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nation of a product brand? ’low important is .-dvortisirg in
influencing buying decisions? ..hat the other important
factors influencing the buying decisions of Thesecoi’su'iers.

the quo: tions which will be answered ir this study.

100 respondents were interviewed in two areas
Sidim Estate (lower income a -d level) and Mindeneducati-

in comc an.d e<hi c& ti 11 level). In this study,
thi-ee categoi’ies of products were use' — expensive, toileti'y

and cosmetics.
Advertising was found to have little

or persuader among the Sidim respondents. A big majority of

They rely very heavily on their
past experience, and word-of-mouth advertising for their source
of information. Brand loyalty was especially strong in Sidim.

source of informati for toiletry products ajid cosmetics.
however, the strongest source of information, for both areas

s tudy was word—of—i louth advertising.
Advertising was found to have little : a factor

1. f 1 uencirg buying decisions of the respondents of both areas
of study. Majority of Sidi
with the brand’ as
decisions. >ondents (inspite

heights (higher

their higher

m res ondeiits named ’personal experience
the strongest factor influo cins Inlying

“..‘hereas, majority of Minden

the Sidim Estate respondents did not rely on advertising as

power as an informer.

a source of information.

tend to rely moso on advertising

see of

However, Miijden respondents

a buying decision.

A total of

How much doos the consumer rely on advertising for infor—
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