
EFFECT OF TV ADVERTISEMENT

ON

SELECTION OF TOILET SOAP

By:

KUL RAJ SHARMA

Lumbini Banijya Campus

T.U. Registration No.: 4576-91

Exam Roll No. : 1954

Batch No.: 2060/61

A Thesis Submitted to:

Office of the Dean

Faculty of Management

Tribhuvan University

In partial fulfilment of the requirements for the degree of

Master of Business Studies (M.B.S.)

Butwal, Nepal

July, 2011



RECOMMENDATION

This is to certify that the thesis

Submitted by:

Kul Raj Sharma

Entitled:

EFFECT OF TV ADVERTISEMENT ON SELECTION OF

TOILET SOAP

has been prepared as approved by the Campus in the prescribed format of the faculty

of Management. This thesis is forwarded for examination.

Supervisor Campus Chief / Head of the Department

Name: Mr.Santosh Gyawali Name: Dr. Ishwor Gautam

Signature: Signature:

Date:



VIVA - VOCE SHEET

We have conducted the viva-voce examination of the thesis

Submitted by:

Kul Raj Sharma

Entitled:

EFFECT OF TV ADVERTISEMENT ON SELECTION OF

TOILET SOAP

and found the thesis of the original work of the student and written according to the

prescribed format. We recommend the thesis to be accepted as partial fulfillment of

the requirements for the degree of

Master of Business Studies (M.B.S)

Viva-Voce Committee

Head, Research Department: ...................................

Member (Thesis Supervisor): ..................................

Member (External Expert): .......................................

Date:



Declaration

I hereby declare that the present thesis entitled " EFFECT OF TV

ADVERTISEMENT ON SELECTION OF TOILET SOAP" has been

prepared for the partial fulfillment of the requirement of Master Degree in

Business Studies under kind supervision of Dr. Ishwor Gautam and Mr.

Santosh Gyawali of Lumbini Banijya Campus, Butwal. The understudied thesis

has been prepared as per the format prescribed by the university and the data

analysis and interpretation performed as per the format prescribed by the

university and the data analysis and interpretation performed in the study is

genuine.

Eventually, I firmly believe that the path of improvement never terminates. So,

I am solely responsible for various shortcomings and drawbacks committed in

the course of preparing this dissertation.

Kul Raj Sharma

T.U. Registration No. 4576-91

Lumbini Banijya Campus

Butwal



ACKNOWLEDGEMENT

I would like to extend my sincere gratitude to Dr. Ishwor Gautam, the

Campus Chief of Lumbini Banijya Campus, (TU) for providing me great

opportunity to conduct this study. Similarly I am indebted to Mr. Santosh

Gyawali for his proper guidance and supervision despite of his busy

schedule. His proper guidelines, exhortations, inspirations and

motivations has boosted me to accomplish the lacuna of this study. My

sincere gratitude goes to the thesis research committee.

I wish to express my special appreciation to my colleague Mr. Mohan Lal

Bhandari, Ast. Lecturer of Yagyodaya Multiple Campus. My credit goes

to Mr. Mandhoj Giri, Ast. Lecturer of Butwal Multiple Campus.

I would like to thank all those respondents who willingly provided their

full support to fill the questionnaire for this study. Mr. Lekhnath Poudel,

Mr. Krishna Bahadur Karki deserve special thanks to carry out this study.

At least not at the last, I cannot forget the support of my better half Mrs.

Shanta Sharma Acharya for managing her valuable time. I should not

miss the name of my daughter Swikriti Sharma whose playing moments

were ignored during the study. I am thankful to my sisters Mrs. Kalpana

Sharma and Mrs. Bishnu Sharma.

Finally, I would like to thank Mr. Madan Kumar Pradhan and Keshav

Kumar Pradhan of Aashish Communication Centre, Chandbari, Butwal

for their war level co-operation for their fine computer work.

Semlar, Rupandehi Kul Raj Sharma

18th July, 2011



TABLE  OF  CONTENTS

Page

DECLARATION I

ACKNOWLEDGEMENT II

ABBREVIATIONS III

TABLE OF CONTENTS IV

LIST OF TABLES VI

LIST OF FIGURES VII

Chapter

I. INTRODUCTION 1-25

1.1 Background Information 1

1.1.1 Advertising and its dimensions 3

1.1.2 Media and Advertisements 8

1.1.3 TV advertising 9

1.1.4 Recent Media and Advertising 13

1.1.5 Public Relation and Advertising 17

1.1.6 TV advertising and Toilet Soap 17

1.2 Statement of the problem 21

1.3 Objective of the study 22

1.4 Theoretical Framework 23

1.5 Hypotheses 24

II. REVIEW OF LITERATURE 26-51

III. RESEARCH  METHODOLOGY 52-54

3.1 The Research Design 52

3.2 The Population 52

3.3 The Sampling Procedure 53

3.4 Data Collection Procedure 53

3.5 Variables 53

3.6 The Statistical Procedure 54

3.7 The Data Processing Procedure 54



IV. PRESENTATION  AND  ANALYSIS  OF  DATA 55-79

4.1 Demographic Information 55

4.1.1 Respondents in Buying Process of Toilet Soap 59

4.1.2 Role in Purchasing Decision of Toilet Soap 59

4.1.3 Considering Factor to Buy Toilet Soap 60

4.1.4 Respondents Preference of Toilet Soap 61

4.1.5 Effect of Channels to select Toilet Soap 62

4.1.6 Most Preferred Reasons about TV advertising for

Selecting Toilet Soap 63

4.1.7 Strong Belief on TV advertisement of Toilet Soap 64

4.1.8 The Effect of TV advertisement on Choosing the

Toilet Soap 65

4.1.9 TV advertisement for Preferred Toilet Soap Brand 65

4.1.10 Effective Media that Contribute to Selection of

Toilet Soap Advertisement 66

4.1.11 Factors that Causes for Buying Toilet Soap 67

4.1.12 Usual Toilet Soap Buying Location 68

4.1.13 Duration of Using Current Brand of Toilet Soap 69

4.1.14 Effect of TV advertisement for Staying in Current Brand 70

4.1.15 Most Recent and Previous Brand of Toilet Soap 71

4.1.16 Cause of Switching Current Toilet Soap 72

4.1.17 Effect of TV advertisement to Change the Brand 72

4.1.18 Interpretation on Correlation Study 73

4.1.19 Interpretation on Regression Analysis 74

4.2 Major Findings of the Study 77

V. SUMMARY, CONCLUSIONS AND RECOMMENDATIONS 80-85

5.1 Summary 80

5.2 Conclusions 82

5.3 Recommendations 84

BIBLIOGRAPHY 86-89

APPENDIX 90-98



LIST OF TABLES

Tables Page

4.1 Age 57

4.2 Frequency of Watching TV commercial 58

4.3 Respondents in Buying Process of Toilet Soap 59

4.4 Role in Purchasing Decision of Toilet Soap 60

4.5 Respondents Preference of Toilet Soap 62

4.6 Most Preferred Reasons About TV advertising

of Toilet Soap 63

4.7 Strong Belief on TV advertisement of Toilet Soap 64

4.8 The Effect of TV advertisement on Choosing the

Toilet Soap 65

4.9 Factors that causes for Buying Toilet Soap 67

4.10 Effect of TV advertisement for Staying in Current Brand 70

4.11 Most Recent and Previous Brand of Toilet Soap 71

4.12 Cause Switching Current Toilet Soap 72

4.13 Effect of TV advertisement to Change the Brand 73



LIST OF FIGURES

Figures Page

4.1 Gender 55

4.2 Academic Qualification 56

4.3 Occupational Status 56

4.4 Family Size 58

4.5 Considering Factor to Buy Toilet Soap 60

4.6 Effects of Channels to Select Toilet Soap 63

4.7 TV advertisement for Preferred Toilet Soap 66

4.8 Effective Media that Contribute to Selection of Toilet Soap

Advertisement 67

4.9 Usual Toilet Soap Buying Location 68

4.10 Duration of Using Current Brand of Toilet Soap 69



ABBREVIATIONS

AIDS - Acquired Immune Deficiency Syndrome

DVRs - Digital Video Recorders

ed. - edition

et al. - and others

GDP - Gross Domestic Product

HIV - Human Immunodeficiency Virus

HUL - Hindustan Unilever Limited

i.e - that is

NTV - Nepal Television

PSA -Public Service Advertising

TV - Television


