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INTRODUCTION

In India, more than 80 per cent of the brandedpteaucts are promoted through advertising media
the remaining through print media, outdoor advegisin-store promotion and direct marketing. Adiging can
be done in two basic forms; the generic campaigichvipromote tea-drinking in general and not a djec
product. The other form was private advertisingptomote specific brand or brands of a company. & he®
forms performed very different tasks for the teadér (Altman, 2004). A private company's advertigimgy reach

non-tea drinkers and thus bring in additional coms in the industry, but often the goal was terstetea imbiber

away from another tea product to the advertisedysb The transfer of customer loyalty thus obtdin@as good

only for the individual company.

Creating effective communication with consumers Hmen one of the most important facets
marketing. Till date there had been a low undeditanof the role of effective marketing communioatiwith
customers in attracting and maintaining prospediveé present customers (Potluri, 2008). Companigsst huge
amounts of their earnings in advertising in difféirenedia such as television, radio, magazine, letanost
countries, different organizations spend annuallyigasum of money in marketing and public relatidowgh in
direct and indirect form. Yet only some organizaticand industries evaluate the effectiveness oérdiding

(Macarthy et al, 2000). Effective advertisements advertisements that help the advertiser to réschoals
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(Doyle and Saunders, 1990). According to most studh different countries, TV had the biggest dffat audiences and
persuaded them to start purchasing processes. BY advertising media had three key advantagest, s influence on
consumers’ taste and perception was pervasive nBetacould reach a large audience in a costiefiicmanner. Third, its
sound and moving images created a strong impach@Ragam et al., 2006). One of the most difficutblplems faced by
companies, advertising agencies and advertiserdbbad the issue of measuring the effectivenesteftitivertisement

they created and run. The research study aimsalgznthe consumer perception of Tea advertisenietzmil Nadu.
METHODOLOGY

The Coimbatore Municipal Corporation comprising 1@f0 wards and Pollachi taluk comprising 131 revenue
villages were purposively selected for the studydpresent urban and rural areas respectively. Ratione Municipal
Corporation was divided into five zones viz., nohuth, east, west and central zone and six relgms from each zone
were selected randomly for the study to represdsdrupopulation. The rural respondents were seldcten the villages
located 25 kms away from the urban limit to minienthe urban impact. Among 131 revenue villagesotibEhi Taluk, 68
villages were located 25 kms away from the urbamtliFrom the 68 villages, five villages’ viz., Karapalayam,
Servakaran palayam, Jallipatti, Poosaripatti arasampalayam which had minimal influence from thering urban areas
were selected randomly for the study. From eactih®fselected villages six respondents were randsaicted. Hence,
60 respondents (30 urban and 30 rural respondenrts) selected for the study.

Consumers’ Perception of Tea Advertisements

Ashutosh and Kaushik (2011) stated that percepnadping was a strategic management tool and offared
unique ability to communicate the complex relatiips between marketplace competitors and the ixitesed by buyers

in making purchase decisions and recommendations.

Multidimensional Scaling technique was employedatalyse the perception of consumers about diffefeat
advertisements. Multidimensional scaling of perediwsimilarity or dissimilaritywas used for understanding how an
advertisement was positioned in the minds of p@emionsumers in relation to competing tea adventisnts. Eight
advertisements of very prominent brands of teaaimilTNadu namely 3 Roses, Chakra Gold, Kannan Del@mes, Surya
Premium, Top Star, Lipton and AVT Premium were canagl. The respondents were exposed to the adveetigs. They
were not explained about the attributes of produwcabout the advertisements and were asked tothiatsimilarity or
dissimilarity between pair of advertisements. Aae28 cards containing advertisement pairs wasrgite them and asked
to rate the similarity or dissimilarity. The scoregre assigned from +3 to -3, +3 indicated thattthe advertisements
were similar and -3 indicated that the two advertients were dissimilar. The sample judgment cawérgito the

respondent was as follows.

3 Roses vs. Chakra Gold

Similar | 3| 2| 1| 0| -1 -2 -3 |Dissimilar

The respondents assigned the score based on theijudgement about the two advertisements. Likewls&

were collected for 28 pairs.

Multidimensional perceived similarity or dissimiligr analysis finally led to perceptual maps whemche

advertisement or brand or object was representeubimgs and the distance between points measue@dgproximate

Impact Factor (JCC): 4.8136 NAAS Rating: 3.53



Consumer Perception Analysis using Perceptual Mapping of 83
Popular Tea Advertisementsin Coimbatore District, Tamil Nadu

degree of similarity or dissimilarity perceived tBspondents.
RESULTS AND DISCUSSIONS

The perceived similarities and dissimilarities amatifferent tea advertisements were traced on tineedsions
Ad-execution (Dimension 1) and Ad-creativity (Dinsgon 2). Berman (2010) reported three broad dinsgrssithat

characterized any advertisement viz., Ad-StratagyCreativity and Ad-Execution.

The analysis of the perceived similarities andidifarities in the two dimensions among the teeeastisements
was carried out separately for rural consumerswabdn consumers. The results were discussed bast gating given

by the consumers using multidimensional scaling.
Rural Perception

The perceptual map of the tea advertisements ad kat the rural consumers is shown in Figure 1. Agnthe
eight advertisements of tea, Kannan Devan, Three®and Surya Premium were placed in the positiaelgnt of the
map for the Ad-execution dimension. This indicathdt these three brands were positively perceimedxiecution of

advertisement.

Chakra Gold, AVT Premium and Top Star were placethé negative quadrant of Ad-execution dimensidns
showed that execution of advertisement was podhése three brands. Moreover Jones and Liptonclieskr to each
other and were very similar in advertisement exeautKannan Devan, Three Roses and Surya Premium pasitioned

in the positive quadrangle of Ad-execution dimensibhis implied that the advertisements were wediceited.
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Figure 1: Perceptual Map of Tea Advertisements witifwo Dimensions (Rural)

Kannan Devan, Chakra Gold, Three Roses, Jones gitdnLwere in the positive quadrant of the second

dimension Ad-creativity. Jones and Lipton were velyse to each other and were very near to zererims of both
execution of advertisement and creativity. Thisiéated that Jones and Lipton were neutral in cds¢hase two
dimensions. Moreover the map further portrayed Ketnan Devan and Three Roses were positively peatén case of

both the dimensions viz., Ad-execution and Ad-duétgt Among those two brands, Kannan Devan seetodak the top
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ranked advertisement in terms of Ad-creativity dimlee Roses was found to be the top ranked adewergist in execution

of advertisement as per the rural audience.

The stress value was about 0.17 and R-square wéltree model was 0.78. This indicated mediocreofithe
model (Mishra, 2011; Ferguson et al., 1997). Thisaged that all the advertisements were distribetezhly with regard to

Ad-execution and Ad-creativity dimensions.
Urban Perception

The perception of the urban consumers about thet éég advertisements is presented in Figure 2.r€helt
indicated that with respect to execution of adgertient, Surya Premium, Three Roses and AVT Premierra perceived
positively and Kannan Devan, Top Star and Chakrld @ere found placed in the negative quadrant. @HReses and
Surya Premium were reported to be similar in exeoubf advertisement from the urban consumers’ ggation.
The execution of advertisement was not clear apdesative with respect to Chakra Gold as it wasited closer to the

vertical axis of that dimension.

The perception of the urban consumers about thensedimension Ad-creativity indicated that Suryamium
was the best creative advertisement. Chakra Gokl cd@ser to zero and it was perceived to be neutrdghhe case of
Ad-creativity. Top Star and Kannan Devan were mniegative quadrant of the second dimension andvikee perceived
negatively in creativity. Three Roses was very rteazero with respect to the second dimension aad found to be

neutral in Ad-creativity.

Surya Premium was the only brand which was pogjtiperceived in both the dimensions. Jones andohipt

seemed to be nearing zero in both the dimensiothécamd to be neutral in both the dimensions.

The stress value was about 0.18 and R-square wélttee model was 0.77. This indicated mediocreofithe

model (Mishra, 2011; Ferguson et al., 1997). Tefkects the same pattern as that of rural consumers

2 Suryéaprmuh
z
- 1
E Jomes
&5 Chakragokd 8
'é o L.Dtu"l
- o o
o Topstar
= o]
é Kannandevan
§ - °
E AVTpremium
o Q
-2
T T T 1
2 -1 0 1 2

Dimension 1: Ad-Execution

Figure 2: Perceptual Map of Tea Advertisements witifwo Dimensions (Urban)

Positioning of tea advertisements in the percepha by the respondents are presented in Table 1.

Impact Factor (JCC): 4.8136 NAAS Rating: 3.53



Consumer Perception Analysis using Perceptual Mapping of 85
Popular Tea Advertisementsin Coimbatore District, Tamil Nadu

Table 1: Positioning of Tea Advertisements in the &ceptual map by the Respondents

Area Positive Quadrangle Near zero Negative Quadrangle
Ad- Creativity | Ad- Execution | Ad- Creativity | Ad- Execution | Ad- Creativity | Ad- Execution
Surya
Chakra  Gold, Premium, . AVT Premium,
Kannan Devar Jones and Jones and AVT Premium
Rural and Threg Kannan Devar Lipton Lipton and Top Star Top Star ang
and Three| P P P Chakra Gold
Roses
Roses
. AVT  Premium | Chakra  Gold, Jones and Top Star and Top Star and
Urban | Surya Premium and Suryal Jones and | .
. : Lipton Kannan Devan | Kannan Devan
Premium Lipton

In comparison, Surya Premium which was the tofedradvertisement as perceived by the urban corrsunas
negatively perceived by the rural consumers in aafséd-creativity. Since, the advertisement expeessery clear
message with humour and nice music as pointed puhé urban consumers. But, Kanan Devan was thednked
advertisement in Ad-creativity as per the ruralssomers was negatively perceived in both the dinoeissas per the urban
consumers. Since, the Kannan Devan advertisemenattached with emotional feelings and sentimdvatsdttracted the

rural consumers.

Top Star brand was negatively perceived by botal @nd urban consumers in case of the two dimassiéVT
Premium which was negatively perceived in bothdhmensions by the rural consumers was positivetggieed by the
urban consumers in the case of execution of adesnént because of the popularity of the celebniplived and direct

explanation about the product features.

Three Roses which was positively perceived in kb#h dimensions by the rural consumers becausdeof t
attractions towards the celebrity endorsed withatieertisement, but the same was neutral in the cBAd-creativity by

the urban consumers, because much focus was celgtzity not for message.

Though the message was good with Chakra Goldgteeution was poor. So, it was ranked positiver@atvity

dimension and negative in execution dimension b baral and urban consumers.

The response towards Jones and Lipton was motesersame from both rural and urban consumers. This
reflected that both the advertisements were similarase of execution and creativity. The respotslarierred that these

advertisements were neither good nor poor.

It is inferred from the results that, the advemignts with clear message like, product featunése ppackaging
details, offers, good music, good feel and with ylap celebrities were very much attractive and bezg@opular among

consumers.

During the survey, discussions were made with régpondents about the strengths and weaknesse=a of t

advertisements they watch in TV. The respondepisiions are consolidated and presented.
Strengths of Tea Advertisements

The tea advertisements had a factual impact oedghsumers both in the rural and urban areas. Antteagural
consumers the TV advertisements was the primaryceotor creating awareness about different brandsea. It
established the tea brands in the minds of thewnessie, increasing brand awareness and has a good inflantgem.

Also, the offers available for a particular bramdai particular period were made known to the comsaronly through
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these advertisements. It really had a good reac¢hetgpeople. Definitely the ads played a key raléncreasing the sale
during the offer period and also created a chahet the consumer may stick on to the brand in &tihe brand

reputation can be maintained by the advertisenteatigh its sustainability and in its quality.

The urban consumers’ preferred an attractive, psirge and fresh nature in the advertisements atréagth. A
catchy and humorous advertisement had an excedhemdct and attracted the urban consumers’ attertiorards a
particular brand. The celebrities were not the asthength but were also one among the strengthsrdiog to urban
consumers. Also, the tagline, jingles and concet® liked by the urban consumers. The packagiylgssaind seasonal
offers can be exhibited through the advertisememtgey expressed that an ad with an attractive tgawith hot tea

stimulated them to buy the product. Also the colofuthe ted.e, strength pulled the people towards the brand.
Weaknesses of Tea Advertisements

The rural consumers expressed that the concentraticselection of celebrities was more than theeidignts or
making of the product. They stated that insteadpafaking more about the celebrities, the advergsésncould speak on
tea specialties. They also expressed that somertmdwveents were meaningless. Also the exaggeratifothe health
benefits was irritating to some consumers, to @reme that some said advertisements were fake. bfaste rural and
urban consumers had a view that the advertisencantsot exhibit the quality of the brand or prodddte advertisement
may be elegant, but when the product comes to liandy not be of good quality. Also a common cormplavas that the
price details and offers were not clear and moshem viewed that it was done purposefully. It lkeabt helped the brand
to keep up its reputation. The advertisements didcneate awareness about taste and quality anéeéteres of the

product were not explained.

The length, fakeness and exaggeration were exprassthe major weaknesses by the urban respondéetsion
clarity in the price details was also expressedhigyurban respondents. Lacking creativity in theeatisement was other
important weakness. Surprisingly it was spelledthat the advertisements focused on the urban ptipnland that too
was expressed by few urban consumers. Unnecessargna due importance to the celebrities than tbeéust was also

conveyed. It was also reported that some ads wereraginative and unrealistic.
Expectations from a Tea Advertisement

Based on the review, the expectations that wersidered important from tea advertisement were itiedtand
the same was ranked by the consumers. The datanafissed using Garrets’ ranking technique. Thelteswe presented
in Table 2 and 3.

Table 2: Expectations from a Tea Advertisement (Rual)

Rural (n = 150)

Sl. No. Factors Mean Score | Rank
1 Product features 92.13 1
2 Price details 89.56 2
3 Clear message 84.65 3
4 Attractive and Humorous ad 79.47 4
5 Brand Reputation 76.21 5
6 Good Music 72.37 6
7 Packaging details 68.29 7
8 Celebrity influence 67.44 8
9 Seasonal offers 61.76 9
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The results in Table 2 and 3 indicted that, fiestk was given to the expectation on “product festyrby both
urban and rural respondents followed by “price iEta“Clear message” was ranked third by both daegory of
respondents. “Brand reputation” was ranked foughutban respondents whereas, “Attractive and huosm@d” was

ranked fourth by their rural counter parts; andshme was ranked fifth by the urban respondents.

Table 3: Expectations from a Tea Advertisement (Uran)

Urban (n= 150)

Sl. No. Factors Mean Score | Rank
1 Product features 93.11 1
2 Price details 89.59 2
3 Clear message 83.24 3
4 Brand Reputation 81.34 4
5 Attractive and Humorous ad 77.46 5
6 Packaging details 74.76 6
7 Seasonal offers 72.84 7
8 Good Music 67.56 8
9 Celebrity influence 61.23 9

Hence, from this table it was inferred that “Proddeatures”, “Price details”, “Clear message” and

“Brand reputation” were the most expected face@nimdvertisement irrespective of the rural ancduitonsumers.
Kruskal Wallis Test

The results of the Kruskal Wallis test are presgmethe table 4. The null hypothesis framed wasd there was
no significant difference between urban and ruespondents in the ranking of expectations fromaaatdvertisement.
Since, the calculated values were less than the value for both the regions, the null hypothegis accepted. Therefore,
it could be concluded that the expectations ofuttian and rural consumers in terms of the featofésa advertisements

were similar.

The consumers’ perception of tea advertisementsated that the advertisements with clear messkgedroduct
features, price, packaging details, offers and witlod music, good feel and with popular celebritiesre attractive.
Product features, price details and clear message the top three expectations from a tea adveréise for both rural
and urban respondents.

Table 4: Expectations from a Tea Advertisement - Kuskal Wallis Test (Rural & Urban)

Sl. No. Factors Eem [REnS Calculated Values
Rural Urban
1 Product features 140.86 160.14 3.907**
2 Price details 145.3( 155.7D 1.098*
3 Clear message 149.41 151.%59 0.048*
4 Attractive and Humorous ad 144.70 156.30 1.367*
5 Brand Reputation 161.14 139.96 4.612**
6 Good Music 159.55 141.4% 3.307*
7 Packaging details 146.2P 154.78 0.746*
8 Celebrity influence 147.12 153.88 0.464*
9. Seasonal offers 159.21 141.79 3.076*

(* p=0.05, Table value = 3.84) (** p=0.01g8e value = 6.64)
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CONCLUSIONS

The perceived similarities and dissimilarities amatifferent tea advertisements were traced on tineedsions
viz., Ad-execution (Dimension 1) and Ad-creativitRimension 2). The results of rural respondentscated that the
advertisements of Kannan Devan and Three Roses sigtitar in Ad-execution and Ad-creativity. In casé urban
respondents, the results indicated that the SurgmiBm was the only advertisement which was peetkpositively in

both dimensions.

The rural and urban respondents expressed thattseveents were the primary source of informatiosating
awareness about different tea brands, tea featuneoffers. On the other hand, the respondents epelength, fakeness,
exaggeration and much concentration on celebritr@n product features as the major weaknesses eftdh
advertisements. Product features, Price detaiBsarhessage and Brand reputation were the mosttexbfacets in an

advertisement irrespective of the rural and urlb@rsamers.
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