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Abstract : Academic literature is filled with the work done on marketing 

variables which affects the expansion of business and its sustainability. One 

of the important variables of marketing is the promotion variable of business 

which affects the ultimate success of the business. Advertising is a one of 

the most important phenomena in the promotion variable of the business. 

The effectiveness of the advertising enhances the turnover of the product 

and ultimately affects the business expansion. Advertising is important as 

well as fascinating phenomena in today’s capitalist markets. It is pervasive, 

perplexing, multidimensional and unfathomably rich. The excellence of business depends on both the 

quality of the product being advertised and the quality of the ad itself and also the media context in which 

the ad appears. Various factors affect the effectiveness of advertising. In this paper an attempt is made to 

consider the factors which affect the effectiveness of advertising and helps in business sustainability. 
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1. Introduction : In the realm of competition  everyday new and better products are developed and 

launched in the market place. The economic reforms of the nineties had led to the globalization due to 

which competition has been increased. Competition is coming from all directions – from global competitors 

eager to grow sales in new markets; from online competitors seeking cost-efficient ways to expand 

distribution; from private-label and store brands designed to provide low-price alternatives; and from brand 

extensions from strong mega brands leveraging their strengths to move into new categories. (Kotler, 2009) 

The increased competition put the market on the path of technological progress. 

With the growth of technology new innovations are coming frequently. But their fate is determined by votes 

of consumer through their purchase or rejection of the product. Some innovations are successful at instant 

while other has to struggle for a long for their diffusion. Consumer plays a great role in setting the fate of 

the product so when an innovation comes equitable considerations are given to the perceptions and liking of 

the consumer. (Loudon &.Bitta, 2002) 

Product innovations have led to the market situation where there is an intense battle for customer’s 

satisfaction. Producer had to find new consumer markets and expand existing over to maintain profits and 

keep control over price. One good way to start to deal with competition is through creatively deigned and 

well executed marketing programs. (Jaini, 2012) 

The era of diminishing product life cycles and rapid technology advancements, had made it critical for firms 

to identify and target innovation-prone consumers effectively. A clear understanding of the factors affecting 

consumer’s adoption processes is crucial for the development of effective marketing strategy. (Moreau, 

Donalk& Mark man, 2001) 

The reduced product life cycle of the hi-tech products had made it hard for firms to diffuse in the short 

period .In such a scenario effective and timely information is needed to be given to the target sector 


