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Abstract: A drastic increase in internet users made the web technology growth. People switching from traditional 
advertising media to internet advertisement. It is a best platform to market the products and to gain customers from web 
advertisement. It is important to determine what factors does affect the effectiveness of web advertisement. To find this 
literature review has done to determine important attitudes responsible for customer purchase intention.  Findings from 
literature review has showed there are positive and negative attitudes in the web advertisement which may directly or 
indirectly affect the attitude and purchase intention. This study also suggested that demographic and culture affects the 
effectiveness of web advertisement. This study successfully identified favorable and unfavorable factors that affect the 
advertisement attitudes. Hence this study will be useful for the web marketers to make advertising strategy. 
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I. INTRODUCTION 
 
Web advertisement plays a very important role in the 
product placement. The rapid expansion of internet 
usage among Indians place a crucial role in the wed 
advertising. According to the research by internet and 
mobile association of India there are 360 million 
internet users in India at the end of year 2015. 
Research also proposed that at the end of year 2016 it 
may reach up to 371 million users. It is very much 
necessary for the companies to advertise their 
products and to get maximum product exposure with 
customers. However to advertise a product in web it 
is important to know what are the factors that 
influences the customer for purchase intention. 
 (Saadeghvaziri, Dehdashti, & Askara, 2013) study 
claimed that effectiveness of web advertisement is 
measured based on favorable and unfavorable 
attitudes of advertisement. They also suggested four 
beliefs such as product information, social role, 
hedonic , good for economy are the favorable 
attitudes and irritation, materialism, falsity, value 
corruption are the negative attitudes influences the 
purchase intention of the customer. Previous research 
proves that web advertisement differs from traditional 
advertisement. Web advertisement is more 
advantageous than the traditional advertisement. 
(Wolin, & Korgaonkar, 2003) study claims web 
advertisement are more enjoyable than magazines and 
newspaper advertisement, more useful than 
newspaper and radio and more informative than 
newspaper. Marketing people thinks that branding is 
migrating from the traditional media to web media 
due to more disorder in traditional media, web media 
is cheaper compared to other media, and easy of 
targeting customers (Mahmoud, 2014). 
(Wolin, & Korgaonkar, 2003) suggest different 
gender and (Saadeghvaziri, Dehdashti, & Askara, 
2013) different culture people reacts differently to the 

advertisement. Their beliefs, attitudes, behavioral 
responses, purchase intentions varies with culture and 
gender. So advertisement design should take 
consideration upon the gender wise as well as culture 
wise. 

 
II. LITERATURE REVIEW  
 
2.1. Brand attitude influence 
Creation of brand attitude is one of the criteria for the 
customer purchase intention. (Shaouf, Lü, & 

Xiaoying, 2016) has done an extraordinary study on 
what factor in a web advertisement affects the brand 

attitude. He proves that visual design in a web 
advertisement affects the brand attitude as well as 

advertising attitude of the customer. Hence perused 
the customer to purchase intention. . Brand attitude of 
customer does not have direct impact on purchase 

intention but if the visual design in a web 
advertisement is good enough to create attitude 

towards brand, then the brand attitude will influence 
the purchase intention.  When study conducted on 
gender wise only male group has more impact on 

visual design that influences purchase intention while 
female group showed negative towards purchase 

intention.  
Customers who responded positively to the web sites, 
who recalled the web advertisement have more effect 
on the brand attitude (Goldsmith, &Lafferty, 2002). 
Interestingly another study from (Fournier & Avery, 
2011) suggested that web media is created for 
people’s conversations and communications not for 
brand making. Every time brands might not be 
welcomed in social media. The study also claimed 
that online consumers criticizes and comments on 
both brands and companies. And also some 
consumers can network together in web or social 
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media and damage the brand name. Customer 
involvement is a important factor in brand attitude 
development. The study done by (Kokkinaki & Lunt, 
1999) showed that high and low involvement during 
advertisement can cause effect on brand attitude and 
accessibility of the attitude. Results of this study 
proved that high involvement with the advertisement 
increases the brand attitude of the customer. Brand 
attitudes are also affected by consumer responses. 
(Hwang, Yoon & Park, 2011) suggests cognitive 
response and affective response which influences the 
website attitude. This study also proved that website 
attitude have positive effect on brand attitude. Further 
brand attitude will be having significant impact on 
purchase intention. When compared to cognitive 
response with affective response, cognitive response 
has more impact on website attitude, brand attitude 
and purchase intention.     
 
2.2. FACTORS INFLUENCING ATTITUDES 
 (Mahmoud, 2014) internet usage motivation 
information is also a factor need to be considered in 
the web advertisement. Internet usage motivation will 
helps the customer to know the information what’s 
going on around the world. Therefore helping the 
customer to know the information. Research revealed 
that higher internet usage motivation information 
consumer will become more favorable towards 
beliefs and attitude towards advertisement. This 
research done based on cross sectional design 
approach. Seven beliefs such as information, 
entertainment, social role, materialism, falsity, 
irritation, and value corruption is taken. But only four 
beliefs such as information, irritation, entertainment, 
and value corruption had more impact. Only these 
four beliefs are taken consideration in the cross 
sectional design. If the internet usage motivation 
information is more than the consumer sees the web 
advertisement to be more informative, entertaining, 
and less irritation or annoying. But when compared to 
informative and entertainment beliefs entertainment 
affected more on attitude. When comparing with 
negative beliefs irritation and value corruption has 
more negatively affected the web advertisement.  It is 
very important to design the advertisement by all 
taking important beliefs that affects the 
advertisement. More importantly lacks in this study 
was the cross sectional design approach. Some 
authors criticizes this kind of design approach and 
author suggest for the longitudinal design approach. 
 The similar kind of study conducted by 
(Saadeghvaziri, Dehdashti, & Askara, 2013) through 
a questionnaire survey. The study conducted for web 
banner advertisement. Hedonic and good for 
economy are the two other beliefs considered but 
entertainment belief factor not taken. This study was 
more focused on how the eight beliefs such as 
product information, social role and image, hedonic , 
good for economy, irritation, materialism, falsity, 
value corruption will influences the consumer 

behavioral responses and purchase intention. Results 
showed that only four beliefs out of eight beliefs 
considered to be more significant than other. Product 
information, social role, and image hedonic and 
irritation beliefs showed significant impact on 
purchase intention. This study also done based on 
gender basis. The results showed that there is no 
significant difference between male and female 
behavioral responses, but males are more positive 
towards attitude and purchase intention.  
According to the results from the beliefs that affects 
the attitude and purchase intention it should be 
notifiable that web marketing investors should be 
concentrated on more positive attitudes that 
influences the consumer. Which intern create more 
favorable response. Web marketing people should 
also give their effort on reducing the negative beliefs 
in the web advertisement which may likely to lead 
unfavorable attitude on consumer. 
Similar study conducted by (Korgaokar, Silverblatt, 
O’Leary, 2001) by taking seven beliefs that are 
responsible for the attitude towards web 
advertisement. Product information, social role and 
image, hedonic, value corruption, falsity, good for 
economy, and materialism were taken in the study. 
Study conducted for Hispanic customers. Study 
conducted also based on age and income level. 
Findings In this study suggested that effective web 
advertisement design must take care of multiple 
beliefs and demographic such as age and income 
level. 
Cultural difference is a main aspect in web 
advertisement. (Wang, & Sun, 2010) conducted study 
on how beliefs and attitudes affect the behavioral 
responses in different countries. Sample taken from 
three countries china, Romania, and United States. 
Five beliefs were taken such as information, 
entertainment, economy, credibility and value 
corruption. Results showed that Romanians have 
more positive attitude towards online advertisement 
when compared to Chinese and American customers. 
This study clearly showed that attitudes of the 
customers vary culturally too.  
The main aim of the web advertisement is to persuade 
the customer to buy the product which web marketers 
advertise. (Ching, Tong, & Chen, 2013) explains 
about narrative transportation theory in his study. In 
this study narrative advertisement such as story 
telling or drama which will transports or takes to 
narrative world which influences the consumer. This 
study considered the four narrative online advertising 
elements that influences the attitude towards the 
product. Interactivity, vividness, entertainment, and 
self-referencing are the narrative online 
advertisement elements that influences the customer. 
This study resulted these four factors are the key 
responsible in attitude towards product.  
Advertisement involvement was also key factor in 
this study in which this study proves that self-
referencing has more impact on attitude towards 
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product. Entertainment, vividness, interactivity is also 
key advertisement elements but not influences as 
much as self-referencing. Study also concluded that 
advertisement involvement increases the self-
referencing which intern influences the attitude 
towards the product. 
There is a confusion for the web marketers regarding 
difference between web advertisement and the social 
media advertisement. Study conducted by (Celebi, 
2015) gives a conclusive result for this. The study 
showed that individuals who likes to be in a group or 
like to enjoy to be in a community have positive 
attitude towards internet and social media 
advertisement. This study proves that there is no 
much difference inters of web and social media 
advertisement. Study conducted by taking different 
motivation factors that are responsible for social 
media and internet advertisement. Pass time, 
interpersonal utility, information seeking and 
entertainment are the motivation factors considered 
for the internet advertisement. Privacy concern, 
informativeness and entertainment, invasiveness, 
quality of life, structure time, peer influence, and self-
brand congruity are the factors considered for the 
social media advertisement. All the factors compared 
with attitudes and behaviors of both internet and 
social media advertisement which showed the 
significance impact on both attitude and behaviors. 
 
 
III. RESULTS AND DISCUSSIONS 
 
From the literature review it is concluded that there 
are some beliefs which plays a very important role 
attitude and purchase intention. Product information, 
entertainment, good for economy, hedonic, visual 
design, interactivity are responsible for positive 
attitude and irritation, materialism, value corruption, 
falsity are responsible for negative attitudes. 
Literatures showed demographic such as age, culture, 
gender, also influences the attitude and customer 
purchase intention. It is important for the web 
advertisement designers to make the advertisement 
considering all these factors. Literature also 
suggested that beliefs responsible for brand attitude 
also. Brand attitude of the product or service will 

influence the purchase intention. There are different 
factors that affects the brand attitude are identified 
such as visual design, consumer responses. It shows 
that by giving a proper advertisement on web also 
enhances the brand image of the product or service. 
The main limitation of this study is majority of the 
literature review focused more on student population. 
That means whatever the factors considered in this 
study is restricted to youth population. In future it is 
better to target actual consumers with vary in age.  
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