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Abstract- Advertising plays a crucial role in influencing consumer awareness and purchase decisions. With rapid
technological advancements, businesses now use both traditional advertising methods such as television, radio,
newspapers, and billboards, as well as digital advertising platforms like social media, websites, and online
streaming services. This study aims to compare the effectiveness of traditional and digital advertising in
influencing consumer behavior. The research adopts a descriptive research design using both primary and
secondary data. Primary data is collected through a structured questionnaire from 100 respondents, while
secondary data is sourced from books, journals, and previous studies. Statistical tools such as percentage analysis,
Chi-square test, and ANOVA are used for data analysis. The study helps businesses understand consumer
preferences and supports the need for an integrated advertising approach. Furthermore, the study highlights the
growing importance of digital platforms in reaching a wider and more targeted audience, while also recognizing
the continued relevance of traditional advertising in building trust and brand credibility. By analyzing consumer
responses and preferences, the research provides insights that can help businesses choose the most effective
advertising strategy and optimize their marketing efforts in a competitive environment.
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methods in influencing consumer perception and
purchase decisions. In addition, businesses today
face increasing competition and changing consumer
expectations, making it important to adopt the most
suitable advertising strategy. While digital
advertising offers flexibility and precise targeting,
traditional advertising continues to hold value in
reaching a broad audience and creating strong
brand identity. Therefore, this study not only
compares both methods but also provides insights
into how businesses can effectively combine them to
achieve better marketing results.

I. INTRODUCTION

Advertising is considered the lifeblood of marketing
as it establishes a connection between producers
and consumers. Traditional advertising methods
such as television, radio, newspapers, magazines,
and billboards have long been used to build brand
awareness and credibility among mass audiences.
These methods focus on one-way communication
and are effective in creating long-term brand recall.
With the growth of the internet and digital
technology, digital advertising has transformed the
marketing landscape. Platforms such as social media,
search engines, websites, and online streaming
services enable real-time interaction, targeted
communication, and measurable outcomes. As

Il. REVIEW OF LITERATURE

2025 - Current studies highlight that businesses

consumer behavior varies across age groups and
social backgrounds, it has become essential to
compare traditional and digital advertising to
understand their relative effectiveness. This study
attempts to analyze and compare both advertising

increasingly adopt integrated approaches instead of
choosing one medium over the other. Traditional
advertising maintains credibility, while digital
advertising ensures precision and engagement.
Overall, both are essential for sustained growth in
today's competitive market.
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2024 - Singh (2024) emphasized the value of hybrid
advertising  strategies, combining traditional
credibility with digital interactivity for the greatest
impact. Song (2024) further showed that while digital
ads led to immediate sales, traditional advertising
built long-term brand recognition and trust,
especially in high-value markets.

2023 - Ndadziyira (2023) compared traditional and
digital advertising in Durban, South Africa, finding
that traditional ads were still seen as more credible,
while digital ads provided higher engagement
through interactivity. Both continued to play
important roles in consumer decision- making.

2022 - Efendioglu and Durmaz (2022) examined
Instagram advertising and found that consumer
perceptions of authenticity and relevance
determined success. Unlike traditional ads, digital
platforms need high trust to be effective,
highlighting the importance of content quality.

2021 - The COVID-19 pandemic accelerated the
adoption of digital advertising, as businesses had to
move online. Research noted that television
viewership also increased during lockdown , making
both mediums relevant. This year underscored the
importance of flexibility in advertising strategies.

2020 - Uhl et al. (2020) focused on digital ad visibility,
revealing that factors like exposure time and visibility
directly impacted ad effectiveness. However, they
also discovered diminishing returns; longer exposure
did not always lead to better results. This challenged
previous assumptions about digital efficiency.

l1l. STATEMENT OF THE PROBLEM

In the modern marketing environment, businesses
face difficulty in choosing between traditional and
digital advertising methods. Traditional advertising is
trusted but expensive and less interactive, while
digital advertising is cost-effective but sometimes
lacks emotional connection. Therefore, there is a
need to compare both forms of advertising to
determine their effectiveness in influencing
consumer behavior.

Objectives of the Study
e To study the role of traditional advertising in
influencing consumer behavior.

e To analyze the effectiveness of digital
advertising.

e To compare traditional and digital advertising
methods.

e To identify consumer preferences toward

different advertising media.
e To suggest suitable advertising strategies for
businesses.

Research Methodology

The study follows a descriptive

methodology with a comparative approach.

e Primary Data: Collected through a structured
questionnaire from 100 respondents.

e Secondary Data: Collected from books, journals,
research articles, and websites.

e Sampling Technique: Convenience sampling.

e Sample Size: 100 respondents.

e Geographical Area: Limited to a specific locality.

research

Mean and Standard Deviation
Mean shows the average opinion of respondents,
while standard deviation shows variability.

Table 1: Effectiveness Rating of Advertising

Methods
Advertising Mean Standard
Type Score Deviation
Traditional Ads 345 0.82
Digital Ads 4.12 0.67

Interpretation

Digital advertising has a higher mean score,
indicating greater perceived effectiveness. Lower
standard deviation shows consistent opinions
among respondents.

Chi-Square Test
Chi-Square is used to test the relationship between
demographic variables and advertising preference.
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Table 2: Age Group vs. Advertising Preference

Age Group | Traditional | Digital Total
Below 25 10 30 40
26-40 18 22 40
Above 40 10 10 20
Total 38 62 100

Chi-Square Result
Calculated value > Table value at 5% level

Interpretation
There is a significant relationship between age and
advertising preference.

ANOVA (Analysis of Variance)
ANOVA is used to compare opinions of different

income groups on advertising effectiveness.

Table 3: Income Group vs. Effectiveness Perception

Source of Sum of Square F Value
Variation Squares
Mean
Between 24.6 12.3 4.18
Groups
Within 2814 3.02
Groups
Total 306.0

Interpretation

Since the calculated F value is significant, there is a
difference in perception of advertising effectiveness
among different income groups.

Correlation Analysis

Correlation analysis is used to find the relationship
between advertising exposure and purchase
decision.

Table 4: Correlation between Advertising Exposure
and Purchase Decision

Interpretation

A positive correlation (r = 0.71) indicates that
increased advertising exposure leads to higher
purchase intention.

Percentage Analysis
Percentage analysis is used to understand the

distribution of respondents’ preferences.

Table 5: Preference of Advertising Medium

ASAV:;?SQQ No. of Percentage (%)
Respondents
Traditional 38 38%
Digital 62 62%
Total 100 100%

Correlation
Coefficient (r)

Variables Compared

Ad  Exposure &

Purchase Decision 0.71

Interpretation

The table shows that 62% of respondents prefer
digital advertising, indicating its higher influence
compared to traditional advertising.

IV. CONCLUSION

This study provides a structured framework to
compare traditional and digital advertising using
various statistical tools such as percentage analysis,
mean and standard deviation, Chi-square test,
ANOVA, and correlation analysis. The analysis
highlights key consumer preferences, attitudes, and
behavioral patterns toward different advertising
methods. It reveals that while digital advertising is
gaining popularity due to its cost-effectiveness,
targeting ability, and real-time engagement,
traditional advertising continues to play a significant
role in building trust, credibility, and long-term
brand image.

The findings of this study will help in forming
meaningful conclusions after complete evaluation
and will provide valuable insights for businesses in
selecting the most appropriate advertising strategy.
Moreover, the study emphasizes the importance of
integrating both traditional and digital advertising
methods to achieve better marketing outcomes. By
understanding consumer responses and market
trends, organizations can design more effective
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promotional  strategies, improve  customer
engagement, and enhance overall business

performance in a competitive environment.
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