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Abstract 

The present study mainly considers two important passenger car companies such as Maruti 

Suzuki and Tata Motors. More than 75% of sample respondents purchase Maruti Suzuki cars 

because of the preference of brand model. Maruti Suzuki car considerably influences the 

consumers through their fascinating offers as well as advertisement. The analysis points out 

that there is a strong positive correlation between advertisement expenditure and total sales 

growth in passenger car market in Kerala. The empirical analysis shows that the 

advertisement on electronic media is superior to other forms of advertisements in all the 

income groups and the social segments in the study area. The advertisement on electronic 

media and the level of education is directly correlated. 

Keywords: advertisement, passenger - cars, innovation, consumption, sustainability, sales. 

Introduction 

In an economy, market is an important 

factor where demand and supply 

control production and distribution. 

The consumption of the people of a 

country depends upon their income. As 

per the economic theory, consumption 

is a function of income. The Keynes 

fundamental psychological law has 

proved that, “as income increases 

consumption also increases, but less 

than proportionate to that income.” 

Advertisement has played an immense 

role to change the consumption 

pattern of the people. A vicious 

influence of advertisement, demand, 

consumption and production which 

emerged in the era of industrialization 

reached its zenith during the fourth 

stage of man-nature relationship 

through different stages of economic 

history. 

The demand induced by 

advertisements further increases 

consumption and consequently 
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production also is to be increased on 

the consumption level. As a result of 

the increased production the profit 

level also increases which in turn 

encourages the producers to spend 

more on advertisements. With the 

emergence of modern mass media, 

novel method and designs of 

advertisements are aimed at 

influencing consumer’s and reach the 

levels of billions of dollars in the 

budgets of companies. The total selling 

cost and the total sales have increased. 

Hence mechanization of production, 

mechanism of advertisement and 

multiplication of wants have resulted 

in the wanton destruction of natural 

resources and disturbance of natural, 

ecological and environmental balance. 

In the present study, an attempt is 

made to measure the effectiveness of 

advertisement on consumers 

purchasing behavior. In the last three 

decades, the world population has 

consumed more goods and services 

than combined total of all previous 

generations. This growth in the 

consumption has fostered economic 

growth, environmental degradation 

and improved the standard of life for 

many. The world population accounts 

for 86% of consumption while the 

present one fifth accounts for about 

one percent of consumption. 

In Kerala, the automobile market is 

highly sensitive with many models of 

passenger cars, competing against each 

other, in sharp contrast to the 

monopolistic industry behavior, which 

was prevents in 1980s. It requires 

tremendous amount of marketing 

efforts to keep and grow their market 

share in this scenario, by adopting 

quite innovative features and value 

added services, which are very 

attractive to the customers. Companies 

are adopting different sales 

promotional methods that would 

result in an increase in the sales of 

passenger cars. In small families the 

use of two wheelers are converted into 

the passenger car buyers. In Kerala 

since 1980s consumers had very 

limited options for passenger cars. 

Therefore, in olden days passenger 

cars, to use and keep it for the vehicle 

duration of their lives. In those days, 

passenger cars used to be considered 

as a luxury, rather than a necessity. 

This is the best example of sustainable 

consumption in an economy. 

Need and Significance of the Study 

The State of Kerala has a conspicuous 

position among other states of India. 

Kerala offers an interesting paradox of 

average per capita income which is 

lower than the national average, but 

the per capita consumption of the 
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people is very high. In such a setting 

this research broadly aims to take a 

fresh look at the current situations of 

consumers buying a passenger car 

through the effects of advertisement. 

In Kerala, the automobile market is 

considered to be different from other 

states, due to its high consumerism. 

The majority of the sample households 

is predominantly having at least one 

service sector employee and other part 

is to business sector and agricultural 

sector. Through the initial focus of the 

service sector employees from the 

state has concentrated in building 

houses. The current trend is shown to 

be moving towards acquiring 

fashionable cars. These are proving to 

be a status symbol far many 

households in Kerala. With the kind of 

inflow of car loans from the various 

financial institutions and foreign 

currencies into the economy of Kerala 

has started dictating the purchasing 

decisions of the households in Kerala. 

Review of Literature 

Marieke (2003) has made an 

attempted to the convergence and 

divergence in consumer behavior 

through the effect of global advertising. 

This study pointed out that the 

divergence of consumer behavior 

rather than convergence. It describe 

the influence of culture, how the 

cultural variables can explain variance 

of consumption, and presents the 

consequences for international brand 

management and for global 

advertising. 

Lynne (2004) in this study has found 

that the relationship between 

globalization and advertisement. Study 

explores the profile of contemporary 

advertising in India in the wider 

context of trends in international 

advertising, the recent changes in 

Indian economy and society, and issues 

concerning the cultural impact of 

foreign advertising in India. In 1990s, 

India has witnessed a massive 

expansion of advertising, and the 

advertising sector has quickly been 

taken over by foreign advertising, and 

that are affiliated with foreign 

adverting agencies. The whole this 

sector demonstrates a remarkable 

degree of concentration. The most 

advertised product is dominal by 

advertising, for personal products. The 

OECD Govt. Report (2008) shows that 

the promoting sustainable 

consumption and its good evidence 

and practice. The report highlights the 

Govt. initiatives to promote sustainable 

consumption with an emphasis on 

individual policy tools and instruments 

and their effective combination. The 

sustainability of consumption is 
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considered as economic, social and 

environmental terms. Sustainable 

consumption policies increasingly take 

into account the social and ethical 

dimensions of products and how they 

are produced as well as their ecological 

impacts. Kumar (1987) had examined 

the factors the influencing the 

consumption of various products, 

using sample of 200 repsondents. 

Country of origin and brand were 

cross-tabulated against age, gender 

and income. The study is also revealed 

that brand image was the key factor 

that influenced their consumption. The 

consumer is considered as the country 

of origin is less important. 

Objective of the study 

 To understand the nature and 

extent of the changes in 

consumption pattern caused by the 

advertisement in the Kerala 

Economy. 

 To analyze the correlation between 

the sales growth and advertisement 

expenditure in general and Marti 

Suzuki and Tata Company product 

in the economy of Kerala. 

 To study the various means of 

advertisements that have to 

influence demand generation 

process and consumption style of 

the people in Kerala. 

Hypothesis 

 Advertisements exert considerable 

influence on consumption. 

 Among various modes of 

advertisement, advertisement in 

electronic media is superior to 

other form of advertisement is 

influencing consumption. 

Methodology 

The study is based on both primary 

and secondary data. The primary datas 

are collected through a well structured 

interview schedule for Maruti Suzuki 

and Tata Motor’s passenger car 

customers. The sample survey is 

conducted in ten Panchayat, one 

Municipality in Kottayam and a 

Corporation in Ernakulam districts by 

taking 720 Car Customers at a random 

on the basis of stratified random 

sampling method. The passenger car 

showrooms are selected on the basis of 

simple random sampling techniques. 

Statistical Techniques Used 

Chi Square test, Regression Method 

and percentile analysis are used for 

analyze the data. 

 

Theoretical Frame Work 

To test the applicability of Von 

Neumann’s and Oargensterm’s theory 

of games in an oligopoly market with a 
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special reference to Maruti Suzuki and 

Tata Company’s product in Kerala. 

Data Analysis and Interpretation 

Consumer buying a passenger car 

through the effects on 

advertisement 

In the modern era, advertisement is 

more helpful to the consumers. The 

consumers buy a passenger car 

through the effects of advertisement 

like electronic media, news paper, 

designers and others. In the study area 

56.7% of the sample respondents buy a 

passenger car by the influence of 

electronic media followed by News 

papers (39.3%), designers (0.4%) and 

others (3.6%). This analysis shows that 

the advertisement in the electronic 

media is superior to the other form of 

advertisements influencing the 

consumption pattern of the people. 

Advertising campaigns include TVCs, 

print and radio ads, outdoor 

promotions, and mobile promotions. It 

is shown in the table 3. 

Testing whether advertisement type 

and type of company are associated 

The statistical tool used is the chi-

square test. The variables like different 

types of advertisements (electronic 

media, newspaper, designs and others) 

and types of company are associated. 

Hypothesis (Ho): 

Advertisement on electronic media is 

superior to other forms of 

advertisements in Tata Motors and 

Maruti Suzuki passenger car 

companies. 

Table 1. Type of advertisement & 

Type of company cross tabulation 

 

Advertisement Type 

Type  

Total Maruti Tata 

ElectronicMedia  count 

% within type 

335 

62.1% 

104 

57.1% 

38 

60.8% 

News Paper  count 

% within type 

183 

34.0% 

56 

30.8% 

239 

33.2% 

Designs  count 

% within type 

2 

.4% 

8 

4.4% 

10 

1.4% 

Others  count 

% within type 

19 

3.5% 

14 

7.7% 

33 

4.6% 

Total  count 

% within type 

538 

100% 

182 

100% 

720 

100% 

 

Table 2. Chi-square tests 

Test Value dt 
Asympt. 

Sig  
(2 sides) 

Person chi-square 
Likelihood Ratio 

Linear-by Linear Association 
No. of valid cases 

21.967a 
18.746 
9.422 
720 

3 
3 
1 

.000 

.000 

.000 

a. 1 cells (12.5%) have expected count 

less than 5. The minimum expected 

count is2.53 

 

The value of Chi-square statistics is 

21.96 which is significant at 5% level. 

Hence the hypothesis (Ho) is accepted. 
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That is the advertisement on electronic 

media is superior to the other forms of 

advertisements influencing 

consumption behavior of the people. 

The highest percentage (60%) of the 

consumers buy a passenger car 

through the effects of advertisement 

on electronic media in Maruti Suzuki 

and Tata Motors passenger car 

companies in the study area. 

Relationship between advertisement 

and sales growth in passenger car 

market in Kerala 

Ernakulam and Kottayam are the two 

districts in Kerala where the greatest 

passenger car sales take place. 

Different kinds of sales promotional 

methods are used to increase sales. 

The most important sales promotional 

method is advertisement. The number 

of cars sold in every show room 

depends on the advertisement 

expenditure of that show room. 

Newspapers and electronic media are 

the main methods of advertisements. 

The main dealers of Maruti Suzuki in 

the study are Maruti popular, Maruti 

induz and AVG motors. The only dealer 

of Tata motors in M.K. Motors. The 

study shows the change in the sales of 

passenger cars in Ernakulam and 

Kottayam district and the relation 

between the sales and advertisement 

expenditure. 

The amount spend on advertisement in 

different sample units at different time 

is calculated and also examined to 

know how this advertisement 

expenditure effects the total sales in 

the show room. These are briefly 

examined with the help of multiple 

regression analysis. 

The relationship between the 

advertisement expenditure and other 

sales promotional activities of Maruti 

Suzuki and Tata Motors can be clearly 

expressed by a multiple regression 

analysis. This analysis is shown below. 

Regression Analysis I 

Maruti Suzuki Passenger Car Company. 

Maruti Company 

Regression of total sales on 

advertisement, direct relationship car 

shows and exchange offer is shown in 

the table below. 

The linear regression estimated is 

S – 723.865 – 0.001 a – 0.002 d + 0,002 

c + 0 j05 e 

Where S denotes total sales and a 

denotes advertisement, d denotes 

direct relationship, e car 

shows/display method and e exchange 

offer. The coefficient of determination 

is 0.991 which indicates that about 
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99% of the variation) in sales 

explained by the variables and the 

model is very excellent/outstanding 

performance. 

Table 3. Correlation between 

advertisement and other variables 

Correlation 

**Correlation – is significant at the 

0.01 leve; 

NB : There is a strong and positive 

correlation between advertisement 

and other variables. 

Regression Analysis I 

Tata Motors 

Tata Company 

Regression of total sales on 

advertisement, telemarketing, car 

shows and exchange offer is shown in 

the above. 

The linear regression estimated 

S=504.75 – 001 a – 0.003t + 0.000c + 

0.005e 

Where S denotes total sales and a 

denotes advertisement, t denotes 

telemarketing c car shows and e 

exchange offer. The coefficient of 

determination is 0.967 which indicates 

that about 97% of the variation in sales 

is explained by the variables and the 

model is very good. 

Table 4. Correlation between 

advertisement and other variables 

Correlation 
 adv. Direct Car.show Exchange 

adv Pearson 
Correlation 

1 .845** .929** .973** 

 Sig. (2-
tailed) 

 .017 .003 000 

 N 7 7 7 7 
Tele Pearson. 

Correlation 
.845** 1 .946** .937** 

 Sift (2-
tailed) 

.017  .001 .002 

 N 7 7 7 7 
Carshow 
Peasant 

Correlation 
Sig, (2-tailed) N 

.929** 
.003 

7 

.946** 
.001 

7 

11 
 

7 

.985** 
.000 

7 

Exchange 
Psarson 

Correlation 
Sig. (2-tailed) N 

.973** 
.000 

7 

.937** 
.002 

7 

.985** 
.000 

7 

1 
 

7 

**Correlation is significant at the 0.01 

level: (2-tailed) 

 adv. Direct Car.show Exchange 

adv Pearson 
Correlation Sig. 

(2-tailed) 
N 

1 
 

7 

.983** 

.000 

7 

.982** 

.000 

7 

.993** 

.000 

7 

Direct Pearson. 
Correlation Sift 

(2-tailed) 
N 

.983** 

.000 

7 

1 
 

7 

.99** 

.000 

7 

.992** 

.000 

7 

Carshow 
Person 

Correlation 
Sig, (2-tailed) N 

.982** 

.000 

7 

.997** 

.000 

7 

1 
 

7 

.984** 

.000 

7 

Exchange 
Psarsorii 

Correlation 
Sig. (2-tailed) N 

.993** 

.000 

7 

.992** 

.000 

7 

.984** 

.000 

7 

1 
 

7 
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NB: There is a strong and positive 

correlation between other variables. 

 

Relation between growth rate of 

total selling cost and total sales 

The growth rates of total selling cost 

and total sales are explained on the 

basis of calculated data. This calculated 

data is taken by considering 2012 as 

the base year. This analysis shows the 

relation between the growth rate of 

total selling cost and total sales in a 

direct and positive correlation. The 

growth rate of sales increased upto 

139.12 in 2018 which was 107.53 in 

2013. The growth rate of total selling 

cost too had increased from 109.99 to 

177.05 during this period. According to 

this data the correlation is 0.985. 

Table 5. Relationship between 

growth rate of total selling cost and 

total sales 

Year 
Growth rate of 

Sales 
Growth rate 

of selling cost 
2012 100 100 

2013 107.5314 109.9931 

2014 113.5983 118.2642 

2015 121.5481 140.5498 

2016 129.7071 145.8054 

2017 134.3096 167.5912 

2018 139.1213 177.0535s 

Source : Sample Survey 

Regression Analysis 

There is a strong positive correlation 

between advertisement expenditure 

and total sales in Kerala. 

Table 6. Correlation between 

advertisement expenditure and 

total sales 

Correlations 
 advexp sales 

Advex Person 1  
P Correlation  .872** 
Sig. (2 tailed)  .000 

N 14 14 
Sales Person 
Correlation 

Sig. (2 tailed) N 

 
.872** 

 
1 

.000  
14 14 

 

** Correlation is significant at the 0.01 

level (2-tailed) Regression of total 

sales on advertisement expenditure 

The linear regression analysis is 

estimated as 

Y = -121.038 + 0.003 x 

Where y denotes total sales and x 

denotes advertisement expenditure. 

The coefficient of determination is 

0.761 which indicates that about 76% 

of the variation in total sales is 

explained by advertisement and the 

remaining 24% by other causes in the 

market. 

Total sales increase in proportion to 
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the advertisement expenditure 

increases. On the basis the data 

obtained from different show room at 

different period shows that the 

advertisement expenditure and sales 

growth is positively correlated. 

The analysis of this data shows that 

the sales of passenger car increase as 

part of the vicious influence of 

advertisement in automobile market. 

As the sale increase the company gets 

more profit and more than 50% of the 

profit is spend on further 

advertisement. As a result the 

production of passenger car increases 

and paves the way to emerge a 

sustainable consumption in the market 

economy. 

Application of Game Theory in an 

Oligopolistic Strategy 

The study is based on two passenger 

car companies like Maruti and Tata 

Motors. The applicability of game 

theory can be tested with the help of 

advertisement expenditure and total 

sales of Maruti Suzuki and Tata Motors 

in Kottayam and Ernakulum districts of 

Kerala. 

The best example of the application of 

the game theory is whether or not to 

increase advertisement expenditure 

assuming that there are only two 

passenger car companies, Maruti 

Suzuki and Tata Motors i.e., the case of 

duopoly. Know that in all the games, 

the players have to anticipate the move 

made by the opposite players(s) and 

formulate their own strategy to 

counter the different possible moves 

by the rival. To apply the game theory 

of whether or not to increase 

advertisement expenditure a company 

needs to know or anticipate the 

following. 

a) Counter moves by the rival company 

in response to increase in 

advertisement expenditure by this 

company, and 

b) The pay off of this strategy when (A) 

the rival company does not react and 

(B) the rival company does make a 

counter move by increasing its 

advertisement expenditure. 

The data is obtained, the company 

would have to decide on the best 

possible strategy for playing the game 

and achieving its objective of 

increasing sales and capture a larger 

share of the market. The best possible 

strategy in a game theory is called the 

dominant strategy. 

Suppose that the possible outcomes to 

the advertisement expenditure game 

(ad-game) under the alternative moves 

are given in the pay off matrix 

presented in Table 8. A indicates 
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Maruti Suzuki’s gain and B indicates 

Tata Motor’s gain in terms of increase 

in sales. 

Table 7. Pay-off matrix of the Ad-

Game (Increase in sales in unit) 

 
 
 
 
Maruti’s 
Strategy 
(A) 

Increase
d Ad- expenditure 

Tata’s Options (B) 

Increased Ad-
expenditure 

Do not 
increase 

A B A B 

315 235 350 0 

Don’t 
increase 

A B A B 

300 310 310 230 

 

As the matrix shows, if Maruti Suzuki 

motors decides to increase its 

advertisement expenditure and Tata 

Motors counter acts Maruti Suzuki’s 

move by increasing its own 

advertisement expenditure, Maruti 

Suzuki’s sales go up by 315 units 

(passenger cars) and that of Tata 

Motors by 235 units. And, if Maruti 

Suzuki increase its advertisement and 

Tata Motors does not, then Maruti 

Suzuki’s sales gain is 350 unit and no 

gain to Tata Motors. One can similarly 

find that the pay off doesn’t increase 

incase of both of the companies. 

Given the pay off matrix, the question 

arises as to what strategy should 

Maruti Suzuki choose to optimize as 

gain from extra advertisement 

expenditure, irrespective of moves of 

the rival Tata Motors. It is clear from 

the pay-off matrix that Maruti Suzuki 

will choose the strategy of increasing 

the advertisement expenditure 

because, no matter what Tata Motors 

does, its sales increase by at least 315 

unit. This is, therefore, the dominant 

strategy or Maruti Suzuki. A better 

situation could be that when Maruti 

Suzuki increases its expenditure on 

advertisement, Tata Motors does not. 

In that case, Maruti Suzuki’s sales 

could increase by 350 unit and sales of 

Tata Motors do not increase. But there 

is a greater possibility that Tata 

Motors will go for counter advertising 

in anticipation of losing a part of its 

market to Maruti Suzuki in future. 

Therefore, a strategy based on the 

assumption that Tata Motors will not 

increase its advertisement 

expenditure, involves a great of 

uncertainty. 

This is the best example of Nash 

equilibrium can be defined as one in 

which none of the passenger car 

companies can increase its pay off 

(sales) given the strategy of the rival 

company. It can be illustrated by 

making some modifications in the pay-

off matrix given in table 8. 
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Table 8. Pay-off matrix of the Ad-

Game (Increase in sales in unit) 

 
 

 

 

 

Maruti’s 

Strategy 

(A) 

Increased Ad- expenditure Tata’s Options (B) 

Increased Ad-

expenditure 

Do not 

increase 

A B A B 

315 235 350 0 

Don’t 

increase 

A B A B 

300 310 360 230 

 

Now it is assumed that action and 

counter-action between Maruit Suzuki 

and Tata Motors are regular 

Phenomenon and that the pay-off 

matrix is shown in Table 9. The only 

change in the modified pay off matrix 

is that if neither Maruti Suzuki nor 

Tata Motors increase its advertisement 

expenditure, the pay-off changes from 

(310,230) to (360,230). If B doesn’t 

advertise, it is better for A not to 

advertise (350 if it does and 360 if it 

doesn’t) If B advertises, it is better for 

A to advertise (315 if it does and 300 if 

it is doesn’t) 

The pay off matrix shows that the 

Maruti Suzuki has no more a dominant 

strategy. Its optimum decision depends 

now on what Tata Motors does. If Tata 

Motors increases its advertisement 

expenditure and, if Maruti Suzuki 

reinforces its advertisement Tata 

Motors will have to follow the suit. On 

the other hand, if Tata Motors does not 

increase its advertisement 

expenditure, Maruti Suzuki does the 

best by increasing its advertisement 

expenditure. Under these conditions, 

the conclusion is that the increase in 

the sales of passenger cars of both the 

companies is due to the effect of 

increase in advertisement expenditure 

of both passenger companies. If the 

competitors do not increase in the 

ultimate analysis, however, both the 

companies will decide to increase the 

advertisement expenditure. The 

reason is that if none of the companies 

increase in advertisement. Maruti 

Suzuki gains more inter ms of increase 

in its sales(360unit)and the gain of 

Tata Motors is muchless (230) unit 

only). And, if Tata Motors increases 

advertisement expenditure, its sales 

increase by 235 unit. Therefore, Tata 

motors would do the best to increase 

its advertisement expenditure. In that 

case, Maruti Suzuki will have no 

option, but to increase its 

advertisement expenditure. Thus the 

final conclusion that emerges is that 

both the companies will go for 

advertisement war. In that case, each 

passenger car company found that it is 

doing the best given what the rival 

company is doing. This is the Nash 

Equilibrium. 
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Advertisement, Consumption 

Pattern and its Changes in the 

Market Economy of Kerala 

The changes that happened in the 

consumption pattern by the influence 

of advertisement affect the market 

economy. The man-nature 

relationships through different stages 

of economic history have forced the 

society to make the revolutionary 

changes in man’s (people’s) 

consumption pattern. During the 

period from 8000BC to 1800AD people 

had lived in hereditary style. Then 

people used to spend money only for 

essentialgoods.Whenpeoplechangedth

eirwayoflifefromtraditionalperiodtomo

dernperiod, the demand for luxurious 

goods increased instead of necessary 

goods. The changes that happened in 

the consumption pattern by the 

influence of advertisement 

 

The main reason for this phenomenon 

is the influence of advertisement. Thus 

a revolutionary change has taken place 

in the consumption pattern of the 

people who have been living in the age 

of modernization and globalization. 

This change has affected the people in 

every nook and corner all over India 

along with Kerala. 

 

Because of the influence of 

advertisement, a tremendous change 

has come in the consumption pattern 

of the people and this change has 

caused more production in industrial 

sector. Inconsequence of this the rate 

of total sales has changed enormously. 

 

A novel idea has sprouted up due to 

these changes in the consumption 

pattern due to the effect of 

advertisement. This idea is called 

vicious circle of advertisement. When 

an economy is taken into 

consideration on the basis of idea, per 

capita consumption becomes greater 

than per capita income. Because of this 

trend there is a possibility of an 

unsustainable consumption in an 

economy. There comes a need of 

keeping sustainable consumption in an 

economy. 

 

It is the vicious circle of advertisement 

that helps to keep the consumption of 

particular product is sustainable. The 

study shows that only very few people 

used passenger cars one or two 

decades ago, which was a luxurious 

product was. Now a days so many 

people daily use passenger car .The 

main reason for this is the impact of 

advertisement on consumer behavior 

.As a result of the impact of 

advertisement on passenger car which 

was a luxurious item, it has entered in 
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to the comfort group from the 

luxurious group. More over the vicious 

circle of advertisement helps to keep 

the consumption of a passenger car 

sustainable. 

Conclusion 

In each show room, as the 

advertisement expenditure increases, 

the demand for the passenger car 

increases too. This higher level of 

demand causes an increase in the level 

of consumption. In order to meet this 

higher level of consumption, each 

manufacturing unit increases the 

production of passenger car segment. 

As the production increases the 

producers are prepared to spend more 

than 50% of their profit for further 

advertisement. Thus, modern mass 

media, novel methods, advertisement 

on electronic media and newspapers 

influence the consumption pattern of 

the people which leads to a higher 

level of consumption. On the basis of 

these facts it is clear that it is the 

vicious circle of advertisement that 

keeps the consumption patterns of 

passenger cars in an economy 

sustainable. 
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