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ABBREVIATIONS

AM :Amplitude Modulation.

ADV : Advertise.

AMA :American Marketing Association.
B.C. :Before Christ.

B.S :Bikram Sambat.

B/W :Black and White.

CBS :Central Burro of Statistics.

ETC Extra.

F.M :Frequency Modulation.

i.e ‘That is

M.B.S. :Master of Business Studies.
N.G.O. :Non-governmental Organization.
N.T.V. ‘Nepal Television.

No. ‘Number

NTRC :Nepal Television Rate Card
PV.T-L.T.D :Private Limited.

PSA :Public Service Ads.

R.C. ‘Red Cross

R.N. ‘Radio Nepal.

Rs. ‘Rupeses.

SL.C :School Leaving Certificate
T.B.S. :Television Broadcasting Service.
T.U :Tribhuvan University.
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Appendix - 1

Questionnaire

Impact of Televison Advertisement on Consumer Behavior for
Cosmetic Product. With referenceto" Vatika Shampoo"
Dear Respondent,

| am doing research on "Impact of Televison Advertisement on
Consumer Behaviour in Cosmetic Product." with reference to Vatic Shampoo
in Partial Fulfillment of the Requirement of the degree of Masters of Business
Studies (M.B.S).Your sincere and unbiased co-operation will be highly
appreciated and is invaluable. The information that you provide will be kept
confidential and secrete and be solely used for only this research purpose.

Respondent's Profile

AQES: e

1. In which education group you belong to?
a) Below S.L.C.
b) SL.C.
c) Graduate
d) Above Graduate
€) Un Educated
1. Do you watch television?
aYes b.No
2. Do you have habit to write the television advertisement ?
a Yes b.No
4. What kind of advertisement do you prefer on Television.
a. Maspal b. Goodwording c.simple  d. al of the above

5. How do you read the television advertisement?



a. Change the channel
b. To know the advertisement
c. Curiouson advertising than the product
d. Indifference forwards the advertisement
6. Which product do you buy?
a. Frequently advertised b. Not advertised
7. Does repetition of an advertisement draw you attention?
aYes b.No
8. Have you been consumer's advertisement?
aYes b.No
9. If yes, have you seen advertisement of Vitika Shampoo?
aYes b.No
10. What factors influence you to buy the product?
a. Quality/ brand
b. Price
c. Scheme
d. Advertisement
e. Others.
11. Does the advertisement benefits you?
aYes b.No c.cannot say
12. If an advertisement interests you what do you do?
a. | look for more information. b. What | received it enough.
13. If there are same kinds of products in the market in terms of quality and the
price, which one would you, buy?
a Advertised b. Not advertise
14. Have you bought any product after getting information from
advertisement?
aYes b.No c. cannotsay
15. Which advertisement do you prefer?
a. Newspaper b. Magazine
c. Television d.Radio e Pamphlets



