable 

is predominantly elucidated by the extracted factors.  

Both "Advertisements can create brand awareness" 

and "Messages spread by advertisements attract 

customers" have high communalities (0.770 and 

0.808), signifying substantial representation within the 

factor solution. 

 

Lowest Extraction Values: 

The statement "Customers purchase healthcare 

products by watching advertisements" exhibits the 

lowest extraction communality (0.542), indicating a 

diminished representation of this variable inside the 

factor solution. 

 

Similarly, "Customers can easily compare products 

through advertisements and purchase the best options" 

shows a relatively low extraction value of 0.598. 

 

Variables associated with direct customer behaviours, 

such as purchasing or product comparison, generally 

exhibit lower communalities, whereas abstract or 

general effects of advertisements, including 

appearance, brand recognition, or message appeal, 

typically demonstrate larger communalities. 

 

Table 5: Total Variance Explained 

 

The Kaiser criterion recommends retaining only those 

components that have an eigenvalue greater than 1.0. 

The retention of factors with eigenvalues greater than 

1.0 is required by the Kaiser-Guttman rule, also 

referred to as the K1 rule. The concept is that these 

factors should account for as much variance in the 

matrix as any individual item. 

 

Scree Plot 

  

 
In this case, the graph indicates that three extracted 

components have an eigenvalue greater than 1. 
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Table 6: Rotated Component Matrixa 

 
  

The above table shows a rotated component matrix 

extracted from a principal component analysis (PCA) 

with variance rotation and Kaiser Normalization. 

Three components were extracted. The table displays 

factor loadings for three components. Interpretations 

are as follows: 

 

Component Loadings 

Component 1: Purchase Behavior 

This component illustrates the impact of ads on 

customer cognition and perceptions, highlighting their 

significance in altering awareness, comprehension, 

and decision-making processes and changes in 

purchase behavior related to healthcare items. 

 

Component 2: Trust and Awareness 

This element emphasizes building trust. It leads to 

making loyal customers based. 

Component 3: Aesthetic Appeal 

This component focuses on the clarity and 

effectiveness of product presentation and the 

persuasive power of messages conveyed through 

advertisements. It emphasizes the attractiveness of 

healthcare products. 

 

This study reveals that in the context of healthcare 

products, advertisements play a dual role: they not 

only inform customers about the products but also 

significantly influence their purchase decisions. 

 

This principal component analysis has successfully 

reduced the data to three primary components, each 

representing distinct underlying factors related to 

advertisements. The identified underlying factors for 

component 1 are consumer perceptions about 

advertisements, which significantly influence 

customers' purchasing decisions. Component 2 

highlights the impact of trust on customers' decision-

making processes. Component 3 enumerates the 

importance of product presentation. 

 

One-way ANOVA  
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Table 7 Descriptive – Gender 

 
 

• The table provides descriptive statistics on 

customer perceptions regarding healthcare product 

advertisements, broken down by gender (male and 

female) and total sample. Here are the key points 

statements measured on a 1-5 Likert scale (1 being 

strongly disagree and 5 being strongly agree): 

 

From all the statements, some important factors are 

extracted. Those factors are the presentation of the 

healthcare products, trustworthiness, informativeness, 

and emotional value. 

 

• Presentation of products: 

• This is the strongest and most consistent factor 

influencing consumers, highlighting the critical 

role of visual and structural elements in 

advertisements. 
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• Informational Value: 

• Statements such as "All information provided by 

advertisements is true" and "Advertisements 

provide all the information about the product" have 

mean scores of 3.05 and 3.15, respectively, 

indicating their perceived reliability and 

informativeness. 

 

• Aesthetic and Emotional Appeal: 

• Statements such as "Languages, slogans, and 

advertisements are very attractive" (mean = 2.56) 

and "Customers pay more attention if 

advertisements are colorful" (mean = 2.67) suggest 

the emotional or aesthetic elements of 

advertisements. 

 

• Trust and Awareness: 

• Ratings for "Advertisements create awareness 

among customers about healthcare products" 

(2.67) suggest moderate effectiveness in 

awareness-building, with a potential to improve 

trust in the conveyed information. 

 

Table7.1 

ANOVA_Gender 

 
 

The ANOVA (Analysis of Variance) results provided 

can be summarized and analyzed as follows: 

 

Factors with significant group differences: 

• "Customers purchase healthcare products by 

watching advertisements" (Sig. = 0.022) 

• "Advertisements provide all the information about 

the product" (Sig. = 0.011) 

• "Customers can easily compare products through 

advertisements and purchase the best options" 

(Sig. = 0.005) 

• "Languages, slogans, and advertisements are very 

attractive" (Sig. = 0.021) 

• "Advertisements create awareness among 

customers about healthcare products" (Sig. = 

0.014) 

• "Advertisements can create brand awareness" (Sig. 

= 0.009) 

• "Messages spread by advertisements attract 

customers" (Sig. = 0.027) 

 

• Customers Purchase Healthcare Products by 

Watching Advertisements (Sig. = 0.022): 

There is a significant difference in perceptions 

between groups regarding how advertisements 

influence direct purchasing behavior. 

 

• Advertisements Provide All the Information About 

the Product (Sig. = 0.011): 

Groups differ in how much they trust advertisements 

to provide complete and accurate information. 

 

• Customers Can Easily Compare Products (Sig. = 

0.005): 

A key strength of advertisements lies in helping 

consumers compare and choose products effectively. 

 

• Languages, Slogans, and Advertisements Are 

Attractive (Sig. = 0.021): 

This factor shows significant differences in the 

perceived attractiveness of the creative aspects of 

advertisements. 

 

• Advertisements Create Awareness Among 

Customers (Sig. = 0.014): 

A significant group difference exists regarding the 

ability of advertisements to raise awareness. 
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• Advertisements Can Create Brand Awareness 

(Sig. = 0.009): 

This is another critical strength of advertisements, 

with strong differences in how this is perceived across 

groups. 

 

• Messages Spread by Advertisements Attract 

Customers (Sig. = 0.027): 

There are notable group differences in the impact of 

advertisements' messages on customer attraction. 

 

This table indicates gender has an impact on consumer 

buying behavior. So the null hypothesis was rejected. 

 

 

Table 8: Descriptive-Age
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The table presents the descriptive statistics of 

responses to various statements about healthcare 

advertisements across different age groups. 

 

Younger respondents (18–27) show less appreciation 

for linguistic and aesthetic appeal. Consider 

innovative and engaging content that resonates with 

this demographic. 

 

Product presentation is the strongest factor across all 

age groups. Continue investing in clear, visually 

appealing, and well-structured product displays in 

advertisements. 

 

Older groups tend to trust advertisements more. 

Develop targeted campaigns that build credibility and 

provide detailed product information for younger 

demographics to bridge this trust gap. 

 

Older respondents (48–67 and above) value 

comparison features and brand awareness more. 

Create advertisements that emphasize these aspects so 

they resonate with this audience. 

 

Consistently low ratings for "Languages, slogans, and 

advertisements are very attractive" indicate a need to 

improve creative elements of advertisements, 

particularly for younger and middle-aged groups. 

 

Table8.1: ANOVA_Age 



© MAR 2026 | IRE Journals | Volume 9 Issue 9 | ISSN: 2456-8880 
DOI: https://doi.org/10.64388/IREV9I9-1715751 

IRE 1715751          ICONIC RESEARCH AND ENGINEERING JOURNALS 3030 

The table identified factors that have statistical 

significance. 

• "Advertisements influence customers to purchase 

health care products" (Sig. < 0.001) 

• "Customers purchase healthcare products by 

watching advertisements" (Sig. < 0.001) 

• "Advertisements provide all the information about 

the product" (Sig. = 0.002) 

• "Customers can easily compare products through 

advertisements" (Sig. = 0.009) 

• "Languages, slogans, and advertisements are very 

attractive" (Sig. < 0.001) 

• "Advertisements create awareness among 

customers about healthcare products" (Sig. < 

0.001) 

• "Customers pay more attention if the 

advertisements are colorful" (Sig. < 0.001) 

• "Advertisements can create brand awareness" (Sig. 

< 0.001) 

• "Messages spread by advertisements attract 

customers" (Sig. < 0.001) 

 

Interpretation of Significant Factors 

Advertisements Influence Purchasing Decisions (Sig. 

< 0.001): 

There are significant group differences in how 

advertisements influence purchasing decisions. 

Strategies could be tailored to address these 

differences. 

 

Languages, Slogans, and Attractiveness (Sig. < 

0.001): 

Creative elements like slogans and language 

significantly differ in their perceived effectiveness 

across groups. This suggests a need for demographic-

specific approaches to improve engagement. 

 

Brand Awareness (Sig. < 0.001): 

Advertisements' ability to create brand awareness 

shows strong differences, indicating that certain 

groups are more receptive to branding strategies. 

 

Messages Spread by Advertisements (Sig. < 0.001): 

There are significant differences in how groups 

perceive the effectiveness of advertisement messages 

in attracting customers. 

 

Informational Content (Sig. = 0.002): 

Differences exist in how groups perceive the 

informativeness of advertisements, though this is less 

pronounced compared to other factors. 

 

Here null hypothesis is rejected, means age have 

significant impact on consumer buying behaviour. 
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Table 9: Descriptive- Educational qualification 

 
 

The table titled "Descriptive" provides statistical 

analysis on responses regarding advertisements and 

their influence on healthcare product purchases, 

segmented by education level (HS, Graduate, 

Postgraduate). 

 

High School (HS): 

Lowest mean ratings across most variables. For 

example: 

• "Advertisements influence customers to purchase 

healthcare products": Mean = 2.40. 

• "Advertisements can create brand awareness": 

Mean = 2.30. 

 

Indicates that individuals with high school education 

are less influenced by advertisements overall. 

 

Graduates: 

Moderate influence across variables. For example: 

• "Customers purchase healthcare products by 

watching advertisements": Mean = 2.68. 

• "Advertisements provide all the information about 

the product": Mean = 3.16. 

 

Shows a balanced perception of advertisement 

effectiveness. 

 

Postgraduates: 

Highest mean ratings in most categories. For example: 
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• "Customers can easily compare products through 

advertisements": Mean = 2.97. 

• "Advertisements create awareness among 

customers about healthcare products": Mean = 

2.77. 

 

Suggests higher trust and engagement with 

advertisements among this group. 

 

Others: Anomalous data points with mean values of 

4.00 (indicating strong influence). However, this 

category has only N = 1, limiting its interpretive value. 

 

Table 9.1: ANOVA Educational qualification 

 
  

We conducted an analysis of variance (ANOVA) to 

determine if there are statistically significant 

differences between different educational levels (HS, 

graduate, and postgraduate) regarding their responses 

to various statements about advertisements and 

healthcare products. 

 

Key findings: P-value (Sig.) less than 0.05 indicates 

statistically significant differences between groups. 

Key variables with significant group differences 

include: 

 

Advertisements provide all the information about the 

product (Sig. = 0.002): Higher education groups 

(graduates, postgraduates) find advertisements more 

informative compared to lower-education groups. 

 

Customers can easily compare products through 

advertisements (Sig. < 0.001): This suggests that 

higher-educated consumers (postgraduates) use 

advertisements more for product evaluation. 

 

The languages, slogans, and advertisements are highly 

attractive (Sig. = 0.007): This suggests that groups 

with higher levels of education value aesthetic 

elements more than those with lower levels of 

education. 

 

Advertisements raise customer awareness about 

healthcare products (Sig. = 0.004), suggesting that 

higher-educated groups value advertisements for 

creating awareness. 

 

Customers pay more attention to advertisements that 

are colorful (Sig. = 0.006), highlighting the role of 

aesthetic elements in attracting higher-educated 

consumers. 

 

Advertisements have the potential to create brand 

awareness (Sig. = 0.004), highlighting the crucial role 

of education in brand recognition. 

 

Advertisements disseminate messages to attract 

customers (Sig. = 0.008), suggesting that higher 

education groups respond more favorably to effective 

messaging. 

 

Therefore, we can conclude that advertisements that 

are informative, truthful, and comprehensive attract 

customers with proper education and influence their 

buying decisions. Therefore, educational 

qualifications have a significant influence on the 

purchasing behavior of consumers. 
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Table 13: Descriptive_ Annual income 

 
 

The table provides descriptive statistics on the 

relationship between income levels and various 

consumer behaviors toward advertisements. 

·Lower-Income Groups (Less than 10,000): 

• Show higher influence by advertisements for 

purchases and awareness creation. 

• Tend to trust advertisements more (both in terms 

of information and truthfulness). 

 

Middle-Income Groups (20,001–40,000): 

• Most responsive to aesthetic and emotional appeals 

(e.g., colorful designs, slogans). 

• Show the highest engagement with advertisement 

messaging and brand awareness strategies. 

 

Higher-Income Groups (40,001 and above): 

• Least influenced by advertisements overall. 

• Lower trust in advertisements and less attention to 

aesthetic elements. 
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Table 14: ANOVA_ Annual income 

 
  

Variables with p-values (Sig.) < 0.05 are statistically 

significant, indicating meaningful differences among 

income groups: 

• Advertisements create awareness among 

customers about healthcare products (Sig. = 0.042) 

• Customers pay more attention if advertisements 

are colorful (Sig. = 0.008) 

• Messages spread by advertisements attract 

customers (Sig. = 0.012) 

 

Lower-income groups think that advertisements create 

awareness, which constructs perception. On the other 

hand, groups with lower incomes tend to favor brighter 

ads and the messages they convey. Advertisements 

have no effect on higher income groups. So income 

level has a moderate impact on customer purchasing 

behavior. 
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Table 15: Descriptive_ occupation 

 
 

Students: 

Show the strongest influence across all variables. 

Highly influenced by purchasing-related 

advertisements, aesthetic elements (e.g., slogans, 

colors), and messaging. 

 

Business Professionals:  

• Least influenced by advertisements overall.  

• Lower ratings on trust, aesthetic appeal, and 

awareness creation, suggesting advertisements 

targeting this group should emphasize professional 

and rational content. 

• Public and Private Service Employees:  

• Moderate influence across most variables. 

• Tend to trust advertisements for informational 

content and awareness creation. 



© MAR 2026 | IRE Journals | Volume 9 Issue 9 | ISSN: 2456-8880 
DOI: https://doi.org/10.64388/IREV9I9-1715751 

IRE 1715751          ICONIC RESEARCH AND ENGINEERING JOURNALS 3036 

Housewives: 

• Strong responsiveness to advertisements. Most 

engaged with colorful and visually appealing 

advertisements. 

• High agreement on the ability of advertisements to 

create awareness and deliver information. 

 

Retired Individuals: 

• Small sample size (N=3) makes the findings less 

generalizable. 

• High ratings across most variables may not 

represent larger trends. 

 

Table 16: ANOVA_ Occupation 

 
  

Variables with p-values (Sig.) < 0.05 are statistically 

significant, indicating meaningful differences among 

occupational groups: 

1. Advertisements influence customers to purchase 

healthcare products (Sig. < 0.001, F = 8.727) 

2. Customers purchase healthcare products by 

watching advertisements (Sig. = 0.002, F = 3.821) 

3. Languages, slogans, and advertisements are very 

attractive (Sig. < 0.001, F = 6.024) 

4. Advertisements create awareness among 

customers about healthcare products (Sig. < 0.001, 

F = 7.904) 

5. Customers pay more attention if advertisements 

are colorful (Sig. < 0.001, F = 8.067) 

6. Advertisements can create brand awareness (Sig. < 

0.001, F = 8.589) 

7. Messages spread by advertisements attract 

customers (Sig. < 0.001, F = 11.122) 

 

Students and Housewives: 

• Respond strongly to advertisements in terms of 

purchasing influence, aesthetic appeal, awareness 

creation, and messaging. 

• Colorful designs and slogans resonate well with 

these groups. 

 

Business Professionals: 

• Exhibit lower engagement with advertisements 

across most variables. 

• More likely to respond to factual, concise, and 

professional content. 

 

Service Employees (Public and Private): 

• Moderate responsiveness to advertisements. 

• Likely to trust advertisements that emphasize 

product comparison and factual details. 

 

Retirees: 

Limited data (small sample size) makes trends less 

generalizable, but they may respond positively to 

informational and clear messaging. 

 

 
 

This model illustrates the relationship between 

independent variables (blue areas) and the dependent 

variable (green areas), mediated through the three 
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Changes in purchasing behaviour 
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components from factor analysis (red areas). It leads 

to changes in purchasing behavior. Here's a 

breakdown of the model: 

 

Independent Variables (Blue Areas): 

1. These include age, gender, income, education, and 

occupation. 

2. Each variable influences one or more factor 

components with varying weightages based on F-

statistics. 

 

Factor components (red areas): 

1. Purchase Behavior: Reflects the influence of 

advertisements on consumer purchases. Purchase 

behavior is a strong predictor of advertisement 

effectiveness. Advertisements that directly 

encourage purchases through relatable and 

engaging content are perceived as more effective. 

Advertisements designed to directly influence 

purchases—such as discounts or promotions—are 

more effective, especially among younger and less 

experienced buyers. 

2. Aesthetic Appeal: This highlights the importance 

of tailoring designs and slogans to these 

demographics. Creative elements (slogans, colors, 

and visuals) significantly enhance advertisement 

effectiveness. Represents the impact of slogans, 

colors, and creative elements. Middle-income 

groups, students, and housewives respond well to 

creative advertisements. 

3. Trust & Awareness: Captures the role of 

advertisements in building trust and creating 

awareness. Trust and awareness have the strongest 

influence on advertisement effectiveness. 

Consumers who perceive advertisements as 

trustworthy and informative are more likely to 

consider them effective. This highlights the 

importance of providing clear, factual, and reliable 

information in advertisements. 

 

Dependent Variable (Green Areas): 

Advertisement Effectiveness or impact of 

advertisements: The ultimate outcome influenced by 

the three factor components. 

 

Weightages (Edges): 

The numerical labels on the edges represent the 

relative strength of the relationships, derived from F-

statistics in the ANOVA tables. Higher values indicate 

stronger relationships. 

• Trust and awareness have the strongest impact on 

advertisement effectiveness (11.12). 

• Aesthetic appeal and purchase behavior also 

contribute, but with slightly lower weights (6.02 

and 8.59, respectively). 

• This model visually represents how different 

factors interrelate and their relative impact on 

advertisement effectiveness. 

 

Managerial implication:  

This study demonstrated the impact of health care 

product advertisements on consumer buying 

behaviour, as well as the effect of independent 

variables such as age, gender, income level, 

educational background, and occupation on dependent 

variables, i.e., consumer purchasing behaviour for 

healthcare products. Using factor analysis, we 

identified three components and some underlying 

factors. This study clearly stated that three 

independent variables, age, educational qualification, 

and occupation, have a significant impact on consumer 

buying behaviour. Gender and annual income do not 

have any impact on consumer purchases. 

 

This study has different angles. 

• Future scholars can use this study to understand the 

relationship between independent variables and 

dependent variables and realize how advertising 

influences consumer buying behaviour. 

• Based on this data, future managers can plan their 

marketing strategy to influence customers. Using 

research data, they can identify customer 

perceptions about healthcare products. Managers 

can create advertisements based on consumers' 

needs, which helps them earn revenue in the future. 

• Sport management companies can also use this 

study to identify customers' opinions about 

advertisements for healthcare products. 

Sportspeople require a variety of health products. 

This study allows sports companies to easily 

pinpoint their target customer and concoct 

advertisements according to customer perception. 

It helps to improve the revenue model. 
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CONCLUSION 

 

Finally, it can be concluded that gender was not 

influenced by advertisements and could not influence 

consumer purchasing behaviour. Results of this study 

showed that gender did not have much impact on 

purchasing behaviour. Age has a moderate impact on 

consumer buying behaviour. Maximum data were 

collected from the age group 18-27 because they were 

generation Z and society respects their decision 

because they are future potential customers. 

Therefore, it is crucial to exert influence over this 

group. Educational qualifications have the maximum 

impact on consumer buying. The majority of educated 

individuals believed that watching advertisements did 

not influence their purchasing decisions. However, 

they believed that advertisements provide 

comprehensive information about the product and 

facilitate comparison shopping. So educational 

qualifications have a strong impact on consumer 

buying behaviour. Income level did not significantly 

influence consumer purchasing behaviour, as 

healthcare products are essential for people. Even with 

a minimum income, a man must purchase a healthcare 

product to maintain his health. Occupation had a 

strong impact on consumer purchasing behaviour. 
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