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Impact of television advertisements: A critical study
on selected telecom companies in India

Deepti Agrawal

Abstract

Communication is a very vital human recreation that is crucial to the success of each and every human
institution. Over the years, telecommunication has contributed in making verbal exchange easier and
faster. Telecommunication provider vendors play an imperative function in economic development.
The investors and cellular organizations anticipate a brighter future and are paying attention and cash
closer to the enlargement of insurance vicinity and betterment of offerings as well as making
infrastructure improved. Indian telecommunication enterprise is one of the quickest telecom market in
the world. The cellular sector has grown from round 10 million subscribers in 2002 to attain 1.2 billion
by using July 2019 registering a significant growth.

The paper is primarily based on advertising so consequently the researcher has first explained about
advertising, and analysed the boom in ad volumes of telecom sector.

The lookup is to learn about the Advertising in Indian Telecom Industry and its Impact on Customers.
For this research the try is made to understand the Telecom Industry of India and will also complement
the interior find out about of companies. By reading their boom market share and marketing strategies
adopted by selected Indian Telecom Companies.

Keywords: Communication, investors, telecom industry, economic development, customers

1. Introduction

The Indian telecommunications network, with over 1.2 billion customers, is the second
largest network globally. India is the fastest-growing telecom market globally, adding 9 to 10
million members each month. The tele-density of the country has increased substantially and
is among the highest in any sector of the Indian economy.

Television advertising significantly influences customer purchasing behavior. The basic
objective of the advertiser is to attract consumers and shape their awareness, purchasing
behavior, and attitudes. Advertisers invest substantial funds to retain individuals engaged
with their products. They must comprehend the factors that influence user behavior. The
primary objective of this study is to examine whether television advertising of cellular
groups affects user behavior.

Television advertising last just for the duration they are displayed on the screen. If a viewer
is not attentively looking or listening at the precise moment the commercial is broadcast, the
message is effectively lost and deemed irrelevant to the viewer. To positively impact
viewers' choices on their goods and packages, television advertisers and commercial
directors seek to understand viewer behavior and reactions to specific features in various
contexts. Contemporary television classified advertisements are largely not governed by
psychological concepts. This is a challenge, as viewers possess cognitive processes; if the
television advertisement is poorly constructed, it will deter individuals rather than attract
them. The psychology of viewers is a subject that warrants investigation.

2. Literature review

Ghanshyam and Avjeet (2020) [ investigate the influence of brand image and marketing on
consumer purchasing behavior for electrical appliances, including washing machines,
inverters, and microwave ovens. Due to the unavailability of the item for physical
verification, ads serve as the sole means of making an impression by influencing and enticing
buyers.
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Ampadu (2014) Bl examined the impact of advertisements
on customer loyalty within the telecommunications sector.
The results indicated that MTN was predominantly utilized
within the community among respondents in Ghana,
whereas Vodafone exhibited the most aesthetically pleasing
and impactful commercials.

Adjin Dame et al. (2013) @ assert in this study that the
majority of respondents received most advertising and
marketing messages via telecommunication networks
through television. The college students unanimously
concur that advertising and marketing significantly impacted
their choice of a specific cellular telecommunications
network.

Agarwal, Gopal Kumar (2010) ™M conducted a study
revealing that the majority of respondents selected their
cellular connection mostly owing to advertising, while a
significant number indicated that recommendations from
friends or family also played a crucial influence. The adverts
were predominantly viewed on television.

Mani (2008) 51 examines many difficulties arising from the
expansion of telecommunications services in India from the
mid-1990s. It also examines several spillover effects on the
broader economy, with a significant impact being the
potential to develop a crucial manufacturing hub for
telecommunications equipment and related downstream
businesses, such as semiconductor devices.

Banka (2006) ™ provides an overview of mergers and
acquisitions within the telecommunications sector. The
government's decision to raise the foreign investment limit
to 74% is expected to catalyze significant mergers and
acquisitions in India. He envisions a region that embodies
immense potential awaiting exploitation by Indian and
international businesses.

3. Statement of the Problem

Advertising is responsible for promoting goods and services,
so enhancing public awareness of products, persuading
target audiences to engage with them, and consistently
maintaining brand vitality. Regrettably, commercial
messages or advertisements on television endure solely for
the duration of their on-screen presentation. If a viewer does
not engage with an advertisement at the exact instant it is
presented, the message is rendered ineffective and
diminishes in the viewer's consciousness. The audience was
devoid of recollection, necessitating that advertisement
directors possess an understanding of viewer responses to
various stimuli in diverse contexts. The majority of
contemporary television advertising are not guided by
psychological concepts.

This poses a challenge as viewers are human beings with
cognitive processes; if the television advertisement is poorly
designed, it will repel rather than attract them. The lack of
television advertisements from mobile telecommunications
companies that might have influenced media viewers to
choose or dismiss their services has been entirely
eliminated. This study investigated the impact of television
advertising on the selection of telecommunication networks.

4. Research methodology

The data gathering sources utilized in the study are
secondary in nature. Consequently, the study is being
undertaken to ascertain the influence of telecommunications
industry ads on consumers. This article aims to examine the
efficacy of advertisements from the leading telecom
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providers in the sector. An informal discussion was
conducted with several specialists affiliated with the
television and media industry. From that conversation, the
researcher has extracted several findings in this research
report.

5. Research objectives

e To comprehend the significance of television
commercials

e To assess the influence of television advertisements on
consumers

e To examine contemporary trends in the Indian telecom
sector concerning television advertisements.

6. Understanding the Concept of Advertising

Advertising is a commercial communication disseminated
through media to promote and market products, concepts,
and services. Advertising encompasses any types of print,
electronic, or online media messages, whether written or
spoken, that are financed by a sponsor and directed towards
an audience with the intent of promoting or selling a product
or service. Advertising conveys information regarding the
price, quality, and availability of a product. Advertising
often entails a message conveyed with the objective of
persuading consumers or potential consumers to make a
purchase. Advertising constitutes a method of marketing
communication. It involves persuading an audience or
consumer to engage in a specific activity about products,
ideas, or services.

The primary objective is to influence consumer behavior
regarding a commercial product. Advertisements frequently
incorporate both factual information and persuasive
messaging for these reasons. Advertising has existed for
centuries, albeit it differs significantly from its form decades
ago. Advertising is a compensated method of non-personal
presentation and promotion of concepts or items by a
recognizable sponsor. The definition delineates essential
components. Initially, it is a remunerated mode of display,
underscoring that advertising space or time necessitates
acquisition. It is impersonal, indicating that it is not a direct
or personalized communication to a single individual, but
rather to the general public. Advertising plays a vital role in
the business sector by enhancing sales, capturing consumer
attention, and informing the public about the existence,
launches, and advancements of products or services.

7. Television and Advertising

Television advertising aims to affect consumer behavior by
promoting consumerism, mostly to persuade individuals to
transfer brands or to maintain loyalty to their existing brand.
Advertising may also be focused on establishing a market
for new brands. Television serves a significant function in
advertising for numerous reasons. The primary factor
contributing to the rise of TV advertising is the extensive
reach that commercial advertisements provide to their
audiences. Given the ubiquitous nature of television sets, it
is reasonable to assert that the contemporary world would
struggle to manage the increasing volume of information
without their assistance. The function of television, in this
context, entails enabling consumers to view content without
possessing a television set; countless live streams are readily
accessible online via smartphones and computers, so
significantly expanding the scope of television. Television
advertising is predominantly employed to sway viewers'
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purchasing decisions. Advertisements are categorized into
local and national time slots, with many of these advertising
being aimed at promoting items and services.

Local television advertisements provide service-oriented
enterprises and retail establishments in the region the chance
to engage their demographic  with  significant
announcements and promotions. National time slots are
acquired for certain times and programs that most
effectively engage the target audience for a particular
product or service.

A corporation can enhance brand awareness and motivate
consumers to make purchases through strategically
positioned television advertisements. Television advertising
allows corporations to target any desired audience. This is a
crucial method for fostering participation on many
platforms, including social media, and facilitating the
company's expansion primarily through the impact of
advertising. Television advertisers possess extensive
capabilities due to their rights and ability to acquire
advertising slots at wvarious times; for example, toy
manufacturers generally promote their products during
Saturday morning cartoons, while local bars effectively
utilize sporting events to advertise their services. The
primary concern associated with television advertising is the
uncertainty regarding viewer engagement, as individuals
frequently prioritize personal activities during commercial
breaks.

Consequently, they will resume the series without viewing
the advertisement, resulting in the marketing effort receiving
no exposure. Conversely, television advertising is quite
expensive and can substantially impact the company's
budget, necessitating the expenditure of considerable
financial resources for even a single advertisement,
particularly if it is scheduled for prime time. Television
possesses the closeness of radio and the credibility of direct
involvement. It employs an intimate approach that enhances
its attractiveness and captivates the attention and interest of
individuals.

8. Trends that the Indian telecom business is seeing in
TV Ads

61% more telecom quarter ads were shown on TV in 2017
than in 2016. Among all the telecom ads shown on TV,
more than 60% were in the telecommunication services part.
The amount of TV ads for telecommunication services has
grown by 108%, while the amount of ads for
telecommunication tools has grown by 17% from 2016 to
2017. It used to be that Bharti Airtel Ltd was the biggest
marketer in the Telecommunication Services category.
Ninety-nine percent more TV ads were shown in the
Telecom region from January to August 2018 than from
January to August 2017. During the months of January
through August 2018, "Telecommunication Services" got a
lot of TV ads in the telecom area. Advertising for
telecommunication equipment went up by 47% on TV, and
advertising for telecommunication services went up by
127% from January to August 2018. "Telecommunication
Services" ads for Vodafone Essar Ltd. were the most-
watched on TV from January to August 2018. In the months
of January through August 2018, R Madhavan had the most
Celebrity Endorsement of Telecom ads on TV. The number
of TV ads in the telecom region dropped by 16% from
January to March 2019 compared to the same time last year.
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A lot of ads for phone services will be shown on TV
between January and March 2019. During the first quarter of
2019, Sony Ericsson was the biggest advertiser in
"telecommunication equipment" and "Bharti Airtel Ltd."
was the biggest advertiser in "telecommunication services."
There are 27% more TV ads in 2019 than there were in
2018. With a 68% share, telecommunications services are
the most advertised "telecom sector” on TV. This is
followed by telecommunications equipment with 11% share
and corporate brand image with 2% share through the first
quarter of 2019. From January to March 2019, the number
of TV ads for telecommunication services increased by 2%
compared to the same time last year. Compared to the first
quarter of 2018, TV ads for "telecommunications
equipment” grew by 172% in the first quarter of 2019.
Together, Bharti Airtel Ltd, Idea Cellular Ltd, and Bharat
Sanchar Nigam Ltd, the top three players in
"telecommunication services," had a 65% share of TV in the
first quarter of 2019. In the first quarter of 2019, the top
three advertisers paid for 46% of all standard
telecommunications devices.

9. Key results mostly based on casual conversations with
media experts

With the help of interviews with media industry experts, the
researcher came to the conclusion that there is a full-size
link between advertising and how people act.
Advertisements really do change people's minds about
things like buying a brand or getting a new phone line. The
study found that people typically switch brands because of a
number of other variables and factors. The study finally
came to the conclusion that TV advertising is important, but
not enough to make people switch cell phone networks.
Other factors are usually more important in making people
switch companies. Communication is one of the most
important things that people do, and it's necessary for all
human institutions to work. Finding the right means to reach
the right people is the only way to fully understand the
effects of marketing. One of the most important decisions in
advertising is which media to use. The best results for
strengthening companies and managing manufacturers will
come from going after the right audience at the right time.

10. Conclusion

The scope of this research study is to advertising and its
implications, specifically how to enhance the effectiveness
and appeal of television advertisements to influence
consumer behavior. This research establishes a significant
link between contemporary service providers and the most
compelling and impactful advertisements of
telecommunications companies. Consequently, advertising
is a crucial although no longer adequate factor that affects
the transition across telecommunication networks. The study
ultimately examines the perspective of provider carriers
fighting against one another to attain greater market share.
This telecom sector is highly competitive.
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