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Abstract 

Marketing communication is used by businesses of all sizes, from multinational 

companies to local shops, to promote their goods. Marketing communication has evolved into 

a critical component of a company's success. In the late twentieth century, a slew of new 

market developments prompted businesses to switch from traditional advertising to Integrated 

Marketing Communication (IMC). This paper's primary goal was to evaluate the effect of 

integrated marketing communication on customer purchasing behaviour by evaluating sales 

promotional tools, celebrity endorsement, personal selling, direct marketing, and public 

relations activities with a particular emphasis on Pothys in the Madurai area. This paper's 

research approach was descriptive, and the sample technique was convenience sampling. The 

percentage approach was used to categorise respondents' perceptions of celebrity 

endorsement, public relations awareness, and the weighted average was used to assess the 

efficacy of salesperson behaviour and online purchase. The chisquare test was performed to 

see whether there was a link between sales promotion programmes and purchasing habits. 

According to the results, celebrities do not make advertisements more effective, but they do 
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influence customers to purchase the product. Organizations must focus more on online 

buying and public relations to make consumers aware of such services.This introductory 

chapter previews what this research is about and provides an overview of the interesting yet 

enigmatical subject of impulse buying. To begin with, the chapter examines how traditional 

consumer behaviour models are at a loss to explain this phenomenon which has continued to 

hold researchers’ interest for nearly seven decades. It also highlights the significance of 

impulse buying in today’s world clearly bringing out why marketers as well as consumers 

need to get a better understanding of this peculiar type of purchase behaviour.  

Introduction: 

The study of customer behaviour is an important field of research for marketers. “The 

study of the processes involved when people or groups choose, buy, use, or dispose of goods, 

services, ideas, or experiences to fulfil wants and desires,” according to Solomon, Bamossy, 

Askegaard, and Hogg (2006)..” (p. 6). This field of marketing revolves around decoding the 

consumers’ buying decision process. Consumer behaviour is an applied social science that 

draws from various other disciplines such as Economics, Psychology, Sociology, 

Demography, Cultural Anthropology etc. In order to gain better insights regarding the 

behaviour of the consumer, various models of consumer There have been suggestions for 

behaviour. This page contains a discussion of a few of these models. 

Traditional consumer behaviour decision-making models assume that the customer is 

a rational person who, when confronted with many options, would select the one that 

provides the most value to him or her. As a result, consumer decisions are founded on the 

rational choice model and the concept of homo economicus (economic man). As a result, 

customers, who clearly have limited resources to meet their needs and desires, must make the 

best decision possible after carefully considering all of the choices available, in order to best 

fulfil their wishes within their resources. So, consumer decisions to purchase may be viewed 

as a trade-off between their desires and resource limitations. In making these decisions, the 

consumer is assumed to be completely rational in his/her choices, and is believed to be 

unaffected by social/ environmental/ internal psychological considerations. 
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However, these traditional models of consumer behaviour do have various limitations 

in explaining real life consumer behaviour, as real world scenarios may be vastly different. 

Solomon et. al. (2006) suggest that in addition to purchase of products as a necessity, 

consumers may also purchase products to satisfy emotional goals, as a means of self-

expression, to participate in group experiences, or to communicate their association with 

certain objects. Thus, this over-simplification of human behaviour for the ease of modelling 

it, portrays an incomplete picture, which has led to an inadequate understanding of how 

consumers make their buying decisions. 

 A key criticism of the perspective is that it assumes that complete information about 

all possible alternatives is available to the consumer who evaluates all the information to 

arrive at a decision. However, in real life, a consumer considers only a few of the possible 

alternatives and may be forced to take a decision in the face of incomplete information. Also, 

the consumer may be constrained in terms of cognitive processing of huge amounts of 

information. 

Thus, in the face of limited information regarding the product, the consumer may rely 

on bounded rationality- an idea proposed by Simon (1957), in an attempt to put forth a more 

realistic theory to explain the complexities of human decision making. The bounded 

rationality model of decision making proposes that when an individual is faced with a 

decision making problem, he/she is confronted with limited/ scarce information about the 

alternatives, and might lack the cognitive ability and resources in terms of time available to 

arrive at the optimal solution. The manner in which the individual arrives at a decision is 

‘satisficing’ rather than ‘optimising’ which implies that the search and evaluation of courses 

of action continues until a “satisfactory alternative is found which reaches or surpasses the 

aspiration levels on the goal variables and then this alternative is taken. 

Significance of Impulse buying  

Of particular interest to marketers among these different forms of compensatory 

consumption behaviour is impulse buying behaviour. This is because the prevalence of 

impulse buying offers to them an opportunity to lure customers to buy more. Also, it is 

interesting to note that the phenomenon of impulse buying is omnipresent. Though, earlier 
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studies categorised products as impulse and non-impulse, it is now evident that almost all 

types of goods can be purchased on impulse. Surprisingly, even after nearly seven decades of 

research, impulse buying behaviour continues to remain an enigma for marketers. 

Since the consumption trends in India have changed drastically, and these days people 

shop not merely for need fulfilment but also for enjoyment, India has been transformed into a 

consumption economy. The evolution The transition from a utilitarian subsistence economy 

to a consumer economy is almost complete. This change has been aided by easy financing, 

more discretionary incomes, the spread of organised retail to tier II cities, and improved 

shopping environments.. In the present day, shopping serves not only utilitarian functions but 

also serves as a means of self-expression. Exposure to in store stimuli results in consumption 

urges being experienced by customers, who feel pulled in opposite directions between 

functional goals and experiential preferences. If the urges to buy are strong enough, they 

overcome any reservations that they may have regarding the purchase, resulting in impulsive, 

time-inconsistent choices at the expense of delayed, long term benefits. 

METHODOLOGY 

This study's research design was descriptive in nature. This research was based on 

primary data collected from respondents through a standardised questionnaire. This research 

uses a non-probability sampling technique. The convenience sampling method was employed 

in this research. In a survey or experiment, sample size refers to the number of individual 

samples or observations taken. The sample size for this research was 145 people.. 

Mostly Influence Celebrity Personality Attribute On Consumers’ Purchase Decision 

TABLE 2.1 
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Inferences: According to the above table, 53.8 percent of respondents said celebrity 

style influences the consumers' purchase decision the most, 21.4 percent said celebrity 

beauty, 13.8 percent said Handsomeness, 6.2 percent said Classy, and the remaining 4.8 

percent said Glamour influences the consumers' purchase decision the most.. 

Figure 2.1 

 

Male Endorser Is More Effective As Compared To Female Endorser 

CULTURE AND GENDER OF IMPULSIVE BUYING  BEHAVIOUR 

The effect of gender on consumer behaviour has been extensively. Several researchers 

have looked at the impact of gender on impulsive purchases as well. While some studies 

suggest that gender has little effect on impulse purchasing, others argue that women have a 
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higher proclivity for spontaneous purchases. Zhang, Prybutok, and Strutton (2007) 

discovered that men were more impulsive online consumers than females in the context of 

online purchasing. Men purchased instrumental and leisure products impulsively, while 

women bought symbolic and self-expressive goods, according to Dittmar, Beattie, and Friese 

(1995). Interestingly, Verplanken & Herabadi (2001) reported contradictory findings in two 

separate studies on gender differences in impulse buying tendency , finding that while women 

exhibited a higher impulse buying tendency than men in the first study, men exhibited a 

higher impulse buying tendency than women in the second study. Men and women had 

substantially distinct impulse purchasing related cognitive and emotional processes, 

according to Coley and Burgess (2003), and both genders bought various product categories 

on impulse.  

CONCLUSION 

• According to the findings, consumers use more than one media to improve their 

brand-related knowledge. It implies people make their ultimate purchasing choice based on a 

mix of several sources. They largely depend on modern marketing tools, such as internet 

advertising, in addition to conventional ones. 

•Consumers need comprehensive knowledge about a brand in order to assess its 

strengths and flaws; this abundance of information saves them time by enabling them to make 

a fast purchasing choice. The research also shows that people's rising literacy is the primary 

cause for internet marketing's expanding significance. They have realised that the internet is a 

valuable resource for them to use for a variety of reasons, including social networking, online 

shopping, and media sharing (photo, music, video). The internet's effectiveness has increased 

their desire to be online. Consumers now believe that every business should utilise this 

efficacy to boost its marketing efforts. So that people will be encouraged to utilise internet 

marketing in order to get access to unique brand material, receive discounts, and share their 

brand feedback with the advertiser. 
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• As internet technology has advanced, customers' appetite for conventional marketing 

methods has waned. Television and print media are the most widely used conventional 

marketing mediums. The capacity to communicate between customers and marketers, as well 

as the availability of a broad variety of information and in the case of purchasing, are the 

most significant advantages of internet marketing. Because of these advantages, internet 

marketing outperforms conventional marketing. 

• Because the foregoing conclusion shows that customers utilise more than one media 

to choose a brand, it is suggested that 

• To reach their intended target audience, businesses should mix and match different 

media. This will assist to raise awareness among them and impact buyer behaviour, therefore 

businesses must develop an efficient Integrated Marketing Communication strategy that 

combines different methods to capture as many prospects as possible. It has also been shown 

that customers have a strong understanding of internet technology and are in favour of 

utilising online marketing, therefore it is suggested that 

• Every business, large or small, should take advantage of this opportunity and include 

internet marketing into their marketing strategy. Web marketing is one of the most common 

types of online marketing. Social media marketing, ecommerce. 

• Because consumers prefer internet marketing over conventional marketing, 

businesses may spend more on online media rather than traditional methods. 

•  Companies should not depend only on internet marketing; it must be integrated into 

their whole marketing plan. As a consequence, the limits of good image will be established 

via other media. Customers will develop confidence in the brand as a result of this credibility. 

The study may be expanded to include all of India's states, since the researcher thinks that 

customer purchasing behaviour in relation to internet marketing varies by state. 

 

 

http://www.ijfans.org/


Research Paper 

  
 

 e-ISSN 2320 –7876 www.ijfans.org 

Vol.11, Iss.9, Dec 2022 
© 2012 IJFANS. All Rights Reserved 

 

246 
 

REFERENCES 

1. Ailawadi, K.L., Neslin, S.A., Gedenk, K., (2001), "Pursuing the value conscious 

consumer: store brands versus national brand promotions", Journal of Marketing, 

vol.65, no. 1, pp.71–89.  

2. Albee, T. (1977), “The Protestant Ethic, Sex and Psychotherapy,” American 

Psychologist, 32 Jan –Jun, 150 – 161.  

3. Al-Makaty, SS Attitudes towards Advertising in Islam, Journal of Advertising 

Research, May –June 1996, pp 16-25.  

4. Anderson, L., Wadkins, M., 1991. Japan – A Culture of Consumption? Advances in 

Consumer Research, 18,129-134.  

5. Applebaum, William (1951), "Studying Consumer Behavior in Retail Stores," Journal 

of Marketing, 16 (October), 172-178. 

6. Arnold, M. J., & Reynolds, K. E. (2003). Hedonic shopping motivations. Journal of 

Retailing, 79 (2), 1-20.  

7. Babin, B. J., Darden, W. R., & Griffin, M. (1994). Work and/or fun: measuring 

hedonic and utilitarian shopping value. Journal of Consumer Research, 20 (4), 644-

656. 

8. Babin, B. J., Lee, Y. K., Kim, E. J., & Griffin, M. (2005). Modeling consumer 

satisfaction and Word – of - mouth: Restaurant patronage in Korea. The Journal of 

Services Marketing, 19 (3), 133 -139.  

9. Batra, Rajeev and Olli T. Ahtola (1990), "Measuring the Hedonic and Utilitarian 

Sources of Consumer Attitudes," Marketing Letters, 2 (2), 159-70. 

10. Batra, R., & Ahtola, O. T. (1991). Measuring the hedonic and utilitarian sources of 

consumer attitudes. Marketing Letters, 2, 159-170. 

11. Baumeister, Roy F. (2002) Yielding to Temptation: Self - Control Failure, Impulsive 

Purchasing, and Consumer Behavior. Journal of Consumer Research, 28(4), 670–676.  

12. Beatty, S.E. & Ferrell, M.E. (1998). Impulse buying: modelling its precursors. Journal 

of Retailing, 74(2), 169-191.  

13. Belk, R., 1983. Worldly Possessions: Issues and Criticisms. Advances in Consumer 

Research, 10, 514-519.  

http://www.ijfans.org/


Research Paper 

  
 

 e-ISSN 2320 –7876 www.ijfans.org 

Vol.11, Iss.9, Dec 2022 
© 2012 IJFANS. All Rights Reserved 

 

247 
 

14. Belk, Russell. W. (1988). "Possessions and the extended self."Journal of Consumer 

Research, 15, 139-168. Belk, R. W. (1985). Materialism: Trait aspects of living in the 

material world. Journal of Consumer Research, 12(3), 265-279.  

15. Bellenger, D.N.; Robertson, D.H. & Hirschman, E.C. (1978). Impulse buying varies 

by product. Journal of Advertising Research, 18(1), 15-18.  

16. Berg, B. L (1998). Qualitative research methods (3rd Ed.).  

17. Boston, MA: Allyn & Bacon. Berkman, Harold W. and Christopher C. Gilson (1986), 

Consumer Behavior: Concepts and Strategies, Kent Publishing Co., Wadsworth, Inc., 

Boston, Massachusetts.  

18. Bickle, M. C., & Shim, S. (2001). Usage rate segmentation of the electronic shopper: 

Heavy versus non - heavy dollar volume purchasers. The International Review of 

Retail, Distribution and Consumer Research, 3 (1), 1 - 18.  

19. Billieux J, Rochat L, Rebetez MML, Van der Linden M (2008). Are all facets of 

impulsivity related to self-reported compulsive buying BEHAVIOR? Pers. Individ. 

Differ., 44: 1432-1442. 

20. Bloch, P.H. (1981), "Involvement Beyond the Purchase Process: Conceptual Issues 

and Empirical Investigation," in Advances in Consumer Research, Vol. 8, R. Monroe, 

ed., Association for Consumer Research, 61-65.  

21. Bloch, P. H., & Richins, M. L. (1983). Shopping without purchase: An investigation 

of consumer browsing behavior. Advances in Consumer Research, 10, 389 - 393.  

22. Bloch, P. H., Ridgway, N. M., & Dawson, S. A. (1994). The shopping mall as 

consumer habitat, Journal of Retailing, 70 (1), 23 – 42.  

23. Bullis, D. (1997). Selling to India’s consumer market. New York: McGraw - Hill. 

Carpenter, J. M., & Fairhurst, A. (2005). Consumer shopping value, satisfaction, and 

loyalty for retail apparel brands. Journal of Fashion Marketing and Management, 9 

(3), 256 – 269.  

24. Chernev, A, (2004) Extremeness Aversion and Attribute-Balance Effects in Choice, 

Journal of Consumer Research, 31, 249–63.  

http://www.ijfans.org/

