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ABSTRACT

The web advertising is one of the new advertisement method for product and service
sector. The internet uses are the main target audience for online advertisers. This study
has selected information, entertainment and trust to measure the effectiveness of online
advertising. This study has used simple random sampling method. Both primary and
secondary methods are used for data collection. The demographic details and internet
user preferences are analyzed by using frequency method. The stepwise regression
analysis shows that entertainment and attitude influence on effectiveness. The online
advertisers need to pay attention on the selected factors of this study to improve their
business.
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1. INTRODUCTION

The number of internet users are increasing day by day. The users initially used internet for
emails, news and knowledge. But now there is a vast change in the users’ mind. The world wide
web become as an emerging tool to connect each other (Usharani & Gopinath, 2020a). The
internet advertising is one of the modern methods for the companies to advertise their products.
It is a major communication method in the world (Gopinath & Kalpana, 2019). The internet
gives wide scope for the advertising firms. The advertisers face cyber risk, competition and
consumer behavior change during their promotion (Kavitha & Gopinath, 2020).
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2. STATEMENT OF THE PROBLEM

There are many researchers has conducted their research work in online advertisements. There
are various factors affecting online advertisement and its effectiveness. This study has found
information, entertainment, trust and attitude are the major factors affecting the effectiveness.
This study specifically studied the effectiveness of online advertisements in Thanjavur District.

3. OBJECTIVE OF THE STUDY

1. To study the variables that affects online advertisements.

2. To analyze some variables and their suitability in the study area.

3. To measure the impact of selected variables towards online advertisements in the study area.

4. REVIEW OF LITERATURE

Khong Kok Wei et al., (2010) analyzed online advertising in Malaysia. The online
advertisements create awareness and brand image for the companies. The visuals attract
consumers well than traditional advertising. Peng-Ting Chen and Hsin-Pei Hsieh (2012) studied
mobile advertising. This is a multiple gate way of communication. In the online advertisement
right message will rach the right person on right time. Xu and David Jingjun (2007) studied
online advertisement consumer attitude. They found entertainment is a major factor for online
advertising. Munusamy and Wong (2007) found entertainment gives enjoy to the internet users
.Tsang et al., (2004) studied the relationship between information and consumer attitude. There
is a positive relationship between information and consumer attitude for online advertisement.
Xu and David Jingiun (2007) found that there is a need for a right information should reach the
consumers for their benefit. Hyeonjin Soh et al., (2007) analyzed trust in advertisement sector.
There is a trust variation across the media. Trust varies based on awareness, education and
income. Glen L. Urban et al., (2009) found the importance of trust in online advertisement. It
depends on the customer’s expectation. Trust is important than other factors like privacy and
security. Chingning Wang et al., (2002) found that consumers consider brand image for
advertising. There are various factors like information, demographic and entertainment affects
consumer’s attitude towards online advertisement. Chowdhury et al., (2006) attitude affects
online advertising. There is a correlation between credibility and consumer attitude towards
online advertisement. Palanisamy and Wong (2003); Gopinath, 2019b were analyzed the
relationship between online users and effectiveness. Online advertisement is an communication
tool in the online platform. Ramraj and Suzanna (2003) found that there an effectiveness on
online advertisement. The skills and target audience makes these effectiveness.

Table 1 Demographic Profile

S. No. | Demographic Details Options Frequency Percentage

1. Gender Male 98 63.63
Female 56 36.36

2. |Age 20 to 25 years 63 40.91
26 to 35 years 35 22.72
35 to 45 years 34 22.07
Above 45 years 22 14.28

3. |Monthly Income Rs.4,000 to Rs.14,000 75 48.70
Rs.14,001 to 60 38.96
Rs.25,000
Above Rs. 25,000 19 12.33
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4. |Qualification Secondary School 16 10.38
Education
Higher Secondary 23 14.93
School Education
U.G. Degree 36 23.37
P.G Degree 53 34.41
Others 26 16.88

5. |Marital Status Unmarried 84 54.54
Married 49 31.81
Others 21 13.63

6. |Nature of Job Self employee 38 24.67
Private Job 71 46.10
Government Job 22 14.28
Others 23 14.93

5. RESEARCH METHODOLOGY

The researcher has used descriptive research design for this research paper. There are 154
respondents approached by the researcher for this research work. This study has used simple
random sampling method. This study has collected the data by using structured questionnaire.
Both primary and secondary data were used for this research paper.

6. RESULTS AND DISCUSSION

There are three sections in the result analysis. The first section has details about demographic
details. The second section has details about internet user preference. In the third section, the
researcher has used regression analysis to measure the impact of selected variables on
effectiveness.

The demographic details have six questions. They are gender, age, monthly income,
qualification, marital status and nature of job. The age has two classifications. 63.63 percent of
the respondents are male and 36.36 percent of the respondents are female. The age has four
options. 40.91 percent of the respondents are between 20 to 25 years, 22.72 percent of the
respondents are between 26 to 35 years, 22.07 percent of the respondents are between 35 to 45
years and 14.28 percent of the respondents are above 45 years. The monthly income has three
options. 48.70 percent of the respondents earn Rs.4000 to Rs.14000, 38.96 percent of the
respondents earn Rs.14001 to Rs.25000 and 12.33 percent of the respondents earn above
Rs.25000.

The qualification has classified into five options. 10.38 percent of the respondents have
studied secondary school education, 14.93 percent of the respondents have studied higher
secondary school education, 23.37 percent of the respondents have studied U. G. Degree, 34.41
percent of the respondents have studied P. G. Degree and 16.88 percent of the respondents have
studied other courses. The marital status has three options. 54.54 percent of the respondents are
unmarried, 31.81 percent of the respondents are married and 13.63 percent of the respondents
are in others category. The nature of job has classified into four options. 24.67 percent of the
respondents are self employee, 46.16 percent of the respondents are working in a private job,
14.28 percent of the respondents are working in a government job and 14.93 percent of the
respondents are in other category.
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Table 2 Internet User Preference

S. No. Internet User Options Frequency Percentage
Preference

1. |Usage of Internet Time pass 66 42.85
Connect others 65 42.20

Gain knowledge 23 14.91

2. [Time spend for Internet |Less than 2 hours 26 16.88
2 to 4 hours 74 48.05

More than 4 hours 54 35.06

3. |Interest on Online Banner 51 33.11
Advertisement 'Website 103 66.88

4 |Online advertisement  |Purchase 36 23.37
response Attend 56 36.36
Ignore 64 41.55

The internet user preference has four questions. They are usage of internet, time spend for
internet, interest on online advertisement and online advertisement response. The usage of
internet has three options. 42.85 of the respondents are using internet for time pass, 42.20
percent of the respondents are using to connect others and 14.91 percent of the respondents are
using to gain knowledge. There are three options for time spend for internet. 16.88 percent of
the respondents spend less than 2 hours, 48.05 percent of the respondents spend 2 to 4 hours
and 35.06 percent of the respondents spend more than 4 hours for internet (Jaya & Gopinath,
2020).

The interest on online advertisement has two options. 33.11 percent of the respondents are
interested in banner advertisements and 66.88 percent of the respondents are interested in
website advertisements. The online advertisement response has three options. 23.37 percent of
the respondents purchase after online advertisement, 36.36 percent of the respondents attends
the advertisement and 41.55 percent of the respondents ignore the advertisements in the study
area (Unnamalai & Gopinath, 2020).

Table 3 Model Summary

Std. Error of the
Model R R Square Adjusted R Square Estimate
1 .2682 .072 .047 .95842
a. Predictors: (Constant), Attitude, Trust, Entertainment, Information

The above table shows attitude, trust, entertainment and information are the predictors for
effectiveness. The ‘R’ value is 0.268, ‘R Square’ value is 0.072 and ‘Adjusted R Square’ value
is 0.047.

Table 4 ANOVA

Model Sum of Squares df Mean Square F Sig.
1  |Regression 10.617 4 2.654 2.889 024

Residual 136.868 149 919

Total 147.485 153

a. Dependent Variable: Effectiveness
b. Predictors: (Constant), Attitude, Trust, Entertainment, Information

The above ANOVA table shows that the ‘F’ value is 2.889 with 0.24 significant level.
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Table 5 Regression Coefficients

Standardized

Unstandardized Coefficients| Coefficients
Model B Std. Error Beta t Sig.
(Constant) 3.740 .545 6.869 .000
ENTERTAINMENT 167 119 114 1.402 163
INFORMATION -.243 .094 -.230 -2.597 .010
TRUST -.047 103 -.040 -.451 .653
ATTITUDE .051 .089 .047 570 .569

a. Dependent Variable: EFFECTIVENESS

The above regression coefficient analysis shows the Beta value for the study variables.

Entertainment and attitude influence on effectiveness in the study area (Karthick et al., 2020a).

7. CONCLUSION

This study investigated demographic details and internet user preference in Thanjavur District.
The sample respondents are interested in online advertisements and purchase (Karthick et al.,
2020b). The online advertisement companies need to attract more internet users to develop their
business size (Gopinath, 2019a). The variables like entertainment and attitude influence on
effectiveness in the study area. There is a potential market for online advertisers in Thanjavur

District.
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