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Structured Abstract

Purpose: A plethora of reviews has commented on marketers’ growing attraction towards
online advertising. The recent upsurge in research, prophesying an enduring shift to digital
marketing, envisages the diminishing role of television advertisements. The atypical
consumer behaviour of Malayali communities in India inspired authors to explore their
perceptions of advertising media. Hence, this study aims to explore the popularity of online
advertisements among the Malayali viewers. This paper also attempt to ascertain whether
the rise of online advertising had an adverse impact on viewers’ perception of television
advertisements.

Design/methodology/approach: Sample comprised 300 consumers randomly selected
from four districts of Kerala. A pre-tested questionnaire administered the primary survey.
Respondents’ preference for advertising media and the reasons to choose their favourite
media were analysed. Global ranking benchmarked the findings. The sentiment analysis
done to compare and validate respondents’ opinion online and television advertising reveals
impact of online advertising on the popularity of television advertisements.

Findings: Despite the fast diffusion of internet in the State, respondents retained their
passion for regional, Malayalam advertisements. Hitherto, they preferred to enjoy viewing
television commercial advertisings in local language.

Practical Implication: This study sheds light on the fact that it is too early to consider
digital media as the dominant paradigm vehicle to penetrate, at least the glocal markets.

Originality: When marketers compete to reach audience effectively at low cost, it is
equally important for them to value customers’ preferences too. This original research work
done with primary survey addressed marketers’ concern.

Keywords: Television, Online Advertisement, Media, Consumer perception.
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1. Introduction

The constantly changing marketing communication (Shimp, 2007) tools call for persistent
strategies to reach demanding consumers. Realizing role of advertisement in consumers’
daily live (Pride and Ferrell, 2012; Grewal and Levy, 2014), marketers persistently seek out
innovative media to advertise their commercials to evoke viewers’ emotions
(millwardbrown.com, 2014). While some enterprises still trust traditional media as the most
cost-effective advertising channel, others strongly prefer online the future channel for
advertisings (Gleeson, 2012). But while marketers compete to reach an audience effectively
at low cost (King and Reid, 1997), it is equally important for them to value customers’
preferences, who rather like to view idealized messages with an emotional touching
(Andrews, 1989). This challenges marketers to go for constant research; hence, this paper
addresses their concern.

Television advertising

McQuail’s (2009) Mass Communication theory claims that consumers learn and gain more
gratification from television because of its capability to dramatize an advertisement theme.
No doubt, these kinds of emotional experiences viewers receive from television
advertisings have far greater influence on their buying decisions (Murray, 2013). Many past
studies admit that television has wide influence (Kumar and Pillai, 2007; Treutler, 2010) on
viewers due to its ability to entertain them via the wide market coverage and low social
risk. This encourages advertisers to rely more on this media (Wu and Wang, 2005; Shimp,
2007). The report by Global Ad View Pulse (Nielsen, 2013)demonstrates a 10 per cent
increase in television advertising from 2012 to 2013, which had its impact in the Indian
markets too (Dave 2013; Mathur et al., 2013; Ambwani, 2014; IBEF, 2014).

However, irrespective of the widespread coverage of television advertisings, few studies
have warned marketers about the failure of television to reach new tech-savvy generations
(Ahmed, 2007; Jobber, 2007; Menon, 2010). Further, viewers’ tendencies to zap out
television advertisements (Rosenthal, 2011), too, cautions marketers to think twice before
investing heavily in television advertisements. Acknowledging the growing acceptance for
online advertising (Garrison, 1996; Dave, 2013) and the profound impact it has on
conventional media (Rust and Oliver, 1994; Neff, 2004; Domingo and Heinone 2008);
Menon, 2010), some researchers have alleged that the edge enjoyed by television
advertising has been diminishing apparently (Keller 2007; Yasin et al., 2013).

Online advertising

In recent years, the body of literature on the impact of effective communication media has
claimed that due to its versatility and superiority to target divergent segments (Mohamad et
al., 2003; Leinonen, 2009; Menon, 2010; Zhang et al., 2011; LaPointe, 2012; Sequera,
2013; Vadakepat et al., 2013; Southgate, 2014), several marketers have accepted online
advertisements to reach consumers. Some others, acknowledging online the most cost-
effective medium through which a firm could reach a wide range of consumers(Mackenzie
and Richard, 1989; Alwitt and Prabhakar, 1992; Jobber, 2007; Chaffey et al., 2006),predict
social media the mainstream future media (Lin and Pena, 2011). The growing demand to
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link marcom to online has encouraged Indian markets too, to accept online an effective
channel for advertising (Desai, 2014; Mishra, 2014; thedmti.com, 2014).

The term ‘online advertising’ refers to the use of the Internet as a marcom tool. This digital
form of media includes emails, search advertisements, Web banners, pop ups, chat
advertising, and social media advertising such as Facebook, Twitter, etc. Although short
messaging services (SMS) and multimedia messaging services (MMS) through mobiles,
and online advertisements are considered ‘cousins’, due to their common features
(Malachard, 2013), we identified less similarity in terms of their performance (1AB, 2008;
Mobile Marketer, 2012) and, hence, had treated them separately in this research.

Though digital communication devices have gained wide popularity in Indian markets,
report by IAMAI (2013) claims that the efficacy of online advertisements to influence
Indian consumers is found to be limited. Interestingly, Mathur et al. (2013) argues that, in
India, the ratio between the online advertisement viewers and end buyers for same products
influenced by online advertisement is barely one to six.

Therefore, conceptualizing the above disparate standpoints, this paper was developed with
following two objectives:

1) To explore the popularity of online advertisements among the Malayali viewers and

2) To ascertain whether the rise of online advertising had an adverse impact on viewers’
perception of television advertisements.

In order to appraise the above objectives the research was focused in a market where: (1)
the viewers express high emotional involvement in watching television and (2) there are
quick diffusion of communication technology that would encourage wide use of online
communication. Our experience and exposure to the markets in the State of Kerala in India
inspired us to select Kerala as a case point. In addition, we also identified that the following
two main features exhibited by the markets in this State meet the aforementioned
requirements:

i) A Large number of Malayali* audience to watch television programs in Malayalam?,
(Agnithotri,2002) and

i) The high rate of e-literacy (The Milli Gazette, 2004; Vidyasagar, 2004;
mathrubumi.com, 2014) facilitates faster diffusion of technology (Parthasarathy, 2003;
Emerging Kerala, 2012).

Why Malayali?

Kerala, the fastest growing state in India with an expanding middle class enjoys a market
with relatively high disposable income mainly through foreign remittance (Zachariah et al.,
2001; The South Asian Times, 2014). Apparently, the rich Malayali youth with widespread
Wi-Fi culture and high e-literacy (The Hindu, 2002; Prasad, 2012) are criticized often for
demonstrating unique buying behaviour that expresses their ostentatious lifestyles (Menon,
2011). Corroborating the above reviews Saiganesh (2012) defines Malayalis’ demeanour as
‘atypical buying behaviour.” Therefore, selecting Malayalis’ perceptions of advertising
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media (Sindhya, 2013) as an example, Kerala presents an appropriate sample-market for
this research. Further, when the past study by Rust and Oliver (1994, p. 75) prophecy that

The fibre optic backbone will carry a vast amount of information
instantaneously from coast to coast... By the year 2010, traditional mass
media advertising will begin to diminish, while the new intelligent and
individualized advertising will gain prominence. New media and new
marketing will be the dominant paradigm...,

..twenty years after the above prophecy, this study attempts to review consumers’
perception of visual advertisements channelled through the main two competitive media of
the present day: television and Internet.

This paper aims to understand whether the emerging popularity of online advertisements
has had an adverse impact on the preference for television advertisements in the minds of
Malayalis irrespective of the geographical market segmentations. Apparently,
acknowledging the report of the Australian Psychological Society (2013) and the study by
Leeet al., (2013)this paper presumes that the kind of emotions a viewer expresses towards a
medium influences his/ her choice. This paper also uses sentiment analysis to explore the
emotions of Malayalis towards television and online advertisements. The findings will
support marketers in their choice of appropriate advertising media.

2. Research design

Bearing in mind the past studies on non-resident Malayalis (Zachariah et al., 2001; The
South Asian Times, 2014; The Hindu, 2002; Prasad, 2012) and observing similarity in the
buying behaviour of resident and non-resident Malayalis, this research progressed through
six stages: the paper began with an assessment of Malayalis’ preferred advertisement media
followed by an appraisal of the level of trust they expressed to their most preferred media.
In the second stage, study examined the factors that influence Malayalis’ perceptions of
online advertisements with a demographic analysis. Since e-literacy and online search
habits were reported to be interlinked (Blau et al., 2013), the relationship between e-literacy
and the factors influencing the respondents’ perceptions were examined at the third stage.
Lastly, by applying the sentiment analysis (Liu, 2010), the study attempted to understand
which medium among these two remained the most preferred channel with reasons.

3. Methodology

Acknowledging the importance of non-resident Malayalis too, the survey consisted of
following two sets of samples:

Sample 1: 200 resident Malayalis randomly selected from two districts in Kerala,
Malapuram and Ernakulam, for their fair representation of rural-urban dichotomy with
socio-economic and technological development (Agnithotri, 2002) and for being the highly
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e-literate districts in India (Parthasarathy, 2003) along with the emerging hotspot for urban
consumerism (Kerala.com, 2013).

Sample 2: 100 non-resident Malayalis randomly selected from two districts- Kasargode and
Kottayam, for the representation of large number of Kerala Diaspora (Economic Review,
2010).

The survey was administered with a pre-tested questionnaire distributed among 30 faculty
members in a leading college in Kerala. The suggestions of the professors supported us to
finalise the questions focusing on respondents’ preference towards seven media. Due to
false entry of information, the study eliminated 5.6 percent of the total sample. The data
were collected during the period January to March 2015.

The mean score for the rankings for option of media was bench marked against a global
ranking by Nielsen (2013), which was reported to be highly accurate by global marketers
(Levine, 2012). Chi-square test was used to test the significant difference in the opinions
between the sample groups.

Study compared the means and standard deviations with a significance test of p > 0.05. The
correlation between the variables selected explored the relationship between e-literacy and
respondents’ preference for online advertisements. Higher r indicated higher impact of e-
literacy on respondents’ perceptions. Finally, respondents’ emotions towards an advertising
medium were appraised extracting their opinions towards television and online advertising
(Mullen and Collier, 2004). Later the grouped opinion (figure 1) were validated using
sentiment analysis.

Figure 1: Flow Chart for respondents’ positivity and negativity sentiments towards
TV& online ads

Listing opiniated Group similar Upload to zzt’egg::slst to Assess
sentences with . sentiment . online 1 Y - N

P . N +ve, -ve & polarity
subjective feelings subjects calculator*

neutral

* Available at: http://text-processing.com/demo/sentiment (Carson, 2014).

4. Analysis

Bearing in mind, the past studies that criticised television advertising (Pollay, 1986; Patrick
and Lowrey, 2004; Logan, 2011; Cobbs et al., 2013), this paper identified the following
facts.

The resident, postgraduate, urban males and females had ranked television the most
preferred medium, in contrast to their undergraduate counterparts. In addition, female
respondents expressed more affinity towards television advertising with a p value = 0.006)
(table 1).
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Rural respondents expressed high preference to newspapers and magazines compared to
mobile advertisings in rural areas. We assume that the high literacy rate in Kerala and
liking for Malayalam newspapers would be the primary reasons for the aforementioned
preferences. However, urban respondents revealed low preferences for billboards, radio,
and pre-show advertisements at movie theatres.

Among the rural respondents, television advertising was ranked top by both gender, with
similarities in opinions. Further, billboards and newspapers retained their importance with
score mean ranking 3.10 and 3.39 respectively, irrespective of disparity in educational
level. In addition, radio was ranked as the second most preferred medium with SD = 1.98.

Indeed, among the non-resident sample group, females indicated preference for television
(SD =0.79; p = 0.00), while males ranked radio as their first choice, followed by television.
Furthermore, irrespective of their gender and level of education, the non-resident
respondents expressed more preference to mobile advertisements. Urban female
respondents showed higher preference for online advertisements compared to their male
counterparts. Nevertheless, for rural respondents online advertising was the least preferred
medium, though the SD is highly polarized. Similarly, the non-resident too, placed online
as least preferred channel.

Table 1: Respondents’ ranking the preferences for advertisement media

Sample TV Bill Radio Movie Online Mobile News
Board SMS/MMS  Paper
Scores
Urban Masters’ &Above 26 105 107 128 77 56 44
Male Bachelors’ &Below 87 161 202 229 153 91 85
(n=55) Mean 2.05 4.84 5.62 6.49 4.03 2.67 2.29
SD 1.06 1.15 0.76 0.74 2.14 1.01 0.99
UrbanFemal Masters’ &Above 39 159 164 196 107 85 62
e (n=38) Bachelors’ &Below 17 51 53 68 45 25 16
Mean 1.40 5.39 5.55 6.76 3.97 2.84 2.03
SD 0.27 0.95 0.72 0.43 1.19 0.79 0.43
TwotailedPvalue 0.01 0.01 0.66 0.03 0.87 0.36 0.09
Rural Male Masters’ &Above 32 32 39 43 82 50 32
(n=48) Bachelors’ &Below 84 107 186 140 206 147 131
Mean 2.44 3.10 4.54 4.27 6 4.10 3.39
SD 0.84 1.13 2.16 1.97 1.03 2.01 2.22
Rural Masters’ &Above 51 86 62 107 121 93 99
Female Bachelors’ &Below 63 124 96 115 100 80 91
(n=46) Mean 2.45 4.57 3.43 4.83 4.80 3.76 4.30
SD 1.13 2.56 1.98 0.38 2.70 1.71 1.31
TwotailedPvalue .09 0.004 0.01 0.06 0.01 0.37 0.02
Non- Masters’ &Above 60 135 45 117 61 55 85
Residence Bachelors’ &Below 46 119 56 133 87 70 65
Male Mean 2.18 5.33 2.06 5.10 3.02 2.56 3.06
(n=48) SD 1.05 1.28 0.96 2.01 1.60  0.98 1.67
Non- Masters’ &Above 60 141 76 190 104 78 87
Residence Bachelors’ &Below 13 39 32 39 54 24 24
Female Mean 1.52 3.75 2.25 4,77 3.29 2.12 2.31
(n=48) SD 0.79 0.93 1.46 1.24 133 067 1.13
TwotailedPvalue 0.0008 0.0001 0.453 0.335 0.370 0.011 0.012
Ranking of media * 1 4 3 5 3 2 2
Global ranking for media 5 6 7 8 2 9 6

preferences(Nielsen.com (2012)
* Average of mean of scores.
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Acknowledging Nielsen (2012) report as benchmark, table 1 depicts significant variance in
Malayalis’ perception of television advertisements from a global perspective. For instance,
Malayalis ranked television as the top influential medium, compared to its fifth place in
global market. On the other hand, when the online medium was ranked top globally,
followed by word of mouth (Nielsen, 2012), the average score obtained for the total
responses showed low preference for online advertisements in Malayalis’ market. In
addition, when mobile advertising showed a decline in the global markets, table 1 shows
Malayalis constant acceptance of mobile, newspapers and magazines as active channels.

In light of the criticism, that the success of television advertising relies on the credibility of
message (Clemons, 2009), table 2 reveals Malayalis’ trust in Television advertisements.

Table 2: Ranking of television advertising messages as the first most trusted information

Residents ~ Urban(n=93) Rural (n=94) Nonresidents (n=96) Total
(n=283)

(A) M> B< OR PG UG OR (B) PG UG OR (A+B)

UM(=55) 14 08 33 RM(n=48) 0 07 41  NM(n=48) 05 09 34 M(n=151 43
)

% to UM 25 15 60 % of RM 0 15 85 % ofNM 10 18 72 %ofM 28

UF (n=38) 22 04 12 RF (n=46) 3 05 38 NF(n=48) 20 09 19 F 63
(n=132)

% to UF 58 11 31 % of RF 6 11 83 %ofNF 46 19 35 %ofF 47

% to UR 51 49 % RR 16 84 % NR 46.5 335 % M+F 37

Note: M>=Master & above; B<= Bachelor & below; UM = Urban Male; UF=Urban Female; RM=Rural Male; RF= Rural Female;
UR=Urban Respondents; RR=Rural Respondents; NM=Non-resident Male; NF=Non-resident Female; NR= Non-resident Respondents;
OR=0ther Respondents.

Among the urban residents, 51 percent considered television as a trustworthy and reliable
medium while among rural respondents merely 16 per cent agreed upon this view. In
addition, a corroboration of table 1 with the findings by Sherlekar (1981) reveals that in a
state with high rural literacy, it is apparent that the local newspapers, magazines and radio
were widely accepted as trusted media.

In contrast to above analysis, table 2 shows low score for non-resident Malaylis. Among
the total non-resident respondents 37 percent accepted television as a reliable medium,
which was found to be very low compared to the global benchmarking of 62 percent
(Nielsen, 2013). Table 2 depicts the disparity also in the response of residents and non-
residents.

E-literacy and perceptions of online advertising

Acknowledging the opinion of past researches on the importance of e-literacy in online
information seeking (Atkins and Vasu, 2000; Cunningham, 2000; Oh and French, 2007;
Reinking, 1994), this paper examined the relationship between e-literacy and eight major
variables that influenced online viewing in table 3.

Urban respondents ranked ‘absence of Malayalam ads’ and ‘no entertaining themes’ as the
main variables influenced their preference for online advertising. The level of e-literacy did
not show significant relation with respondents’ perception of online advertisement.
However, response of urban female showed a positive relationship between e-literacy and
online browsing, but with a low ranking to their trust in message credibility, fear of virus
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attack, lack of entertaining themes and no patience to search. Study also identified a
negative correlation between the male respondents’ opinions on the absence of Malayalam
advertisements with level of e-literacy. Rural respondents did not exhibit any relation
between e-literacy and perspectives on online viewing (table 3).

Table 3: Respondents reasons for viewing online advertisement
)

- c =g — ? o
N=283 - S b B 8 3 E co £ 3
g £¢ g2 £ > B=zf % 5
2 So 33 SF 5« £SE 23 =
i g = gz I3 58 Ts=S oF o &
b 65 x5 S¢ tE &E£S8 =€ z 3
A M 9.16 6.56 7.72 3.45 3.11 2.65 2.87 8.25
Urban SD 0.78 1.98 1.51 2.07 1.57 0.84 1.62 1.99
Male M ranking 8 5 6 4 3 1 2 7
r 0.54 0.10 -0.001 0.50 -0.58 0.14 -0.58
B M 8.36 7.68 7.51 4.26 4.65 1.65 171 4.6
;gba“Fem SD 323 157 115 128 205 048 0.76 3.36
M ranking 8 7 6 3 5 1 2 4
r 0.84 0.17 -0.12 0.10 0.10 -0.11 0.62
A&B P(a=0.05) 0.13 0.006 0.43 0.50 0.00 0.001 0.001 0.001
Cc M 34 3.74 4.95 5.48 4.63 244 3.76 9.72
Rural Male SD 2.23 0.89 2.3 1.45 2.09 1.92 2.95 0.45
M ranking 2 3 6 7 4 1 5 8
r 0.16 0.13 -0.40 0.12 -0.24 -0.01 0.28
D M 3.54 4.61 3.89 4.73 4.04 3.82 6.04 8.54
Rural SD 2.55 2.27 2.60 1.99 2.05 2.80 3.58 2.33
Female M ranking 1 5 3 6 4 2 7 8
r 0.75 -0.08 -0.15 0.23 0.08 -0.59 -0.48
C&D p (0=0.05) 0.78 0.02 0.04 0.03 0.17 0.01 0.002 0.003
E. M 7.10 7.39 5.79 3.06 4.54 3.04 4.29 4.72
Non- SD 3.37 1.81 2.40 1.58 2.50 1.48 3.38 247
resident M ranking 8 7 6 2 4 1 3 5
Male r 0.73 0.52 -0.22 -0.24 -0.32 -0.51 -0.45
F. M 8.20 6.84 5.15 3.88 3.66 3.57 4.17 6.66
Non- SD 291 2.60 1.53 1.54 3.26 2.26 2.93 2.17
resident M ranking 8 7 5 3 2 1 4 6
Female r 0.55 0.46 0.07 0.03 -0.42 -0.67 -0.61
E&F p (¢=0.05) 0.90 0.20 0.12 0.01 0.14 0.17 0.85 0.00

*95 % confidence interval; X = mean; r= correlation between computer literacy & variables.

Non-residents too, ranked ‘absence of Malayalam advertisements, fear of virus attack and
lack of trust in the message credibility’ as main reasons for their disinterest in viewing
online advertisements. There was no significant difference in the responses of both genders
(Table 3).

Emotions in choice of media: Sentiment Analysis

Few studies express a relationship between viewers’ emotion and their choice of media for
entertainments (Australian Psychological Society, 2013; Lee et al., 2013). This session
appraises the emotions of the respondents towards television and online advertisings by
extracting their opinion and applying them in sentiment analysis tool.
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Sentiment analysis is a process of opinion mining, wherein the extracted opinions of
respondents are analysed to discover how they feel about a particular topic. The
opinions expressed in table 4 consisted of two key target components- television and online
advertising. Admitting Ben’s (2013) findings, we assumed that if an item had more
positivity than negative keywords, it was deemed positive content, and if it had more
negativity then it was considered negative statement.

Table 4: Sentiment Subjects expressed by respondents to online and TV ads

TV Adverting S A&Polarity  Subjectivity  Onlineads Polarity Subjectivity
1  Enjoy and love Positive neutral: 0.5 Enjoy privacy Positive neutral: 0.2
watching ads +:0.5;-0.5 polar: 0.5 +0.7;-0.3 polar: 0.8
2 Save time watching Negative neutral: 0.5 Easy to view favorite Positive neutral: 0.3
with favourite program  +0.5;- 0.5 polar: 0.5 ads +0.5;-0.5 polar: 0.7
3 Forced to see Ads Negative neutral: 0.4 Extra effort to search Neutral neutral: 0.7
between programs +0.4; -0.6 polar: 0.6 polar: 0.3
4 Watch ads without Positive neutral: 0.2 Takes time to search & Neutral neutral: 0.8
technical effort +0.6;-0.4 polar: 0.8 watch polar: 0.2
5 Enjoy watching in own Positive neutral: 0.2 Difficult to find own Negative neutral: 0.1
language +0.7;-0.3 polar: 0.8 language ads +0.3;-0.7  polar: 0.9
6  Entertains like movie Positive neutral: 0.1 No speed & Negative Neutral 0
+0.7,-0.3 polar: 0.9 connectivity +0.5;-05 Polarl
7  Big screen gives good Positive neutral: 0.2 Expensive than TV Negative neutral: 0.2
impression +0.6;- 0.4 polar: 0.8 +0.3;-0.7 polar: 0.8
8 Watch and share with Neutral neutral: 0.5 Watch to my time & Positive neutral: 0.4
family polar: 0.5 interest +0.7;-0.3  polar: 0.6
9  No fear of un-ethics Neutral neutral: 0.7 More options of ads on  Positive neutral: 0.4
polar: 0.3 finger tips +0.6;-0.4  polar: 0.6
10 Clear, attractive  Positive neutral: 0.2 Risk  of  obtaining Neutral neutral: 0.7
memorable +0.8;-0.2 polar: 0.8 malware polar: 0.3
11 Source of ad is Positive neutral: 0.2 Not trusting the validity ~ Neutral neutral: 0.6
believable +0.5;-05 polar: 0.8 polar: 0.4

Total values (%) Positive 63 ; Negative 18.5;

Neutral 18.5

Total values( %); Positive 36.25; negative27.5; Neutral

36.25

Source: http://text-processing.com/demo/sentiment.

In brief, figure 2 explains the respondents’ polarization of sentiments towards television and
online advertisements.

Figure 2: Polarization of sentiments towards television and online advertisements
Online Ads ]

TV Ads

0.1 0.2

0.3 0.4

0.5

0.6
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5. Discussion

The paper began with an assessment of Malayalis’ preferred advertisement media followed
by an appraisal of the level of trust they expressed to their most preferred media. In the
second stage, study examined the factors that influenced Malayalis’ perceptions of online
advertisements with a demographic analysis. Since e-literacy and online search habits were
reported to be interlinked (Blau et al., 2013), the relationship between e-literacy and the
factors influencing the respondents’ perceptions were examined at the third stage. Lastly,
by applying the sentiment analysis (Liu, 2010), the study attempted to understand which
medium among the above two remained as the most preferred channel with reasons.

It is apparent that consumers place more value on media that are able to convert messages
into idealized images that evoke their emotions. Referring the concept of ‘seeing is
believing’ (Philo, 1990), we conceptualised that watching advertisements through an
inducing medium, like television (Koolstra and Voort, 1996; Mander, 2005) was
considered to be more trust worthy for Malayalis. Acknowledging the past reviews and
responding to Malayalis’ distinctive consumer behaviour with a demographic analysis, we
summarized the findings as follows.

Irrespective of the gender, education and residency status, the Malayalis living across the
globe preferred television as effective media for advertisement, even in the era of digital
revolutions. The mobile messages were less popular among Malayalis and at the same time,
irrespective of the level of e-literacy, the rural community yet showed more fascination
towards advertisements in local newspapers and radios advertisings. In addition, the study
found that absence of Malayalam advertisements, lack of entertainment and lack of trust on
phishing ads cause them to drift away from online advertisements. However, keeping these
preferences apart, all the respondents expressed their concern towards the credibility of
television advertisements. The sentiment intensity expressed for television advertisements
implied that the preference for television advertising continues in Kerala, even when the
markets enjoyed the fast penetration of the internet (The Hindu, 2012).

6. Implications for future research

This article strengthens the notion that television advertisements will enjoy a long-term,
sustained popularity among the Malayalis. Nevertheless, to continue with television
advertising, study recommends marketers to improvise the messages of their
advertisements ethically, to develop and retain consumers’ trust on television
advertisements. Further research in this direction may support them to develop augmented
advertising strategies.
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7. Conclusion

A plethora of reviews has commented on the growing attraction towards online advertising,
globally. The recent upsurge in research too, prophesies an enduring shift from traditional
to digital promotional tools along with the growing e-literacy consumers. However, study
acknowledges that the visual information relayed in local language would definitely lead
consumers to obtain better knowledge on products/services. Bearing in mind the
aforementioned facts, this paper concludes that despite the fast diffusion of internet in
Kerala, Malayalis still hold on to their passion for Malayalam television advertisements
treating it as commercial entertaining channel. Therefore, it is too early to accept online
channel as the dominant paradigm vehicle to penetrate, at least in the global markets.
Apparently, we also agree that in order to improve consumers’ trust on television
advertising, this area demands advanced research to explore ways to make television
advertising more reliable.

References

Agnithotri, V. K. (2002), Socioeconomic Profile of Rural India, Concept Publishing, New
Delhi.

Ahmed, M. (2007), Global Consumer Study Measures Role of Customer Service: UAE
Leads, www.bi-me.com (accessed 7 March 2015).

Alwitt, L. F. and Prabhakar, P. R. (1992), “Functional and Belief Dimensions of Attitudes
to Television Advertising”, Journal of Advertising Research, VVol. 32, No. 5, pp. 30-42.

Ambwani, M.V. (2014), “TV Ad rates Up 15-20%IPL-7”, www.thehindubusinessline.com/
companies/tv-ad-rates-up-1520-for-ipl7/article5836073.ece (accessed 11 December 2014).

Andrews, J.C. (1989), “The Dimensions of Beliefs Towards Advertising in General”,
Journal of Advertisement, Vol. 1, pp. 26-35.

Atkins, N. E. and Vasu, E. S. (2000), “Measuring Knowledge of Technology Usage and
Stages of Concern About Computing: A Study of Middle School Teachers”, Journal of
Technology and Teacher Education, Vol. 8, No. 4, pp. 279-302.

Australian Physiological Society. (2013), “Media Representations and Responsibilities:
Physiological Perspective”, www.psychology.org.au/Assets/Files/mediapositionpaper.pdf
(accessed 13 January 2015).

Blau, M., Madmon, S. and Bergman, O. (2013), “The Effect of Computer Literacy on The
Percentage of Personal File Search”, http://www.openu.ac.il/innovation/chais2013/
download/b37.pdf (accessed 26 March 2015).

Ben, D. (2013), “On Social Sentiments and Sentiments Analysis”, http://brnrd.me/social-
sentiment-sentiment-analysis (accessed 15 December 2014).

53



European
Journal
of Applied
Business and
Management

European Journal of Applied Business Management, 1 (2), 2015, pp. 43-59 ISSN 2183-5594

Carson, E. (2014), “Sentiment Analysis: Understanding Customers Who Don’t Mean What
They Say”, http://www.techrepublic.com/article/sentiment-analysis-understanding-
customers-who-dont-mean-what-they-say (accessed 29 December 2014).

Chaffey, D., Ellis-Chadwick, F., Johnston, K. and Mayer, R. (2006), Internet Marketing:
Strategy, Implementation and Practice, 3 ed. Pearson Education, Italy.

Clemons, K. (2009), Positive Impact on Advertising in Brand Marketing,
http://www.ukessays.com/essays/marketing/positive-impact-of-advertising-on-brands-
marketing-essay.php (accessed 1 December 2014).

Cobbs, F. Beasley and Manolis, C. (2013), “Ad Nauseam? Sports Fans; Acceptance of
Commercial Messages During Television Sporting Events”, Sport Marketing Quarterly,
Vol. 22, pp. 123-128.

Cunningham, K. (2000), “Integrating Call into The Writing Curriculum”, The Internet
TESL Journal, 6 (5), http://iteslj.org/Articles/CunninghamCALLWriting (assessed 26
March 2015).

Dave, H.W. (2013), “Digital Advertising in India, Statistics and Trends”,
http://www.slideshare.net/TheHWD/digital-advertising-in-india-statistics-trends-2013,
(assessed 13 December 2014).

Desai, A.N. (2014), “Digital Advertising in India to Reach $ 477M by March 2014”,
http://lighthouseinsights.in/iamai-report-digital-advertising-in-india-to-reach-477m-by-
march-2014.html, (assessed 2 March 2015).

Domingo, D. and Heinone, A. (2008), “Weblogs and Journalism: A Typology to Explore
The Blurring Boundaries”, Nordicom Review, Vol. 29, No.1, pp. 3-15.

Economic Review.(2010), “Kerala State Planning Board”, Government of Kerala”,
http://spb.kerala.gov.in/index.php/economic-review/er-2010.html, (accessed 25 March
2014).

Emerging Kerala (2012), “Investors Guide”, http://www.emergingkerala2012.org,
(accessed 10 December 2014).

Garrison, B. (1996), Successful Strategies for Computer-Assisted Reporting, Lawrence
Erlbaum Associates, New Jersey.

Gleeson, B. (2012), “TV Advertising S Digital Marketing”,
http://www.forbes.com/sites/brentgleeson/2012/11/20/tv-advertising-vs-digital-marketing
(accessed 18 December 2014).

Grewal, D. and Levy, M. (2012), Marketing, McGraw-Hill Company, New York.

54



European
Journal
of Applied
Business and
Management

European Journal of Applied Business Management, 1 (2), 2015, pp. 43-59 ISSN 2183-5594

IAB. (2008), “A Mobile Advertising Overview”,
http://www.iab.net/media/file/moble_platform_status_report.pdf, (accessed 28 December
2014).

IAMAI, (2013), “Digital Advertising in India”, http://www.slideshare.net/thehwd/digital-
advertising-in-india-statistics-trends-2013, (accessed 8 December 2014).

IBEF (2014), “Advertising and Marketing Industry in India”, http://www.ibef.org/industry/
advertising-marketing-india.aspx, (accessed 28 December 2014).

Jobber, D. (2007), Principles and Practice of Marketing, McGraw-Hill, London.
Keller, K. (2007), Strategic Brand Management Prentice Hall, London.

Kerala.com. (2013), “Kerala is the New Hot Spot for Urban Consumerism &
Communication”,www.kerala.com/news_kerala_Kerala_is_the_0_8575.html, (accessed 1
December 2014).

King, K.W. and Reid, L.N. (1997), “Selecting Media for National Accounts: Factors of
Importance to Agency Media Specialists”, Journal of Current Issues and Research in
Advertising, Vol.19, pp. 55-64.

Koolstra, C. and Voort, T. V. (1996), “Longitudinal Effects of Television on Children’s
Leisure Time Reading: A Test of Three Explanatory Models”, Hum Commun Res. Vol. 23,
No. 4, pp.35.

Kumar, V. and Pillai, P. (2007), “A Study on Purchasing Pattern of Cosmetics among
Consumers inKerala”,http://dspace.iimk.ac.in/bitstream/2259/326/1/581595.pdf%20rel,
(accessed 5 February 2015).

Kurtz, W. (2013), “Sentiment Analysis and Sentiment Intelligence”, http://www.tdan.com/
viewarticles/17131, (accessed 1 December 2014).

LaPointe, P. (2012),“Measuring Facebook's Impact on Marketing”, Journal of Advertising
Research,Vol.52, No. 3, pp. 286-287.

Lee, J.,, Chang-Dae, H. and. Kim, M. (2013), “Why People Pass Along Online Video
Advertising: From the Perspectives of the Interpersonal Communication Motives Scale and
the Theory of Reasoned Action”, Journal of Interactive Advertising, Vol.13, No.1, pp. 1-
13.

Leinonen, A. (2009), “Future with Social Media: A Challenge for Paper”,
https://www.utu.fi/fi/yksikot/ffrc/julkaisut/e-tutu/Documents/eTutu_2009-7.pdf
(accessed12 January 2015).

Levine, K. (2012), “How Accurate Are Nielsen Ratings?” http://kenlevine.blogspot.ae/
2012/06/how-accurate-are-nielsen-ratings.html, (accessed 14 December 2014).

55



European Journal of Applied Business Management, 1 (2), 2015, pp. 43-59 ISSN 2183-5594
Lin, J. and Pefia, J. (2011), “Are You Following Me? A Content Analysis of TV Networks;

Brand Communication on Twitter”, Journal of Interactive Advertising, Vol. 12, No. 1, pp.
18-29.

Liu, B. (2010), “Sentiment Analysis and Subjectivity”,
http://www.cs.uic.edu/~liub/FBS/NLP-handbook-sentiment-analysis.pdf(accessed 11
December 2014).

Logan, K. (2011), “Hulu.com or NBC? Stream Video versus Traditions TV: A Study of an
Industry in its Infancy”, Journal of Advertising Research, Vol. 5, N0.91, pp. 276-287.

MacKenizie, S.B. and Richard, J. L. (1989), “An Empirical Examination of the Structural
Antecedents of Attitude Toward the Ad in An Advertising Pre-Testing Context”, Journal of
Marketing, Vol.53, pp. 48-65.

Malachard, V. (2013), “Why Can’t You Do Mobile Advertising like Online?”
http://www.fourthsource.Com/Online-Advertising/Mobile-Advertising-Online-13026,
(accessed 12 January 2015).

Mander, J. (2005),  “Four  Arguments  for  Eliminating  Television”,
http://onthewing.Org/user/
Ev_Four%20Arguments%20for%20Eliminating%20Television.pdf, (accessed 15 January
2015).

mathrubumi.com. (2014), “Indian Internet Users to Surpass US in 2014, http://www.
mathrubhumi.com/english/news/kerala/indian-internet-users-to-surpass-us-in-2014-
150427.html (accessed 12 January 2015).

Mathur, N., Misra, N. and Patil, S. (2013), “Macro Economic Analysis of Indian
Advertising Industry”, www.Academia.Edu/5345645/Ad_Trends_In_India, (accessed 2
December 2014).

McQuail, D. (2009), Mass communication Theory, Sage Publication, London.

Menon, V. (2010), “SMS Advertisement: Competitive To Gulf Market?” Asian Journal of
Marketing, Vol.4, No. 2, pp. 131-143.

Menon, V. (2011), “Chinese Brands at the Crossroads: Demand State In Kerala Market”,
China-US Business Review, Vol. 10, No. 6, pp. 424-428.

millwardbrown.com. (2014), “Channel Optimization”,
http://www.Millwardbrown.com/mb-global/channel-optimization#overview, (accessed 12
December 2014).

Mishra, P. (2014), “Rise of Online Advertisements in India: An Overview”, Journal of
Mass Communication Journalism, Vol. 4, No. 1, pp. 172-174.

56



European
Journal
of Applied
Business and
Management

European Journal of Applied Business Management, 1 (2), 2015, pp. 43-59 ISSN 2183-5594

Mobile Marketer.(2012), “Classic Guide to Mobile Advertising”, http://www.
mobilemarketer.com/cms/lib/13716.pdf, (accessed 12 December 2014).

Mohamad, R., Fisher, R.J. and Jaworski, B. J. (2003), Internet Marketing, Building
Advantage in a Networked Economy, McGraw Hill, New York.

Mullen, T. and Collier, N. (2004), “Sentiment analysis using vector machines with diverse
information sources”, Chen, HDark Web: Exploring and data mining, the dark side of web,
Springer, Arizona.

Murray, P.N. (2013), “How Emotions Influence What We Buy?” https://www.
psychologytoday.com/blog/inside-the-consumer-mind/201302/how-emotions-influence-
what-we -buy. (accessed 12 January 2015).

Neff, J.(2004), “Marketing Soil Selling Point, Advertising Age”, http://adage.com/
article?articleid=99690, (accessed 28 January 2015).

Nielsen.  (2012), “Global Trust in Advertising and Brand Messages”,
www.fi.nielsen.com/site/documents/NielsenTrustinAdvertisingGlobalReportApril2012.pdf
(accessed 11 December 2014).

Nielsen. (2013), “Under the Influence: Consumer Trust in Advertising: Media and
Entertainment”, http://www.nielsen.com/us/en/insights/news/2013/under-the-influence-
consumer - trust-in-advertising.html, (accessed 11 December 2014).

Oh, E. and French, R.(2007),“Pre-Service Teachers Perceptions of an Introductory
Instructional Technology Course”, CALICO Journal, Vol. 24, No. 2, pp. 253-267.

Parthasarathy, A. (2003), “India’s First Computer-Literate Village”, The Hindu Daily,
August 04,  www.thehindu.com/thehindu/2003/08/04/stories/2003080403541200.htm
(accessed 11 December 2014).

Patrick and Lowrey, V. (2004), “Exploring The Role of Memory For Self-Selected Ad
Experiences: Are Some Advertising Media Better Liked Than Others?”, Psychology and
Marketing, 21(12), 1011-1032.

Philo, G. (1990), Seeing and believing; the influence of television, Rutledge, London.

Pollay, R.W. (1986), “The Distorted Mirror: Reflection on the Unintended Consequences
of Advertising”, Journal of Marketing, Vol. 50, pp.18-36.

Prasad, K. (2012), “E-Governance Policy for Modernizing Government Through Digital
Democracy in India”, Journal of Information Policy, Vol.2, pp. 183-203.

Pride, W. M.and Ferrell, O. C. (2012), Marketing, South-Western Cengage Learning, Ohio.

Reinking, D. (1994), “Electronic Literacy”, http://curry.edschool.virginia.edu/go/clic/
nrrc/reinking.html, (accessed 2 January 2015).

57


http://www.nielsen.com/us/en/insights/news/2013/under-the-influence-consumer-trust-in-advertising.html
file:///C:/Documents%20and%20Settings/admc/My%20Documents/Downloads/Media%20and%20entertainment
file:///C:/Documents%20and%20Settings/admc/My%20Documents/Downloads/Media%20and%20entertainment

European
Journal
of Applied
Business and
Management

European Journal of Applied Business Management, 1 (2), 2015, pp. 43-59 ISSN 2183-5594

Roberts, M.W. (2012), “Diasporas and Divergent in Kerala and Punjab, Querying the
Migration Development Discourse”,
www.academia.edu/2335280/Diasporas_and_divergent_developmentm in
KeralaandPunjabQueryingthemigration-development_discourse, (accessed 2 January 2015).

Rosenthal, K. (2011),“Zipping and Zapping”, http://krithikac.wordpress.com
/2011/03/19/zipping-and-zapping (accessed 2 January 2015).

Rust, R.T. and Oliver, R. W. (1994), “Notes and Comments: The Death of Advertising”,
Journal of Advertising, Vol 23, No. 4, p5.  http://www.gergina.ch/wp-
content/uploads/2012/05/The-death-of advertising.pdf, (accessed 2 January 2015).

Saiganesh (2012), “Avoidance behaviour of audience towards television advertisements”,
http://indianresearchjournals.com/pdf/APJIMMR/2012/October/8.pdf.(accessed 5 January
2015).

Sequera, N. (2013), “Internet Marketing: What Are You Looking For?” Dollar Day,
http://www.docstoc.com/docs/120422395/internet-Marketing (accessed 7 January 2015).

Sherlekar, S.A. (1981), Marketing Management, Himalaya Publishers, New Delhi.

Shimp, A.T. (2007), Integrated Marketing Communications in Advertising and Promotion,
Thomson/South-Western, Ohio.

Sindhya, V. (2013),“A Study on The Influence And Impact of Advertising to Consumer
Purchase Motive Among Student Teachers”, IOSR Journal of Research &Method in
Education, Vol. 2, No4, pp. 01-05.

Southgate, D.(2014),“Global Mobile Behaviour”,www.millwardbrown.com(accessed 2
December 2014).

thedmti.com. (2014), “India on
Internet” http://thedmti.com/images/Digital _India_2014.pdf(accessed 2 December 2014).

The Hindu Daily. (2002), “Kerala All Set to Become India's First Computer-Literate State”,
February 4, 2002. http://infochangeindia.org/technology/news/kerala-all-set-to-
becomeindiaa8217s-first-computer-literate-state.html (accessed 2 January 2015).

The Hindu Daily.(2012), “Internet Revolution Bypass Rural India: Survey”,
http://www.thehindu.com/sci-tech/technology/internet/internet-revolution-bypasses-rural-
india-survey/article3390353.ece (accessed 2 November 2014).

The Milli Gazette. (2004), “Malapuram is India’s First Computer Literate District”,
http://www.milligazette.com/Archives/2004/16-31Mar04-Print-Edition/1603200402.htm,
(accessed 2 November 2014).

58



European
Journal

of Applied
Business and
Management ®

European Journal of Applied Business Management, 1 (2), 2015, pp. 43-59 ISSN 2183-5594

The South Asian Times.(2014), 90 percent Kerala Diaspora in Middle East,
http://mathrubhumi.com/english/news/latest-news/90-percent-of-kerala-diaspora-in-middle-
east-study-151961.html, (accessed 2 January 2015).

Treutler, T. G. (2010), “Study Reveals TV as the Most Effective Medium for Delivering
High Emotional Engagement”, Cognitive Recall, www.tvb.ca/page_files/pdf/TVMost
Effective_for_Emotional_Engagement,_Cognitive_Recall.pdf, (accessed 2 November
2014).

Vadakepat, V., Prabhakar, G. Al Khateeb, F and Shami, M. (2013), “Internet Marketing:
Consumers Perception in Abu Dhabi Markets”, in proceedings of International Academic
Research Conferences.http://acrpub.com/acrpub/acrattachments/ARC-2013-
ICARBMEF.PDF, (accessed 30 December 2014).

Vidyagsagar, N. (2004), “Log on to India’s First e-District”, Times of India Daily,
http://timesofindia.indiatimes.com/india/Log-on-to-Indias-first-e
istrict/articleshow/818786.cms, (accessed 2 November 2014).

Wu, J.H. and Wang, S.C. (2005), “What Drives Mobile Commerce? An Empirical
Evaluation of The Revised Technology Acceptance Model”, Inform. Manage, Vol. 42, pp.
719-729.

Yasin, S., Anwar, S., and Sajid, M. (2013), “Consumer Attitude Towards TV Advertising
Based Upon Consumer Age & Gender”, Information and Knowledge Management, Vol. 3,
No. 2, pp.163-165.

Zachariah, K.C., Mathew, E.T., and lrudhaya, R. S. (2001), “Impact Of Migration on
Kerala’s Economy and Society”, Journal of International Migration, Vol. 39, No. 1, pp.
67-71.

Zachariah, K.C. and Rajan, S. 1. (2012), “Inflection in Kerala’s Gulf Connection: Report on
Kerala migration survey 2011”7, http://www.cds.edu/wp-
content/uploads/2012/11/WP450.pdf (accessed 2 December 2014).

Zhang, C., Song, P., and Qu, Z. (2011), “Competitive Action in The Diffusion of Internet
Technology Products in Emerging Markets: Implications For Global Marketing Managers”,
Journal of International Marketing, VVol. 19, No.4, pp. 40-60.

59



