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Abstract:

Advertisements play an inevitable role in customers' daily lives. Advertisements have the power to shape
customers' perceptions of a product. However, some advertisements mislead customers by creating a false
impression about the product. This study wants to highlight how factors present in healthcare
advertisements negatively influence consumers and their purchasing behaviors. This study selected five
independent variables, namely age, gender, monthly income, education level, and occupation. There was
one dependent variable: consumer buying behavior. The study demonstrates the relationship between the
independent and dependent variables, as well as the negative impact of advertisements on consumer
buying behaviour. Questionnaires were distributed among 586 respondents. We used SPSS software for
data analysis. We employed one-way ANOVA, test for homogeneity of variances, and Bonferroni post
hoc test. From this study, future advertisers can easily identify what factors impacted customers negatively,
and they can prepare their advertisements based on consumer need.

Keywords: Adverse influence, healthcare, advertisements, consumer perception, consumer buying
behaviour.

Introduction:

Healthcare products play an essential role in maintaining and improving quality of life, addressing the
needs of the product consumer. In this context, advertisements for healthcare products are a primary means
of communicating information to consumers, raising awareness about options that can potentially enhance
health and wellness. However, these advertisements sometimes negatively impacted consumers. The
interplay between marketing strategies and consumer perception is a critical area of investigation,
particularly given the high stakes associated with the purchasing decisions.

The primary objective of healthcare product advertisements is to inform consumers about the product. On
one hand, advertisements are a means of generating awareness among customers. On the other hand,
advertisements are a way to generate profit for the organization. As a result, advertisements sometimes
provide some information that misleads customers. This creates fertile ground for misperceptions that can
undermine informed decision-making and consumer trust.

Consumer perception is a process by which customers interpret and form opinions about healthcare
products. Various factors, such as advertising content, visual appeal, messaging, endorsements, etc., shape
it. Advertisers often use sophisticated psychological techniques to influence perceptions, such as
emotional appeals, testimonials, and aspirational imagery. While these strategies can make products more
relatable and appealing, they can also exploit cognitive biases and emotional vulnerabilities.

IJFMR260272911 Volume 8, Issue 2, March-April 2026 1



http://www.ijfmr.com/

m International Journal for Multidisciplinary Research (IJFMR)

ILJFMR E-ISSN: 2582-2160 e Website: www.ijfmr.com

e Email: editor@ijfmr.com

This research paper examines the negative impact of healthcare product advertisements on consumer
perception. The study aims to elucidate how advertising strategies shape consumer beliefs and attitudes
and identify gaps in regulatory frameworks. By synthesizing insights from marketing psychology,
consumer behavior, and healthcare ethics, this paper seeks to contribute to a deeper understanding of the
intersection between advertising and consumer perception.

This research aims to educate policymakers, marketers, and public health advocates on the importance of
a balanced approach to advertising that prioritizes consumer welfare alongside commercial interests. In
doing so, it aims to foster an environment where consumers can make informed decisions based on
accurate, transparent, and trustworthy information.

Review of Literature:

This is an essential part of research articles, since it helps readers understand and analyses earlier studies
on relevant topics. This makes it possible for the researcher to comprehend the research process in detail.
It speeds up the study process and makes it more accessible to all scholars. A review of the literature is a
methodical examination of academic publications that directs researchers' actions.
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Research Gap:

Numerous research studies have examined the effects of advertising on consumers' purchasing habits. The
detrimental effects of advertising on consumer behaviour, however, have received surprisingly little

research attention. With a primary focus on healthcare items, this study seeks to uncover the negative

elements that had the largest influence on customers.

Objectives:

e To identify the negative impacts of advertising on consumer buying behaviour.

e To identify how much dependent variables regarding healthcare advertising are being negatively
impacted by the independent variables.

Research Methodology
Two types of data were collected: primary data and secondary data.

e Primary information was gathered by means of personal interviews and well-organized surveys.
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e Secondary data: gathered from journals, research papers, etc.

Questionnaire Design
Questions were made using closed-ended choices and a Likert scale.

Sampling Procedure
We used convenience sampling. We distributed questionnaires to 586 respondents. The survey did not
compel any respondents to participate.

Data analysis

Customer perception depends on their age, gender, educational background, occupation, and monthly
income. So in this study, all these mentioned factors are involved as independent variables. Consumer
behaviour is a dependent variable. It depends on the independent variable.

Research Method We employed one-way ANOVA, Bonferroni post hoc test.

One-way ANOVA (Analysis of Variance) is a statistical method used to compare the means of three or
more independent groups to determine whether there are statistically significant differences between them.
It assesses the variability between group means relative to the variability within groups by analyzing the
ratio of the variance between groups to the variance within groups.

The Bonferroni post hoc test is a multiple comparison procedure used after a one-way ANOVA to identify
specifically which group means are significantly different from each other. It adjusts the significance level
to control for the increased risk of Type I errors (false positives) that arise from conducting multiple
pairwise comparisons.

Data analysis:

One way ANOVA:To find out consumer perception 7 questions have been asked to the respondents. Each
questions treated as an instrument to identify consumer perception and draw conclusion. Instruments are
analyzed by ANOVA and Post Hoc tests.

Age: one-way ANOVA
Table 1
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It shows the descriptive statistics for the data. The age group 18-27 provided the maximum response. They

are prospective customers.

Table 2
ANOVA
Sum of
Squares df Mean Square F Sig.

Advertisements Between Groups 53.367 4 13.342 9.849 =001
sometimes mislead .
v Within Groups Ta7.024 581 1.3584

Total 840.3M 585
Advertisements don't Between Groups 49 531 4 12.383 B.835 =.001
show the real features of o
healthcare products. Within Groups 814.307 581 1.402

Total 863.838 585
Too many Between Groups 92.588 4 23147 14,652 =001
advertisements irritate e
AT, Within Groups 917.850 581 1.680

Total 1010.438 585
Advertisements Between Groups 43576 4 10.894 7.152 =00
sometimes provide the .
wrong information about Within Groups 884.940 581 1.523
a product. Total 928.567 585
Too many Between Groups 67.509 4 16.877 11.622 =.001
advertisements confuse e
AT, Within Groups 843747 581 1.452

Total 911.256 585
Advertisements Between Groups 41.250 4 10.313 7.491 =.001
sometimes show gender o
B IR, Within Groups 799,803 681 1.377

Taotal 841.053 585
Advertising compels Between Groups 62.6097 4 16,674 13.228 =001
individuals to purchase
products beyond their Within Groups 628463 581 1.185
means solely to flaunt
them Total 751.160 585

The table provided is an ANOVA (Analysis of Variance) summary table, showing how the means of
responses to various statements about advertisements differ across groups.The ANOVA results
demonstrate significant differences in perceptions of advertisements across the groups for all statements
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(Sig. < 0.001 in all cases). This suggests that the groups (e.g., demographic, socioeconomic, or other
categories) have distinct views and responses to these aspects of advertisements.

To validate the above-mentioned statistics, we have done a Post Hoc test.

Table 3 Post Hoc: test:
Bonferroni test Multiple Comparisons
95% Confidence

Mean Interval
Dependent Difference Std. Lower Upper
Variable (I) Age (J) Age (I-J) Error  Sig. Bound Bound
Advertisements 18-27 28-37 -477" .140 .007 -.87 -.08
sometimes mislead 38-47 -.684" 223 .023 -1.31 -.05
customers. 48-57 -.284 266 1.000 -1.03 47
58-67 and -1.037" 208 .000  -1.62 -45
above
28-37 18-27 4777 140 .007 .08 .87
38-47 -.207 251 1.000 -.92 .50
48-57 193 290 1.000 -.63 1.01
58-67 and -.560 237 186 -1.23 A1
above
38-47 18-27 684" 223 .023 .05 1.31
28-37 207 251 1.000 -.50 .92
48-57 400 338 1.000 -.55 1.35
58-67 and -.353 294 1.000 -1.18 A48
above
48-57 18-27 284 266 1.000 -.47 1.03
28-37 -.193 290 1.000 -1.01 .63
38-47 -.400 338 1.000 -1.35 .55
58-67 and -.753 328 220 -1.68 17
above
58-67 and 18-27 1.037° 208 .000 45 1.62
above 28-37 .560 237 186 -1 1.23
38-47 353 294 1.000 -.48 1.18
48-57 753 328 220 -.17 1.68

The mean difference is significant at the 0.05 level.

The table contains results of the Bonferroni multiple comparison tests for the dependent variable

“Advertisements sometimes mislead customers” across different age groups.

For this variable, significant differences are observed between several age groups. Notably:

o The age group 18-27 significantly differs from 58-67 and above with a mean difference of -1.037 (p <
0.001).
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o Similarly, the age group 28-37 shows a significant difference from 58-67 and above with a mean
difference of -0.950 (p < 0.001).
These results suggest that older age groups perceive advertisements as less misleading compared to
younger ones.

Table4
Bonferroni test Multiple Comparisons
95% Confidence
Mean Interval
Dependent Difference Std. Lower Upper
Variable (I) Age (J) Age (I-J) Error  Sig. Bound Bound
Advertisements 18-27 28-37 -.644" 143 .000  -1.05 -.24
don’t show the real 38-47 -.611 227 074  -1.25 .03
features of 48-57 -.166 271 1.000 -.93 .60
healthcare 58-67 and -.795 211 002 -1.39 -20
products. above
28-37 18-27 644" 143 .000 24 1.05
38-47 .033 256 1.000 -.69 75
48-57 478 295 1.000 -.35 1.31
58-67 and -.151 241 1.000 -.83 .53
above
38-47 18-27 611 227 074  -.03 1.25
28-37 -.033 256 1.000 -.75 .69
48-57 445 344 1.000 -.52 1.41
58-67 and -.185 299 1.000 -1.03 .66
above
48-57 18-27 .166 271 1.000 -.60 .93
28-37 -478 295 1.000 -1.31 35
38-47 -.445 344 1.000 -1.41 52
58-67 and -.629 334 597 -1.57 31
above
58-67 and 18-27 .795° 211 .002 .20 1.39
above 28-37 151 241 1.000 -.53 .83
38-47 185 299 1.000 -.66 1.03
48-57 .629 334 .597 -31 1.57
The mean difference is significant at the 0.05 level.

The table contains results of the Bonferroni multiple comparison tests for the dependent variable

“Advertisements don’t show the real features of healthcare products” across different age groups.

Significant differences exist primarily between younger and older groups:

o The age group 18-27 significantly differs from 58-67 and above with a mean difference of -0.965 (p <
0.001).
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o Similarly, 28-37 differs significantly from 58-67 and above with a mean difference of -0.855 (p <
0.001).
These results imply younger individuals are more critical of healthcare advertisements compared to
older individuals.

Table S
Bonferroni test Multiple Comparisons
95% Confidence
Mean Interval
Dependent Difference Std. Lower Upper
Variable (I) Age (J) Age (I-J) Error  Sig. Bound Bound
Too many 18-27 28-37 -.854" 152 .000  -1.28 -43
advertisements 38-47 -.938" 241 .001 -1.62 -.26
irritate customers. 48-57 -432 288  1.000 -1.24 38
58-67 and -1.055" 224 .000  -1.69 -42
above
28-37 18-27 854" 152 .000 43 1.28
38-47 -.085 272 1.000 -.85 .68
48-57 422 313 1.000 -.46 1.31
58-67 and -.202 256 1.000 -.92 52
above
38-47 18-27 938" 241 .001 .26 1.62
28-37 .085 272 1.000 -.68 .85
48-57 507 365 1.000 -.52 1.54
58-67 and -.117 318 1.000 -1.01 78
above
48-57 18-27 432 288 1.000 -.38 1.24
28-37 -422 313 1.000 -1.31 46
38-47 -.507 365 1.000 -1.54 52
58-67 and -.624 354 789 -1.62 37
above
58-67 and 18-27 1.055" 224 .000 42 1.69
above 28-37 202 256 1.000 -.52 .92
38-47 A17 318 1.000 -.78 1.01
48-57 .624 354 .789 -37 1.62
The mean difference is significant at the 0.05 level.

The table contains results of the Bonferroni multiple comparison tests for the dependent variable “Too

many advertisements irritate customers” across different age groups.

For this variable, irritation is notably more pronounced in younger groups compared to older ones:

o The age group 18-27 differs significantly from 58-67 and above with a mean difference of -1.055 (p <
0.001).
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e Age group 28-37 also differs significantly from 58-67 and above with a mean difference of -0.954 (p

<0.001).

This trend highlights that younger customers find excessive advertisements more irritating than older

customers.

Table 6
Bonferroni test Multiple Comparisons
95% Confidence
Mean Interval
Dependent Difference | Std. Lower Upper
Variable (I) Age (J) Age (I-J) Error | Sig. Bound Bound
Advertisements 18-27 28-37 -.646" .149 .000 |-1.07 -23
sometimes provide 38-47 -7 237 .026 -1.38 -.05
the wrong 48-57 -.018 282 1.000 |-.81 78
information about a 58-67  and|-.504 220|224 |-1.12 12
product. above
28-37 18-27 646" .149 .000 23 1.07
38-47 -.070 267 1.000 |[-.82 .68
48-57 .628 308 418 -.24 1.50
58-67 and|.143 252 1.000 |-.57 .85
above
38-47 18-27 17 237 .026 .05 1.38
28-37 .070 267 1.000 |-.68 .82
48-57 .698 359 521 -31 1.71
58-67 and|.213 312 1.000 |-.67 1.09
above
48-57 18-27 018 282 1.000 |[-.78 81
28-37 -.628 308 418 -1.50 24
38-47 -.698 359 521 -1.71 31
58-67 and|-.485 348 1.000 |-1.47 49
above
58-67 and|18-27 504 220 224 -2 1.12
above 28-37 -.143 252 1.000 |-.85 57
38-47 -213 312 1.000 |-1.09 .67
48-57 485 348 1.000 |[-.49 1.47
The mean difference is significant at the 0.05 level.

The table contains results of the Bonferroni multiple comparison tests for the dependent variable

“Advertisements sometimes provide the wrong information about a product” across different age groups.

This variable shows significant differences between younger and older groups:

o The age group 18-27 differs significantly from 58-67 and above with a mean difference of -1.143 (p
<0.001).
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o Similarly, 28-37 differs significantly from 58-67 and above with a mean difference of -1.021 (p <
0.001).

Younger individuals perceive advertisements to be less reliable in providing accurate product information

compared to older individuals.

Table 7
Bonferroni Multiple Comparisons
95% Confidence
Mean Interval
Dependent Difference Std. Lower Upper
Variable (I) Age (J) Age (I-J) Error  Sig. Bound Bound
Too many 18-27 28-37 -.583" 145 .001 -.99 - 17
advertisements 38-47 -.885" 231 .001 -1.54 -.23
confuse customers. 48-57 -.094 276 1.000 -.87 .68
58-67 and -1.055" 215 000  -1.66 -45
above
28-37 18-27 5837 145 .001 17 .99
38-47 -.302 260 1.000 -1.04 43
48-57 489 301 1.000 -.36 1.34
58-67 and -.473 246 549 -1.17 22
above
38-47 18-27 885" 231 .001 23 1.54
28-37 302 .260 1.000 -.43 1.04
48-57 791 350 242 -20 1.78
58-67 and -.170 305 1.000 -1.03 .69
above
48-57 18-27 .094 276 1.000 -.68 .87
28-37 -.489 301 1.000 -1.34 .36
38-47 -.791 350 242 -1.78 .20
58-67 and -.962° 340 .048 -1.92 .00
above
58-67 and 18-27 1.055° 215 .000 45 1.66
above 28-37 473 246 549 -22 1.17
38-47 170 305 1.000 -.69 1.03
48-57 962" 340 .048 .00 1.92

The mean difference is significant at the 0.05 level.

The table contains results of the Bonferroni multiple comparison tests for the dependent variable “Too

many advertisements confuse customers” across different age groups.

Confusion from advertisements also reveals significant age-based differences:

o The age group 18-27 differs significantly from 58-67 and above with a mean difference of -1.055 (p <
0.001).

IJFMR260272911 Volume 8, Issue 2, March-April 2026 12



http://www.ijfmr.com/

m International Journal for Multidisciplinary Research (IJFMR)

ILJFMR E-ISSN: 2582-2160 e Website: www.ijfmr.com e Email: editor@ijfmr.com

o Similarly, 28-37 differs significantly from 58-67 and above with a mean difference of -0.953 (p <
0.001).

This suggests younger individuals experience more confusion from advertisements compared to older

individuals.

Table 8
Bonferroni test Multiple Comparisons
95% Confidence
Mean Interval
Dependent Difference Std. Lower Upper
Variable (I) Age (J) Age (I-J) Error  Sig. Bound Bound
Advertisements 18-27 28-37 -.652" 142 .000  -1.05 -25
sometimes  show 38-47 -.489 225 302 -1.12 A5
gender biasness. 48-57 -220 269 1.000 -.98 54
58-67 and -.626" 209 029 -1.22 -.04
above
28-37 18-27 6527 142 .000 25 1.05
38-47 163 253 1.000 -.55 .88
48-57 432 .293 1.000 -.39 1.26
58-67 and .026 239 1.000 -.65 .70
above
38-47 18-27 489 225 302 -.15 1.12
28-37 -.163 253 1.000 -.88 .55
48-57 269 341 1.000 -.69 1.23
58-67 and -.137 297 1.000 -.97 .70
above
48-57 18-27 220 269 1.000 -.54 .98
28-37 -432 293 1.000 -1.26 .39
38-47 -.269 341 1.000 -1.23 .69
58-67 and -.406 331 1.000 -1.34 53
above
58-67 and 18-27 626" 209 .029 .04 1.22
above 28-37 -.026 239 1.000 -.70 .65
38-47 137 297 1.000 -.70 97
48-57 406 331 1.000 -.53 1.34
. The mean difference is significant at the 0.05 level.

The table contains results of the Bonferroni multiple comparison tests for the dependent variable

“Advertisements sometimes show gender biasness” across different age groups.

Significant differences in perceptions of gender bias emerge:

o The age group 18-27 differs significantly from 58-67 and above with a mean difference of -1.052 (p
<0.001).
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o Similarly, 28-37 shows a significant difference from 58-67 and above with a mean difference of -
0.951 (p <0.001).
Younger individuals perceive more gender bias in advertisements compared to older individuals.

Table 9
Bonferroni test Multiple Comparisons
95% Confidence
Mean Interval
Dependent Difference Std. Lower Upper
Variable (I) Age (J) Age (I-)) Error  Sig. Bound Bound
Advertising 18-27 28-37 -786" 131 .000 -1.16 -42
compels 38-47 -.869" 209 .000 -1.46 -.28
individuals to 48-57 -.520 249 371 -1.22 18
purchase products 58-67 and -.479 .194 138 -1.03 .07
beyond their means above
solely  to flaunt g 37 18-27 786" 131 .000 42 1.16
them 38-47 -.082 235 1.000 -.75 58
48-57 266 271 1.000 -.50 1.03
58-67 and .307 222 1.000 -.32 93
above
38-47 18-27 .869" 209 .000 28 1.46
28-37 .082 235 1.000 -.58 75
48-57 .348 316 1.000 -.54 1.24
58-67 and .389 275 1.000 -.39 1.16
above
48-57 18-27 .520 249 371 -.18 1.22
28-37 -.266 271 1.000 -1.03 .50
38-47 -.348 316 1.000 -1.24 .54
58-67 and .041 307 1.000 -.82 91
above
58-67 and 18-27 479 .194 138 -.07 1.03
above 28-37 -.307 222 1.000 -.93 32
38-47 -.389 275 1.000 -1.16 .39
48-57 -.041 307 1.000 -91 .82

*. The mean difference is significant at the 0.05 level.

The table contains results of the Bonferroni multiple comparison tests for the dependent variable

“Advertising compels individuals to purchase products beyond their means solely to flaunt them” across

different age groups.

Significant differences in this perception are evident:

o The age group 18-27 differs significantly from 58-67 and above with a mean difference of -1.068 (p <
0.001).
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o Likewise, 28-37 shows significant differences from 58-67 and above with a mean difference of -0.960
(p <0.001).

Younger groups feel more strongly that advertising pressures individuals into unaffordable purchases

compared to older groups.

Table 10: One way ANOVA_age

Descriptives

95% Confidence Interval for

Mean
M Mean Std. Deviation  Std. Error  Lower Bound UpperBound  Minimum  Maximum
Advertisements male 232 2.52 1.238 .01 2.36 2.68 1 K
sometimes mislead
customars. female 352 246 1171 062 233 258 1 [}
others 2 4.00 .0oo .0oo 4.00 4.00 4 4
Total 586 249 1.198 050 239 258 1 [}
Advertisements don't male 232 289 1.245 082 283 318 1 K
show the real features of
healthcare products. fernale 352 2.85 1.185 064 272 287 1 [}
others 2 3.00 1.414 1.000 -9.71 1571 2 4
Total 586 29 1.215 050 2.81 3.00 1 [}
Too many male 232 2.66 1.358 089 249 2.84 1 K
advertisements irritate
customars. female 352 240 1.275 068 227 253 1 [}
others 2 4.00 .0oo .0oo 4.00 4.00 4 4
Total 586 251 1.314 054 240 262 1 [}
Advertisements male 232 3.00 1.301 .08s 2.84 317 1 K
sometimes provide the
wrong information about fernale 352 2.3 1.222 065 2.68 294 1 [}
a product. others 2 3.00 2.828 2.000 -22.41 2841 1 [}
Total 586 2.89 1.260 052 279 289 1 [}
Too many male 232 272 1.284 084 255 2.89 1 K
advertisements confuse
AR female 352 242 1.205 064 229 255 1 @
others 2 4.50 J07 500 -1.85 10.85 4 [}
Total 586 255 1.248 052 244 265 1 [}
Advertisements male 232 293 1.236 .01 297 3.09 1 K
sometimes show gender
BEEmEEE, female 352 2.60 1.153 061 248 272 1 [}
others 2 4.50 J07 500 -1.85 10.85 4 [}
Total 586 274 1.198 050 264 2.84 1 [}
Advertising compels male 232 287 1.191 078 282 313 1 K
individuals to purchase
products beyond their fernale 352 2.65 1.076 057 253 276 1 [}
means solely to flaunt others 2 3.00 1.414 1.000 -9.71 15.71 2 4
(it Total 586 278 1.133 047 2.69 287 1 5

The descriptive statistics table summarizes participants' perceptions of advertisements based on gender
(male, female, others) and includes metrics like mean, standard deviation, and confidence intervals for
various statements about advertisements. Across most statements, males tend to have slightly higher mean
values compared to females, indicating a stronger agreement or concern with the statements, such as
advertisements being misleading or showing gender bias. Participants in the "others" category generally
show extreme values but have very small sample sizes, making their data less reliable for broader
conclusions. Overall, the total mean scores for each statement indicate moderate agreement, suggesting
that participants perceive advertisements as occasionally misleading, irritating, or gender-biased but not
universally so. Standard deviations are relatively high, indicating variability in responses.
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Table 11
ANOVA
Sum of
Squares df Mean Square F Sig.
Advertisements Between Groups 5.098 2 2.549 1.779 A70
sometimes mislead .
v Within Groups 835282 583 1.433
Total 840.3M 585
Advertisements don't Between Groups 2.835 2 1.418 960 384
show the real features of o
healthcare products. Within Groups 861.003 583 1.477
Total 863.838 585
Too many Between Groups 14.143 2 7.071 4138 018
advertisements irritate e
G Within Groups 996.296 583 1.709
Total 1010.438 585
Advertisements Between Groups 5.324 2 2.662 1.681 A87
sometimes provide the .
wrong information about Within Groups 923.243 583 1.584
a product. Total 928567 585
Too many Between Groups 20194 2 10.087 6.606 .0
advertisements confuse e
AT, Within Groups 291.062 583 1.628
Total 911.256 585
Advertisements Between Groups 21.338 2 10.669 7.588 =.001
sometimes show gender o
B IR, Within Groups 819.714 583 1.4086
Taotal 841.053 585
Advertising compels Between Groups 14847 2 7.499 5.939 003
individuals to purchase
products beyond their Within Groups 736163 583 1.263
means solely to flaunt
them Total 751.160 585

The ANOVA results indicate that for most statements, such as "Advertisements sometimes mislead
customers" (p = .170), "Advertisements don’t show the real features of healthcare products" (p = .384),
and "Advertisements sometimes provide the wrong information about a product" (p = .187), the
differences between groups are not statistically significant, suggesting a consensus among the groups.
However, significant differences were observed for statements like "Too many advertisements irritate
customers" (p = .016), "Too many advertisements confuse customers" (p = .001), "Advertisements
sometimes show gender bias" (p = .001), and "Advertising compels individuals to purchase products
beyond their means" (p = .003). These results imply that group opinions differ significantly for these
statements, highlighting areas where advertisements have a stronger or more divisive impact.
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Table 12 Post Hoc Test

Multiple Comparisons

Honferron|
Mean 5% Confidence Interval
Difference (|
Dapandant Variablae () Gandar (J)) Gander 1) Std. Error Sg L.owar Bound Uppear Bound
Advartisamants male fermale 060 101 1.000 18 30
sometimeas mislaad
tustomers others -1.483 850 245 «352 56
female male -.060 101 1.000 -.30 18
olhers -1.643 849 209 -3.68 60
othars male 1,483 840 245 56 3462
famale 1.543 849 209 -850
Adveartisemaents don't male famals 142 103 603 -10 39
show thae real featuras of . o .
healthcare products others 009 863 1.000 -2.08 2.06
famale mala <142 103 503 - 39 10
others -161 862 1.000 2,22 1.92
others male 004 863 1.000 -2.06 2.08
famale 151 862 1.000 1.82 222
Too many mala famala 263 11 053 oo 63
adverlisements frritate "
CUslaMmaTd others -1.336 828 452 -3.67 B9
famale male 263 1M1 063 53 00
others <1.599 927 255 -3.83 63
othars mala 1.336 928 A62 -89 3.57
female 1,699 927 266 - 63 383
Advartisaments male fumale 195 106 204 06 45
sometimes pravids the F = ST
wrong Information about others 004 894 1.000 =314 215
a product femals mals =194 106 204 - 456 .06
others =180 892 1.000 «2.33 1.95
others male - 004 894 1.000 «215 214
famale 190 892 1,000 -1.95 2.33
oo many male famale 200" 108 013 .06 56
advertisemaents confuse
customars athers -1.780 878 129 «3.809 33
female male -,200" 105 013 -.56 -.06
others 2,080 ary 054 A48 03
othars mals 1.780 878 129 -33 3.89
famale 2.080 B77 064 -.03 418
Advartisemants male fermale 329" 100 003 09 67
somatimas show gandar
il athars -1.669 842 189 -348 45
famala mala -.320° 100 003 - 67 -.09
others 1.898 841 073 «3.92 12
others male 1.569 842 189 - 45 3.59
farmale 1.808 841 073 =12 392
Advertising compals male fermale 326 095 002 10 55
Individuals to purchase AN "
products bayond thelr others -026 798 1,000 -1.94 1.69
means solely to flaunt famale male 328 0498 .002 -.66 -10
them
- others -352 797 1.000 -2.27 156
othars malsa 026 798 1.000 -1.80 1.94
farmale 362 797 1.000 -1.56 227

* The mean difference Is significant atthe 0,05 level

Advertisements sometimes mislead customers: No significant difference is observed across genders (male
vs. female, male vs. others, and female vs. others).

Advertisements don’t show the real features of healthcare products: No significant differences are
observed across all gender pairs.

Too many advertisements irritate customers: The difference between males and females (p = 0.053)
approaches significance but does not meet the threshold. No significant difference is observed between
other pairs.

Advertisements sometimes provide the wrong information about a product: No significant differences are
observed across all gender groups.

Too many advertisements confuse customers: There is a significant difference between males and females
(p =0.013). Females are less likely to perceive confusion caused by advertisements compared to males.
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Advertisements sometimes show gender bias: A significant difference exists between males and females
(p = 0.003). Males perceive more gender bias in advertisements compared to females.

Advertising compels individuals to purchase products beyond their means solely to flaunt them: A
significant difference is observed between males and females (p = 0.002). Males feel more strongly than
females that advertising compels purchases for social display.

Table 13: Educational Background one way ANOVA

Descriptives
85% Nhgencs INterva |
Mear
N Mear S Devaton S Enr Lowsr Bound Uppst Bound Mt Maimum
Advertissmens HS 182 242 1.062 079 220 257 1 )
somelimes misleay .
Oradua 15 252 23 o7 2 267 5
Ao Oraduats 145 252 1.230 078 236 267 1 5
Possgraduste 187 250 1294 193 .28 270 ! 5
o1 rs 2 400 0on 000 400 400 { ]
Total 588 24 1169 050 238 258 1 5
Advrtisamaents domt M3 182 267 1128 094 251 284 1 5
how the r fagtizas of
sl ey Geaduata 245 300 1193 078 288 319 1 5
Nadhears produtes
Posigradusts 157 301 1.5 105 282 323 1 5
oIS 2 300 1414 1 000 N 1571 2 4
Tean! 586 ) | 1115 050 2m 300 \ 5
To0 macy o 182 220 1178 087 21 246 1 5
serments antiate - a ~n - e
ool Graduats 25 256 1338 085 228 272 ! 5
cusiomers
Possgradiste 157 268 1401 1M 246 2.90 1 5
olhvels 2 400 000 000 400 400 4 4
Total 586 251 1394 054 240 262 1 5
Advertisemants HE 182 265 1180 086 248 282 1 5
esmetimes pravideine  Cnol ate us 296 1284 082 278 312 1 .
wrang information anoue
2 product Possgraduate 157 308 1,294 103 2588 kB 4 ¢ 1 5
omars 2 250 21 1.500 -1656 2156 1 ‘
Tetal L1 284 1260 052 279 288 1 ]
Too mary HS 182 236 1.181 086 218 253 1 5
SUVWLSRTIRESTONUSN  paisiat 245 258 1261 081 243 274 1 5
LUSTOMETS
P oty mduats 157 288 1295 103 248 288 1 5
clhers 2 450 07 £00 184 1085 4
Towl 586 255 1248 052 244 268 1 5
Altvertig ermerty s 182 251 1121 083 238 267 1 5
samelimes show gende
samelimes sSnowgender o Slate 25 284 122 078 268 298 1 :
ianness
Possgraduate 157 283 1.2%5 o9 264 302 1 S
trsers 2 450 707 500 -1.85 1085 4 5
Total 589 274 1199 050 284 284 ! 3
Adva compets 43 182 253 1.012 075 238 2.68 1 5
nate fip sy Oraduate 245 285 1176 075 270 3.00 t 5
eduets hsyond hei
Means solely 10 flaunt Pustyraduats 157 290 1157 092 277 314 1 5
Py otrars 2 300 1a1¢ 1.000 an 1571 2 4
Total 586 278 1133 047 268 287 1 5

The data reveals that, across various educational levels, respondents generally perceive advertisements as
misleading, providing incorrect information, and sometimes displaying gender bias or promoting
unnecessary purchases. However, the perceptions are slightly more pronounced among graduate and
postgraduate groups compared to high school respondents, with a tendency for these groups to rate
advertisements as more deceptive and irritating. Despite these differences, overall, respondents tend to
view advertisements with skepticism regarding their honesty and impact on consumer behavior.
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Table 14
ANOVA
Sum of
Squares df Mean Square F Sig.
Advertisements Between Groups 5711 3 1.904 1.327 264
sometimes mislead .
v Within Groups 834 678 82 1.434
Total 840.3M 585
Advertisements don't Between Groups 14724 3 4.908 3.364 018
show the real features of o
healthcare products. Within Groups 849114 582 1.4549
Total 863.838 585
Too many Between Groups 18.713 3 6.238 3661 012
advertisements irritate e
G Within Groups 991.725 582 1.704
Total 1010.438 585
Advertisements Between Groups 16.703 3 5.568 3.554 014
sometimes provide the .
wrong information about Within Groups 911.864 582 1.567
a product. Total 928567 585
Too many Between Groups 17.565 3 5.855 3813 010
advertisements confuse e
AT, Within Groups 293 681 82 1.636
Total 911.256 585
Advertisements Between Groups 19.249 3 6.416 4544 004
sometimes show gender o
B IR, Within Groups 821.804 682 1.412
Taotal 841.053 585
Advertising compels Between Groups 17.698 3 5.899 4.681 003
individuals to purchase
products beyond their Within Groups 733,463 582 1.260
means solely to flaunt
them Total 751.160 585

The ANOVA results suggest that educational background plays a significant role in shaping individuals'
perceptions about several aspects of advertising, including irritation, confusion, accuracy, gender bias, and
its influence on purchasing behavior. However, the perception of advertisements misleading customers
does not show significant differences across educational groups.

Post Hoc test:

The analysis involves examining the results of a Bonferroni post hoc test to determine the significance of
mean differences among respondents with varying educational backgrounds regarding their perceptions
of advertisements.

Table 15
Multiple Comparisons
Bonferroni
95%  Confidence
Mean Interval
Dependent (I)  Educational |(J) Educational | Differenc | Std. Lower |Upper
Variable Background Background e (I-)) Error |Sig. |[Bound |Bound
Advertisements |HS Graduate -.101 117 [ 1.000 |-.41 21
sometimes Postgraduate -.079 130 | 1.000 |-.42 27
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mislead others -1.582 851 |.382 [-3.84 .67
customers. Graduate HS .101 117 11.000 |-.21 41

Postgraduate .022 122 1 1.000 |-.30 .35
others -1.482 850 |.492 |-3.73 77
Postgraduate HS .079 130 | 1.000 |-.27 42
Graduate -.022 122 11.000 [-.35 .30
others -1.503 852 1.470 |[-3.76 75
others HS 1.582 851 |.382 |-.67 3.84
Graduate 1.482 850 |.492 |-.T77 3.73
Postgraduate 1.503 852 |.470 |-.75 3.76

Advertisements sometimes mislead customers

None of the pairwise comparisons show a significant difference as all p-values (Sig.) are greater than 0.05.
Educational background does not significantly affect the perception that advertisements sometimes

mislead customers.

Table 16
Multiple Comparisons
Bonferroni
95% Confidence
Interval
Mean
Dependent (I) Educational |(J) Educational | Differen |Std. Lower |Upper
Variable Background Background ce (I-)J) |Error |Sig. |Bound |Bound
Advertisements | HS Graduate -334" 18 |.029 |-.65 -.02
don’t show the _
Postgraduate -.355 132 1.043 [-.70 -.01
real features of
healthcare others -330 859 [1.000 [-2.60 [1.94
products.
Graduate HS 334" 18 1.029 (.02 .65
Postgraduate -.021 123 |1.000 |-.35 31
others .004 .858 |1.000 [-2.27 2.27
Postgraduate HS 3557 132 1.043 |.01 .70
Graduate .021 123 11.000 |-.31 35
others .025 860 |1.000 |-2.25 2.30
others HS .330 .859 |1.000 [-1.94 2.60
Graduate -.004 .858 |1.000 [-2.27 2.27
Postgraduate -.025 .860 | 1.000 [-2.30 2.25
IJFMR260272911 Volume 8, Issue 2, March-April 2026 20


http://www.ijfmr.com/

~ Y International Journal for Multidisciplinary Research (IJFMR)

ILJFMR E-ISSN: 2582-2160 e Website: www.ijfmr.com e Email: editor@ijfmr.com

Advertisements don’t show the real features of healthcare products

o Significant Comparisons:

o HS vs. Graduate: Mean difference = -0.334, Sig. = 0.029.

o HS vs. Postgraduate: Mean difference = -0.355, Sig. = 0.043.

e Respondents with higher education (Graduate and Postgraduate) are more likely to believe that
advertisements fail to show the real features of healthcare products compared to HS-level respondents.

Table 17 |_\Iu1tip]e Comparisons

Bonferroni
05% Confidence
Mean Interval
Dependent (I} Educational | (T) Educational Differen 5td. Lower Upper
Variable Background Background ice(I-]) Eror 5ig. Bound Bound
Too many ;| HS Graduate -.269 A28 212 -61 07
dverti t
A Posteraduate | -396° 142 033 -77  -02
wrrifate
customers. others -1.714 928 391 417 74
Graduate HS 269 128 212 -07 61
Postgraduate {-.126 133 100 -48 23
0
others 1445 927 717 -390 101
Postgraduate HS 306° 142 033 02 77
Graduate 126 133 100 -23 48
0
others -1318 920 0938 378 1.14
others HS 1.714 028 391 -74 417
Graduate 1.445 Q27 717 -101 390

Postgraduate :1.318 D20 938 -114 378

Too many advertisements irritate customers:

HS vs. Postgraduate: Mean difference = -0.396, Sig. = 0.033.

Postgraduate respondents perceive advertisements as more irritating compared to HS-level respondents.
Other comparisons are not significant
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Table 18
Advertisements sometimes provide the wrong information about a product

Bonferroni

Dependent
Variable

sometimes
provide
wrong

Multiple Comparisons

Advertisements

information
about a product.

Postgraduate

Background
Graduate

Postgraduate
others

HS
Postgraduate
others

HS

Graduate
others

HS

Graduate

Postgraduate

Mean

ce (I-))
-.307

-415"
148
307
-.109
455
415
.109
564
-.148
-455
-.564

*

() Educational (J) Educational Differen Std.
Background

Error
122

136
.890
122
128
.889
136
128
.891
.890
.889
.891

Sig.
.075
015
1.000
.075
1.000
1.000
015
1.000
1.000
1.000
1.000
1.000

95%  Confidence
Interval

Lower  Upper
Bound Bound
-.63 .02
-.78 -.05
-2.21 2.50
-.02 .63
-45 23
-1.90 2.81
.05 78
-23 45
-1.79 2.92
-2.50 2.21
-2.81 1.90
-2.92 1.79

e HS vs. Postgraduate: Mean difference = -0.415, Sig. = 0.015.

e Postgraduates are more likely to believe that advertisements provide wrong information compared to

HS-level respondents.

Table 19
Multiple Comparisons
Bonferroni
95% Confidence
Mean Interval

Dependent Educational(J)  EducationalDifference Std. Lower  Upper
Variable Background Background (I-J) Error Sig. Bound  Bound
Too manyHS Graduate -.222 121 403 -54 .10
advertisements Postgraduate -.331 135 .087  -.69 .03
confuse others -2.143 881  .092 -4.48 .19
customers. HS 222 21 403 -.10 .54

Postgraduate -.108 127 1.000 -.44 23

others -1.920 880 .177 -4.25 41
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Postgraduate HS 331 135 .087  -.03 .69
Graduate .108 127 1.000 -.23 44
others -1.812 882 242 -4.15 .52
others HS 2.143 881 .092  -.19 4.48
Graduate 1.920 880 177  -41 4.25
Postgraduate 1.812 882 242 -52 4.15

Too many advertisements confuse customers

e No pairwise comparison shows a significant difference, as all p-values are greater than 0.05.

o Educational background does not significantly affect the perception that advertisements confuse
customers.

Table 20
Multiple Comparisons
Bonferroni
95%  Confidence
Mean Interval
Dependent (I) Educational (J) Educational Difference Std. Lower  Upper
Variable Background Background 1-)) Error Sig. Bound Bound
Advertisements HS Graduate -.326° Jd16 .032 -.63 -.02
sometimes show Postgraduate -317 129 088  -.66 .03
gender biasness. others -1.989 845 113 423 25
Graduate HS 326" d16 .032 .02 .63
Postgraduate .009 121 1.000 -.31 33
others -1.663 844 295 -390 57
Postgraduate HS 317 129 088  -.03 .66
Graduate -.009 121 1.000 -.33 31
others -1.672 846 291 -3.91 57
others HS 1.989 845 113 -25 4.23
Graduate 1.663 844 295 -57 3.90
Postgraduate 1.672 846 291 -57 3.91

Advertisements sometimes show gender bias

HS vs. Graduate: Mean difference = -0.326, Sig. = 0.032.

Graduates are more likely than HS respondents to perceive advertisements as showing gender bias. Other
comparisons are not significant.

Table 21
Multiple Comparisons
Bonferroni
Dependent () Educational(J)  Educationall Std. 95% Confidence
Variable Background Background Error [Sig.  [Interval
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Mean
Difference Lower  |Upper
(I-J) Bound  [Bound
Advertising HS Graduate 322" 110 1021 .61 -.03
compels Postgraduate 428" 1221003 |75 -.10
individuals to others -.473 798 |1.000 |-2.59 1.64
purchase productsGraduate HS 322" 110 1021 |03 .61
beyond their Postgraduate -.106 115 [1.000 |41 20
means  solely to others -151 797 |1.000 226  [1.96
flaunt them Postgraduate HS 428" 122 003 |10 75
Graduate .106 A15  1.000 .20 41
others -.045 799 |1.000 |-2.16 2.07
others HS 473 798 [1.000 |-1.64 2.59
Graduate 151 797 |1.000 -1.96 2.26
Postgraduate .045 799 [1.000 [-2.07 2.16
*. The mean difference is significant at the 0.05 level.

Advertising compels individuals to purchase products beyond their means solely to flaunt them

o HS vs. Graduate: Mean difference = -0.322, Sig. = 0.021.

o HS vs. Postgraduate: Mean difference = -0.428, Sig. = 0.003.

o Graduates and Postgraduates are more likely than HS-level respondents to feel that advertising
compels individuals to purchase products beyond their means to flaunt them.

Table 22
Monthly income_ one way ANOVA
Descriptives
s val
Me 1ar f Bound vl " ¥

Advurisamurie Less man 10000 p1i%) 250 1249 088 132 267 1

SONTITAS TSRS 10007201 | 244 1133 103 225 XT3 1

200013000 ) 280 3n 144 231 89 1

) A 6 286 1.298 156 54 317 1

14 1 220 75 091 202 238 1

1 e 2,44 1198 050 238 7] 1

A0 nEMs 3 Less Pan 11 X 296 {212 085 279 313 1

> '"_"‘“‘:" tr=s 81 0001-2000 1 278 1151 105 257 298 1

20001-300( 2480 1.278 143 262 e 1

300014001 9 318 1228 148 288 348 1

40001 an 1" 278 13220 AL} 56 ain 1

Tot 58 B 1215 250 281 300 1

msany Les Al 20 )55 1.363 09d 38 74 1

pesiditundb et 1000120000 12 246 1.272 e 23 59 1

~ 20001-3900 80 259 1,308 146 1) 88 |

J0001-40000 80 1378 186 247 113 1

1ane x 1 27 1.208 11 208 248 1

T 51 1.31¢ )54 ) 40 262 1

Adrertisemerns an 1 295 1 78¢ 091 17 313 1

somesmat provide the 10001201 1 283 123¢ 112 261 306 1
wrong ydomation abau!

vt 01-300 & T | 1.286 142 2656 i 1

300014000 (o] 300 1.225 147 2.7 320 1

40001 3 1" 73 1 17 50 6 1

T 58 39 1260 052 78 99 1
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) Ty Leas $han 10000 N 258 1 268 088 2 1 ]
'u';:imv;‘.“. .‘.Mv‘\ zaus 10001-200 Py 47 11 10 26 1] | ]
1-2001 0 260 13 ] 230 280 1 5
J0001-4800¢ & 248 1 2%0 158 257 119 1
40001 ar 1" 7 1174 10 217 201 | [
Total 584 258 1248 052 244 289 1 3
L Pan 16030 1 n 1188 ood 265 248 1
16001, 20000 (B3] LT} 1154 0 29 / | 5
[ 1 oo 80 09 1 368 153 265 39 1 5
10001- 40006 &b 0 1234 140 282 3.2 1 5
40001 and sbove 115 265 1.078 101 235 7 1 5
Total 580 2 1195 050 204 284 1 4
Advnitising compaly Léss Mvan 16000 01 284 1160 082 268 300 1
’r" e ‘:'I"‘ ‘; "Il“!"'"‘"“l"" 100012001 121 256 1.056 290 230 274 1 5
maans solely 1o Saun 20001, 3000¢ &0 278 1133 121 254 304 1
U 1000140008 6y 1] 1197 144 283 320 1 5
40001 and s 0w 115 amn t11) 104 26 102 1 [
Total 580 278 1133 047 269 287 |

The descriptive statistics provided in the table analyze the impact of advertisements on customers across
various income groups. The results show variability in perceptions of advertisements misleading
customers, providing incorrect information, showing gender bias, and compelling purchases beyond
means. Higher-income groups ("40001 and above") generally report lower means compared to other
income brackets across most categories, indicating less negative perceptions about advertisements. For
instance, on misleading customers, the "40001 and above" group reported a mean of 2.20, lower than the
overall mean of 2.49. Similarly, for irritation and confusion caused by advertisements, this group
consistently has lower scores. Conversely, mid-range income brackets, particularly "30001-40000," often
show higher means, suggesting greater sensitivity or negativity toward advertisements. Notably, the
statements about advertisements showing gender bias and compelling purchases exhibit higher mean
scores across all groups, with means approaching 3, indicating moderate agreement. These findings
suggest that perceptions of advertisements vary significantly with income levels, with higher-income
individuals perceiving less negativity compared to lower or middle-income groups.

Table 23 ANOVA

ANOVA
Sum of
Bauares df Mean Square F Big

Advartisemeants Britweoen Groups 19.991 4 4.998 3,539 oo7
sametimes misiead
cuNtomars WIthin Groups 820,369 n81 1412

Total 840301 688
Advartissmeants don't Between Groups 9868 4 2,460 1.674 1654
show the raal featursas of X " -
nanlthears products Within Groups 863073 681 1.470

Total HEG3 838 Hun
Too many Batwesn Groups 13,366 1 I 1.947 101
advartigamants |ritate : . pooNm
customears Within Broups ua7.074 501 1,716

Total 1010439 5686
Advartissments Batwaan Groups 5039 4 1.260 793 530
sometimes provice the T xy s
wrong Infarmation about Within Groups 823628 681 1,680
d product Total 928 567 585
Too many Butweann Groups 11,663 q 2,888 | HGS 15
advertisements confuse . < .
cLstomers WIthin Groaups EEERE] s 1.6544

Total 911,266 ELE
Advertisements Ratwaan Gloups 14 687 q 1672 2601 036
ll:;'”"“" 105 Show gandar oy aroups 826366 581 1,422

Tatal B41.053 585
Advertising carmpsls Batweaen Groups 8.323 4 2.081 1,627 166
Individuals to purchase
products beyond thelr Within Qroups 742837 581 1.279
moans solely to flaunt
them Tatal 761160 505

Significant differences in perceptions are evident for "Advertisements sometimes mislead customers" (p
=.007) and "Advertisements sometimes show gender bias" (p =.036). These findings suggest that targeted
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interventions or communications may be needed for these issues, as they are perceived differently by
various groups. For the remaining statements, no significant differences were observed, indicating
uniformity in group perceptions for those issues.

Advertisements sometimes mislead customers

o Significant Difference: Only one comparison is significant: 30001-40000 vs 40001 and above:
People earning 30,001-40,000 are significantly more likely to feel that advertisements mislead customers
compared to those earning 40,001 and above.

No other pairwise comparisons are significant because their p-values are greater than 0.05.

Table 24 Multiple Comparisons
Bonferrond
05% Confidence
0y (8] Mean Interval
Dependent MONTHLY (MONTHLY |Difference 5td. Lower Upper
Variable INCOME INCOME (I-I} Error Sig. Bound Bound
Advertisements | Less than 10001-20000 : 043 137 1.000 -34 43
sometimes 10000 20001-30000 {-.102 157 1.000 -53 34
mislead 30001-40000 |-358 166 314 -82 11
customers. 40001 and; 298 JA39 327 -09 69
above
10001-20000 :Less than: - 043 137 1.000 -43 34
10000
20001-30000 E—.HS 171 1.000 -63 34
30001-40000 E—.:H}l 179 258 -9 10
40001 and; 255 155 1.000 -.18 69
above
20001-30000 :Less than: 102 157 1.000 -34 A5
10000
10001-20000 | 143 171 1.000 -34 63
5300{}1—4[!001] =253 A9 1.000 -81 30
40001 and: 400 173 211 -09 89
above
30001-40000 :Less than: 358 las 314 -11 82
10000
Ell]{]{}l—m[ll]ﬂ 401 179 258 -10 R
izunm-annun 255 195 1.000 -30 81
40001 and: 655° 181 003 15 1.18
above
40001 and: Less than: - 208 139 327 -49 09
above 10000
10001-20000 :-255 A55 1.000 -.69 18
20001-30000 |-400 173 211 -89 09
:30001-40000 ;- 655" JA81 003 -1.16 -15
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Advertisements don’t show the real features of healthcare products
e No Significant Differences: None of the comparisons have a p-value < 0.05, indicating no significant
difference in responses across income groups.

Tahle 26
Multiple Comparisons
Bonferroni
05% Confidencs
Mean Interval
(I) MONTHLY(IN MONTHLYDifference S5Std. Lower Upper
Diependent Variable TNCOME TNCOME (I-T) Errof  Sig. Bound Bound
Too manyLess than 10000 :10001-20000 084 151 1.000 -34 51
Pl 20001-30000  -040 173 1000 -53 45
writate customers.
30001-40000 - 250 183 1.000 -76 27
40001 and above (278 153 703 -15 N
10001-20000 T.ess than 10000 -.084 151 1.000 -51 34
20001-30000 - 125 (180 1.000 -.66 41
30001-40000 -334 198 0213 -89 22
40001 and above 103 171 1.000 -20 67
20001-30000 Less than 10000 040 173 1.000 -45 53
10001-20000 125 (180 1.000 -41 66
30001-40000 - 210 215 1.000 -82 40
40001 and above 318 191 a1 -22 2o
30001-40000 Less than 10000 250 183 1.000 -27 Nl
10001-20000 334 (198 013 -22 .80
20001-30000 210 215 1.000 -40 82
40001 and above {528 (199 084 -03 1.09
40001 and above Less than 10000 =278 153 3 -1 15
10001-20000 = 103 A7 1.000 -4&7 20
20001-30000 -318 191 061 -.86 22
30001-40000 - 528 1990 g4 -1.00 03

This table is analyzing the results of a Bonferroni post hoc test for the dependent variable "Too many
advertisements irritate customers" across different income groups.
30,001-40,000 vs 40,001 and Above: The only marginally significant difference is observed.
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Table 27
Multiple Comparisons
Bonferroni
95% Confidence
Mean Interval
Dependent () MONTHLY (J) MONTHLY Difference Std. Lower Upper
Variable INCOME INCOME (I-J) Error Sig.  Bound Bound
Advertisements  Less than 10001-20000  .116 145 1.000 -.29 .52
sometimes 10000 20001-30000  .013 167  1.000 -.46 48
provide the wrong 30001-40000  -.050 176 1.000 -.55 45
information about 40001 and 220 147 1000 -20 64
a product. above
10001-20000  Less than 10000 -.116 145 1.000 -.52 .29
20001-30000  -.103 182 1.000 -.61 41
30001-40000  -.165 .190 1.000 -.70 .37
40001 and .104 .164 1.000 -.36 .57
above
20001-30000  Less than 10000 -.013 167 1.000 -.48 46
10001-20000  .103 182 1.000 -.41 .61
30001-40000  -.062 207 1.000 -.65 .52
40001 and .207 184 1.000 -.31 72
above
30001-40000  Less than 10000 .050 176 1.000 -.45 .55
10001-20000  .165 .190 1.000 -.37 .70
20001-30000  .063 207 1.000 -.52 .65
40001 and .270 192 1.000 -.27 .81
above
40001 and Less than 10000 -.220 147 1.000 -.64 20
above 10001-20000  -.104 .164 1.000 -.57 .36
20001-30000  -.207 184 1.000 -.72 31
30001-40000  -.270 192 1.000 -.81 27

This table presents the results of a Bonferroni post hoc test for the dependent variable "Advertisements
sometimes provide the wrong information about a product" across various income groups.
A Bonferroni post hoc test revealed no statistically significant differences between income groups
regarding the perception that "Advertisements sometimes provide the wrong information about a product"
(all p-values > 0.05). This suggests that opinions on this issue are consistent across income levels.

[JFMR260272911
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Table28
Multiple Comparisons
Bonferroni
95% Confidence
(D Mean Interval
Dependent MONTHLY  (J) MONTHLY Differenc Std. Lower  Upper
Variable INCOME INCOME e (I-)) Error Sig. Bound  Bound
Too many Less than 10001-20000 .071 .143 1.000 -.33 47
advertisements 10000
20001-30000  -.058 165  1.000 -.52 41
confuse
customers. 30001-40000  -.342 174 495 -83 15
40001 and .151 145  1.000 -.26 .56
above
10001-20000  Less than -.071 .143 1.000 -.47 33
10000
20001-30000 -.129 179 1.000 -.63 38
30001-40000 -.413 188 282 -94 12
40001 and .080 162 1.000 -.38 54
above
20001-30000 Less than .058 165  1.000 -41 .52
10000
10001-20000  .129 179 1.000 -.38 .63
30001-40000 -.284 204 1.000 -.86 .29
40001 and .209 181 1.000 -.30 72
above
30001-40000 Less than .342 174 495 -15 .83
10000
10001-20000  .413 188 282 -.12 .94
20001-30000 .284 204 1.000 -.29 .86
40001 and .493 189 095  -.04 1.03
above
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40001
above

and

Less than -.151
10000

10001-20000  -.080
20001-30000 -.209
30001-40000 -.493

145

162
181

189

1.000

1.000

1.000

.095

-.56

_.54
_72

-1.03

.26

38
.30

.04

This table displays the results of a Bonferroni post hoc test for the dependent variable: "Too many
advertisements confuse customers," comparing perceptions across different monthly income groups.
The Bonferroni test revealed no statistically significant differences between income groups in terms of
their agreement with the statement "Too many advertisements confuse customers" (all p-values > 0.05).
This suggests that individuals across all income groups perceive this statement similarly

Table 29
Multiple Comparisons
Bonferroni
95% Confidence
Mean Interval
Dependent () MONTHLY (J) MONTHLY Difference Std. Lower Upper
Variable INCOME INCOME (I-J) Error Sig.  Bound Bound
Advertisements  Less than 10001-20000  .249 137 702 -.14 .64
sometimes show 10000 20001-30000  -.139 158 1.000 -.58 31
gender biasness. 30001-40000  -.102 166 1.000 -.57 37
40001 and .263 139 597 -3 .66
above
10001-20000  Less than 10000 -.249 137 702 -.64 14
20001-30000  -.388 172 243 -87 10
30001-40000  -.351 180 515 -.86 .16
40001 and .014 155 1.000 -.42 45
above
20001-30000  Less than 10000 .139 158 1.000 -.31 .58
10001-20000  .388 172 243 -10 .87
30001-40000  .037 .196 1.000 -.52 .59
40001 and .402 174 209 -.09 .89
above
30001-40000  Less than 10000 .102 .166 1.000 -.37 .57
10001-20000  .351 180 515 -.16 .86
20001-30000  -.037 196 1.000 -.59 .52
40001 and .365 182 448  -15 .88
above
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40001

above

10001-20000
20001-30000
30001-40000

and Less than 10000 -.263

-.014
-.402
-.365

139
155
174
182

597
1.000
209
448

-.66
-45
-.89
-.88

13
42
.09
A5

The Bonferroni post hoc analysis for the dependent variable "Advertisements sometimes show gender
biasness" indicates no statistically significant differences between income groups, as all p-values exceed

0.05 and the confidence intervals for all comparisons include 0. Although some comparisons show

relatively larger mean differences, such as 20001-30000 vs. 40001 and above (Mean Difference = 0.402,
p=10.209) and 10001-20000 vs. 20001-30000 (Mean Difference = -0.388, p = 0.243), none are significant.
This suggests that perceptions of gender bias in advertisements are consistent across income levels, with

no clear trend or notable variation among the groups.

Table 30
Multiple Comparisons
Bonferroni
95%  Confidence
(D J) Mean Interval
Dependent MONTHLY |MONTHLY |Differenc | Std. Lower |Upper
Variable INCOME INCOME e (I-)) Error |Sig. |Bound |Bound
Advertising Less than | 10001-20000 |.287 130 |.277 |-.08 .65
compels 10000 20001-30000 |.053 149 |1.000 |-.37 47
individuals  to 30001-40000 |-.072 158 | 1.000 |-.52 37
purchase 40001 and|.023 132 11.000 [-.35 40
products beyond above
their means | 10001-20000 |Less than | -.287 130|277 |-.65 .08
solely to flaunt 10000
them 20001-30000 |-.234 .163 | 1.000 |-.69 23
30001-40000 |-.359 A71 1.356 |-.84 A2
40001 and|-.264 147 1.739  |-.68 15
above
20001-30000 |Less than|-.053 .149 1.000 |-.47 37
10000
10001-20000 |.234 163 | 1.000 [-.23 .69
30001-40000 |-.126 186 [ 1.000 [-.65 40
40001 and|-.030 165 [1.000 |-.49 43
above
30001-40000 |Less than |.072 158  [1.000 |-.37 52
10000
10001-20000 |.359 A71 1356 |-.12 .84
20001-30000 |.126 .186 | 1.000 |-.40 .65
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40001 and |.096 172 11.000 |-.39 58
above

40001 and | Less than |-.023 132 11.000 |-.40 35
above 10000
10001-20000 |.264 147|739 |-.15 .68
20001-30000 |.030 165 |1.000 |-.43 49
30001-40000 |-.096 172 11.000 |-.58 .39
*. The mean difference is significant at the 0.05 level.

The Bonferroni post hoc analysis for the dependent variable “Advertising compels individuals to purchase
products beyond their means solely to flaunt them” reveals no statistically significant differences between
income groups, as all p-values are greater than 0.05, and the confidence intervals for all comparisons
include 0. While there are some mean differences observed, such as Less than 10000 vs. 10001-20000
(Mean Difference = 0.287, p=0.277) and 10001-20000 vs. 30001-40000 (Mean Difference = -0.359, p =
0.356), none are significant. These results suggest that the tendency to feel compelled by advertising to
purchase products beyond one’s means does not significantly vary across income levels, indicating a
consistent perception of this behavior among all income groups.

Table 31: Occupation_ one way ANOV A

Descriptives
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The descriptive statistics table highlights variations in perceptions across different groups regarding
advertising practices. Students generally report the highest means across most items, indicating stronger
agreement that advertisements mislead, irritate, or confuse customers, and sometimes show gender bias.
Housewives and retired individuals also tend to report higher means on some items, suggesting heightened
sensitivity to advertising's impact. Overall, perceptions of advertising's negative effects vary significantly
by demographic, with students and housewives being more critical, while business professionals and
private service employees are less so. This suggests targeted differences in how various demographic
groups interact with and perceive advertising.

Table 32
ANOVA
mor
ar f Mazn Squar
Batwesn Groups PERN | 5 19785 15476 «<0m
e thin Group 741 466 ) 1278
JStOmsr
\ 240 391 58
Agvartsamants con't Between Groups 197M 5 3854 27 o018
ahow e 1=ul featuras of oy Tk
1 244 087 58
naatthcars products n s 944.06 560 1.455
t 963834 85
Too many Batwesn Groups B7.7563 5 17551 11.032 « D01
acveIssaments imitats
REYOIRSAM OVTiS: (13110 Withan Goups 922685 580 1.591
sk !
b 1010439 8
Agvsrssameant tween GroL s 3ed ) | ()]
e time s provide the rarpis
2 5
wrang infarmaton sbowa u P 852162 0 1538
a product Tots 928 567 585
Too mary Batwesn Orouns 53277 5 10.655 7203 =00
SUTSIPRAITINE COrRUAS Aithin Groups 457079 580 1479
USLOmS(
) e
Sehwenn Groups 40 688 5 8134 5894 =00
Witha Groups 200 385 580 1380
t 841 05 85
tw | 18 5% 5 3720 G45 oM
nC s 73256 1-3] 1 i
Phsuts ta 51160 5

The ANOVA results indicate significant differences in perceptions across groups for most items. Items
such as "Advertisements sometimes mislead customers" (F=15.476, p<0.001), "Too many advertisements
irritate customers" (F=11.032, p<0.001), and "Advertisements sometimes provide the wrong information
about a product" (F=4.731, p<0.001) exhibit highly significant variance between groups, suggesting strong
differences in opinions regarding these statements. Perceptions of advertisements showing gender bias
(F=5.894, p<0.001) and causing confusion (F=7.203, p<0.001) also differ significantly across groups.
However, items like "Advertisements don’t show the real features of healthcare products" (F=2.717,
p=0.019) and "Advertising compels individuals to purchase products beyond their means" (F=2.945,
p=0.012) exhibit lower F-values and significance levels, indicating comparatively less variation in group
responses. Overall, these results highlight varied and significant group-level differences in perceptions of
advertising's effects, particularly regarding misleading content, irritation, and misinformation.

Table 47
Multiple Comparisons
Bonferroni
D J) Std. 95% Confidence
Dependent Variable | Occupation | Occupation Error | Sig. Interval
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Mean
Difference Lower Upper
(I-J) Bound Bound
Advertisements student Business 1.288" 158 .000 .82 1.75
sometimes mislead Public 876" 173 .000 .36 1.39
customers. service
Private 1.291° 167 .000 .80 1.78
Service
Housewife |1.038" 240 .000 33 1.75
Retired 722 383 .900 -41 1.85
Business student -1.288" 158 .000 -1.75 -.82
Public 412" 130 .025  |-.80 -.03
service
Private .003 121 1.000 |[-.35 .36
Service
Housewife |[-.250 212 1.000 |-.87 .37
Retired -.565 .366 1.000 |-1.64 Sl
Public student -.876" 173 1.000  |-1.39 -36
service Business 412" 130 .025 .03 .80
Private 415" 140 .048 .00 .83
Service
Housewife |.162 223 1.000 |-.50 .82
Retired -.153 373 1.000 |-1.25 .94
Private student -1.291" 167 .000 -1.78 -.80
Service Business -.003 121 1.000 |-.36 35
Public 415" 140 |.048 [-83 .00
service
Housewife |-.254 218 1.000 |-.90 .39
Retired -.569 370 1.000 |-1.66 52
Housewife |student -1.038" .240 .000 -1.75 -.33
Business 250 212 1.000 |-.37 .87
Public -.162 223 1.000 |-.82 .50
service
Private 254 218 1.000 |-.39 .90
Service
Retired -.315 408 1.000 |-1.52 .89
Retired student =722 383 .900 -1.85 41
Business .565 .366 1.000 |-.51 1.64
Public 153 373 1.000 |-.94 1.25
service
Private .569 370 1.000 |-.52 1.66
Service
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‘ Housewife ‘ 315

|.408

[1.000 |-.89

|1.52 |

[ Significant differences were observed between students and the following groups:
o Business: Students perceive advertisements as misleading more than business professionals (Mean
Difference = 1.288%*, p <.05).

o Public service, private service, and housewives: Similar results with statistically significant higher
perceptions from students.

e Retired individuals: Not significant (p = .900).
Business professionals have lower differences with other occupations, except for public service

(Mean Difference =-0.412%*, p <.05).

Table 33
Multiple Comparisons
Bonferroni
95% Confidence
Mean Interval
(D J) Difference |Std. Lower Upper
Dependent Variable | Occupation | Occupation |(I-J) Error | Sig. Bound Bound
Advertisements student Business 6227 .169 .004 A2 1.12
don’t show the real Public 459 185 201 -.09 1.00
features of service
healthcare products. Private 468 178 130 -.06 .99
Service
Housewife |.434 257 1.000 |-.32 1.19
Retired 473 409 1.000 |-.73 1.68
Business  |student -.622° 169 004 |-1.12 -.12
Public -.163 139 1.000 |-.57 25
service
Private -.154 .129 1.000 |[-.53 23
Service
Housewife |[-.188 226 1.000 |-.85 48
Retired -.149 .390 1.000 |-1.30 1.00
Public student -.459 185 201 -1.00 .09
service Business 163 139 1.000 |-.25 .57
Private .009 150 1.000 |-.43 45
Service
Housewife |[-.026 238 1.000 |-.73 .68
Retired 014 398 1.000 |-1.16 1.19
Private student -.468 178 130 -.99 .06
Service Business 154 129 1.000 |-.23 .53
Public -.009 150 1.000 |-.45 43
service
Housewife |[-.035 232 1.000 |-.72 .65
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Retired .005 394 1.000 |-1.16 1.17
Housewife |student -.434 257 1.000 |-1.19 32

Business 188 226 1.000 |-.48 .85

Public .026 238 1.000 |-.68 73

service

Private .035 232 1.000 |[-.65 12

Service

Retired .039 435 1.000 |-1.24 1.32
Retired student -473 409 1.000 |-1.68 73

Business 149 .390 1.000 |-1.00 1.30

Public -.014 398 1.000 |-1.19 1.16

service

Private -.005 394 1.000 |-1.17 1.16

Service

Housewife |[-.039 435 1.000 |-1.32 1.24

The analysis of perceptions regarding whether advertisements fail to show the real features of healthcare

products reveals that students significantly differ from business professionals (Mean Difference = 0.622%*,
p = 0.004), indicating that students perceive advertisements as more misleading compared to business
professionals. However, no significant differences were found between students and other occupational

groups (public service, private service, housewives, and retired individuals), nor between any of the non-
student occupational groups. This suggests that while students have a stronger perception of healthcare
advertisements being misleading compared to business professionals, the overall perceptions among
public service workers, private service employees, housewives, and retired individuals remain similar

across the board.

Table 34
Multiple Comparisons
Bonferroni
95% Confidence
Mean Interval
(D J) Difference |Std. Lower Upper
Dependent Variable | Occupation | Occupation |(I-J) Error | Sig. Bound Bound
Too many | student Business 1.212° 177 .000 .69 1.73
advertisements Public 786" .194 .001 22 1.36
irritate customers. service
Private 1.113" 186 .000 .57 1.66
Service
Housewife |.524 268 770 -27 1.31
Retired 1.033 428 240 -23 2.29
Business student -1.212° 177 .000 -1.73 -.69
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Public -426 .146 .053 -.85 .00
service
Private -.099 135 1.000 |-.50 .30
Service
Housewife |[-.688 236 .055 -1.38 .01
Retired -.179 408 1.000 |[-1.38 1.02

Public student -786" .194 .001 -1.36 -22
service Business 426 .146 .053 .00 .85
Private 327 157 .561 -.13 .79
Service
Housewife |[-.263 249 1.000 |-1.00 47
Retired 247 416 1.000 |-.98 1.47
Private student -1.113" .186 .000 -1.66 -.57
Service Business .099 135 1.000 |-.30 .50
Public -.327 157 561 -.79 13
service
Housewife |-.589 243 234 -1.31 13
Retired -.080 412 1.000 |-1.30 1.13
Housewife |student -.524 268 770 -1.31 27
Business .688 236 .055 -.01 1.38
Public 263 249 1.000 |-.47 1.00
service
Private .589 243 234 -.13 1.31
Service
Retired .509 455 1.000 |-.83 1.85
Retired student -1.033 428 240 -2.29 23
Business 179 408 1.000 |-1.02 1.38
Public -.247 416 1.000 |-1.47 .98
service
Private .080 412 1.000 |-1.13 1.30
Service
Housewife |[-.509 455 1.000 |-1.85 .83

The analysis of perceptions regarding whether too many advertisements irritate customers shows that
students perceive significantly higher irritation compared to business professionals (Mean Difference =
1.212*, p < 0.001), public service employees (Mean Difference = 0.786*, p = 0.001), and private service
employees (Mean Difference = 1.113*, p < 0.001). However, no significant differences were found
between students and housewives or retired individuals, suggesting similar irritation levels in these groups.
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Table 35
Multiple Comparisons
Bonferroni
95% Confidence
Mean Interval
(D J) Difference |Std. Lower Upper
Dependent Variable | Occupation | Occupation |(I-J) Error | Sig. Bound Bound
Advertisements student Business 7917 174 .000 28 1.30
sometimes provide Public 684" .190 .005 A2 1.24
the wrong service
information about a Private 762" 183 .001 22 1.30
product. Service
Housewife |.416 264 1.000 |-.36 1.19
Retired 7137 420 1.000 |-.50 1.98
Business student -791° 174 .000 -1.30 -.28
Public -.107 143 1.000 |-.53 31
service
Private -.029 133 1.000 |-.42 .36
Service
Housewife |-.375 232 1.000 |[-1.06 31
Retired -.054 401 1.000 |-1.24 1.13
Public student -.684" .190 .005 -1.24 -.12
service Business 107 .143 1.000 |-.31 53
Private .078 .154 1.000 |-.38 53
Service
Housewife |[-.268 245 1.000 |-.99 45
Retired .053 409 1.000 |-1.15 1.26
Private student -762° 183 .001 -1.30 -22
Service Business .029 133 1.000 |-.36 42
Public -.078 .154 1.000 |-.53 38
service
Housewife |[-.346 239 1.000 |-1.05 .36
Retired -.024 405 1.000 |-1.22 1.17
Housewife |student -416 264 1.000 |-1.19 .36
Business 375 232 1.000 |-.31 1.06
Public 268 245 1.000 |-.45 .99
service
Private 346 239 1.000 |-.36 1.05
Service
Retired 321 448 1.000 |-1.00 1.64
Retired student =737 420 1.000 |-1.98 .50
Business .054 401 1.000 [-1.13 1.24
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Public -.053 409 1.000 |-1.26 1.15
service
Private .024 405 1.000 |-1.17 1.22
Service
Housewife |[-.321 448 1.000 [-1.64 1.00

The analysis of perceptions regarding whether advertisements sometimes provide the wrong information
about a product reveals that students perceive this issue significantly more strongly compared to business
professionals (Mean Difference = 0.791, p <0.001), public service employees (Mean Difference = 0.684,
p =0.005), and private service employees (Mean Difference = 0.762, p = 0.001). However, no significant
differences were found between students and housewives or retired individuals, indicating similar
perceptions in these groups. Additionally, comparisons between non-student occupational groups
(business professionals, public and private service employees, housewives, and retirees) show no
statistically significant differences, suggesting that perceptions among these groups are generally aligned.
Overall, students stand out with significantly higher concerns about the accuracy of product information
in advertisements compared to working professionals.

Table 36
Multiple Comparisons
Bonferroni
95% Confidence
Mean Interval
(D ) Difference |Std. Lower Upper
Dependent Variable | Occupation | Occupation | (I-J) Error | Sig. Bound Bound
Too many | student Business 990" 170 .000 49 1.49
advertisements Public 734" 187 .001 18 1.28
confuse customers. service
Private 907" 179 .000 38 1.44
Service
Housewife |.662 259 162 -.10 1.42
Retired 728 412 1.000 |-.49 1.94
Business student -.990" 170 .000 -1.49 -.49
Public -.257 140 1.000 |-.67 .16
service
Private -.084 130 1.000 |-.47 .30
Service
Housewife |[-.329 228 1.000 |-1.00 .34
Retired -.262 394 1.000 |-1.42 .90
Public student - 7347 187 .001 -1.28 -.18
service Business 257 140 1.000 |-.16 .67
Private 173 151 1.000 |-.27 .62
Service
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Housewife |-.072 240 1.000 [-.78 .64

Retired -.005 401 1.000 |-1.19 1.18
Private student -907" 179 .000 -1.44 -.38
Service Business .084 130 1.000 ([-.30 47

Public -.173 151 1.000 |-.62 27

service

Housewife |-.245 234 1.000 ([-.94 45

Retired -.178 397 1.000 |-1.35 .99
Housewife |student -.662 259 162 -1.42 10

Business 329 228 1.000 |-.34 1.00

Public .072 240 1.000 |-.64 78

service

Private 245 234 1.000 |-.45 .94

Service

Retired .067 439 1.000 |-1.23 1.36
Retired student -.728 412 1.000 |-1.94 49

Business 262 394 1.000 |-.90 1.42

Public .005 401 1.000 |-1.18 1.19

service

Private 178 397 1.000 |-.99 1.35

Service

Housewife |[-.067 439 1.000 |-1.36 1.23

The results suggest that students have a significantly higher perception of advertisements being confusing
compared to individuals in Business, Public Service, and Private Service occupations.

Table 37
Multiple Comparisons
Bonferroni
95% Confidence
Mean Interval
(D J) Difference | Std. Lower Upper
Dependent Variable | Occupation | Occupation |(I-]J) Error | Sig. Bound Bound
Advertisements student Business 709" 165 .000 22 1.19
sometimes  show Public 636" .180 007 |.11 1.17
gender biasness. service
Private 819" 173 .000 31 1.33
Service
Housewife |[.192 250 1.000 |-.54 93
Retired 243 398 1.000 |[-.93 1.42
Business  |student -.709° 165 000 |-1.19 =22
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Public -.073 136 1.000 |-.47 33
service
Private 110 126 1.000 |-.26 48
Service
Housewife |[-.518 220 282 -1.17 13
Retired -.466 .380 1.000 |-1.59 .65

Public student -.636" .180 .007 -1.17 -.11
service Business .073 136 1.000 |-.33 47
Private 183 146 1.000 |[-.25 .61
Service
Housewife |-.445 232 .833 -1.13 24
Retired -.393 387 1.000 |-1.53 75
Private student -819° 173 .000 -1.33 -31
Service Business -.110 126 1.000 |-.48 .26
Public -.183 146 1.000 |-.61 25
service
Housewife |-.628 226 .086 -1.29 .04
Retired -.576 384 1.000 [-1.71 .56
Housewife |student -.192 250 1.000 |[-.93 54
Business 518 220 282 -.13 1.17
Public 445 232 .833 -.24 1.13
service
Private .628 226 .086 -.04 1.29
Service
Retired .052 424 1.000 |-1.20 1.30
Retired student -.243 398 1.000 |-1.42 93
Business 466 .380 1.000 |-.65 1.59
Public 393 387 1.000 |-.75 1.53
service
Private .576 384 1.000 |-.56 1.71
Service
Housewife |[-.052 424 1.000 |-1.30 1.20

Students perceive significantly more gender bias in advertisements compared to individuals in Business,
Public Service, and Private Service. This suggests that students may be more sensitive to or more aware
of potential gender biases in advertising.

There are no statistically significant differences in the perception of gender bias between Business, Public
Service, and Private Service professionals. This may indicate a shared perspective on gender bias within
these professional groups.

Housewives and Retired individuals show less consistent patterns. They do not exhibit significant
differences in perception compared to all other occupational groups, suggesting a more varied range of
perspectives within these groups.
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Table 38
Multiple Comparisons
Bonferroni
95% Confidence
Mean Interval
(D J) Difference |Std. Lower Upper
Dependent Variable | Occupation | Occupation |(I-J) Error | Sig. Bound Bound
Advertising student Business 417 157 126 -.05 .88
compels individuals Public 241 172 1.000 |-.27 5
to purchase service
products  beyond Private 373 .166 373 -.12 .86
their means solely to Service
flaunt them Housewife |[-.152 239 1.000 |[-.86 55
Retired -.140 381 1.000 [-1.26 98
Business student -417 157 126 -.88 .05
Public -.176 130 1.000 |-.56 21
service
Private -.044 21 1.000 (-.40 31
Service
Housewife |-.569 210 .105 -1.19 .05
Retired -.557 364 1.000 |-1.63 Sl
Public student -.241 172 1.000 |-.75 27
service Business 176 130 1.000 [-.21 .56
Private 132 140 1.000 |-.28 .54
Service
Housewife |[-.393 222 1.000 |-1.05 .26
Retired -.381 370 1.000 |-1.47 71
Private student -.373 .166 373 -.86 A2
Service Business .044 121 1.000 |-.31 40
Public -.132 .140 1.000 |-.54 28
service
Housewife |[-.525 216 234 -1.16 A1
Retired -.513 367 1.000 |-1.60 .57
Housewife |student 152 239 1.000 |-.55 .86
Business .569 210 105 -.05 1.19
Public .393 222 1.000 |[-.26 1.05
service
Private 525 216 234 -.11 1.16
Service
Retired 012 406 1.000 |-1.18 1.21
Retired student .140 381 1.000 |-.98 1.26
Business 557 364 1.000 |-.51 1.63
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Public 381 370 1.000 |[-.71 1.47
service
Private 513 367 1.000 [-.57 1.60
Service
Housewife |[-.012 406 1.000 |[-1.21 1.18

*. The mean difference is significant at the 0.05 level.

Students perceive a significantly higher level of advertising's influence on consumer behavior compared
to Business professionals. This suggests that students may be more susceptible to or more aware of the
potential manipulative aspects of advertising.

No other significant differences are observed. This indicates that, for the most part, the perception of
advertising's influence on consumer behavior is relatively similar across the other occupations.

Managerial Implications

e Students and younger group are more susceptible to the negative impacts of healthcare products
advertisements, such as confusion and misleading content. Managers should focus on creating clear,
informative, and relatable advertisements for this group, avoiding overcomplicated or overly
persuasive messaging.

e Gender-based stereotypes in healthcare product’s advertisements may alienate certain consumer
groups. Marketing campaigns should embrace inclusivity and gender neutrality to minimize negative
perceptions and improve brand image.

e Consumers with lower incomes may feel pressured by advertisements encouraging excessive
purchasing to flaunt wealth. Managers should craft advertisements emphasizing value for money,
affordability, and practicality, rather than aspirational and luxury-focused messaging.

e Highly educated individuals are likely to be more critical of misleading or exaggerated advertising
claims. Companies should emphasize factual, transparent, and evidence-based marketing to gain the
trust of this demographic.

e Managers can use consumer data to identify which demographic segments are most affected by
negative advertising impacts. Using analytics tools, they can monitor and adjust campaigns in real-
time to address consumer concerns and improve overall campaign

Conclusion

The comprehensive analysis of perceptions across different occupational groups regarding advertisements
reveals several significant patterns. Students consistently exhibit stronger negative perceptions about
advertisements compared to other groups, particularly in areas such as misleading customers, failing to
show the real features of healthcare products, providing incorrect product information, and irritating or
confusing customers. Similarly, students report higher irritation and confusion caused by excessive
advertisements, as well as stronger concerns about advertisements failing to accurately depict healthcare
product features or occasionally providing incorrect information. These perceptions were significantly
different from those of business professionals, public and private service employees, while comparisons
with housewives and retired individuals were generally not significant, suggesting similar levels of
concern among these groups. Overall, the findings suggest that students are the most critical demographic
when it comes to negative perceptions of advertisements, whereas other occupational groups, including
business professionals, public and private service employees, housewives, and retirees, show more
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moderate and consistent views, highlighting the nuanced ways different groups interpret the influence and

ethical implications of advertisements.

References:

1.

Awad Ahmed, A. M. A. A., & Othman, A. K. B. O. (2024). The effect of false advertising on consumer
online purchase behavior with the mediating effect of e-WOM: Consumers in Malaysia. Information
Management and Business Review  (ISSN  2220-3796), Vol. 16(No. 2), 115-128.
https://doi.org/10.22610/imbr.v16i2(1)S.3774

Brandt, K. G., & Da Silva, G. A. P. (2023). Marketing and child feeding. NCBI.
https://doi.org/10.1016/j.jped.2023.09.013

Impact of Deceptive Advertising on Women Buying Behavior: A Study on Cosmetics Industry of
Bangladesh. (2021). Journal of Entrepreneurship and Business Innovation ISSN 2332-8851, 8(2).
https://doi.org/10.5296/jebi.v8i2.19110

Maria Teresa Garcia-Nieto, Juan Enrique Gonzalvez-Vallés, & Monica Vinaras-Abad. (2021). Social
Responsibility and Misleading Advertising of Health Products on the Radio. The Opinion of the
Professionals. National Library of Medicine. https://doi.org/10.3390/ijerph18136912

Nuseir, M. T. (2018). Impacts of misleading/false advertisement to consumer behaviour. International
Journal of Economics and Business Research, 16(4), 453-465.
https://www.researchgate.net/publication/328067596 Impact of misleadingfalse advertisement to
consumer behaviour International Journal of Economics and Business Research 2018 Voll6
No4 pp453 - 465

Rani, K. (2023). THE IMPACT OF ADVERTISEMENTS ON TODAY’S YOUTH: A
COMPREHENSIVE ANALYSIS. EPRA International Journal of Multidisciplinary Research (IJMR)
- Peer Reviewed Journal, 9, 10. https://doi.org/10.36713/epra2013

Sunderaraj, R. (2018). IMPACT OF ADVERTISEMENT ON BUYING BEHAVIOUR OF
CONSUMERS IN SIVAKASI. ICTACT JOURNAL ON MANAGEMENT STUDIES ISSN: 2395-1664
(ONLINE), 04(03). https://doi.org/10.21917/ijms.2018.0108

Singh, S. (2022). A Study on Impact of Advertisement on Consumer Buying Behaviour with respect
to OTC Products in Katni City. RESEARCH REVIEW International Journal of Multidisciplinary, 7(1),
42-48. https://doi.org/10.31305/rrijm.2022.v07.101.005

Khanam, U. S. (2022). Influence of Advertisements on Consumer Behavior: A Study of Graduate and
Postgraduate Students. Business Perspective Review 4(2), (ISSN: 2691-039X), 46—57. Retrieved from
https://doi.org/10.38157/bpr.v4i2.531

IJFMR260272911 Volume 8, Issue 2, March-April 2026 44



http://www.ijfmr.com/

