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Abstract

Public announcement intended to promote the salehpse or rental of a product or service to advancause
or idea or to bring about some other effect dedinethe advertiser, for which transmission time hasn given
to the advertiser for remuneration or similar cdesation. The consumer durables usually calls fgreater
exchange and hence the consumer decision-makirmgssdurns into a comparative critical evaluatiathad
before the purchase is made; the first moving caess good (FMCG) do not follow the same procedare i
reaching at the purchase decision. Failure to addiee advertising communication tools accordinghyastage
of valuable time, money, effort as well as othesorgces. For instances, communicating through effeictive
media or otherwise failing to reach the target segnis wastage of resources along with loss ossadewell as
other favorable consequences. So that this papsrttr identify the advertisement effectivenesesrwdrgy drinks
in different media on the buying decision amdihg peoples of Dhaka in Bangladesh. In order tohrélae study
objectives convenience/purposive sampling has leegmloyed and sample is selected from different gimap
mall of different areas of Dhaka city. The resulfsthis study show that advertisement has gredtiente in
expanding Energy drink Company. So producer shepihd huge amount of money in advertisement amd als
should prepare the advertisement in such way #aple of all classes are attracted of that adeamiisit and the
most effective media is TV.

Keywords: Energy Drink, Advertisement, Dhaka City, Bangladesh

1. Introduction

Advertising is a form of communication intended gersuade an audience (viewers, readers or lishet®rs
purchase or take some action upon products, idea®rvices. It includes the name of a producteovise and
how that product or service could benefit the comesy to persuade a target market to purchase cortsume
that particular brand. These messages are usually for by sponsors and viewed via various media.
Advertising can also serve to communicate an idealarge number of people in an attempt to corevthem to
take a certain action (http://en.wikipedia.org/#ildvertising). Public announcement intended to ptarthe
sale, purchase or rental of a product or servicadwance a cause or idea or to bring about soner effect
desired by the advertiser, for which transmissiomethas been given to the advertiser for remuraratir
similar consideration. Advertising is the promotioingoods, services, companies and ideas, most titeugh
paid messages. Advertising may be the first roadhivk of when we want to carry a message to owgetad
group. For many business people, however, advagtisi the only road they think of. Advertising letmost
visible and best-understood format in marketingl$p one of the two most used formats-particulagysmall
and midsized business (and, of course, by advagtisgencies). Now, with the trend of industriali@atof the
society, energy drinks are becoming a part of thty dife. Energy drinks are soft drinks advertisesiproviding
energy to improve physical activities of the drinkes compared to typical drink. Rather than primgjdood
energy (as measured in calories), these drinkslesegned to increase a user’s mental alertnesphysical
performance by the addition of caffeine, vitamingl eherbal supplements which may interact to prowade
stimulant effect over and above that obtained foarffieine alone. The aim of this paper is to asHeseffect of
advertisement of energy drink on TV or other mediauy the energy drink among the peoples of Dtutigain
Bangladesh. This paper investigates some demograytairacteristics of the respondents considerethis
study. This paper also finds the association batveevertisement effect on convincing to buy thergnelrink
and age, sex, etc of the respondents.
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2. Literature Review

Soft and energy drink consumption has exploded tdwermast three decades (Nielsen SJ, Popkin BM4)200
Sugar sweetened energy drinks became a major soliackled sugar in the American diet and have beked

to adverse nutritional and health consequences asiatental caries and obesity (Heller KE, Burt BEXlund
SA, 2001). Energy drinks became popular in Asiggldrefore they reached the United States. In 1962, t
Japanese pharmaceutical company, Taisho, rele@skghovitan D drink. It was designed to help enygles to
work hard well into the night hours. An Austriansinessman, Dietrich Mateschitz picked up on thénmss
potential of energy drinks while on a trip to Asfdong with two Thai business partners, Mateschkitated the
company Red Bull GmbH, with the idea of marketihg trink to young Europeans (Michael J. Gonzaleal.e
2012). Miller (2008) has indicated that those dsilontain caffeine, taurine, vitamins, and ususligar. More
than 500 new energy drinks were launched worldwid2006 and beverage companies are reaping theciala
rewards of the 5.7 billion dollar energy drink irstiy (Boyle M, Castillo VD, 2006). Energy drinkspigally
contain 80 to 141 mg of caffeine per 8 ounces getipgivalent of five ounces of coffee or two 12 oucaas of
caffeinated soft drink such as Mountain Dew, Coocta(CPepsi Cola or Dr. Pepper (Pronsky ZM, 1997).

Energy drinks are marketed to young adults and etisgx efforts may be particularly appealing amootiege
students. For example, Cocaine energy drink, wit@ua Cocaine variety, has been marketed as a "legal
alternative" to the class A drug (Cruse AE, 20@EBnergy drinks have the capacity to mask intoxat#elings
that allows increased alcohol consumption, whictumn increases the likelihood that a young drinkir make
the kind of choices that have negative, if not slisaus, results (Fornicola, 2007). Evidence suggstt energy
drink consumption with and without alcohol remagmsthe increase, so educating on all aspects ofgiink
consumption needs to become a priority, to ensotle Wwellness and safety (Marczinski, et al., 202Brien, et
al., 2008). All of the popular energy drinks in timarket have different variations of caffeine, anadst of these
drinks are not considered healthy for the humarybbtbst of these energy drinks should be watchedfaby
due to the unbalanced ingredients, especially sagdr caffeine in their compositions (Miller, 2008)Jost
energy drinks also stimulate and trigger reactithas can increase blood pressure, heart rate @r gligcemic
levels. These can often prevent normal sleep cyahelsdehydrate the body. Often times, the mainoreagy
people turn to energy drinks is to obtain energpédorm school assignments, work outs tirednegs éinish
job responsibilities. General public should not esergy drinks while exercising as the combinatbmll the
stimulants and other ingredients in energy drinds result in a loss of fluid from sweating, and smgevere
dehydration and serious health problems (Scholé&e&nedy, 2004).

A variety of physiological and psychological effedtave been attributed to energy drinks and theireidients.
Two studies reported significant improvements inntak and cognitive performances as well as incitase
subjective alertness. Excess consumption of endrigpks may induce mild to moderate euphoria pritygari
caused by stimulant properties of caffeine and mksp induce agitation, anxiety, irritability andsamnia
(Alford, C., Cox, H., Wescott, R., 2001, and Vannz¥eynde, F., Van Baelen, P. C., Portzky, M., Audeh.,
2008). During repeated cycling tests in young gadtdults an energy drink significantly increaseger body
muscle endurance (Forbes, S. C., Candow, D. GleL&. P., Magnus, C., Chilibeck, P. D., 2007)hds been
suggested that reversal of caffeine withdrawal imaor component of the effects of caffeine on maod
performance (Yeomans, M. R., Ripley, T., DaviesHL,. Rusted, J. M., Rogers, P. J., 2002). Babu, . KJdmes,
R.C. and Lewander, W. (2008) identifies the mapgrédients of energy drinks, and discusses thendnlogy
and toxicology of caffeine. They sgggest that, iClans should screen for energy drink use amonig plagients.
Screening can identify symptoms related to toxieityl give patients greater understanding of thes i high-
dose and long-term energy drink use. When cafféiécity is suspected, immediate consultation wéth
regional poison control center or toxicologistéeammended. Brenda M Malinauskas, et al., (200@rohne
energy drink consumption patterns among collegeestts, prevalence and frequency of energy drinkarssix
situations, namely for insufficient sleep, to irese energy (in general), while studying, drivingderiods of
time, drinking with alcohol while partying, and teat a hangover, and prevalence of adverse sfdetefand
energy drink use dose effects among college erdngl users. They found that, the majority of usmyasumed
energy drinks for insufficient sleep (67%), to iease energy (65%), and to drink with alcohol whitetying
(54%). The majority of users consumed one ener@kdo treat most situations although using threenore
was a common practice to drink with alcohol whilartging (49%). Weekly jolt and crash episodes were
experienced by 29% of users, 22% reported evenbawadaches, and 19% heart palpitations from coingu
energy drinks.

Advertisement of energy drink market was not digeas the beginning. In the United States, energykdr
market was aimed primarily at athletes indicatihgttenergy drink market was directed to specificugs.
Recently the energy drinks market expanded anddamheoung adults between 18 to 34 years due tdgie
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lifestyle” and receptiveness to advertisementdis kind of products (Lal, 2007). The marketing dmdnding
of energy drink indicates the markets in which ggedrink companies are targeting. In the advertesgnof
energy drinks, they have been marketed claims dbpeance enhancing effect like Red Bull states tha
consuming the product it will help to enhanced g@emiance, concentration, reaction speed, and alémaost
metabolism (Red Bull Website, 2008) where consunagesmade to believe to drink more to get the dtate
desires. Others namely Full Throttle, AMP Energy &vocaine advertise that drinking these productaece
performance and consumers are made to believensuote more to become better at their performaneesgki
et al. 2009). Besides most energy drinks compamescross promotional tactics by combining theadpicts
with sport events such as the X games or NASCARahertising their products in connection with plapu
music icons. In addition, deliberate defiant namesgiven to draw the attention of consumers fangxe Full
Throttle, Ammo, Havoc, Hydrive and Morning Sparkegttman et al., 2010). In addition to this, new hal
energy drinks with resembling cans to their nonladdic counterparts target risk taking youth. Somergy
drink products labeled that they may not be safecfdldren who are caffeine intolerant, pregnanimea or
nursing women (Seifert et al., 2011). Other enehgiyks advertise the unique qualities that makentkéferent
from the rest as being natural, organic, glutee-fog as suitable for diabetics or vegetarian. Bnehgnk
industry has proved to be extremely successfulraack innovative products can only be expected énrtbar
future (Heckman et al., 2010).

2.1 Advertising Media

Modern advertising developed with the rise of masxluction in the late 19th and early 20th centurMass
media can be defined as any media meant to reashsa amount of people. Different types of media lman
used to deliver these messages, including traditioredia such as newspapers, magazines, televisidiu,
outdoor or direct mail; or new media such as websit and text ~messages
(http://en.wikipedia.org/wiki/Advertising). Some mmercial advertising media include: billboards, nped
flyers, radio, cinema and television ads, web besngkywriting, bus stop benches, magazines, ngvespa
town criers, sides of buses, taxi cab doors, eléstnds on disposable diapers, the opening seatistieaming
audio and video, and the backs of event tickety. place an "identified" sponsor pays to deliveritimeessage
through a medium is advertising. Covert advertigntbedded in other entertainment media is knowgraduct
placement. The TV commercial is generally considahee most effective mass-market advertising foramat
this is reflected by the high prices TV networksargfe for commercial airtime during popular TV ewent
Advertising on the World Wide Web is a recent phmeoon. Prices of Web-based advertising space are
dependent on the "relevance"” of the surrounding @dettent. E-mail advertising is another recent phegnon.
Unsolicited E-mail advertising is known as "spag®ource: www.google.com). A recent advertising wat@®n

is "guerrilla marketing”, which involve unusual a&ppches such as staged encounters in public places,
giveaways of products such as cars that are coweitbcbrand messages, and interactive advertisingrevthe
viewer can respond to become part of the advegtisiessage. Guerrilla advertising is becoming irgirea
more popular with a lot of companies. This typeadfertising is unpredictable and innovative, whieluses
consumers to buy the product or idea. This reflaotincreasing trend of interactive and "embeddast, such
as via product placement, having consumers vottfr text messages, and various innovations utjizsocial
network services such as Facebook (http://en.wikgperg/wiki/Advertising).

2. 2 Kinds of Advertising
Virtually any medium can be used for advertisingn@nercial advertising media can include wall paigsi,
billboards, street furniture components, printgeefs and rack cards, radio, cinema and televisitwers, web
banners, mobile telephone screens, shopping e@tspopups, skywriting, bus stop benches, humdmobitds,
magazines, newspapers, town criers, sides of bbosesiers attached to or sides of airplanes ("lagjein-
flight advertisements on seatback tray tables erleead storage bins, taxicab doors, roof mountgpasdenger
screens, musical stage shows, subway platformstramas, elastic bands on disposable diapers, dobrs
bathroom stalls, stickers on apples in supermarkbigpping cart handles (grabertising), the opesatwion of
streaming audio and video, posters, and the backsewent tickets and supermarket receipts
(http://en.wikipedia.org/wiki/Advertising). Advesiing is not a waste of money if it is on the riglath to reach
the right people, and when it gets there the in&diom is what they want or need. According to JBhBraham
that there are four major reasons that advertifsitg

1. itis used in the wrong media

2. itis used to accomplish the wrong goals(s)

3. it sends the wrong message

4. its users have the wrong expectation
Research International (Research Internationa, deen “building a body of knowledge about all atpef
market research”, and some of what they've fournmkaped in an advertisement in advertising age inl Ap95.
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First, Research International answers the questisrslvertising likeability the best predictorsafiles? Research
International refutes a major study by saying:

It isnt necessarily so. Many consumers who toldhey “loved the advertising” didnt by the produ®ules of
thumb: For standard package goods items, consumeesto like the advertising-as well as the producénd
its packaging and price. On the other hand, fog ‘tiiket” items, advertising that rub people theomg way
might cause them to think more seriously about cait pay to stir people up.

Second, Research International states that, somerteihg “communicates” so much to prospectsgitves
their heads spanning.... It's been gospel thatitbee benefits you join into a commercial, the mpeesuasive it
will be. We disagree some of the commercials, whiohwell in “communications” testing turn out to lEast
effective in the market place. Where do you wanbéomost effective? Third, Research Internatioags ghat,
unless you have a remarkable news story to tefietayour advertising toward users, not non-usérisere’s a
going body of evidence that the best advertisingsdt persuade a consumer to buy something shelsuying;

instead, it helps to solidify her good opinion op@duct or service she already uses. And fin&tlysearch
International presents the most convincing reasonuimping on the new tech advertiser and consuwivbien
the viewers talk back to the commercial, you miggate made a friend. It's not bad when a prospegtesr with
you, for you've got her actively thinking about yoQur research shows that even though people mpigiyt
back the main copy points of your message, you twoake the sale until you have got them debatingtwbu
said. It's this kind of “processing” that can tuany enemy into any all. Advertising is influencingnsumer
attitudes and purchase behaviors in a varietyteflinked ways. An ad exposure can increases bsamnitarity,

communicate brand attributes and benefits, devalopmage and personality for the brand, associzeific

feelings with the brand , link the brand to refergraphs such as peers and experts and diredtlgéraction.

Awareness/
Familiarity/
With brand

Information
Re-brand attributes
or benefits

s

Creation of brand
Image/personality

1|

Association of
Ad exposure feelings with brand Brand | .| Purchase

attitude | | behavior

4
Linkage of brand
with peers/ Experts
andGroups norms

Reminder or
Inducement about
brand trial

Figure 1: Interlinked ways of Advertising influence of consura#titudes and purchase behaviors.

2. 30bjectivesof Advertising
Hierarchy of effects model clarifies the objectiveé an advertising campaign and for each individual
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advertisement (Clow, Kenneth E., Baack, Donald,7200p-165-171). The model suggests that theresiare
steps a consumer or a business buyer moves thralogih making a purchase. The steps are:

1. Awareness 2. Knowledge 3.Liking 4. Prefieee 5. Conviction 6. The actual purchase

Advertising ultimately seeks to establish what &ledd "mind share". Mind share is the status a drean
achieve when it co-exists with deeper, more emgliricategories of objects. Kleenex, for example, can
distinguish itself as &pe of tissue. But, because it has gained mind shai@ngst consumers, it is frequently
used as a term to identifny tissue, even if it is from an opposing brand. @héhe most successful firms to
have achieved this is Hoover (as mentioned above)ser name was for a very long time synonymous with
vacuum cleaner (and Dyson has subsequently marneageshieve similar status, having moved into thevéo
market with a more sophisticated model of vacuusarmér). Mind share can be established to a greatesser
degree depending on product and market. Other tgednclude short or long term increases in salerket
share, awareness, product information, and imageowement.

2.4 Backgrounds of Energy Drinks

After the independence of our country many new $tdes were developed to make the different typles o
product available for our people. Beverage indussryone of them whose existence came just after the
independence. Beverage is still considered as haofaable drink in this country. However with thend of
industrialization of the society, energy drinks bezoming a part of the daily life. Energy drinks aoft drinks
advertised as providing energy to improve physacdivities of the drinker, as compared to typicahkl Rather
than providing food energy (as measured in calpriggese drinks are designed to increase a usexfgtah
alertness and physical performance by the addiifonaffeine, vitamins and herbal supplements whitdy
interact to provide a stimulant effect over and v@bdhat obtained from caffeine alone. Energy driaks
sometimes mixed with alcohol. Where energy drinkes stimulants, alcohol is a depressant. The mix lman
particularly hazardous as energy drinks can masknftuence of alcohol and a person can fail te tik effects
into consideration. Normally fatigue would set ia large amounts of alcohol are being consumed thmit
stimulating effect of energy drinks can overridis thffect. Here is a list of the most common ingeats found

in Energy Drinks.

1) Caffeine- It is probably the most common ingredient inrgyedrinks, as it acts as a stimulant. It is the
main ingredient in common sodas such as Pepsi, ,Ckaintain Dew and coffee refreshments
(Desbrow & Leveritt, 2007; Caffeine: Watch out f@nergy drinks”, 2008). There is a very high
content of caffeine in energy drinks. Most energpks contain around 100-200 mg of caffeine.

2) Taurine - Taurine is a free form amino acid containeddads and manufactured in the body from the
amino acid cysteine. It is supposed to help entrggls throughout the body. Taurine could possibly
help with stress levels as well. Because tauringiized by the body during exercise and in tinoés
stress, it's become a popular ingredient in enehgyks. But taurine has a stimulating effect on the
central nervous system that's very unnatural. 8sudiave implicated synthetic taurine in illnesses
ranging from high blood pressure to strokes anduses to heart disease (Reissig, 2009). For these
reasons it's been banned in some Scandinavian reesinafter being linked to the deaths of three
consumers.

3) Guarana - It is derived from South America in plant andigposed to increase awareness and energy
levels. Its effects can be compared to caffeinerr@ira, De Mello, Pompéia, & Oliveira de Souza-
Formigoni, 2006).

4) B Vitamins - B Vitamins are co- factors of many enzymes imed| in the generation of energy.
(Ferreira, et al., 2006).

5) Ginseng- A herb that is known to increase energy leval$ alleviate stress (Ferreira, et al., 2006).

6) Ginkgo Biloba - Along with ginseng, this is another herb witturaogical effects. It is supposed to
help memory concentration by increasing blood d&ton. (Ferreira, et al., 2006).

7) L-Carnitine - 1s an amino acid like substance and is supptzsédlp with your metabolism and energy
levels. It speeds up your metabolism and increasesgy levels. It is supposed to give you endurance
as well (Agriculture and Agri-Food Canada, 2008).

8) Sugars- They are the body’s main fuel but too much afdah get you hyperactive and energy drinks
are loaded with them. They may also disrupt metalii@lance. (Brenner & Swanik , 2007).

9) Antioxidants - Molecules that inhibit the free radicals damaggapecies in your body (Higgins, Tuttle
& Higgins, 2010).

Other less common compounds are Glucuronolactor&g-Bhenylethylamine HCI, Evodiamine, Yohimbine
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HCL that may also have neurological effects (ChafBuleman, 2011; Babu, James & Lewander, 2008).

3. Methodology

This is a field study research which has been needthe basis of a survey. A well structured questiore has
been developed after an intensive review of thegditire and practical experience. The target ptipnlaf the
study is the customer of different shopping maltlifferent areas in Dhaka city. The sample unithi$ study is
the individual customer of different shopping mall different areas in Dhaka city. The sample sg&70
consisting males and females.

If the most important variable is qualitative aihe related parameter of contrast is p, then sasipé&ecan be

determined ash = pI(EJZZZ (1)

In favor of the study, (1) has been used to detgrttie sample size. Because our main variable rigsbment
effect on convincing to buy the product, is eitlies or not. Now we useZ =1.96at 5% level of significance,
p = 0.5, for results in maximum sample size aBd- 0.06, is the maximum allowable error.

_ (1.96x 0.5(+ 0.5

(0.06Y

For convenience we use 270 samples instead of\i*-probability convenience/purposive sampling powre

have been used. Primary data has been collectedgira questionnaire survey, the time period ofctvhs

around four months at the mid of the year 2013. Sdmaple individuals were interviewed face to fdweugh a
well structured questionnaire to gather the requinformations. The questionnaire contained twatarpart |

pertained to general demographic variables oféspandents like age, gender, income, marital statlgation.
Part Il contained the questions related to adwartents and energy drinks. Regarding the secondday due
acknowledgements of the exact sources have beetiomed in the reference part of the study. Theeoddd

data were analyzed by using IBM SPSS V 20.

=267

4. Results and Discussion
Summary of individual variables provide an impottdfirst look" at the data. Measuring impact and or
developing a model, we must have some knowledgmeais of descriptive statistics (univariate or bisf).

Table 1.Digtribution of respondents according to socio-economic characteristics

Sex of the respondent Frequency Percent Age of the respondents Frequency Percent
Male 197 73.0 less than 20 61 22.6
Female 73 27.0 20-30 193 715
Total 270 100.0 30-40 10 3.7
Religion of the 40 and above 6 2.3
Respondents

Muslim 254 94.1  Total 270 100.0
Hindu 14 5.2

Buddhists 2 0.7

Total 270 100.0

Respondent’s occupation Educational attainment

Teaching 5 1.9 Primary 3 1.1
Business 24 8.9 SSC 4 15
Govt. service/NGO 25 9.3 HSC 184 68.1
Student 207 76.7  Graduate 59 21.9
Unemployed/Others 9 3.4 Post- graduate 20 7.4
Total 270 100.0 Total 270 100.0

Table 1, indicate that 197 (73%) respondents afe arad 73 (27%) respondents are female. It is eiserved
that among the respondents within the age ran@0«f0 years were highest in number 193 (71.5%)y @nl
(2.3%) of them were with the age range of 40 yaas above. It also reports that 61 (22.6%) respuisdeave
less than 20 years. Table 1 reports that 254 (94.1%(5.2%) and 2 (0.7%) respondents are Muslimdtks
and Buddhist, respectively. Table 1 also revealet 184 (68.1%) of the respondents had attendetierig
Secondary school. Further analysis of Table 1 dewbat among 270 respondents 59 respondents loavglete
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Graduation degree and 20 respondents have positagiad degree which indicates that most of theardpnts
are educated. Only 2.6% of the respondents haven8atcy school and primary education. The maximurh 20
(76.7%) respondents were students and 24 respandeinty different types of their own business. &ablalso
revealed that 30 (11.2%) respondents are in govenhiand private service of different position andhe of the

respondents are unemployed.

Table 2.Frequency Distribution of the respondents on different issue regarding energy drinks

Brand name of Energy

Like energy drinks Frequency Percent drinks liked by the Frequency Percent
respondents
Yes 234 86.7 Tiger 92 39.32
No 36 13.3 Sumo 6 2.56
Total 270 100.0 Royel 8 3.42
Reason of drink energy drinks Shark 28 11.97
Hobby 37 15.81 Big Boss 26 11.11
Refreshment 138 58.97 Speed 28 11.97
Increasing energy 49 20.94 Crown 15 6.41
Others 10 4.27 Blue Level 31 13.25
Total 234 100.0 Total 234 100.0
Is there advertisement effect on Name most influenced media to buy
convincing to buy energy drink? energy drink
Yes 195 722 TV 155 79.49
No 75 27.8 Newspaper 32 16.41
Total 270 100.0 Radio 8 4.10
Total 195 100.0
Family support to drink energy drink ﬁgtow the ingredients of energy drink or
Yes 94 348 Yes 68 25.2
No 176 65.2 No 202 74.8
Total 270 100.0 Total 270 100.0
Liking point of advertisement
Song 89 33.0
How much advertisements was
effective to convince to buy energy Model 67 24.8
drink
Very much 59 21.85 Trademark 36 13.3
Moderately 136 50.37 Slogan/Sound effect 50 18.5
Indifferently 75 27.78 Background 28 10.4
Total 270 100.0 Total 270 100.0

Table 2 reports that 234 (86.7%) respondents lilergy drink and 36 (13.3%) respondents do not dikergy
drink among the respondents interviewed for thislgt Table 2, reports that maximum 92 (39.32%) sadpnts
drink Tiger and minimum 6 (2.56) respondents dishkmo energy drink, respectively. Among the respotgje
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138 (58.97%) respondents drink energy drink justréfreshment and 49 (20.94%) respondent belieaé th
energy drink increase energy so they drink energkdo increase energy. Also 37 (15.81%) respotsldrink
energy drink just for hobby and 10 (4.27%) respaoisi€lrink energy drink for other reasons. Tabledicate
that 195 (72.2%) respondents think that there igféett of advertisement on the decision to purehasergy
drink and 75 (27.8%) respondents think that ther@d effect of advertisement on the decision tcclpase
energy drink among the total number of respondeAtaong the respondents who is motivated by the
advertisements of energy drink maximum155 (79.488spondents is influenced to buy energy drink by TV
advertisements and minimum 8 (4.1%) responderitslisenced to buy energy drink by Radio advertisetae
[Table 2]. Among the respondents, 176 (65.2%) redpnots have no permission to drink energy drinknftbeir
family i.e., their family don’t support to drink ergy drink. Also 202 (74.8%) respondents don't knth&
ingredients of energy drink i.e., they are not cimss about ingredients of energy drink. Table sbahdicate
that 59 (21.85%) respondents very much affectedhyadvertisements of energy drinks to buy the gner
drinks and 136 (50.37%) respondents moderatelyvaietii by the advertisements of energy drinks. AlSo
respondents reports that they are not affected hey advertisements to buy energy drinks. Among the
respondents of this study, 33% respondents says$hina like song used in the advertisements ofgndrinks
and 24.8% respondents like the model used in therasements of energy drinks. Some of the respanide
slogan/sound and some of them like backgroundubed in the advertisements of energy drinks.

4.1 Cross-Classified Analysis

In cross-classified analysis we may be interestefinding out if there is any relation between twariables.
Here most of the variables are qualitative (nomanad ordinal) we are working with. So, we use measi
association to measure the strength of relation€ipthe basis of the cross tabulation we testhifpothesis
whether there exist any significant associatiorwbeh two (or more) variables or not. In this reskawne are
interested in measuring advertisement effect orviooing to buy the energy drink and with it's reddtother
variables such as Sex, Age, Monthly income, Whogtvhinedia influenced to buy for first tim&hat is, our
main variables are Advertisement effect on convig¢d buy the energy drink.

4.1.1 Advertisement effect on convincing to buyetfergy drink by Sex of the respondents

From the results given in Table 3, we observe fianice of chi-square statistic is less than Ovitiich implies
that the relationship between Sex of the respondedtAdvertisement effect on convincing to buy émergy
drinks are statistically significant. Also obsethat the significance values of Phi, Cramer’s V @mhtingency
Coefficient are less than 0.05 indicating a stiaadlly significant relationship between advertisemeffect on
convincing to buy the energy drink and age of #spondents.

Table 3. Distribution of Advertisement effect on convincitggbuy the energy drink by Sex of the respondents.

Sex of the  Advertisement effect on convincing

respondent to buy the energy drink Total Statistic (ZP_\S/%ISS)
Yes No Not Applicable
103 44 o 197  Pearson Chi-Square = 6.239 0.044
Male  35106) (16.3%) 20 (185%)  (73006) phi=0.152 0.044
73
0, 0,
Female 15595 7(26%)  25093%) 57 006) CramersV=0.152 0.044

Total 144 51 o 270
(53.3%) (18.9%) 75 (27.8%) (100%) Contingency Coefficient = 0.15 0.044
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4.1.2 Advertisement effect on convincing to buyetiergy drink by Age of the respondents

Table 4, Distribution of Advertisement effect on convincitigbuy the energy drink by Age of the respondents.

Ade of the Advertisement effect on convincing P value
re% ondent buy the energy drink Total Statistic (2-
P Yes No Not Applicable sided)
Lessthan 15 3 (1.1%) 0(0%) 4 (1.5%) 7 (2.6%) " carson Chi-Square =16.43  0.037
123 40 0 217  Phi=0.247 0.037
1525 456wy (1a8w) Y (200%) (g5 a0
2535 17 10 11 (4.1%) 38 Cramer'sV=0.174 0.037

(6.3%)  (3.7%) (14.1%)

35and above 1(4%) 1 (.4%) 6 (2.2%) 8 (3.0%) Contingency Coefficient = 0.24 0.037
144 51 270

0,
Total 53300 (18.9%) (2 B78%) 1000

From the above result we observe significance okghare statistic is less than 0.05, which imptiest the
relationship between Age of the respondent and Aibenent effect on convincing to buy the energpldr are
statistically significant. Also observe that thegrsficance values of Phi, Cramer’s V and Contingenc
Coefficient are less than 0.05 indicating a stafdly significant relationship between advertisemeffect on
convincing to buy the energy drink and age of #spondents.

4.1.3 Advertisement effect on convincing to buyetfergy drink by family income of the respondents

Table 5. Distribution of Advertisement effect on convincitg buy the energy drink by family income of the
respondents.

Advertisement effect on convincing

Monthly family to buy the energy drink Total Statistic g_;’%lgg)
income Yes No Not Applicable
33 o o 39 Pearson Chi-Square = 41.. 0.0
Less than 1500( (12.2%) 4 (1.5%) 2 (.7%) (14.4%)
47 22 0 99 Phi =0.393 0.0
15000-30000 (17.4%)  (8.1%) 30 (11.1%) (36.7%)
i 17 o o 25 Cramer's V= 0.278 0.0
30000-45000 (6.3%) 1 (.4%) 7 (2.6%) (9.3%)
45000-60000 25 23 19 (7.0%) 6/ (—:(())nftj’lggency coeticient o0
(9.3%)  (8.5%) SN (24.8%) T
22 o o 40
60000 and more (8.1%) 1 (.4%) 17 (6.3%) (14.8%)
144 51 o 270
Total (53.3%) (18.9%) ° (78%) " (1000)

From the above result we observe significance okghare statistic is less than 0.05, which imptiest the
relationship between monthly family income of tlespondent and Advertisement effect on convincinguy
the energy drinks are statistically significantsélobserve that the significance values of Phimérs V and
Contingency Coefficient are less than 0.05 indigatia statistically significant relationship between
advertisement effect on convincing to buy the epérink and monthly family income of the respondent

4.1.4 Advertisement effect on convincing to buyetiergy drink by the types of media

From the results given in Table 6, we observe iganice of chi-square statistic is less than Oviich implies
that the relationship between monthly family incoafghe respondent and Advertisement effect on icmivg
to buy the energy drinks are statistically sigmifit Also observe that the significance valuestof €ramer’s V
and Contingency Coefficient are less than 0.05catitig a statistically significant relationship Wween
advertisement effect on convincing to buy the epérink and monthly family income of the respondent
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Table 6. Distribution of Advertisement effect on convincitg buy the energy drink by family income of the
respondents.

Advertisement effect on convincing

Influenced -
media to buy to buy the energy drink Total Statistic g_;’%lgg)
energy drink  Yes No Not Applicable
128 27 0 155 Pearson Chi-Square = 314.9 0.00
v @7.4%) (10.0%)  °(0%) (57 40
11 21 o 32 Phi=1.08 0.00
Newspaper ;105 (7.8%)  C(0%)  (11.9u)
C 'sV=0.764 0.00
Radio  5(1.9%) 3(L1%) 0(0%)  8(3.0%) o o>
Not 75 Contingency Coefficient 0.00
0, 0, 0, =
Applicable 0(.0%) 0(0%) 75 (27.8%) (27.8%) 0.734
144 51 o 270
ol 53306 (18.9%) 2 @78%) (1000

5. Conclusion

Consumers should be communicated constantly ieréiftt approaches through innovative fashion to iema
their mind while the purchase occurs. Seasonal ddmariations need to be matched accordingly whih t
increased productivity throughout the peak seasuh with heavy promotion during the winter when sale
decline. To move the thoughts of the youth varioumvative offers and engagements with the conssirizer
required. Newspaper quiz, other competitions witterid of involving the mass target segment to bujda
sustainable relationship would appear as fruitffibre In our research we emphasized on the effafct
advertising in marketing of energy drink. We usbutated and graphically represented data and aeees
statistical tests to establish our research otdpie that advertisement is a very effective taoirncrease sales of
energy drink and advertisement has a very strosgipe relationship with the sales of energy drifi&levision
is the most effective media for making the consunasvare about the different uses energy drinkav&oeness
related information should get importance of tede advertisements. But the consumers, who atteeitower
income group, do not have television. They do risb aead newspaper regularly. So advertisemenadior
should be given at a higher frequency. Many conssirhave shown their willingness to buy newly magkiet
energy drinks. So there is a possibility to pustv mmergy drink into the market. To prevent new grtine
existing energy drink marketers should be morecieffit and careful. From the above description, \&eeh
realized that advertisement has great influencexpanding Energy drink Company. So producer shepé&hd
huge amount of many in advertisement and also dhanelpare the advertisement in such way that peufdé
classes are attracted of that advertisement anchdisé effective media is TV.
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