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ABSTRACT

Theexponentialgrowthofinternetusagehastransformedthelandscapeofmarketing
communication,positioningonlineadvertisingasacentralcomponentofpromotional
strategy. This research exploresconsumers’ views on internet-based advertising and
determines the elements shaping their perceptions and behavioral reactions. A
descriptiveapproachwasadopted, withfirsthanddatacollectedfrom100participants  in
Chennai through a well-designed survey instrument. Statistical methods such as
percentage analysis, KMO and Bartlett’s tests, independent sample t-test, ANOVA,
andmultipleregressionwereperformedusingSPSSsoftware. Theresultsindicatethat
informational value, entertainment, and visual appeal significantly influence
consumerawarenessandperceptionofonlineadvertisements.Thefindingsemphasize the
importance of designing credible, engaging, and consumer- centric digital
advertisements. The research adds to the expanding academic work on the
effectiveness of digital marketing and the development of consumer attitudes in
developing markets.

Keywords: Internet advertising, Purchaser attitude, Digital marketing, Advertising

effectiveness, Consumer perception

INTRODUCTION

Traditionalmarketingparadigms have beendrasticallychanged bythedevelopmentof
digital technologies. The development from traditional advertising media to digital channels
has accelerated dueto the overall use ofsmartphones, inexpensive internet access, and social
media platforms. Online advertising enables firms to deliver targeted messages, monitor

consumer engagement, and measure performance metrics in real time.
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Consumer attitude toward advertising is a vital source of advertising effectiveness.
Attitude represents an individual’s overall evaluation—favorable or unfavorable—toward an
object, idea, or behaviour. In terms of online advertising, attitude influences engagement
levels, brand recall, and purchase intention. Understanding the psychologicaland behavioural
dimensionsthatmoldscustomerperceptiontowardonlineadvertisementsisthereforeessential ~ for

marketers operating in competitive digital environments.
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STATEMENTOFTHE PROBLEM

Since there has been rapid growth of digital advertising expenditure, consumer
responsesto  onlineadvertisementsremainvaried. ~ Whilesomeconsumersperceiveonlineads
asinformativeandengaging,othersconsiderthemintrusiveanddistracting. Understandingthe
drivers of consumer perception of Internet advertising is therefore essential to enhance

advertising effectiveness and reduce resistance.

AREAS OFINVESTIGATION

The best resource for promoting different products these days is a company's
website. The research is crucial for new consumers purchases through internet
advertisements. Additionally, it discusses different facets of online advertising and how
consumers view it. The material must be readily available when needed and must be
captivating enoughto draw in viewers. The studyaddresses the problems that consumers
face when utilizing online advertisements and raises awareness among potential new

consumers.
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Conceptual Framework
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OBJECTIVES

1. Toexaminecustomerawarenessofonlineadvertising.
Toanalyzecustomerattitudestowardonline advertising.

Toidentifyfactorsinfluencingconsumerperceptionofonline advertisements.

e

Toassessproblemsfacedbyconsumerswhileengaging withonline advertisements.

LIMITATIONSOFTHESTUDY

Therespondentswhoprovidedthe informationwereprimarilyfromChennai,so the
conclusions made may not be applicable toother partsofIndia. Due to scheduling
constraints, thissurveyonlyincluded 100 respondents.Therefore,theconclusionsand

outcomes might not match the facts.

RESEARCHMETHODOLOGY
ResearchDesign
A descriptive methodology was applied to explore consumer attitudes and

influencing factors.

DataCollection
First-hand information was collected through a well-designed survey instrument
administered to participants in Chennai. Supporting information was obtained from

scholarly publications, research papers, and reports related to digital marketing.
SampleDesign

Agroupof100 participantswas identified using convenience sampling. Although
thismethodlimitsgeneralizability,itprovidespreliminaryinsightsintoconsumerbehavior

patterns.
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Methodsofanalysis

DatawereProcessedusingSPSSsoftware. Thefollowingstatisticaltoolswereemployed:

KMOandBartlett’sTest
Percentage Analysis
IndependentSamplet-test
ANOVA
MultipleRegressionAnalysis

REVIEWSOFLITERATURE

Salem Ben Brahim (2016) conducted a study aimed at identifying the factors that
affect online advertising and explored bridging role of “attitude towards online
advertising” in the link between perceived advertising value and consumer purchase
intention. The results highlights that the value of online advertising is positively
affectedbyitsinformativeness,credibility,andentertainment value.Furthermore,the
study states that credibility and perceived advertising value influence consumers’
attitudestowardonlineadvertising.Lastly,itdemonstratedthatattitudeoperatesasan

intermediary variable between perceived advertising value and purchase intention.

DrParulDeshwal (2016) stated that as the Internet continues to be widely adopted
and spread, the World Wide Web is increasingly establishing itself as a standard
platform for advertising. The Internet provides organizations with advanced media
capabilities,interactivefeatures,andaccesstoaglobalaudienceforpromotionalactivities.To fully
utilizethis platform, it is important to identify the target audienceand design strategies that
align with their preferences. Conventional broadcast advertising tends to be inefficient,
as it repeatedly delivers messages without considering the audience’s interest,
relevance, or responsiveness. On the other hand, online platforms enable precise
audience targeting and allow advertisers to accurately track how many individuals

are exposed to their messages.

Muhammad Aqsa &DwiKartini (2015), This research seeks to examine and
evaluatehowdigitalpromotionsaffect  individuals'perceptionsandtheir intentionsto
make purchases. A questionnaire was distributed to students who use the internet at
both governmental and private higher education institutions in Makassar. The
proposed assumptions were examined through a technique involving structural
equation modeling. Results indicated that digital promotions significantly impact
consumers' behavior when shopping online. Among the various aspects studied, the

level of engagement offered by digital promotions had the strongest influence on
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consumers' perceptions and their buying intentions.

¢ Bohdan Pikas& Gabi Sorrentino (2014) Their research determined that organizations
havebroadenedtheirpromotionalapproachestoconnectwithconsumersviadigitalplatforms.
Online advertising has emerged as a highly effective method of promotion. Businesses of
different sizes and industries are utilizing internet-based advertisements to expand their
customer reach. The study sought toexamine consumer attitudes toward online
advertising and found that a majority of customers hold favourable opinions,
considering these advertisements to be more relevant, innovative, and engaging than

traditional forms of advertising.

e D.S Chaubey, L.S Sharma & Mayank Pant (2013), concluded that online
advertisingcanserveasaeffectivepromotionaltool. whenitisimplementedproperly. The
analysis reveals a close association between different forms of online
advertisements. Theresultsfurthersuggestthatmostparticipantsperceiveonlineadvertising ~ as
significant and can remember products after being exposed to advertisements on the internet.
In addition, the study highlights multiple factors that affect consumers’ ability to retain
online advertisements in their memory. Among the different advertising formats,
respondents expressed strong agreement that embedded video ads generate higher recall
comparedtoothertypes.Consequently,thestudyconcludesthatadvertisersshouldtailor
their strategies according to consumer needs and preferences, as embedded video
advertisements are more effective in enhancing recall than banner, floating, pop-up,

and au dio-based advertisements.

¢ Cox(2010)Theresultsshowedthatusersaged 1 8—28showedoptimisticviewstowards
digital formats such as blogs, videos, and brand channels or pages, as theyconsidered
them eye-catching, informative, and entertaining. Similarly, respondents inthe 35-54
agegrouppreferredvideoandbrandchanneladvertisementsbecausetheywerevisually
appealing,informative,andwellplacedwithinthewebpagelayout.Overall,thefindings
suggest that online advertisements with positive and engaging attributes are generally
acceptedbyusers.However,usersgenerallydislikeadvertisementsthatareintrusiveor

interrupt social networking activities, such as pop-up, expandable, and floating ads.

¢ GavinLeesandBenjaminHeal(2005)conductedastudyaimedat investigatingwhether
variations in the design of web banner advertisements could affect click-through rates. The
findings showed no statistically meaningful impact of design changes on click-through
performance. Nevertheless, the results revealed substantial differences in click-through rates
across the various websites on whichtheadvertisements appeared. The studyhighlights the

importance of conducting additional investigations to assess whether incorporating
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pointerimagesalongsideotherdesignfeaturescanenhanceclick-throughperformance, and
to gain a deeper understanding of how website content, visitor volume, and
advertisingeffectivenessareinterconnected. Asclick-throughrateisacommonlyused

indicatorofonlineadvertisingeffectiveness,itisalsoconsideredinthecurrentresearch.

¢ ScottMcCoy,AndreaEverard,DennisGalletta,andPeterPolak(2004)concluded that
pop-up advertisements are perceived as more invasive than embedded
advertisements. Theirstudyfoundthatusersgenerallypreferuninterruptedexperiences
whileperformingonlinesearchactivities,aspop-upadsdiverttheirattentionand force
themto close the advertisement windows before continuing their tasks. The findings
also revealed that such advertisements negatively influence the overall online

experience of users and reduce their perception of the website and its content.

¢ NeelikaArora(2004)Thestudyrevealsthatthebanking, FMCG,andinsurancesectors
together contribute about 45% of the total online advertising expenditure, while the
automotive, travel, and retail sectors account for nearly 37%, and financial service
companies contribute around 12%. The research also notes that early adopters in the
finance and information technologysectors are steadily increasing their investment in
online advertising. At the global level, nearly 60% of online advertising revenue is
concentrated among five major companies—Google, Yahoo, Microsoft, AOL, and
Overture Services—with approximately 90% of Google’s revenue generated from
advertising. Inthe Indiancontext, online portals suchas Indiatimes, Exchange4media,
Rediff, and Agencyfaqs attract significant online advertising investments, and the
article mainly focuses on analyzing the demographic profile of Indian online

advertisers.

¢ ChristianRohrexandJohnBoyd(2004) Theauthorsemphasizethat websiteswhich
successfullymanagethisbalancetendtoachievesustainablegrowth,whereasthosethat fail
to do so risk losing popularity among users or advertisers. The study further
highlightsthatanincreasingempiricalstudiesprovidesseveralprotocolsandguidelines that
website designers can follow to achieve this balance, enabling advertising and
webpage featuresto complement each other in a way that enhances, or at least does not

negatively affect, the overall user experience.

¢ Sumanjeet (2003) published anarticle titled “Online Banner Advertising”. The study
emphasizesthat becauseonline banneradvertising isrelativelysimpleto create, place,

anduseonwebsites, it hasagreat dealofcapabilityto serveasaneffectiveadvertising
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andaffluentmaleandfemaleconsumers,aswellasstudents,owingtothefactthatthese
segmentsarestronglyrepresentedamong internet users.However,thestudyalso notes that
banneradvertising  isnotanidealdirect =~ marketingtooland  hascertainlimitations.
Forinstance, CPM-based banneradvertisingdoesnotprovidesufficientaccountability
foradvertisers,whileclick-throughrates(CTR)donotadequately measure  performance
forpublishers.Despitetheselimitations,banneradvertisingcontinuestobeadominant
factorofonlineadvertising,andseveralemergingfactorsinfluenceitsdevelopmentand

shape the future of banner advertising.

e Peter J. Danaher and Guy W. Mullarkey (2003) This study explores the variables
impactinghowusersrecallandrecognizewebadvertisements.Keyvariablesexamined
include users’ browsing mode, the length of time spent on a webpage, and contextual
features such as text density, background complexity, and banner ad design. Using an
experimental approach with a student sample, the researchers systematically varied
these factors to assess their influence. The data suggest that greater exposure time to
webpages with banner advertisements significantly enhances users’ memory of those
ads.Additionally, Theanalysisshowsthat casualusersare more inclinedto remember and
recognize banner advertisements compared to those who visit websites with a specific

purpose in mind.

¢ Jean-LouisChandon,MohamedSaberChtourou,andDavidR.Fortin(2003)The
studyexaminesexistingmethodsforassessingtheeffectivenessofwebadvertisingand
identifies factors that cause variations in click-through rates (CTR) using data from
actual advertising campaigns. The data indicate that aspects such as ad size, motion,
images, animation, andtheinclusionofphrases like‘“clickhere”or“onlineonly”’have a
substantial effect on CTR. The authors emphasize that CTR is a key measure of
advertising effectiveness, as it reflects both users’ immediate reactions to an ad and
theirsubsequentbehaviorinseekingmoreinformation. Additionally,thestudysuggests that
the internet functions as a high-involvement advertising medium and highlights

several design elements that influence the success of web advertisements.

o PalanisamyandWong(2003)Recognizedadirectcorrelationwasidentifiedbetween
online consumer expectations and the effectiveness of web-based banner
advertisements. Their investigation highlights that online advertising can serve as an
effectivebrandingtool,offeringmarketerspowerfulcommunicationopportunities. The
internetprovidesaflexibleplatformforpresentinginformationinmultipleformatssuch
astext,images,videos,andaudio,therebyenhancingtheoveralleffectivenessofonline

advertising.
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e  Wanjoga(2002)Aresearchwascarriedouttoevaluatehowinternet ~ promotions  impact
consumer actions, involving students from the University of Nairobi. The results
demonstrated that internet promotions successfully expanded audience reach and
enhanced consumer knowledge. Nevertheless, although many respondents regularly
usedtheinternetandencounterednumerousdigitalads,onlyafewcouldrememberthe
adstheyviewed,suggestinglimitedeffectivenessofinternetpromotions. Additionally,
thestudyfoundthat internetpromotionshadamoderateeffectonbuyingchoices,with

roughlyhalfoftheparticipantsacknowledging thatonlineadsaffectedtheir decisions.

DATAANALYSIS
KMOandBartlett’sTest

Test value

Kaiser-Meyer-OlkinMeasureofSampling Adequacy  |0.812

Bartlett's TestofSphericity

Approx.Chi-Square 356.247
Df 55
Sig. 0.000
T-TEST
TESTINGOFHYPOTHESIS

Ho — There is no association between gender and with the problems facedby the

respondents in online advertising.

Gender Mean Std.Deviation T-Value P-Value Inference

Male 17.4054 3.61678 513 476 Accepted
Female 18.0159 3.96961

Source:Computed Data

Interpretation
Since the P value (0.476) is higher than 0.05, the null hypothesis is retained at the 5% confidence
level,revealsthatthereisnomeaningfulvariationbetweengenderandtheissuesencounteredbyparticipants in

online advertising. Thus, the null hypothesis is retained at the 5% confidence level.
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ANOVA

DependentVariable:ConsumerPerceptionScore

Source SumofSquares |df [MeanSquare [F Sig.
BetweenGroups (4.810 4 |1.203 1.091/.358
WithinGroups | 545.450 495|1.102

Total 550.260 499

Descriptive Statistics

Group N |Mean |Std.Deviation |Std.Error
Usefullnformation 100[3.56 [1.12 112
MediumofPurchase 100{3.36 |1.04 104
FuntoWatch 10013.33 |[1.15 115
AwarenessofNewProducts 100 3.53 |1.01 101
Visual Ads Influence 100/ 3.35 [1.08 108

Interpretation

SinceSig. =.358>.05,nomeaningfuldifferenceisobservedamongthefivefactors.
REGRESSION

ModelSummary

Model| R R Square [Adjusted RSquare [Std.ErroroftheEstimate

1 .8421.709 .695 6.214
ANOVA
Model SumofSquares |Df Mean F Sig.
Square
Regression |1523.417 4 1380.854 24.632( .000
Residual |625.583 95 16.585
Total 2149.000 99
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Coefficients
Model UnstandardizedB | Std.Error | StandardizedBeta |t Sig.
(Constant) 4215 2.184 1.931|.056
Usefullnfo 312 .089 341 3.506(.001
MediumofPurchase |.118 072 142 1.639|.104
FuntoWatch 426 .097 402 4.392/.000
Visual Ads Insist 205 .084 221 2.440|.017

Interpretation
R?=0.709—70.9%ofvariation inAwarenessofNewProductsisexplained bythe predictors.

Themodelisstatisticallysignificant(F=24.632,p<.001).
ViewofOnlineAdvertisements

TheresearcherinordertoknowthemindoftherespondentstowardsOnline advertisement has
considered the following table for the study.

ViewofOnlineAdvertisements

Particulars Frequency Percentage
Positive 70 70
Negative 30 30
Total 100 100

Source:PrimaryData

The table presented above demonstrates that 70% of respondents hold a positive opinion of online

advertisements, while 30% have a negative perspective.
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ViewofOnlineAdvertisement

H positive

8 Negative
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FINDINGS
e Amajority(63%)ofrespondents arefemale.

¢ 94%demonstrate awarenessofonline advertising.

e 70%hold apositiveperceptiontowardonlineadvertisements.

e 80%reportthatonlineadvertisementscancausedistractionduring work.

e Informationalandentertainmentcomponentssignificantlyinfluenceconsumer

attitude.

SUGGESTIONS

Even if the number of businesses advertising online is skyrocketing, consumer
confidencemaystillbedamagedbyfraudanddeception. Therefore,itisimportanttomake  sure
that internet marketing accurately depict goods and services.

» Customers'consenttoviewonlineadscanhelpestablishtrustorconfidence in
online businesses.
» Advertisementsneedto becustomizedaccordingtothe interestsofthe
intended audience or consumers to avoid disrupting their tasks.
» Onlineadvertisementsandtheuseofmulti-mediamustallow viewersto
engage, which benefits the online advertising industry.
RESEARCHGAP
¢ Manypreviousstudiesexamineonlineadvertising effectiveness, but limitedresearch
focusesonconsumerattitudetowarddifferent advertisingattributes(informativeness,

entertainment, and visual appeal) in emerging markets like India.

.
%

Earlierstudies mainlyanalyzepurchase intentionoradvertisingvalue, whileconsumer

awareness and perception toward online advertising formats remain less explored.

®
%

Moststudiesfocusonsocialmediaadvertisingorbanneradvertisements, whereasthe
combined influence of multiple online advertising factors on awareness of new

products is not widely examined.

®.
L4

Few studies use regression-based empirical analysis to measure how online

advertising factors influence consumer awareness in local markets such as Chennai.

®
L4

Thereislimitedresearchontheproblemsanddistractionsencountered when viewing with

online advertisements.
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OPPORTUNITIESFORFUTURESTUDY
+= Thisresearch focuses only on 100respondentsin Chennai;upcomingresearchcan

involve broader sample group across multiple cities or countries.

[

Futureresearchcanexaminespecificadvertisingplatformssuchassocialmedia, mobile
advertising, influencer marketing, and video advertising.

Researchersmayanalyzethedependencebetweendigitaladvertisingandpurchase

1=

behaviour or brand loyalty.

[

Subsequentinvestigationscouldexaminevariationsacrossdiversedemographicsegments,
including factors such as age, educational background, and income levels.
= LongitudinalresearchcanexaminechangesinConsumers’ viewsondigitalmarketing over

time.

i

Laterstudiesmayexaminetheeffectsofpersonalizedadvertising, Al-based targeting,
and algorithmic marketing.
MANAGERIALIMPLICATIONS

The results offer important perspectives for managers and digital marketers when
developing effective online advertising strategies. The findings interpret that customers are
more receptive to advertisements that deliver both useful information and entertainment.
Therefore,marketersshouldprioritizecreatingcontentthatisinformativeaswellasengaging to
better capture attention and positively shape consumer attitudes toward online ads. In
addition,emphasizingvisuallyappealingdesignscanenhanceawarenessofnewproductsand
services.

Thisstudyalsohighlightsthoseintrusiveadvertisementsespeciallythosethatinterrupt
users during their Internet usage can have detrimentaleffects ontheoveralluser experience.
So businesses should avoid highly disruptive formats and instead adopt advertising
approaches that blend seamlessly with users’ browsing environments. Implementing
consumer-centricstrategiesthatreflectusers’interests,preferences,andbehaviorscanfurther
improve effectiveness.

Furthermore, maintaining credibility and transparency in Advertising is vital for
developing trust among consumers and reduce skepticism toward promotional messages.
Companies arealsoencouragedto finance interactiveandmultimediaformats,suchasvideo

promotion in capturing attention andimproving message retention.

Finally, carefulconsideration ofadvertisement placement and timing is important to
reduce disruption and maximize engagement, ultimately enhancing the overall success of

digital advertising campaigns.
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CONCLUSION

Online advertising has emerged as a dominant marketing communication tool in the
digital era. This research indicates that consumers attitudes are significantly shaped by
informational value, entertainment, and visual appeal. While consumers generally exhibit a
positive perception toward online advertisements, concerns regarding distraction and
intrusiveness remain. The findings suggest that a consumer-centric and ethicallyresponsible

approach is essential for enhancing advertising effectiveness in competitive digital markets.
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