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ABSTRACT 

Advertising is the modern world terminology for the ancient concept. Documentary evidences reveal that it had existed in 
some form or other right from the days the nomads started settling in places, specialized in agricultural production and produced 
surpluses. Confectionery is an important food item of great popularity among wide range of population. It has been enjoyed as a major 
food delicacy from ancient times. Consumer Satisfaction is a measure of how products and services supplied by a company meet or 
surpass customer expectation. The research concerns the relationship between consumer satisfaction and advertisement for 
confectionery products on the confectionery market. The study was based on the analysis of secondary sources and on online survey 
of 200 consumers in Erode. The main objective of the study is to examine the effects and impacts of advertisement on consumer 
satisfaction towards confectionery products. 

 
Keywords: Confectionery, Advertisement, Consumer Satisfaction. 
 
INTRODUCTION 

Confectionery is an important food item of great popularity among wide range of population. It has been enjoyed as a major 
food delicacy from ancient times. The Indian confectionery market is estimated to be 1,38,000 metrictonnes (in 2005) and is 
segmented into sugar-boiled confectionery, chocolates, mints and chewing gums. The term “confectionery” typically encompasses 
products such as chocolate and non-chocolate candy, gum, ice cream and frozen desserts, cookies, cakes, and pastries, and other sweet 
goods such as jams, jellies, and preserves. Confectionary sales typically peak at holidays, including Christmas, Hanukkah, Valentine's 
Day, Easter, and Halloween, and confections are historically welcome as gifts and popular as self-indulgences. 

 
ADVERTISEMENT 

Advertisement is the art of making yourself and your product know to the world in such a way that a desire for buying that 
product is created in the hearts of the people.  

 
CONSUMER SATISFACTION 

Consumer satisfaction is a term frequently used in marketing. It is a measure of how products and services supplied by a 
company meet or surpass customer expectation. The degree of satisfaction provided by the goods or services of a company as 
measured by the number of repeat customers. 
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REVIEW OF LITERATURE 

 
 
 
 
 
 
 

S.N
o 

Year and 
Title 

Author Objectives Tools 
used 

Hypothesis 
framed 

Variable Used Findings of the 
study 

1 2014 
A study on 
Consumer 
Preference 
on Users of 
Car in 
Krishnagiri 
Town 

D.Lakshmana
n. K. Gayathri 

To study about 
consumer 
preference on 
brand 

Chi 
square 
test 

Occupation of 
the 
respondents 
and brand 
preference are 
independent. 

Consumer 
Preference 

Out of the four 
factors namely 
comfort, safety, 
aesthetics and 
technology, the 
comfort factor 
has been rated 
as the most 
important factor 
in the small car 
market in 
Krishnagiri 
Town 

2 2014 
Impact of 
Newspaper 
Advertise
ment on 
Consumer 
Behavior 

Mohit Bansal 
and Shubham 
Gupta 

Compares 
human 
perception of a 
newspaper 
advertisement 
versus the 
intended 
perception of 
that 
advertisement 

Correlatio
n 

Impact of 
Informative 
advertisement 
on Consumer 
Behavior 

Impact of 
Newspaper 
Advertisement 

To influence 
their customers 
and such a data 
can be helpful 
in obtaining its 
impact on the 
customers not 
only for 
newspaper 
advertisement 
but for all other 
forms of 
advertisements. 

3 2015 
A study on 
Market 
Penetration 
of Marie 
Gold 
Biscuit in 
Palakkad 
Town 

RafeequeM. T 
and 
Dr.M.Saravan
an 

To determine 
the market 
penetration of 
Britannia 
Marie biscuits 
by retailers. 

Correlatio
n 
Analysis 

An attempt 
has been made 
to analyze the 
coefficient of 
correlation 
between 
nature of 
outlet and 
variety of 
stock. 

Market 
Penetration 

The visibility 
effects of sales 
of Britannia 
Marie biscuits 
in a very special 
way and in 
terms of biscuit 
variety 
Britannia Marie 
is very much 
selling biscuits 
among the 
customers and 
retailers gain 
profit 
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OBJECTIVES OF THE STUDY 
 To know the demographic profiles of the respondents  
 To examine the consumer satisfaction towards confectionery products. 
 To analysis the effects and impacts of advertisement on consumer satisfaction towards confectionery products. 

 
RESEARCH METHODOLOGY 
 Descriptive research study has been utilized in this research. It intends to explain that the impact of advertisement influence 
the consumer satisfaction on confectionery products to check the stated hypothesis primary data was collected through online 
structured questionnaire. Around 200 respondents have filled the questionnaire under convenience sampling technique in Erode 
district. Collected data are classified using spread sheet and statistical tool one sample T-Test Analysis. 
 
ONE SAMPLE T-TEST 
H0: Level of satisfaction about advertisement of confectionery products among the respondents are not same 
H1: Level of satisfaction about advertisement of confectionery products among the respondents are same 
 
TABLE NO 4.1 
LEVEL OF SATISFACTION ABOUT ADVERTISEMENT OF CONFECTIONERY PRODUCT (ONE SAMPLE T TEST) 

Factors 
(Test Value - 3) 
N Mean Std Dev Mean diff T Df Sig 

Advertisement influences the five 
senses of consumer 

754 3.949 1.3419 0.9496 19.43 753 .000 

Advertisement provides more 
satisfaction 

754 2.808 1.2661 -0.1923 -4.171 753 .000 

The layout of the advertisement 
always impresses  

754 3.349 1.3988 0.3488 6.847 753 .000 

The colour of advertisements are 
eye catching 

754 3.928 1.2476 0.9284 20.432 753 .000 

The content of advertisement is 
clear and understandable 

754 3.524 0.9191 0.5239 15.652 753 .000 

The timing of the advertisement 
suits well 

754 2.436 1.2964 -0.5637 -11.939 753 .000 

The content rich colorful 
advertisement provides maximum 
satisfaction 

754 2.817 1.364 -0.1830 -3.685 753 .000 

The advertisement always matches 
with the product features 

754 3.367 1.4628 0.3674 6.896 753 .000 

The advertisements are reliable 754 2.687 1.2739 -0.313 -6.746 753 .000 

The advertisements are dependable 754 2.859 1.3911 -0.1406 -2.775 753 0.006 
The advertisement nurtures brand 
loyalty 

754 4.019 1.2145 1.0199 23.059 753 .000 

Source: Primary Data 
 
 The P value of variable namely Advertisement influences the consumer(3.949), Advertisement provides more 
satisfaction(2.808), The layout of the advertisement always impresses (3.349), The colour advertisement is eye catching(3.928), The 
content of advertisement is clear and understandable(3.524), The timing of the advertisement suits well(2.436),The content colourful 
advertisement provides maximum satisfaction(2.817),The advertisement always matches with the product features(3.367), The 
advertisement is reliable(2.687),The advertisement is dependable(2.859) and The advertisement nurtures brand loyalty(4.019) are less 
than 0.05 at 5% level of significance. 
 
 Hence null hypothesis is rejected.  
 
 
 



 
Cover Page 

  

  
 
DOI: http://ijmer.in.doi./2021/10.12.23 

            

 

ISSN:2277-7881; IMPACT FACTOR :7.816(2021); IC VALUE:5.16; ISI VALUE:2.286 
Peer Reviewed and Refereed Journal: VOLUME:10, ISSUE:12(2), December: 2021 

Online Copy of Article Publication Available: www.ijmer.in 
Digital certificate of publication: http://ijmer.in/pdf/e-Certificate%20of%20Publication-IJMER.pdf 

Scopus Review ID: A2B96D3ACF3FEA2A 
Article Received: 2nd December   

 Publication Date:31st December 2021 

 

 
20 

 

FINDINGS 
The levels of satisfaction about advertisement of confectionery products (advertisement influences the five senses of 

consumer, advertisement provide more satisfaction, the layout of the advertisement always impresses, the colour of advertisement are 
eye catching, the content of advertisement is clear and understandable, the timing of the advertisement suits well, the content rich 
colourful advertisement provides maximum satisfaction, the advertisement always matches with the product features, the 
advertisement is reliable, the advertisement is dependable and the advertisement nurtures brand loyalty) among the respondents are 
same. 

 
SUGGESTION 

Advertisement is more trustable tool of the consumer. Confectionery products are mostly used by the younger generations. 
Hence the companies may improve the positive attributes of the advertisement like educative effect, good ingredients list, etc., and 
also it is advisable to strictly avoid unethical, unnecessarily, exaggerated, unreliable and undependable advertisements. 

 
CONCLUSION 

Advertisement is a powerful tool that influences all the five senses of human beings. In order to satisfy effectively the five 
senses, the layout of the advertisement, color of the advertisement, product quality presentation in the advertisement, clarity and 
understand-ability of advertisement should therefore be focused with the view to ascertain and alter favorably the preferences of the 
consumers. The manufactures should therefore contemplate on the improvement of these features of advertisement. 
 


