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ABSTRACT 

This is an age of technology and everyone has bulk of information available and can take its own purchase decision. 

Animated advertisement provides a natural feeling to the customer and grasps more attention of the customer due to 

element of entertainment in it. The purpose of this study is to see what role entertainment plays between animated 

advertisement and adult impulse buying behavior. We have use the deductive approach and for the analysis of data 

use descriptive statistics and Multiple Regression. We collect data from 300 respondents through questionnaire and 

scale was adopted from previous researches. After applying the test concluded that 47.1 percentage changes in 

impulse buying is due to animated character, recall, attention, ad liking, attitude, brand awareness (independent 

variable) and entertainment as moderating variable that have a strong impact on variables relation. The study find 

out independent variables have positive impact on the impulse buying behavior of the adults of Pakistan and it’s a 

considerable segment that should be targeted and a lot of revenue can gain from this segment. The study also 

concluded that entertainment has a big role in it and people are getting impressed by the animated advertisement due 

to entertainment and taking their purchase decision. 

KEY WORDS: Adult buying behavior, entertainment, celebrity, advertisement, attitude 

 

INTRODUCTION 

 

Today everyone wants to take its life decision by themselves because of the technology. As the adult of 

today’s time are taking their own life decision due to vast availability of information. A picture conveys 1000 

message and in animated advertisement animated characters used to grasp the attention and to convey the message 

so it has a more long lasting impact and more over it would be felt entertaining and boredom relieving. 

 

The child gets adult at the age of 18 year and start taking its own life decision.  

The pyramid shows the adult segment of Pakistan which is a large proportion. Today is an age of technology 

and number of medium has increased to attract the consumer. Advertisers are using animation to describe 

characteristics of product to consumer. As there is vast variety of medium to access the targeted customer it becomes 

easier for the company to target the desire customer (Tanvir and Arif, 2012) [2]. 

Marketing is a big field and covers large number of aspects. It has 4 p’s that are product, price, place and 

promotion. All p’s are important for customer targeting. For consumer the most important thing of product is its 

attribute, style and credibility. These animated ads used to justify the culture and mission of the company.  Today 

everyone is following is one character from which it gets inspired (Shah, Khan& Habib, 2015) [3]. 

In today’s time internet has become the basic necessary for adults. Adults are the continuous users of the 

internet either for the sake of communication and other daily life activities. So advertisers got a number of media to 

target customer in the form of audio and video by using the animation plus the element of enjoyment in ads to attract 

and retain the customer (Ping Zhang, 1999) [4]. 

Consumers are brand lovers in today’s time and paying attention to branded products and take full 

information while taking a purchase decision. (Muhammad, Ghafoor & Iqbal, 2013) [5]. 

Today everyone frustrated from daily life routine and wants some pleasure and relief in life. The comic ad is 

the best way to create a recreation for them which are an entertainment like the ads of Kit kat, pamper and other 

product ads. By using the entertainment as a main theme customer are getting attracted.Animation makes it possible 

that worldwide illiterate people of different ages and cultural background to see things from creative point of view 

(Ariel, 2012) [6]. 
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Source: http://www.indexmundi.com/pakistan/age_structure.html [1] 

 

Purpose: 

The study opted to investigate what role entertainment plays between animated advertisement and adult impulse 

buying behavior. It means that does adult prefer to buy product which they have seen in the animated advertisement 

which is most entertaining? 

Objective: 

• To study the impact of entertainment on the relationship of animated advertisement and consumer buying 

behavior. 

LITERATURE REVIEW 

 

Advertisement is a type of communicative and influential marketing activity which end desire to persuade 

customer, change perception, attitude and behavior toward the product being advertised. Television is still the primary 

source for the communication of animated advertisement with the highlighted element of entertainment. Entertainment 

is a factor of joy that provides pleasure to customer (Elinami John, 2012) [7]. The study found that the animated ads 

prompt better advertising effect and has better retention and recall capabilities (Yoo, Kim& Stout, 2010) [8]. 

In recent years the numbers of competitors are increasing and industry is growing rapidly and everyone is 

looking for a unique means to attract the customer. The unique mean that grasp the maximum attention is 

entertainment through animated advertisement (Khanum, Shareef & Khanam, 2015) [9]. Advertisers are using 

animation as the execution of the message for the children and adults both. Uniroyal executive states that the 61% 

awareness generated in the consumer by the animated advertisement (Alen, Hair & Bush, 1983) [10]. 

Information sharing through animation is a major step to influence the style of society for better future. 

Moreover organization and government affiliates are also using the animated ads to make the public aware of social 

problems like pollution and for other moral lesson. The reason to use animation is it gives a nature feeling and 

everyone can see each aspect and more attention grasping and long lasting. Moreover the flavor of entertainment 

enhances the impact of animated advertisement 1000 times (Ariel, 2012). 

Animation is a commercial made up completely of a series of illustration including no real life situation. 

Animations have ability to show everything with a real flavor that they are feeling those things like people flying, 

animal dancing and objects dancing. Advertisers use it for the execution of their idea as it’s a low cost medium, 

8 



J. Basic. Appl. Sci. Res., 6(9)7-16, 2016 

 

 

 

convenient and a fair pool. Animation and television are associated from the beginning and through animation not only 

describe the product features but also create a real scenario of the product. Animated advertisement is more influential 

as it does not use any celebrity mostly used cartoon characters. (Khanum, Shareef & Khanam, 2015). Animated ads are 

the medium in which animated characters that are used to convey message (Sabrina & Schuman, 2013) [11]. 

The success of any message depends on three things. 

• Similarity 

• Familiarity 

• Likeability 

Similarity: similarity with the product depend on the association with the product and consumer prefer to buy that 

product from which they feel association and to create that association the use of animated advertisement is 

enhanced.  

Familiarity: it’s the knowledge about the product gain through continuous exposure. 

Likeability: Advertisers must look which personality is better for their product advertisement and the personality 

should be recognized by the public (Tanvir, Arif, 2012). 

The purchase that is instantly done without planning is known as impulse buying. 

The Impulse buying should be: 

• Unintended 

• Unreflective 

• Immediate buying 

A kind of purchase which need arises when sees that product in store due to animated advertisement (Tanvir, Arif, 

2012).In modern market spontaneous urge to buy a product compete with the actual necessities of consumer because 

today people want more than the necessities. They want luxuries in their life for that there is a competition between 

necessities and luxuries (Dennis W. Rook, 1987) [12].  Dennis W. Rook (1987) says impulse buying is not an 

unplanned urge to buy something. He defines the impulse buying in the following words: 

“Impulse buying occur when consumer experience a sudden often powerful urge to buy something immediately. The 

impulse to buy is hedonically complex and may stimulate emotional conflict.”  

Human nature also effect on the impulse buying behavior and this nature gets change from product to product 

(Tanvir, Arif, 2012). 

Problem statement: 

The use of persuasive marketing techniques is also use such as promotional characters, premium and use of 

celebrity. The aim of this research paper is entirely new and no one studied yet in Pakistan that what’s the 

moderating role of entertainment between animated advertisement and adulthood buying behavior. 

Research question: 

• What is the impact of entertainment on the relation of animated advertisement and adult impulse buying 

behavior? 

Theoretical framework: 

On the base of secondary data few variables are identified and model is designed. 
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Moderating variable: 

Moderating variable is a variable that effect strength of relation between independent and dependent variables R. M., 

& Kenny, D. A. (1986) [13]. 

Hypothesis 

H1: There is a relation between animated advertisement and adult impulse buying. 

H2: There is an impact of animated character on adult impulse buying. 

H3: There is a relationship between recall and adult impulse buying. 

H4: There is a link between attention and adult impulse buying. 

H5: Attitude and adult impulse buying has a relationship. 

H6: Ad liking and adult impulse buying are linked. 

H7: Brand awareness and adult impulse buying are associated. 

H8: Relationship between consumer buying behavior and animated ad is affected by entertainment. 

Variables: 

Entertainment: It’s an individual experience to a specific consumption that result in satisfaction of desire due to 

hedonic expression. Advertisements need to be interesting and enjoyable in creative ways to attract consumers’ 

attention (Uchenna & Lee, 2012) [14] 

Attitude: A tendency to react towards an advertisement either favorably or unfavorably (Uchenna & Lee, 2012). 

Brand awareness: It’s the ability to refresh memory when brand name called (Sally, 2012) [15]. 

Recall: Recall it’s the ability of remembrance of what has been heard and seen (Business dictionary, 2016) [16]. 

Attention: it’s an act of carefully thinking, listening and watching something (Merriam Webster, 2016) [17]. 

Ad liking: it’s a feeling of attraction towards something (Free dictionary 2016) [18]. 

Animated character: it’s a creation of animated person which move, look and interact with environment 

(webopedia, 2016) [19]. 

Impulse buying: A purchase that is instantly done without planning known as impulse buying (Tanvir, Arif, 2012) 

 

METHODOLOGY 

 

Quantitative method: 

According to Creswell (2009) [20] there are three research designs that are qualitative, quantitative and mixed 

method. Our data collection method is quantitative for which we have used a close ended question with framed 

numbers. 

Approach: 

Deductive and inductive are two main approaches in scientific research (Depoy & Gitlin, 2005) [21]. We chose the 

deductive approach we were not formulate a new theory we just analyzed he impact of entertainment on animated 

advertisement and adult impulse buying behavior.  

Data: 

The data was collected using questionnaire. The data was collected only from the adults to see the impact of 

entertainment on animated advertisement and adult impulse buying. The sample size for carrying out this research 

was of 300 respondents. 

Both the primary and secondary data collection methods were used in this study. For primary data collection used 

questionnaire and for the secondary study different kind of material through which determine the various dimension 

of the variable that is under study.  

Data analysis: 

The data was analyzed by using different kind of statistical test to check whether there was an impact of 

entertainment on independent and dependent variable or not. 

The data collected through the questionnaire was given a coding from 1 to 5. The questionnaires used for the data 

collection are the following: for animated character use the questionnaire design by the Sabrina M. Neeley & 

David W. Schumann, for attitude use the questionnaire design by the Hui-Hua Hsu, for brand awareness uses the 

questionnaire design by the Christina Svensson, Hanna Bornmark & Asa Goransson, for impulse buying uses the 

questionnaire design by the Wahida Shahan Tinne, for ad liking uses the questionnaire design by the linhart, for ad 

liking uses the questionnaire design by the Archita; for entertainment uses the questionnaire design by Azizul 

Yaakop & Jane Hemsley-Brown2. 

 

Reliability: 

To enhance the credibility of research first applied the reliability analysis to check the reliability of variables. 
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Variable Cron Batch Alpha 

Animated character .703 

Attention .714 

Attitude .710 

Brand awareness .705 

Impulse buying .778 

Ad liking .715 

Recall .700 

Entertainment .716 
 

The reliability of each variable is more than .7 which is a good level of reliability which shows that if in the same 

conditions of the study again repeated than results would be same. 

 

Multiple Regressions: 

Table 1 
Model Summary 

Model R R Square Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .471a .222 .203 5.03265 

a. Predictors: (Constant), Animated_character, Brand_awareness, Attention, recall, 
Attitude, ad_liking 

 

Table 1 shows that 47.1%  change  occur in impulse buying because of  independent variable. 
 

Table 2 
ANOVAb 

Model Sum of Squares Df Mean Square F Sig. 

1 Regression 1758.241 6 293.040 11.570 .000a 

Residual 6154.595 243 25.328   

Total 7912.836 249    

a. Predictors: (Constant), Animated_character, Brand_awareness, Attention, recall, Attitude, ad_liking 

b. Dependent Variable: Impulse_buying    

 

Table 2 shows that model is significant. 
 

Table 3 
Coefficientsa 

Model Unstandardized Coefficients Standardized 

Coefficients 

T Sig. 

B Std. Error Beta 

1 (Constant) 7.815 4.150  1.883 .061 

Attention .074 .116 .038 .642 .522 

Attitude .524 .112 .297 4.662 .000 

Brand_awareness .197 .102 .110 1.925 .055 

ad_liking .086 .103 .054 .837 .404 

Recall .426 .131 .197 3.244 .001 

Animated_character .216 .114 .118 1.905 .058 

a. Dependent Variable: Impulse_buying     

 

Impulse buying = 7.815+ .074(attention) +.524(attitude) +.197(brand awareness) +.086(ad liking) +.426(recall) 

+.216(Animated character) 

The model equation shows that all variable has positive relation. The increase in one unit of all these variables leads 

to increase in impulse buying. Attitude, brand awareness, recall and animated character are all significant variables. 

Ad liking and attention are non-significant variables. 

 

Moderating variable impact: 

Table 4 
Model Summary 

Model R R Square Adjusted R Square Std. Error of the 

Estimate 

1 .285a .081 .077 5.41494 

a. Predictors: (Constant), interaction_1  
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The table shows that entertainment as moderator strengthen the relation of animated character and impulse buying 

by 28.5%. 

Table 5 
Coefficientsa 

Model Unstandardized Coefficients Standardized 

Coefficients 

T Sig. 

B Std. Error Beta 

1 (Constant) 31.518 1.369  23.024 .000 

interaction_1 .020 .004 .285 4.676 .000 

a. Dependent Variable: Impulse_buying    
 

Interaction item 1 is a significant variable and has a positive impact. 

Impulse buying = 31.518 + .020 (Interaction_1) 
 

Table 6 
Model Summary 

Model R R Square Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .165a .027 .023 5.57144 

a. Predictors: (Constant), interaction_2  

 

Table 6 shows the impact of moderation when an interaction item is made between entertainments and recall that 

leads a change of 16.5 % in impulse buying. 
 

Table 7 
Coefficientsa 

Model Unstandardized Coefficients Standardized 

Coefficients 

T Sig. 

B Std. Error Beta 

1 (Constant) 35.073 1.065  32.939 .000 

interaction_2 .014 .005 .165 2.630 .009 

a. Dependent Variable: Impulse_buying    

 

Table 7 shows that interaction time 2 has a positive relation with impulse buying and a non-significant variable. 

Impulse buying = 35.073 + .014 (interaction_2) 
 

Table 8 
Model Summary 

Model R R Square Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .345a .119 .116 5.30106 

a. Predictors: (Constant), interaction_3  

 

34.5% change in impulse buying is due to interaction_3 that is a multiplication of entertainment with attention. 
 

Table 9 
Coefficientsa 

Model Unstandardized Coefficients Standardized 

Coefficients 

T Sig. 

B Std. Error Beta 

1 (Constant) 30.288 1.325  22.860 .000 

interaction_3 .022 .004 .345 5.795 .000 

a. Dependent Variable: Impulse_buying    
 

Interaction_3 has a positive relation and a significant variable. 

Impulse buying = 30.288 + .022 (interaction_3) 
 

Table 10 
Model Summary 

Model R R Square Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .158a .025 .021 5.57807 

a. Predictors: (Constant), interaction_4  
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15.8 % change in impulse buying is due to interaction_4 that is a multiplication of entertainment with attitude. 

 

Table 11 
Coefficientsa 

Model Unstandardized Coefficients Standardized 

Coefficients 

T Sig. 

B Std. Error Beta 

1 (Constant) 34.248 1.425  24.032 .000 

interaction_4 .010 .004 .158 2.512 .013 

a. Dependent Variable: Impulse_buying    

 

Interaction_4 has a positive relation and a non-significant variable. 

Impulse buying = 34.248 + .010 (interaction_4) 

 

Table 12 
Model Summary 

Model R R Square Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .241a .058 .054 5.48154 

a. Predictors: (Constant), interaction_5  

 

24.1% change in impulse buying is due to interaction_5 that is a multiplication of entertainment with ad liking. 

 

Table 13 

 
Coefficientsa 

Model Unstandardized Coefficients Standardized 

Coefficients 

T Sig. 

B Std. Error Beta 

1 (Constant) 32.743 1.316  24.880 .000 

interaction_5 .014 .004 .241 3.917 .000 

a. Dependent Variable: Impulse_buying    

 

Interaction_5 has a positive relation and a significant variable. 

Impulse buying = 32.743 + .014 (interaction_5) 

 

Table 14 
Model Summary 

Model R R Square Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .215a .046 .042 5.51631 

a. Predictors: (Constant), interaction_6  

 

21.5 % change in impulse buying is due to interaction_6 that is a multiplication of entertainment with brand 

awareness. 

Table 15 
Coefficientsa 

Model Unstandardized Coefficients Standardized 

Coefficients 

T Sig. 

B Std. Error Beta 

1 (Constant) 32.406 1.570  20.645 .000 

interaction_6 .012 .004 .215 3.469 .001 

a. Dependent Variable: Impulse_buying    

 

Interaction_6 has a positive relation and a significant variable. 

Impulse buying = 32.406 + .012 (interaction_6) 
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Overall moderation impact: 

 
Correlations 

 Impulse_buying Interaction_ite

m 

Pearson Correlation Impulse_buying 1.000 .254 

Interaction_item .254 1.000 

Sig. (1-tailed) Impulse_buying . .000 

Interaction_item .000 . 

N Impulse_buying 250 250 

Interaction_item 250 250 

 

The above table shows the relationship between moderating variable that is shown as interaction item which comes 

by adding all the independent variables and making them a common variable and then multiplies with moderating 

variables and impulse buying. The table shows that there is weak positive correlation between interaction item and 

impulse buying. 

 
 

The model summary shows that 25.4% relationship of dependent and independent variables is got stronger by the 

moderating variable entertainment which shows that 25% adult took a decision of impulse buying due to 

entertaining animated advertisement. 

 
ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 509.725 1 509.725 17.075 .000b 

Residual 7403.111 248 29.851   

Total 7912.836 249    

a. Dependent Variable: Impulse_buying 

b. Predictors: (Constant), Interaction_item 

 

The Anova table shows that significant value is less than 0.05 which means model is significant. 

 
Coefficientsa 

Model Unstandardized Coefficients Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 (Constant) 31.533 1.536  20.534 .000 

Interaction_item .003 .001 .254 4.132 .000 

a. Dependent Variable: Impulse_buying 

 

The coefficient table shows interaction item has a positive and significant impact. 

Impulse buying = 31.533 + .003 (interaction_ item) 

 

Result: 

The study shows that the 47.1% change in impulse buying is because of six independent variables mention in the 

model. The overall act of moderating variable on the relation of dependent and independent variables is 25.4% out 

of 47.1% change of the total change which is a major segment which means approximately half of the adult took a 

decision of impulse buying due to entertainment element of animated advertisement. 

 

Discussion: 

To check the reliability of each item reliability test is applied and seen that each item reliability is .7 or more than it 

which shows all items are reliable and give consistent results under the same conditions every time. 

14 



J. Basic. Appl. Sci. Res., 6(9)7-16, 2016 

 

 

 

The result of the study shows that impulse buying affected by the animated advertisement and entertainment 

as moderator has an impact on their relation. The change incurs in impulse buying due to animated advertisement. 

47.1% change occurs due to animated advertisement in impulse buying behavior. The significant value is less than 

0.05 which means that the model is valid for the study. With all the independent variables impulse buying has a 

positive relation mean each unit increase in independent variable cause can increase of unit in dependent variable 

that is impulse buying. Attitude, brand awareness, recall and animated character are significant variables while 

attention and animated character are non-significant. The overall impact of moderating variable is 25.4% while on 

the relation of animated character and impulse buying is 28.5%, with recall is 16.5%, with attention is 34.5%, with 

attitude is 15.8%, with ad liking is 24.1% and with brand awareness is 21.5%. so entertainment has an impact on 

each independent and dependent variable and with different percentage strengthen their relation while the overall 

impact is 25.4%.  The study shows that all the models are valid and all the independent variables had a positive 

relation with dependent and change in them cause a change in impulse buying. Similar is the case with the 

moderating variable. 

Shah, Khan, Habib (2015) conducted a study on “Role of product characteristics and animated spokesperson 

characteristics on children buying behavior” concluded firm designs animated spokesperson to attract children and 

teenagers. Animated spokesperson characters are liked in Pakistan. 

Khanam, shareef, Hanif (2015) conducted a study on “The Effects of Animation in TV Commercials on 

Information Recall” concluded that animated advertisement has a positive impact on recalling. 

Neetu, Rachna (2010) [22] conducted a study on “Influence of media on kids buying behavior in Indore city” 

concluded that media has strong impact on buying behavior. 

 

Conclusion: 

The study concluded that animated advertisement has an impact on the buying behavior of the adults of 

Pakistan and it’s a considerable segment that should be targeted and a lot of revenue can be gain from this segment. 

This segment act as a market niche because it is consider that animated ad impact only on the children’s but the 

study shows it also has an impact on adults. The study also concluded that entertainment has a big role in it and 

people are getting impressed by the animated advertisement due to entertainment and taking their purchase decision. 

 

Recommendation: 

The study can be a comparison between traditional and animated advertisement by taking entertainment as a 

moderating variable and for better results the sample size can be enhanced.  
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