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Internet marketing dominates the commercial landscape of today. The impact of an electronic advertisement continues 

to be the primary determining factor for consuming behaviors. Modern company owners invest additional resources, 

including money and effort, in advertisements on the Internet. When technology improves daily, individuals become 

more dependent on the Internet, and they can spend most of their time binge-viewing their favorite shows while also 

seeing numerous advertisements and inadvertently wasting energy watching them. The customers are drawn in the same 

ways without being aware that a trendy turn influences their purchasing decisions. The World Wide Web is a common 

caravan platform used by everyday people. Complete social media used wire posters as a key presenting technique to 

boost sales and their particular field. Material from more than 1000 individuals was gathered quantitatively. 435 (43.5%) 

of the respondents were chosen after the participants had been eliminated according to the predetermined criteria. 

Along with their efficacy, several additional aspects were looked at. The findings showed that animated adverts plus 

banners with simple text are particularly efficient in encouraging customers to remember websites and subsequently 

complete transactions. The study found that motion advertisements and banners with only text are more effective than 

embedding video, hovering, and pop-up ads. Numerous practical tools for consumers and business owners have been 

uncovered due to this study project. 
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1. Introduction 

Advertisement is one of the many methods used in marketing, and it is a vital tool that might have a lasting 

effect on consumers' perceptions. Advertising has emerged as one of the primary means of marketing between 

buyers and sellers in today's contemporary society. Manufacturers and sellers use advertisements to connect 

with consumers and persuade them to become potential clients. The use of suitable media for advertisement 

and the suitability of the marketing strategy might be one of the merchants' most effective strategies in this 

highly competitive climate and technological shift. Promotion is a type of advertising approach and one 

component of the promotional mix used to promote the products in the consumers' view. The company has 

effectively made customers learn about the goods through this strategy. 

Another of the main sectors of the nation's economy is the customer goods industry, which has well-

established distribution channels, significant rivalry across regulated and unorganized segments, and cheap 

expenses for operations. Bangladesh's economy is still developing but steadily expanding into a powerful 

marketplace, particularly for the quickly evolving consumer products industry (Harthy et al., 2021). The 

consumer goods sector in Bangladesh has grown greatly over the past several decades, and consumer goods 

have seen quantitative and qualitative advances. The previous acquisition selections made at home are not 

changed while purchasing investments like electronics, luxury things, or lifestyle items in a shop setting. On 
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the other hand, for simple and low-effort things like salt water, flour, pencils, sweets, etc., Marketing 

influence often ends in a high level of brand choice distortion resulting from the initial selection. In 

marketing, these items are sometimes called fast-moving goods that move quickly (FMCG) (Hossain et al., 

2020). Marketing communicates information about the thing being sold. The communication could be written 

or spoken. It is developed based on need, setting, and goal and is planned in an ordered and scientific way to 

affect the potential customer. It might or might not be flawless in terms of planning and execution, but it 

needs to be a representation of the brand. The success or failure of the pitch determines whether the 

advertisement is successful. The system of society and advertising both have extensive uses for advertising. 

The description of the scope is based on the advertising-related activities, including their forms, processes, 

goals, and functions. There are many different forms of advertising media, each with advantages, drawbacks, 

prices, etc. The kinds of clients to be served affect the choice of media. The demographic of consumers who 

want to be reached and the organization's ability to cover the cost must be considered while choosing a form 

of communication. 

Contrary to alternative communications tools, advertisement has a bigger impact on sales (Khaled et al., 

2019). The ever-increasing budget for advertising expenditure demonstrates how important advertising is. 

Directors have begun spending larger sums in recent years to promote goods, services, concepts, opinions, 

and people worldwide. It is a universal truth in many communities that are developing. It has repercussions 

for the target market and the consumer of the marketed goods. It is crucial to understand the efficiency of 

promotional efforts compared to rivals if you want to survive as an entrepreneur. This investigation aims to 

understand how factors such as advocacy, advocacy, knowledge, judgment, interest, and preference affect 

the effectiveness of advertising. It has been determined through a review of the literature how these elements 

significantly impact the overall efficacy of advertising. The present investigation will address the issues with 

advertising efficacy in terms of attention, knowledge, judgment, interest, liking, and advocacy.  

2. Online Advertising Concept 

Digital advertising is one of the most sophisticated and effective advertising instruments available today 

because of the rapid technological improvement and the convenience of anyone using the Internet. The 

Internet has evolved into a medium for interpersonal interaction. Thus, Internet advertising is used frequently. 

According to Chaffey et al. (2006), online advertising, based on advertisements on the Internet, is a new 

medium that "uses the Online as well as associated digital technologies to achieve marketing objectives."In 

order to collect, target, and convey the advertisement to the potential customer, this marketing strategy uses 

technological tools to drive traffic to your site. With the prevalence of the Internet, advertising on the Internet 

constitutes one of the efficient techniques for having the broadest reach or reaching clients. Digital marketing, 

web traffic, or online marketing uses web pages to communicate with users. In this cutthroat economy, having 

the correct plan and an appropriate advertising channel will be essential to the business's achievement. 

Businesses that effectively use the world wide web and have excellent websites can attract many visitors and 

accomplish their online marketing goals. Adopting this advertising and marketing method does not guarantee 

that the business in question will acquire an advantage in the marketplace. 

The fastest dissemination of goods to a possible consumer, any regard to regional boundaries, is one of the 

primary benefits of digital marketing. 

3. Examining the writings 

In digital marketing, a massive amount of effective techniques are required in order to reach clients. 

Customization, video emancipation, and in-the-moment engagement are some of these tactics. Additionally, 

search- and display-based advertising brings in the most money from online advertising. The user's searches 
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in search engines determine which advertisements are displayed. Nearly $8.1 billion, or 51% of the 

worldwide Internet advertising revenue, was generated 2011 from search-based promotion. The market for 

search-based advertisement is led by Google, followed by Yahoo and Bing (Michelle& Susilo, 2021; 

Miyatake, 2016; Erlangga, 2021; Muhammad & Hartono, 2021; Guerreiro et al., 2019). 

Malte Brettel and Andrea's Spilker-Attig examined a cross-cultural assessment of the efficiency of online 

advertising in the USA and the nation by employing the methods of structural equation modeling and partial 

least squares to analyze a real-world data set with more than 1.2 million transactions. For-demand channels 

have been found to have a greater impact on short-term performance than push channels, and this impact is 

significantly influenced by culture. As clients in both nations must be addressed differently by publicity, it is 

advised that funding and labor in all avenues of marketing be modified to match the good being offered and 

the people to whom it is sold (Fiske, 2010; Moshrefjavadi et al., 2012). 

The research paper by Peter J. Danaher and Guy W. Mullarkey titled "Factors Shaping Digital Advertising 

Remember to A Study of Students" has been released. In this study, he investigates variables that could affect 

the recall and identification of online advertising. They include the viewing mode of operation, the amount 

of time spent on the page, the context of the website, the intricacy of the text and page background, and the 

design of the graphic advertising. It was discovered that somebody is more likely to recall an advertising 

banner the longer they are exposed to the page with that banner advertisement. Additionally, we observe that 

unaided and aided recall results are significantly lower than classification levels (Lee & Kim, 2020; Loureiro 

et al., 2019; Halim et al., 2020; Muhammad & Hartono, 2021). 

According to research results from Novak and Hoffman (1996), individuals react to the overwhelming 

majority of Internet marketing in the same way they react to advertisements in traditional media, at least in 

terms of conventional metrics of advertising efficacy. Net and additional multimedia formats, such as 

television sets, have surpassed conventional forms of media in terms of strength, responsiveness, and 

customizability (Alghamdi & Bogari, 2020; Ghozali, 2016; Susilo et al., 2019). 

Reactions to Internet advertisements were similar to advertising in traditional media, according to Drèze and 

Hussherr (1999), except that online advertisements seemed to be simpler to ignore (Putra & Prasetyo, 2017). 

The worldwide web is another new niche platform with specific intellectual limitations. However, it has just 

as major an effect on ads as television and the radio. Commercials use appropriate mediums to communicate 

with shoppers, given the type of product. For instance, consider consumer goods like food, soap, and even 

soft drinks; advertising.  

Television is frequently picked. In addition, marketing lowers the cost of transmission. Local sales and 

distribution are far less expensive if promoting targets many people (Dominick, 2013). Competitors are 

facilitated through advertising. Companies utilize innovative and alluring marketing to entice clients to buy 

what they offer to stay competitive with rivals. To guarantee that buyer interest is garnered, some businesses 

even go so far as to oversaturate media outlets with their advertisements. Nevertheless, Philipp and Grape 

(2008) contend that what matters is not what a firm says of itself; instead, what customers have to say 

concerning it, as history has shown that enterprises that extol their virtues are merely ordinary. 

The advertisement's efficiency must be considered for its impact on short-term revenue, in the words of Batra 

et al. (1995). The marginal theory is the foundation for this form of marketing performance measurement. 

The term "sales effect" describes how advertising can influence sales volume and market position without 

considering the potential impact of other factors. The role of advertising in modern society can be seen from 

two opposing standpoints in sociology. The first continues to view marketing favorably. Marketing is said to 
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play a role in better organizing economic and social relationships, harmonizing societal behaviors, forcing 

people to adhere to identical ideals, as well as facilitating peaceful coexistence (Sugihartati & Susilo, 2019; 

Maulana & Susandy, 2019; Putra & Darma, 2021). 

On the contrary, the next strategy is more critical because consumer behavior is often sparked by advertising. 

The sociological study emphasizes social behavior and the neighborhood as a system characterized by laws 

and standards of society. A particularly interesting issue is how consumption and advertising have changed 

society. Advertising's impact on people's thoughts, views, and behaviors has been studied by sociologists 

(Moingeon, 1993). Symbols are the primary focus of the semiotic study. Whatever expresses meaning, such 

as words, gestures, visuals, & dance, is classified as one of these. The study of semantics focuses on the issue 

of encoding and, more broadly, the code as a whole. Absent consideration of the end user and the impact on 

their purchasing habits, the target of the inquiry is the content of the message, which contains many indicators 

that can be read following a prior intention. This method is beneficial, particularly when creating 

advertisements. According to Barthes and Durand (1964), authors evaluate the efficacy of advertising based 

on the syntax used in the commercial. Therapists approached language in general and communications, 

particularly from a view of the receiver's drives, which were at the center of the analysis. This is a result of 

their impact on the recipient's perspective. They contend that incentives drive consumer behavior. The goal 

for the advertising creator is to understand customer behavior to choose the best advertising message or to 

break down obstacles to communication. With the input provided by neuroscience to the psychological 

approach, further study and investigational methods have been developed (Mittelstaedt, 1990). The actual 

binary theory has been mostly challenged for its partial appraisal and failure to provide accurate breakdowns 

of the effects produced by advertising and other business decisions (marketing and communicating). For 

these reasons, 3-D models (such as the AIDA model and the one developed by Dagmar) are occasionally 

preferred. Both the preparation and execution of commercials utilize these concepts. These models are 

employed in both the design and assessment of promotions. (Brasini et al., 1993) suggest an ordered set of 

communication impacts, including cognitive, affective, and behavioral effects. The socio-psychological 

methodology considers both the message and the person who gets the communication concurrently. This 

strategy tries to investigate the persuasiveness of promotional material by looking at how it influences how 

people create their concentration, recollection, attitudes, and behaviors. 

4. Research Purposes 

• Determine how consumers feel about advertisements displayed online. 

• Determine the aspect of digital marketing that causes consumers to remember the advertised goods  

• Find out how effective the World Wide Web advertising for products increases consumer recall and 

affects buying behavior. 

Methods for Research Qualitative, descriptive, and predictive research methods were used throughout this 

study. The study employed first-hand information. Third-party information is gathered via different 

magazines, books, and papers, while the main data is gathered using a carefully constructed detailed quiz. 

5. Data Analysis 

Data was gathered using a survey method in the Dehradun (Uttarakhand) area to accomplish the goals 

above. The questionnaire includes sociodemographic information, including demographics, income, age, 

and numerous recall online advertising aspects. A five-point scale (extremely important, important, fairly 

important, not so important, and unimportant) and a four-point scale (strongly disagree, agree, disagree, 

and strongly agree) were used to weigh these survey questions. Participants were questioned about the 
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relationship between internet advertising and online purchases to authenticate the data. According to 

Table No. 1, most online purchase participants were highly affected by online advertisements. Data was 

gathered from participants using a data-driven and quantitative technique, tabulated in Table 1. 

The questionnaire included questions about the participant's marital status, age, gender, income, marital 

status, level of education, and occupation to create a demographic profile of the respondents. According to 

Table No. 1, those between the ages of 21 and 35 and 51 to 65 are the most active age groups. According to 

the survey, men make up the majority of respondents. Married participants comprised 54% of the 435 people 

surveyed, while unmarried respondents comprised 46%. Up to 12th level was discovered to make up 29.3% 

of online customers' education level, followed by Up to 10th, Up to graduation, Up to postgraduate, and 

Other qualifications. Overall, as can be seen from the above table, the frequency distribution of education 

qualifications averages 25%. Maximum respondents were found in the group with incomes of up to 20,000 

per month, accounting for 34.2% of all respondents, followed by 28% of respondents with salaries between 

20,000 and 35000 per month, 14% of respondents with incomes under 35,000 to 50,000 per month, and 17% 

of respondents with incomes between 50000 and 65,000 per month. 7.8% of respondents reported an annual 

income of more than $65,000. Out of 435 those surveyed, students made up the majority (47%), then came 

respondents from the service sector (31.3%), experts, companies, and other responders (11, 6%, and 5%, 

respectively). 

 

        Table No. 1. Analysis of the respondents about their demographic profile  

  

Age group 

 

Num

ber 

 

Percenta

ge 

 

Age 

(Years) 

upto 21  

21 to35  

 35 to 50  

51 to 65  

above 65  

41 

159 

100 

104 

31 

9.4 

36.59 

22.98 

23.9 

7.12 

 

Gender 

Men 

Women 
350 

85 

80.45 

19.5

4 

Marit

al 

Statu

s 

Unmarried Married 200 

235 

46 

54 

 

Educati

on level 

Upto 10th  

Upto 12th 

Upto Graduation 

PG and above 

107 

126 

100 

102 

24.8 

29.3 

23.6 

23.7 

 

Monthly 

Income 

Upto ₹20,000  

₹20,000 to ₹35,000 

₹ 35 000 to ₹50,000  

₹ 50,000-₹ 65,000 

above ₹ 65,000 

148 

121 

61 

72 

33 

34.2 

28 

14 

17 

7.8 



Journal of Pharmaceutical Negative Results ¦ Volume 13 ¦ Special Issue 02 ¦ 2022 652 

 

 

Occupatio

n 

Learners 

Businessmen 

Service class 

Professionals Other 

200 

29 

136 

48 

22 

47 

6 

31.3 

11 

5 

 

Table No. 2. Relationship between Online Purchase and Online advertising 

 
Frequenc

y 

Percen

t 

Cumulative 

Percent 

 

Valid 

Yes 260 59.77 59.77 

No 175 40.28 100.0 

Total 435 100.0  

 

As can be seen in the table to the right, there does not appear to be much of an effect of online advertising on 

purchasing goods online as 59.77% responded Yes (meaning that online advertising has an impact on online 

purchasing) and a nearly equal number of respondents (40.28%) feel that online marketing does not play a 

significant role in online buying one.  

 

Table No. 3. Recall of Online Advertisement 

 

 Frequency Percent Cumulative Percent 

 

Valid 

Yes 358 83 83 

No 77 17 100.0 

Total 435 100.0  

 

Our study focused heavily on recalling online advertisements, and the findings were generally positive. As 

can be seen from the table to the right, out of 435 those surveyed, 83% agreed with the controversy, and only 

17% disagreed. 

 

Table No. 4. One-way ANOVA concerning the Age of Respondents 

 

 Sum of 

Squares 

Deg 

free 

Mean 

Square 

F Sig. 

Online advertisements encourage me and 

improve my memory of the goods or 

services mentioned there. 

 

Among Clusters 38.536 2 9.475 
13.4 

 
.000 

Within Clusters 301.242 428 .712   

Sum 340.443 430    

Celebrities' use of online goods and 

services advertisements improves my 

capacity to remember them. 

Among Clusters 2.687 4 .664 .609 .657 

Within Clusters 462.234 426 1.078   

Sum 465.921 430    

My capacity to remember web 

advertisements for goods or services 

Among Clusters 17.467 4 4.344 5.475 .000 

Within Clusters 339.777 426 .744   
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improves when they are humorous. Sum 357.244 430    

The value linked with the advertised 

goods improves my capacity to 

remember online items or services 

from advertisements. 

Among Clusters 67.742 4 16.943

4 

13.55 

4 
.000 

Within Clusters 532.290 426 1.243   

Sum 600.032 430    

Background music improves my capacity 

to remember online goods and services 

advertisements. 

 

Among Clusters 18.638 4 4.434 4.016 .003 

Within Clusters 494.295 426 1.143   

Sum 512.933 430    

My ability to remember online product or 

service advertisements is improved by 

videos inserted in use. 

 

 

Among Clusters 21.344 4 5.3434 5.960 .000 

Within Clusters 381.385 426 .843   

Sum 402.729 430    

 

When factors like Celebrities participating in online commercial operations boost the capacity to recall 

online, the preceding Table No. 4 shows the computed value of F is less than the tabular value of F (2.37) at 

(p 0.05) significance level. Therefore, the null hypothesis is accepted and suggests no significant difference 

in the mean of the numerous online advertising characteristics affecting respondents' advertising memory. 

However, the null hypothesis is rejected for every other component indicated in the table. Moreover, the 

mean of different internet advertising parameters impacting consumers' recollection of advertisements varies 

greatly throughout the respondents' ages. 

6. Conclusion 

When used correctly, online marketing can be a useful instrument. A fresh phase of creativity and interaction 

has been ushered in by cutting-edge technology. A multitude of elements should be considered while using 

digital marketing to attract visitors to the website. The impact of clients, goods, technology, and media must 

be considered. The info gathered can be used to study the drives that influence purchasing decisions. The 

study examined the most influential elements that significantly influenced consumer choice. Many 

respondents remembered the commercial because of its necessity and utility, making it one of the key factors 

discovered.  

Many customers are influenced to remember the marketing message by the selling price of an offered item. 

According to the findings, kinetic advertisements and text-only banners were closely related, next to floating 

advertisements, pop-up advertisements, and videos within them. It is vital to understand that almost all 

participants believe internet ad is important. In contrast, most believe that witnessing a product's online 

marketing causes them to remember it. The study also discovered that several factors influence consumers' 

propensity to remember online adverts. The study provided enough data to support everyone's consensus that 

embedding video advertisements are highly collectible. The research outcome states that marketers must base 

the goods or services they are selling advertisements on the requirements and desires of the target audience. 

Among the numerous Internet advertising formats, rooted video advertising is among the most efficient. 

Poster advertising, floater advertising, window advertising, and soundtrack marketing are less beneficial. 
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