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Abstract: Advertisement influences consumer purckdsehavior in their day to day life. It shows sorfaets as well as a rosy
picture about the product but it helps to conveyetinformation regarding the product. The advertiginrarena is witnessing a
change from conventional to advance domain. Priniedia advertising is exactly what it says---advertgsin a print media
arena. The two most common forms of print advenigiare newspapers and magazines. However, printiaadvertising also
includes yellow pages, brochures, and pamphletss @& phone books or directories and direct mail. &main purpose of
doing this study is to performance evaluation ofiiras a medium of advertisement with respect tmsomer and advertiser. |
have also studied different factors that may add tgpattractiveness of advertisement. Consumer prefiees for newspaper,
TV, Internet etc also covered. | have also foundattwhether the customers are satisfied with the edisement which is given
in the particular media and also have find out thifferent factors on the basis of which consumer ¢hoosing to read
particular print media. So many people are usingimtrmedia as their advertising factor, but their pthasing behavior is not
influenced by that media.
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. INTRODUCTION

Printing is a process for reproducing text and iepdgpically with ink on paper using a printing selt is often carried out as
a large-scale industrial process, and is an esdguatit of publishing and transaction printing.

The development of printing was preceded by the afseylinder seals in Mesopotamia developed in 3B@ and other
related stamp seals. The earliest form of printilag woodblock printing, with existing examples fr@hina dating to before 220
AD and Egypt to the 4th century. Later developmémtsrinting include the movable type, first deyedal by Bi Sheng in China,
and the printing press, a more efficient printimggess developed by Johannes Gutenberg in thec&Bthry.

The topic is Print media as a medium of advegisiith respect to consumers and advertisers isobtiee best topics, which
focuses on the print media sector as one of thexsnehproviding services to the society that cartlee idea or message of the
marketer to the masses. Print media is the mostilpapand effective media for both publishing andlpmity in the form of
advertising, today. Newspapers and magazines hen@nte a part of the culture and political life ebple today.

Media, as we know, is a very important componeradertising that carries the idea or messageeofrthrketer or advertiser
to the masses. It is therefore necessary to pldricamulate the marketing strategies for estahiiglihe print media.

After a rather quiet 2009, the Indian advertisindustry bounced back this year by clocking 22% gnowhich was largely
driven by the gains made by traditional advertigimedia like print and television.

According to GroupM estimates, while televisionedkn Rs 11,854 crore, the print medium—still thgglest earner—made
Rs 13,199 crore. On the other hand, a small budlisagrowing digital medium drew Rs 1,165 crore. 8Waw an overall increase
with old and new sectors contributing to the relits year. Next year, with the big cricketing pesties coming up, we expect a
continued robust growth," said Gowthaman Ragothaheader, South Asia, MindShare.

Print advertising has fallen in each of the past frears, dramatically shrinking newspaper pubigh®main source of income.
Even as the economy has gradually improved sin68,2tewspapers are still bringing in less reversuadvertisers embrace free
or cheaper Internet alternatives that aim to deliie messages to people most likely to be intedest the products being pitched.
The shift has accelerated in recent years as neaders abandoned newspapers' print editions foigie

Government of India in June 2002 had decided tmafl6 per cent foreign direct investment (FDI) ews and current affairs
print media. Technical and medical publicationsehbgen allowed a higher FDI of 74 per cent. Thasiten, taken by the Union
Cabinet, reverses the 1955 Cabinet resolution pitiig any foreign investment in print media.

A survey commissioned by a group of large New Dakvspapers, showed that 34 out of 50 newspapserssathe country
were opposed to foreign investment. Only 16 newspapith a circulation share of 23.7 per cent fadothe proposal. In India
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while there is wide readership of daily newspaperdndian languages, the English press is takenensariously by the
government.

Il. RESEARCH M ETHODOLOGY
Objectives of the Study:

» To evaluate the effectiveness of print as a medifiadvertising from consumers as well as adveriperspective
» To study the print media industry
» To measure the effectiveness of advertisementsnhmpedia

Scope of the Study:

The study of Evaluation of Print as a medium ofextlsing with respect to consumer & advertisemerst & wide scope. In the
market all the companies are adopting innovativategy to advertise their product. It also helpdiniding out the customer’s
opinions and their perception regarding the priedia sector companies. However our research wasucted on a sample of
200 (Consumers) and 50 (Advertisers) and geograpbi is limited to Ahmedabad.

Research DesignDescriptive type of research design is used to gonitheir search

Data Sources:

1. Primary Sources
Primary Sources of data include questionnaire whicddministered to theconsumers and Advertisers.

2. Secondary Sources
Secondary sources include newspapers (i.e. The sTwhendia, The Hindu), Marketing journals (i.e.dian Journal of
Marketing) and research papers available via ietern

Sampling Plan:

1. Population: Population includes consumer preferring diffemestaurants in the city of Ahmedabad.
2. Sampling Unit: Consumers and Advertisers of Ahmedabad City.

3. Sampling Technique:Convenience Sampling is used for the study

4. Sample Size:200Consumers and 50 Advertisers.

Hypothesis:
1. HO: There is no correlation between Satisfactidgagaf Gujarat Samachar readers with content ofdNew
2. HO: There is no correlation between Satisfacti@ts of Gujarat Samachar readership with gift cosgmmblished
3. HO: There is no correlation between Satisfactida cd Divya Bhaskar readerswith the paper quality
4. HO: There is no correlation between Satisfactioiiafes of India readers with gift coupons published
5. HO: There is no correlation between Satisfactida cd Times of India and Language

I11. ANALYSIS

1. HO: There is no correlation between Satisfaction rees of Gujarat Samachar readers with content of News

Satisfaction Rating::Gujarat Samachar| Factor: Content of news|

Satisfaction Rating::Gujarat Samachar| Pearson Correlation 1 167

Sig. (1-tailed) .017

N 160 160
Factor: Content of news Pearson Correlation 167 1

Sig. (1-tailed) .017

N 160 200
*. Correlation is significant at the 0.05 level @iked).
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Factor:Content of
news

I Very less important
HE important
O very important

Here, significance value is 0.017 which is lesntBa05, so HO is rejected andHlaccepted. So tlseaecorrelation between
Satisfaction rates with Gujarat Samachar readetts aaintent of News. Content of news is importactdafor satisfaction with

Gujarat Samachar and the reade

rs find that newsmiis good.

2. HO: There is no correlation between Satisfactionsate of Gujarat Samachar readership with gift coupos published

Satisfaction Rating::Gujarat Samachar| Factor: Gift coupons
Satisfaction Rating::Gujarat Samachar| Pearson Correlation 1 .200°
Sig. (1-tailed) .006
N 160 160
Factor: Gift coupons Pearson Correlation .200" 1
Sig. (1-tailed) .006
N 160 200
**_Correlation is significant at the 0.01 level {d#ed).
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Here, significance value is 0.006 which is les1tB&5, so HO is rejected and H1 accepted. So ikexecorrelation between
Satisfaction rate with Gujarat Samachar and Faftiorreadership as gift coupons. Gift coupons argairtant factor for
satisfaction with Gujarat Samachar. It suggesis rthaders one of the factors that make readesseh@ujarat Samachar is the

gift coupons published in it.
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3. HO: There is no correlation between Satisfaction rie of Divya Bhaskar readers with the paper quality

Here, significance value is 0.000 which is lesmthad5, so HO is rejected andH1 accepted. Theeedsrrelation between
Satisfaction rate with Divya Bhaskar and Factorrieadership as paper quality Paper quality is itambrfactor for satisfaction

Satisfaction Rating::Divya Bhaskar| Factor: Paper quality

Satisfaction Rating::Divya Bhaskar| Pearson Correlation 1 -513

Sig. (1-tailed) .000

N 56 56
Factor: Paper quality Pearson Correlation -513 1

Sig. (1-tailed) .000

N 56 200
**_Correlation is significant at the 0.01 level {d#ed).
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4. HO: There is no correlation between Satisfaction ofimes of India readers with gift coupons published

Satisfaction Rating: Times of India

Factor: Gift coupons

Satisfaction Rating: Times of India| Pearson Correlation 1 377
Sig. (1-tailed) .000
N 168 168
Factor: Gift coupons Pearson Correlation 377 1
Sig. (1-tailed) .000
N 168 200

**_Caorrelation is significant at the 0

.01 level tailed).
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Here, significance value is 0.000 which is lesstBa05, so HO is rejected andH1 accepted. Theeedsrrelation between
Satisfaction rate with Times of India and Factor feadership as gift coupons. So gift coupons ampoitant factor for
satisfaction with Times of India.

5. HO: There is no correlation between Satisfaction ree of Times of India and Language

Satisfaction Rating: Times of India| Factor: Language
Satisfaction Rating: Times of India| Pearson Correlatio 1 424
Sig. (1-tailed) .000
N 168 168
Factor: Language Pearson Correlatio 424 1

Sig. (1-tailed) .000

N 168 200
**_Correlation is significant at the 0.01 level {died).
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Here, significance value is 0.00 which is less t@dl @ 99 % confidence level. So, HO is rejectad ld1 is accepted. There
is a correlation between Satisfaction rate with d$nof India and Factor for readership as Langu&ge.anguage is important
factor for satisfaction with Times of India.

V. FINDINGS

% On an average people have reading habit of ave8@de 60 minutes per day and most of the time Hreygiving to
read newspapers.

% While reading the newspaper majority readers aokihy for information followed by advertisement whiis
comparatively lower than information but higherrilibe rest.

% Write that majority respondents have the habiteaiding news papers for more than 3 years and igatkgazine for
more than 2 year.

s People prefer to read Gujarati news paper more tharany other language that is Hindi or English &ujarati
comes out to be the most preferred language faingasomething that can be of interest to the dabers. And in
Guijarati language news paper Gujarat Samachahbdsdhest readership in the market. While in Ehgliews paper
TOI has the highest readership. And people aresatsfied with the kind of advertisement giverparticular news
paper.

% Internet media, Print media and TV are the facttictv is most likely to influence the buying behaviaf an
Individual.

< Out of 200 respondents, 40% respondents said lieat purchasing behavior is influenced by any atisements,
where 60% said that their purchasing behavior isimituenced by any advertisements although it cewadffective
advertisement in particular media but not influepaechase decision.

« In this people are mainly looking Property relatiegls followed by the consumer durable relatedstem

% And those who are reading the magazines in thatdhe mainly prefer to read business magazinevigtbby trade
magazine.

% Most of the people are highly satisfied with kindadvertisement which is given in the Gujarat Samanews paper
followed by TOI.

« In case of advertisers they are mostly prefer nradifiadvertisement is Print media, TV and Internet.
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“  While in Print media advertiser's most preferredtioments is Newspaper. Generally, advertiser esespaper to

advertise their product.

“ While deciding upon particular print media the atiger check the readership and accordingly thepdise.

V. CONCLUSION AND SUGGESTIONS

Print media industry can be an effective way ofeatising in the future but it has some threat fhédrnet users are also
increasing day by day so it may happen that ttermet can take place against print media for athegment hence print media
can explore how Internet can become an added afyamather than a threat. In today’s scenario owstovants more and
detailed information about the product from the extisement so the Print media industry will havedentify the innovative
strategy and have to implement that in to the ntaskéch helps in attracting the more no. of custame

Now days the print media is increasing day by day the buyer’s behavior sometimes may be influefgethe advertisement
which is given in particular media.

% Local advertisers can make the most of the prindlin@s this is more cost effective than the eledtranedia and

reaches the target audience. Within print media #ie vernacular dailies would be a better optidowever if high
cost is a consideration than the supplementaryighdd with the main edition can be considered byatlivertisers.

s Weekend contests, gift coupons etc. attract reaalaisconsumers alike. Hence print media and breadsxplore

tie-ups that are mutually beneficial (such as feodchers, movie tickets etc.)

% Since today’s generation in technology savvy arehdp a lot of time online, dailies can offer conattion packages

for advertising to the advertisers on their phylsicawell as online editions.
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