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Abstract :

Mass Media is the most popular tool in the present scenario. The technologies through which this
communication takes place include a variety of outlets. Broadcast media transmit information
electronically, via such media as film, radio, recorded music, or television. Digital media comprises
both Internet and mobile mass communication. Internet media comprise such services asemail, social
media sites, websites, and Internet-based radio and television. Many other mass media outlets have an
additional presence on the web, by such means as linking to or running TV ads online, or distributing QR
Codes in outdoor or print media to direct mobile users to a website. In this way, they can utilise the easy
accessibility and outreach capabilities the Internet affords, as thereby easily broadcast information
throughout many different regions of the world simultaneously and cost-efficiently. Outdoor media
transmit information via such media as AR advertising; billboards; blimps; flying billboards (signs in tow
of airplanes); placards or kiosks placed inside and outside buses, commercial buildings, shops, sports
stadiums, subway cars, or trains; signs; or skywriting. Print media transmit information via physical
objects, such as books, comics, magazines, newspapers, or pamphlets. Event organizing and public
speaking can also be considered forms of mass media.

Promotion in the marketing parlance refers to the fourth P, the other three being place, product and
price. It relates to the varied promotional activities undertaken by a business organization towards
achieving customer information, customer education and customer communication. Advertisements
through the print media ,Advertisements through radio ,Audio-visual media such as television, films and
cinema slides ,Hoardings, Posters and banners, Exhibitions and trade fairs, Stickers and danglers
,Sponsorships and events, Pamphlets and brochures, Gift articles such as diaries, calendars, key chains,
caps and T-shirts ,Fountains, traffic islands and umbrellas, Press conferences and press visits, Press
releases, Publicity ,Public relations, Newsletters, Web sites, Questionnaires and studies, Direct marketing
Competitions and sports are the various dimensions applied by business world for at the interests to
reaching the people of globe.

Mass media is communication—whether written, broadcast, or spoken—that reaches a large
audience. This includes television, radio, advertising, movies, the Internet, newspapers, magazines, and so
forth. Communities and individuals are bombarded constantly with messages from a multitude of sources
including TV, billboards, and magazines, to name a few. These messages promote not only products, but
moods, attitudes, and a sense of what is and is not important. Mass media makes possible the concept of
celebrity without the ability of movies, magazines, and news media to reach across thousands of miles,
people. It is soul reason for developing business. Therefore it is a need of time to study the application of
mass media in business development and promotion.

When the researcher collected the data from different stakeholders of the product at that time the
above question was asked. Among the 239 respondents 30.7% of the customers said that they did not
purchase the products by watching the advertisement in the Newspaper. However, on the other hand,
69.3% customers buy the products by watching the advertisement in the Newspaper. The above
information indicates that for the promotion of any business the advertisement of the product plays a vital
role. Hence, the basic tool of the advertisement in the society which is known as Newspaper is preferred by
many customers.

While asking about their preferences about their purchase of different products it is noticed that
maximum customers show their interest in the products like Coconut and Ground Nut oils. The percentage
is 29.4 which is a liking for the basic requirement of the family. On the second level the Electronic
Appliances are preferred by the customers from the market. Especially the online market is preferred for
electronic appliances and gadgets. This is possible only because of the advertisements in the Newspaper.
The printed form of the advertisement is preferred by the customer because it is available in their hands in
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black and white. Sometimes they can use the promotional codes for the discount on the product. Therefore,
these advertisements on the electronic appliances got second rate popularity among the people.

While assessing the impact of brochures or pamphlets among the common masses it is noticed that
44.1% people reject the brochures and pamphlets advertisements. On the other hand 55.9% customers give
preference to the advertisements in the brochures or pamphlets. When we compare this preference with the
Newspaper advertisements, we notice that these advertisements in the brochures and pamphlets are more
effective than the advertisement in the Newspaper.

While interacting with the customers about the promotion of advertisement of different products, it is
found that 47.9% of the customers says no to the advertisement in the Journals and Magazines. Largely
more than 50% of the bulk give preference to the advertisement in the Journals and Magazines. It is also
noticed that there is a typical class which is attracted to the Journals and Magazines. This is a Higher
middle class and High class in the society which goes through the Journals and Magazines. Hence, the
advertisements in the Journals and Magazines can influence only the typical class of the society.

The customers give preference to the advertisements in the Journals and Magazines in comparison
with the advertisement on the Newspaper, radio and TV. This also happens because it is all the time
available in the hands of customers. On the other hand, the advertisements on the radio can not be kept
with the customers all the time. Even the claims made in the advertisement cannot be taken to the
shopkeeper or sales person to get its benefit. Sometimes the offers are given to the customers in the
Journals and Magazines, it can be availed by taking the Journal to the shop. In response to the above
question, 45.4% customers rejected the advertisement in the Journal and Magazines. While 54.6%
customers gave preference to the advertisement in it.

More than 50% of the customers informs that they prefer their shopping on the online stores like
Flipkart or Amazon. This trend has been increased after the pandemic situation of Covid -19. During this
pandemic people were not allowed to move in the market due to health and hygiene problem. Hence,
naturally people preferred their marketing on online mode. They turned towards this kind of marketing
because of the reduced online prices and offers for the customers. Amazon and Flipkart are the giant online
stores which provides all sorts of products at one screen. They also give easy and free delivery of the
product at the customers end. They support the customers with after sales service in a short time. These
online stores are also providing the option of cash on delivery, UPI payments etc. In some cases, the
product return policy is also available. If the product did not satisfy the expectations of the buyer, he/she
can directly return the product to the online store.

In short the present paper tried to highlight the role of mass media in the present era of globalization. It
undine the significance of the Mass Media in the current parlance. It measures the preference of the
customers for Online shopping. It focuses the need of online stores in the digital era as the consumers are
not having enough time to visit the market. Even during the pandemic situation this was the best solution
for the masses.
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POLICY IMPLICATIONS

Following are the Policy implications offered by the researcher.

® Online shopping is easy but it can be made more secure.

® More Privacy should be implemented.

® Product displayed sometimes differs with the product supplied. It should
be improved.

® Online Shopping is yet to catch up in our towns. Internet penetration is
not enough.

CONCLUSION:

The researcher made a thorough analysis over the Study of customer preference towards
online shopping with reference to Nagercoil town. It is of the opinion that, though there are a
number of products available in the market , large number of respondents mostly prefer to
purchase Books through online shopping. Because variety of Books are available while searching
online web stores.
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