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Abstract

Communication is playing the most crucial part in the success of any 

political party in the election. Political parties used many 

communication tools to spread the messages to the public i.e. nuked 

sabha, pamphlets, hording, organized rally, social media advertising, 

political advertising etc. and trying to convince the public in the favor of 

political party. Political advertising is one of the important tools which is 

using by the every political party to make their political campaign 

effective. A heavy budget is spending on the advertising by the political 

party to create good image among the public. India is a big country and 

having 130 crore population with different age, cast, religion and region. 

In India election are contested mainly on cast, religion, region basis.

The advertisement is playing most crucial role during election time and 

political leader reach to the target audience through political 

advertisement with different appeal and types of Ads. This paper is 

attempts to measure the people perception towards political Ads. For this 

a questionnaire was design to collect the desire information and 

distributed among the 550 respondents through postal and online mode 

in Haryana State and 515 filled up questionnaire were received. The 

results were then analyzed with the help of Chi-Square test. It is found 

that, negative Ads are more effective; apart from these political Ads are 

informative, help to convince the people to cast their vote in favor of the 

political party etc.

Keywords: Political Advertising, Negative Ads, Perception, Rational, 

Emotional Appeal

Introduction

Political communication is one of the key differentiating tools of any 

democratic system and political campaigning during election time is one 

of the widely experienced political communications. Political 

campaigning involves the use of varied modes of communication to 

reach out to the voters to inform, as well as to persuade them for their 

favorable voting behavior towards the party and the candidate 

concerned. As a collection of campaigning tools, political 
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communication has grown from simple form of one-to-one 

communication for political candidate or the party to 

sophisticated technology driven strategic decision making 

involving the use of mix of campaigning tools. 

As in many other democratic nations, use of advertising as 

political campaigning tool has grown in its significance in 

India also over the past few years. Enlargement of voters‟ 

s ize,  avai labi l i ty  of  technological ly  advanced 

communication opportunities, and also the rising 

complexities and competitiveness in political scenario are 

considered as major reasons for the growing usage of 

advertising in political context. There has been a 

fundamental shift in the balance of political communication 

from news to advertising, and people are now exposed to 

huge amount of political advertising in every election cycle. 

As a result, the commercial use of various forms of mass 

media including television, radio, newspaper etc., has 

increased dramatically, thus bringing a significant increase 

in campaign expenditure. 

There are numerous researches which subscribe to the 

potentials of political advertising. On the basis of empirical 

investigations into the effects of political advertising, it is 

considered as: 

 A valid source of information about the candidates 

during a political campaign.

 A mode for retaining of knowledge and information 

about the candidates, such as their name, stance on 

issues, or image attributes and influencing viewers‟ 

evaluations of the candidates. 

 A basis for influencing voters‟ perceptions of the 

political process in general and their political behavior.

 A source of issue based learning and agenda-setting 

effect, i.e., resulting in changes in the issues that 

respondent's judge as most important. 

 A basis to effect attitude towards the candidate, to 

stimulate the interest in the campaign, to influence vote 

choice and finally the voter turnout.

 Previous researches used experimental design to find 

the influence of political advertising on voting 

decisions, which is viewed as occurring at two levels: 

(1) as a direct stimulus/response type of situation, where 

regardless of content, exposure is tantamount to 

influence and quantity of exposure determines 

candidate choice; or (2) as a vehicle through which 

information about the actual‟ determinants of voting 

behaviour – issues, candidate image, and party 

affiliation - are disseminated.

Review of Literature

Kumar Alok and Pathak Parmod, (2012), in his study 

“Political Advertising in India: A Perspective” found that, 

political advertising is new in India, the soft sell appeal is 

more effective in Indian political scenario and political Ad 

campaigns had little role in Indian politics despite of high 

levels of creativity involved. Ge Wage, (2013), in his study 

“Election and the third-person Effect: Voters' Perception of 

the 2012 first Presidential Debate's Effects” found that, no 

significant difference of third party-person effect between 

the two genders across all variables like gender, age, 

education and occupation etc, where as estimation of others 

people's voting change with the estimation of their own 

voting change, about 77% of the respondents perceived that 

other people were more likely to change their final voting 

choice. Mariam Ayad M., (2013) in his study “The Effect of 

Political Advertising on Perceived Bias and Credibility of 

Online News Stories”, this study found that, political ads 

could serve as a prime for readers in evaluating the bias, 

credibility, and news value of an online news article and its 

source. The findings of this study suggest that political 

advertising does not serve as prime for news readers in 

making decisions about the political bias, credibility, and 

news value of an article or news source. Participants in 

different conditions did not vary significantly on their 

perceptions of the article and source. Further, the study 

sought to understand if political affiliation of participants 

affected their evaluation of new article. The findings of this 

study indicate no such effect. Participants' political 

affiliation and the political ad condition they were placed in 

did not interact to affect their perceptions on the news 

article's bias, credibility and news value. Janne Dermody 

and Rechard Scullion (2005) in his study “Young People 

Attitude towards British Political Advertising: Nurturing or 

Impeding Voter Engagement”, the researchers found that, 

level of awareness is high in voters, having unfavorable 

attitude towards most of print advertisement used in the 

election; most young people considered the advertising to 

be at least as persuasive as its commercial cousins and 

evidence provides a mixed picture in terms of role political 

advertising plays in the political dispositions of young 

peoples.  Won Ho Chang, Jae Jin Park and Sung Wook Shim 

(1998), in his study “Effectiveness of Negative Political 

Advertising”, revealed that, there were no significant 

gender differences in evaluating informativeness and 

believability of negative political advertising. But, 

interestingly, in terms of attitudes toward candidates, 

women were more negative toward both the sponsor and 

the target than were men.

The findings suggested that although both younger and 

older people agreed that negative political advertising is not 

informative, older people consider negative political 

advertising as less believable and have more negative 

attitudes toward the sponsor than younger people.

Negative political advertising would be effective with 

lower income level people. They perceived negative 

political advertising as more informative and more 

believable and had more positive attitudes toward the 

sponsor than higher income level people.

Objectives

To study the effective medium of political advertisement 

with reference to demographic characteristics of 

respondent.

To study the peoples' perception towards political 

advertisement in respect of type of appeal, medium, 

effectiveness and informative and credibility of 

advertisement.

Hypothesis

Ho1: No significance difference among the respondent 

about effective medium of advertisement with reference to 

their demographic characteristics.

Ho2: Perception towards political advertisement is same in 

respect of type of appeal, medium, effectiveness and 

informative of ads and credibility of ads with reference to 

demographic characteristic of respondents.

Research Methodology

The exploratory and Descriptive research design were used 

for this study and a structured questionnaire was design to 

collect the primary data, total 550 questionnaire were 

distributed among the respondents in the state of Haryana 

through postal and online mode, out of these 515 filled up 

valid questionnaire were received from the respondents 

according to different age group, residential status and 

cast/religion etc.. The results presented here are on the basis 

of these 515 responses received from the respondents 

according to their demographic characteristics. The χ2 test 

used to analyze the data. Accordingly the results are 

presented here.

Results

Ho1: No significance difference among the respondent 

about effective medium of advertisement with reference to 

their demographic characteristics.

Table 1: Effective medium of advertisement according to demographic characteristics

 

Demographic 
Variable  

Category Print Video Print     
& 

Video 

Print, 
Audio             

& 
Video 

Audio 
& 

Video 

Print 
& 

Audio 

Total  Chi 
Square 

Value/P-
Value 

Result 
Accept/
Reject 

Ho 
Age 18-30 74 42 98 73 5 05 295 .007 0.05> 

0.007 
Reject 31-45 26 25 84 50 0 00 195 

46 and above 05 05 20 05 0 00 035 

Total  105 70 202 128 05 05 515 
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from news to advertising, and people are now exposed to 

huge amount of political advertising in every election cycle. 
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information about the actual‟ determinants of voting 
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political advertising is new in India, the soft sell appeal is 

more effective in Indian political scenario and political Ad 

campaigns had little role in Indian politics despite of high 

levels of creativity involved. Ge Wage, (2013), in his study 

“Election and the third-person Effect: Voters' Perception of 

the 2012 first Presidential Debate's Effects” found that, no 

significant difference of third party-person effect between 

the two genders across all variables like gender, age, 

education and occupation etc, where as estimation of others 

people's voting change with the estimation of their own 

voting change, about 77% of the respondents perceived that 

other people were more likely to change their final voting 

choice. Mariam Ayad M., (2013) in his study “The Effect of 

Political Advertising on Perceived Bias and Credibility of 
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could serve as a prime for readers in evaluating the bias, 

credibility, and news value of an online news article and its 

source. The findings of this study suggest that political 

advertising does not serve as prime for news readers in 

making decisions about the political bias, credibility, and 

news value of an article or news source. Participants in 

different conditions did not vary significantly on their 

perceptions of the article and source. Further, the study 

sought to understand if political affiliation of participants 

affected their evaluation of new article. The findings of this 

study indicate no such effect. Participants' political 

affiliation and the political ad condition they were placed in 

did not interact to affect their perceptions on the news 

article's bias, credibility and news value. Janne Dermody 
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Impeding Voter Engagement”, the researchers found that, 
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be at least as persuasive as its commercial cousins and 

evidence provides a mixed picture in terms of role political 
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Advertising”, revealed that, there were no significant 

gender differences in evaluating informativeness and 

believability of negative political advertising. But, 

interestingly, in terms of attitudes toward candidates, 

women were more negative toward both the sponsor and 

the target than were men.

The findings suggested that although both younger and 

older people agreed that negative political advertising is not 

informative, older people consider negative political 

advertising as less believable and have more negative 
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lower income level people. They perceived negative 

political advertising as more informative and more 

believable and had more positive attitudes toward the 

sponsor than higher income level people.
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advertisement in respect of type of appeal, medium, 
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Demographic 
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Video 

Print 
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Square 

Value/P-
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Table 1 revealed that, print, print & video and print, audio 

and video medium of political advertisement are effective 

across the different age group, different residential status, 

different educational group, according to marital status and 

different cast group. The combination of print  & video and 

print, audio and video are more effective 18-30 age group, 

married group, among urban population, among General & 

OBC category and among the post graduate and higher 

education qualification. No single medium of political 

advertisement is effective to convince the voters in their 

favor. Therefore the null hypothesis is rejected at 5% level 

of significance.

Ho2: Perception towards political advertisement is same in 

respect of type of appeal, medium, effectiveness and 

informative of ads and credibility of ads with reference to 

demographic characteristic of respondents. 

Table 2 revealed that, negative political Ads are more 

effective, different from the product Ads, but   negative Ads 

invoke negative feeling among the voters and its harm the 

image of sponsor and the candidate himself at 95% level of 

significance i.e. there is significance different among the 

respondents as far as different age is concern. Young 

respondents between age group of 18-30 and 31-45 are 

agreed that, the type of Ads have significant impact on 

receiver.

 

Demographic 
Variable  

Category Print Video Print     
& 

Video 

Print, 
Audio             

& 
Video 

Audio 
& 

Video 

Print 
& 

Audio 

Total  Chi 
Square 

Value/P-
Value 

Result 
Accept/
Reject 

Ho 
Marital Status Married 66 30 113 76 0 0 285 .001 0.05> 

0.001 
Reject Unmarried 39 40 89 52 05 05 230 

Total 105 70 202 128 05 05 515 

Residential 
Status  

Rural 55 35 77 38 05 00 210 .000 0.05> 
0.000 
Reject Urban 50 35 125 90 0 05 305 

Total  105 70 202 128 05 05 515 

Cast General 55 15 95 75 05 05 250 .000 0.05> 
0.000 

 
Reject 

OBC/BC 40 35 72 48 00 00 195 

SC/ST 10 20 35 05 00 00 070 

Total  105 70 202 128 05 05 515 

Education Other 10 05 10 05 00 00 030 .000 0.05> 
0.000 

 
Reject 

PG 69 45 107 74 05 05 305 

PH.D 21 10 65 49 00 00 145 

UG 05 10 20 00 00 00 035 

Total  105 70 202 128 05 05 515 

(Source: Primary data collected through questionnaire during October to December, 2020)

Table 2: Peoples' perception towards types of political ads and types of ads appeal with reference to different age group

 

Statement 
Types of Political Ads  

Age Effective  Neutral Not effective Total  Chi 
square 

value/P-
Value 

Result 
Accept/Reject 

Ho 

T1 
Negative  Vs Positive 

18-30 165 50 80 295 0.0001 0.05> 0.0001 
 

Reject 
31-45 95 30 70 185 
46 above 00 5 30 35 
Total  260 85 180 515 

T2 
Differ from Product Ads  

18-30 250 20 25 295 0.0001 0.05> 0.0001 
 

Reject 
31-45 140 15 35 185 
46 above 15 10  35 
Total  410 45 60 515 

 

Statement 
Types of Political Ads  

Age Effective  Neutral Not effective Total  Chi 
square 

value/P-
Value 

Result 
Accept/Reject 

Ho 

T3 
Negative Ads Invoke negative 
feeling 

18-30 205 60 30 295 0.0004 0.05> 0.0004 
 

Reject 
31-45 125 25 35 185 
46 above 15 0 0 35 
Total  345 85 65 515 

T4 
Negative Ads Strategies 
 

18-30 185 35 75 295 0.0003 0.05> 0.0003 
 

Reject 
31-45 105 50 30 185 
46 above 015 15 05 35 
Total  305 100 110 515 

T5 
Negative Ads harm the image of 
candidates and Political party.  

18-30 150 85 60 295 0.0004 0.05> 0.0004 
 

Reject 
31-45 060 45 80 185 
46 above 005 10 20 35 
Total  215 140 160 515 

 (Type of Appeal)  
A1 Rational appeal 

18-30 205 40 50 295 0.007 0.05> 0.007 
 

Reject 
31-45 120 25 40 185 
46 above 025 10 00 35 
Total  350 75 90 515 

A2 
Emotional appeal 

18-30 215 30 50 295 0.745 0.05< 0.745 
 

Accept 
31-45 125 25 30 185 
46 above 025 05 05 35 
Total  365 60 90 515 

A3 
Fear appeal 

18-30 65 70 160 295 0.007 0.05> 0.007 
 

Reject 
31-45 70 50 065 185 
46 above 10 20 005 35 
Total  145 140 230 515 

A4 
Moral appeal 

18-30 130 60 105 295 0.0024 0.05> 0.0024 
 

Reject 
31-45 060 40 085 185 
46 above 005 10 020 35 
Total  195 110 210 515 

A5 
Moral appeal 

18-30 165 80 50 295 0.106 0.05< 0.106 
 

Accept 
31-45 090 45 50 185 
46 above 020 10 05 35 
Total  275 135 105 515 

A6 
Informational appeal 

18-30 125 55 115 295 0.005 0.05> 0.005 
 

Reject 
31-45 090 30 065 185 
46 above 000 20 015 35 
Total  215 105 195 515 

A7 
Soft sell appeal 

18-30 160 100 35 295 0.001 0.05> 0.001 
 

Reject 
31-45 130 020 35 185 
46 above 005 010 20 35 
Total  295 130 90 515 

(Source: Primary data collected through questionnaire during October to December, 2020) 
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18-30 250 20 25 295 0.0001 0.05> 0.0001 
 

Reject 
31-45 140 15 35 185 
46 above 15 10  35 
Total  410 45 60 515 

 

Statement 
Types of Political Ads  

Age Effective  Neutral Not effective Total  Chi 
square 

value/P-
Value 

Result 
Accept/Reject 

Ho 

T3 
Negative Ads Invoke negative 
feeling 

18-30 205 60 30 295 0.0004 0.05> 0.0004 
 

Reject 
31-45 125 25 35 185 
46 above 15 0 0 35 
Total  345 85 65 515 

T4 
Negative Ads Strategies 
 

18-30 185 35 75 295 0.0003 0.05> 0.0003 
 

Reject 
31-45 105 50 30 185 
46 above 015 15 05 35 
Total  305 100 110 515 

T5 
Negative Ads harm the image of 
candidates and Political party.  

18-30 150 85 60 295 0.0004 0.05> 0.0004 
 

Reject 
31-45 060 45 80 185 
46 above 005 10 20 35 
Total  215 140 160 515 

 (Type of Appeal)  
A1 Rational appeal 

18-30 205 40 50 295 0.007 0.05> 0.007 
 

Reject 
31-45 120 25 40 185 
46 above 025 10 00 35 
Total  350 75 90 515 

A2 
Emotional appeal 

18-30 215 30 50 295 0.745 0.05< 0.745 
 

Accept 
31-45 125 25 30 185 
46 above 025 05 05 35 
Total  365 60 90 515 

A3 
Fear appeal 

18-30 65 70 160 295 0.007 0.05> 0.007 
 

Reject 
31-45 70 50 065 185 
46 above 10 20 005 35 
Total  145 140 230 515 

A4 
Moral appeal 

18-30 130 60 105 295 0.0024 0.05> 0.0024 
 

Reject 
31-45 060 40 085 185 
46 above 005 10 020 35 
Total  195 110 210 515 

A5 
Moral appeal 

18-30 165 80 50 295 0.106 0.05< 0.106 
 

Accept 
31-45 090 45 50 185 
46 above 020 10 05 35 
Total  275 135 105 515 

A6 
Informational appeal 

18-30 125 55 115 295 0.005 0.05> 0.005 
 

Reject 
31-45 090 30 065 185 
46 above 000 20 015 35 
Total  215 105 195 515 

A7 
Soft sell appeal 

18-30 160 100 35 295 0.001 0.05> 0.001 
 

Reject 
31-45 130 020 35 185 
46 above 005 010 20 35 
Total  295 130 90 515 

(Source: Primary data collected through questionnaire during October to December, 2020) 
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Further, type of appeal i.e. rational appeal, fear appeal, 

moral appeal, Informative and soft sale appeal have 

positive impact on the receiver, whereas, humor appeal has 

no significant impact on the receiver  as far as different age 

is concern at 95% level of significance.

Table 3 revealed that, respondents are having different 

opinion regarding informative of political Ads i.e. inject 

awareness, spread message to the masses, grab attention of 

electorates, display development agenda of the political 

party and helpful to convince the people to cast their vote in 

favors of political party i.e. there is significance difference 

among the respondent as far as different age is concerned at 

95% level of significance. Young age respondent i.e. 

between age group 18-30 and 31-45 are having positive 

opinion towards the political Ads i.e. they are informative.

Table 3: Peoples' perception towards in formativeness of political ads 

and credibility of ads with reference to different age group

 

Statement 

(Informative) 

Age Inject Neutral Not Inject Total  Chi square 
value/P-
Value 

      Result 

Accept/Reject 

         Ho 

I1 

Inject awareness 

18-30 75 80 140 295 0.002 0.05> 0.002 

 

Reject 
31-45 70 25 090 185 

46 above 30 00 005 35 

Total  175 105 235 515 

I2 

Bring political messages to 
the masses 

18-30 205 30 60 295 0.001 0.05> 0.001 

 

Reject 
31-45 140 15 30 185 

46 above 010 05 20 35 

Total  355 50 110 515 

I3 

Grab the attention of 
electorates 

18-30 205 45 45 295 0.004 0.05> 0.004 

 

Reject 
31-45 130 10 45 185 

46 above 025 05 05 35 

Total  360 60 95 515 

I4 

Display the development 
agenda 

18-30 185 55 55 295 0.0002 0.05> 0.0002 

 

Reject 
31-45 115 15 55 185 

46 above 005 10 20 35 

Total  305 80 130 515 

I5 

 Cast the vote in faviour of 
political party 

18-30 190 50 55 295 0.002 0.05> 0.002 

 

Reject 
31-45 130 20 35 185 

46 above 015 15 05 35 

Total  335 85 95 515 

(Credibility of Ads)  

C1 Always persuasive 

18-30 150 95 50 295 0.002 0.05> 0.002 

 

Reject 
31-45 080 55 50 185 

46 above 015 15 05 35 

Total  145 165 105 515 

C2 

Create positive image 

18-30 195 45 60 295 0.0002 0.05> 0.0002 

 

Reject 
31-45 105 55 25 185 

46 above 005 10 20 35 

Total  305 110 105 515 

C3 

Trustworthy 

18-30 35 70 190 295 0.7712 0.05< 0.7712 

 

Accept 
31-45 20 40 125 185 

46 above 05 10 020 35 

Total  60 120 335 515 

C4 

Credible 

18-30 60 90 145 295 0.014 0.05> 0.014 

 

Reject 
31-45 30 35 120 185 

46 above 05 10 020 35 

Total  95 135 285 515 

 

Statement 

(Informative) 

Age Inject Neutral Not Inject Total  Chi square 
value/P-
Value 

      Result 

Accept/Reject 

         Ho 

C5 

Celebrity make Ads more 
effective 

18-30 190 45 60 295 0.0002 0.05> 0.0002 

 

Reject 
31-45 130 20 35 185 

46 above 010 15 10 35 

Total  330 80 105 515 

C6 

Carries a moral 
implication 

18-30 80 85 130 295 0.035 0.05> 0.035 

 

Reject 
31-45 30 65 90 185 

46 above 05 10 20 35 

Total  115 160 240 515 

C7 

Raises controversial issues 

18-30 160 60 55 295 0.002 0.05> 0.002 

 

Reject 
31-45 115 25 45 185 

46 above 015 20 00 35 

Total  290 125 100 515 

(Source: Primary data collected through questionnaire during October to December, 2020) 

Further, as far as effectiveness and credibility of Political 

Ads i.e. pervasive, helpful to create positive image of the 

candidate and the political party, Ads are credible, celebrity 

in Ads are more effective, political Ads are helpful to raise 

many controversial social issue is concerned people are 

having different opinion i.e. there is significance difference 

among the respondent as far as different age is concerned at 

95% level of significance except trustworthiness of the Ads. 

Mostly people are having negative opinion toward the 

political Ads toward the effectiveness and trustworthiness 

of Ads.

Table 4: Peoples' perception towards types of political ads and 

types of ads appeal with reference to different residential status

 

Statement 

Types of Political Ads  

Residential 
Status 

Effective Neutral Not 
effective 

Total  Chi square 
value/P-

Value 

      Result 

Accept/Reject 

          Ho 

T1 

Negative  Vs Positive 

Rural 105 35 70 210 0.0006 0.05> 0.0006 

 

Reject 
Urban 145 50 110 305 

Total  250 85 180 515 

T2 

Differ from Product Ads  

Rural 145 25 40 210 0.001 0.05> 0.001 

 

Reject 
Urban 265 20 20 305 

Total  410 45 60 515 

T3 

Negative Ads Invoke 
negative feeling 

Rural 110 50 45 210 0.001 0.05> 0.001 

 

Reject 
Urban 255 30 20 305 

Total  365 80 65 515 
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Further, type of appeal i.e. rational appeal, fear appeal, 

moral appeal, Informative and soft sale appeal have 

positive impact on the receiver, whereas, humor appeal has 

no significant impact on the receiver  as far as different age 

is concern at 95% level of significance.

Table 3 revealed that, respondents are having different 

opinion regarding informative of political Ads i.e. inject 

awareness, spread message to the masses, grab attention of 

electorates, display development agenda of the political 

party and helpful to convince the people to cast their vote in 

favors of political party i.e. there is significance difference 

among the respondent as far as different age is concerned at 

95% level of significance. Young age respondent i.e. 

between age group 18-30 and 31-45 are having positive 

opinion towards the political Ads i.e. they are informative.

Table 3: Peoples' perception towards in formativeness of political ads 

and credibility of ads with reference to different age group

 

Statement 

(Informative) 

Age Inject Neutral Not Inject Total  Chi square 
value/P-
Value 

      Result 

Accept/Reject 

         Ho 

I1 

Inject awareness 

18-30 75 80 140 295 0.002 0.05> 0.002 

 

Reject 
31-45 70 25 090 185 

46 above 30 00 005 35 

Total  175 105 235 515 

I2 

Bring political messages to 
the masses 

18-30 205 30 60 295 0.001 0.05> 0.001 

 

Reject 
31-45 140 15 30 185 

46 above 010 05 20 35 

Total  355 50 110 515 

I3 

Grab the attention of 
electorates 

18-30 205 45 45 295 0.004 0.05> 0.004 

 

Reject 
31-45 130 10 45 185 

46 above 025 05 05 35 

Total  360 60 95 515 

I4 

Display the development 
agenda 

18-30 185 55 55 295 0.0002 0.05> 0.0002 

 

Reject 
31-45 115 15 55 185 

46 above 005 10 20 35 

Total  305 80 130 515 

I5 

 Cast the vote in faviour of 
political party 

18-30 190 50 55 295 0.002 0.05> 0.002 

 

Reject 
31-45 130 20 35 185 

46 above 015 15 05 35 

Total  335 85 95 515 

(Credibility of Ads)  

C1 Always persuasive 

18-30 150 95 50 295 0.002 0.05> 0.002 

 

Reject 
31-45 080 55 50 185 

46 above 015 15 05 35 

Total  145 165 105 515 

C2 

Create positive image 

18-30 195 45 60 295 0.0002 0.05> 0.0002 

 

Reject 
31-45 105 55 25 185 

46 above 005 10 20 35 

Total  305 110 105 515 

C3 

Trustworthy 

18-30 35 70 190 295 0.7712 0.05< 0.7712 

 

Accept 
31-45 20 40 125 185 

46 above 05 10 020 35 

Total  60 120 335 515 

C4 

Credible 

18-30 60 90 145 295 0.014 0.05> 0.014 

 

Reject 
31-45 30 35 120 185 

46 above 05 10 020 35 

Total  95 135 285 515 

 

Statement 

(Informative) 

Age Inject Neutral Not Inject Total  Chi square 
value/P-
Value 

      Result 

Accept/Reject 

         Ho 

C5 

Celebrity make Ads more 
effective 

18-30 190 45 60 295 0.0002 0.05> 0.0002 

 

Reject 
31-45 130 20 35 185 

46 above 010 15 10 35 

Total  330 80 105 515 

C6 

Carries a moral 
implication 

18-30 80 85 130 295 0.035 0.05> 0.035 

 

Reject 
31-45 30 65 90 185 

46 above 05 10 20 35 

Total  115 160 240 515 

C7 

Raises controversial issues 

18-30 160 60 55 295 0.002 0.05> 0.002 

 

Reject 
31-45 115 25 45 185 

46 above 015 20 00 35 

Total  290 125 100 515 

(Source: Primary data collected through questionnaire during October to December, 2020) 

Further, as far as effectiveness and credibility of Political 

Ads i.e. pervasive, helpful to create positive image of the 

candidate and the political party, Ads are credible, celebrity 

in Ads are more effective, political Ads are helpful to raise 

many controversial social issue is concerned people are 

having different opinion i.e. there is significance difference 

among the respondent as far as different age is concerned at 

95% level of significance except trustworthiness of the Ads. 

Mostly people are having negative opinion toward the 

political Ads toward the effectiveness and trustworthiness 

of Ads.

Table 4: Peoples' perception towards types of political ads and 

types of ads appeal with reference to different residential status

 

Statement 

Types of Political Ads  

Residential 
Status 

Effective Neutral Not 
effective 

Total  Chi square 
value/P-

Value 

      Result 

Accept/Reject 

          Ho 

T1 

Negative  Vs Positive 

Rural 105 35 70 210 0.0006 0.05> 0.0006 

 

Reject 
Urban 145 50 110 305 

Total  250 85 180 515 

T2 

Differ from Product Ads  

Rural 145 25 40 210 0.001 0.05> 0.001 

 

Reject 
Urban 265 20 20 305 

Total  410 45 60 515 

T3 

Negative Ads Invoke 
negative feeling 

Rural 110 50 45 210 0.001 0.05> 0.001 

 

Reject 
Urban 255 30 20 305 

Total  365 80 65 515 
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Table 4 revealed that type of political Ads i.e. negative Ads 

are effective, they invoke negative feeling among the voters 

about target candidate and political party, attacking the 

opponent personality, reputation etc. and harm the image of 

the sponsor and the candidate himself are effective 

according to respondent residence, but there is significance 

difference in the opinion as far as rural and urban 

respondent at 95% level of significance. Mostly urban 

respondents are in favors of these attributes of political Ads.

Further, in case of type of political Ads appeal i.e. rational 

appeal, emotional appeal, fear appeal and soft sell appeal is 

concern there is positive impact on the respondents, but 

there is significance different according to residence i.e. 

significance difference at 95% level of significance.

 

Statement 

Types of Political Ads  

Residential 
Status 

Effective Neutral Not 
effective 

Total  Chi square 
value/P-

Value 

      Result 

Accept/Reject 

          Ho 

T4 

Negative Ads Strategies 

Rural 130 30 50 210 0.040 0.05> 0.040 

 

Reject 
Urban 175 70 60 305 

Total  305 110 110 515 

T5 Negative Ads harm 
the image of candidates 

and Political party.  

Rural 100 65 45 210 0.005 0.05> 0.005 

 

Reject 
Urban 115 75 115 305 

Total  215 140 160 515 

 (Type of Appeal)  

A1 Rational appeal 

Rural 140 40 30 210 0.033 0.05> 0.033 

 

Reject 
Urban 210 35 60 305 

Total  350 75 90 515 

A2 

Emotional appeal 

Rural 150 15 45 210 0.013 

 

 

0.05> 0.013 

 

Reject 
Urban 215 45 45 305 

Total  365 60 90 515 

A3 

Fear appeal 

Rural 65 30 115 210 0.002 0.05> 0.002 

 

Reject 
Urban 80 110 115 305 

Total  145 140 230 515 

A4 

Moral appeal 

Rural 90 35 85 210 0.045 0.05> 0.045 

 

Reject 
Urban 105 75 125 305 

Total  195 110 210 515 

A5 

Moral appeal 

Rural 120 70 20 210 0.0003 0.05> 0.0003 

 

    Reject 
Urban 145 65 85 305 

Total  265 135 105 515 

A6 

Informational appeal 

Rural 080 50 80 210 0.205 0.05> 0.205 

 

Accept 
Urban 135 55 115 305 

Total  215 105 195 515 

A7 

Soft sell appeal 

Rural 100 70 40 210 0.0048 0.05> 0.0048 

 

     Reject 
Urban 195 60 50 305 

Total  295 130 130 515 

(Source: Primary data collected through questionnaire during October to December, 2020) 

Table5: Peoples' perception towards in formativeness of political ads and 

credibility of ads with reference to different age residential status.

Statement 

(Informative) 

Residential 
Status 

Inject Neutral Not Inject Total  Chi square 
value/P-

Value  

      Result 

Accept/Reject 

         Ho 

I1 
Inject awareness 

Rural 50 55 105 210 0.0015 0.05> 0.0015 

 

     Reject 

Urban 125 50 130 305 
Total  175 105 235 515 

I2 Bring political 
messages to the masses 

Rural 125 30 55 210 0.0004 0.05> 0.0004 

 

     
Reject

 

Urban 230 20 55 305 
Total

 
355

 
50

 
110

 
515

 
I3

 
Grab the attention of 

electorates
 

Rural
 

125
 

30
 

55
 

210
 

0.0006
 

0.05> 0.0006
 

  

       
Reject

 

Urban
 

235
 

30
 

40
 

305
 

Total
 

360
 

60
 

95
 

515
 

I4
 

Display the development 
agenda

 

Rural
 

115
 

40
 

55
 

210
 

0.152
 

0.05<
 
0.152

 

 

     
Accept

 

Urban
 

190
 

40
 

75
 

305
 

Total
 

305
 

80
 

130
 

515
 

I5
 

 
Cast the vote in faviour 

of political party
 

Rural
 

135
 

30
 

45
 

210
 

0.242
 

0.05<
 
0.242

 

 

     
Accept

 

Urban
 

200
 

55
 

50
 

305
 Total

 
335

 
85

 
95

 
515

 C1(Credibility of Ads)

 Always persuasive

 

Rural

 
80

 
65

 
65

 
210

 
0.002

 
0.05> 0.002

 

 

     

Reject

 

Urban

 

165

 

100

 

40

 

305

 Total

 

245

 

165

 

105

 

515

 C2

 Create positive image

 

Rural

 

115

 

30

 

65

 

210

 

0.007

 

0.05> 0.007

 

 

     

Reject

 

Urban

 

185

 

80

 

40

 

305

 Total

 

300

 

110

 

105

 

515

 

 C3

 Trustworthy

 

Rural

 

25

 

60

 

125

 

210

 

0.053

 

0.05<

 

0.053

 

 

     

Accept

 

Urban

 

35

 

60

 

210

 

305

 Total

 

60

 

120

 

335

 

515

 C4

 Credible

 

Rural

 

30

 

70

 

110

 

210

 

0.0041

 

0.05> 0.0041

 

 

     

Reject

 

Urban

 

65

 

65

 

175

 

305

 Total

 

95

 

135

 

285

 

515

 C5

 

Celebrity make Ads 
more effective

 

Rural

 

130

 

35

 

45

 

210

 

0.712

 

0.05

 

<0.712

 

 

     

Accept

 

Urban

 

200

 

45

 

60

 

305

 
Total

 

330

 

80

 

105

 

515

 
C6

 

Carries a moral 
implication

 

Rural

 

50

 

65

 

95

 

210

 

0.786

 

0.05

 

<0.786

 

 

     

Accept

 

Urban

 

65

 

95

 

145

 

305

 
Total

 

115

 

160

 

240

 

515

 
C7

 
Raises controversial 

issues

Rural

 

105

 

45

 

60

 

210

 

0.0001

 

0.05> 0.0001

 Reject

Urban 185 80 40 305

Total 290 125 110 515

(Source: Primary data collected through questionnaire during October to December, 2020) 
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Table 4 revealed that type of political Ads i.e. negative Ads 

are effective, they invoke negative feeling among the voters 

about target candidate and political party, attacking the 

opponent personality, reputation etc. and harm the image of 

the sponsor and the candidate himself are effective 

according to respondent residence, but there is significance 

difference in the opinion as far as rural and urban 

respondent at 95% level of significance. Mostly urban 

respondents are in favors of these attributes of political Ads.

Further, in case of type of political Ads appeal i.e. rational 

appeal, emotional appeal, fear appeal and soft sell appeal is 

concern there is positive impact on the respondents, but 

there is significance different according to residence i.e. 

significance difference at 95% level of significance.

 

Statement 

Types of Political Ads  

Residential 
Status 

Effective Neutral Not 
effective 

Total  Chi square 
value/P-

Value 

      Result 

Accept/Reject 

          Ho 

T4 

Negative Ads Strategies 

Rural 130 30 50 210 0.040 0.05> 0.040 

 

Reject 
Urban 175 70 60 305 

Total  305 110 110 515 

T5 Negative Ads harm 
the image of candidates 

and Political party.  

Rural 100 65 45 210 0.005 0.05> 0.005 

 

Reject 
Urban 115 75 115 305 

Total  215 140 160 515 

 (Type of Appeal)  

A1 Rational appeal 

Rural 140 40 30 210 0.033 0.05> 0.033 

 

Reject 
Urban 210 35 60 305 

Total  350 75 90 515 

A2 

Emotional appeal 

Rural 150 15 45 210 0.013 

 

 

0.05> 0.013 

 

Reject 
Urban 215 45 45 305 

Total  365 60 90 515 

A3 

Fear appeal 

Rural 65 30 115 210 0.002 0.05> 0.002 

 

Reject 
Urban 80 110 115 305 

Total  145 140 230 515 

A4 

Moral appeal 

Rural 90 35 85 210 0.045 0.05> 0.045 

 

Reject 
Urban 105 75 125 305 

Total  195 110 210 515 

A5 

Moral appeal 

Rural 120 70 20 210 0.0003 0.05> 0.0003 

 

    Reject 
Urban 145 65 85 305 

Total  265 135 105 515 

A6 

Informational appeal 

Rural 080 50 80 210 0.205 0.05> 0.205 

 

Accept 
Urban 135 55 115 305 

Total  215 105 195 515 

A7 

Soft sell appeal 

Rural 100 70 40 210 0.0048 0.05> 0.0048 

 

     Reject 
Urban 195 60 50 305 

Total  295 130 130 515 

(Source: Primary data collected through questionnaire during October to December, 2020) 

Table5: Peoples' perception towards in formativeness of political ads and 

credibility of ads with reference to different age residential status.

Statement 

(Informative) 

Residential 
Status 

Inject Neutral Not Inject Total  Chi square 
value/P-

Value  

      Result 

Accept/Reject 

         Ho 

I1 
Inject awareness 

Rural 50 55 105 210 0.0015 0.05> 0.0015 

 

     Reject 

Urban 125 50 130 305 
Total  175 105 235 515 

I2 Bring political 
messages to the masses 

Rural 125 30 55 210 0.0004 0.05> 0.0004 

 

     
Reject

 

Urban 230 20 55 305 
Total

 
355

 
50

 
110

 
515

 
I3

 
Grab the attention of 

electorates
 

Rural
 

125
 

30
 

55
 

210
 

0.0006
 

0.05> 0.0006
 

  

       
Reject

 

Urban
 

235
 

30
 

40
 

305
 

Total
 

360
 

60
 

95
 

515
 

I4
 

Display the development 
agenda

 

Rural
 

115
 

40
 

55
 

210
 

0.152
 

0.05<
 
0.152

 

 

     
Accept

 

Urban
 

190
 

40
 

75
 

305
 

Total
 

305
 

80
 

130
 

515
 

I5
 

 
Cast the vote in faviour 

of political party
 

Rural
 

135
 

30
 

45
 

210
 

0.242
 

0.05<
 
0.242

 

 

     
Accept

 

Urban
 

200
 

55
 

50
 

305
 Total

 
335

 
85

 
95

 
515

 C1(Credibility of Ads)

 Always persuasive

 

Rural

 
80

 
65

 
65

 
210

 
0.002

 
0.05> 0.002

 

 

     

Reject

 

Urban

 

165

 

100

 

40

 

305

 Total

 

245

 

165

 

105

 

515

 C2

 Create positive image

 

Rural

 

115

 

30

 

65

 

210

 

0.007

 

0.05> 0.007

 

 

     

Reject

 

Urban

 

185

 

80

 

40

 

305

 Total

 

300

 

110

 

105

 

515

 

 C3

 Trustworthy

 

Rural

 

25

 

60

 

125

 

210

 

0.053

 

0.05<

 

0.053

 

 

     

Accept

 

Urban

 

35

 

60

 

210

 

305

 Total

 

60

 

120

 

335

 

515

 C4

 Credible

 

Rural

 

30

 

70

 

110

 

210

 

0.0041

 

0.05> 0.0041

 

 

     

Reject

 

Urban

 

65

 

65

 

175

 

305

 Total

 

95

 

135

 

285

 

515

 C5

 

Celebrity make Ads 
more effective

 

Rural

 

130

 

35

 

45

 

210

 

0.712

 

0.05

 

<0.712

 

 

     

Accept

 

Urban

 

200

 

45

 

60

 

305

 
Total

 

330

 

80

 

105

 

515

 
C6

 

Carries a moral 
implication

 

Rural

 

50

 

65

 

95

 

210

 

0.786

 

0.05

 

<0.786

 

 

     

Accept

 

Urban

 

65

 

95

 

145

 

305

 
Total

 

115

 

160

 

240

 

515

 
C7

 
Raises controversial 

issues

Rural

 

105

 

45

 

60

 

210

 

0.0001

 

0.05> 0.0001

 Reject

Urban 185 80 40 305

Total 290 125 110 515

(Source: Primary data collected through questionnaire during October to December, 2020) 
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Table 5 reveals that, respondents are having different 

opinion towards political Ads i.e. political Ads are 

informative, spread awareness among the people, bring 

political messages to masses, helpful to grab the attention of 

electorates i.e. there is significance difference among the 

respondents at 95% level of significance according to 

residential status. But there is no significance difference 

regarding displaying development agenda of political party 

and convince the people to cast their vote in favor of 

political party at 95% level of significance according to 

residential status.

Further, with regards to effectiveness and credibility of 

political Ads, respondents are having different opinion in 

case of persuasiveness, create positive image of the 

candidates and political party, Ads are credible and helpful 

to raise many controversial social issues i.e. there is 

significance difference at 95% level of significance as far as 

residential status is concerned. People who are leaving in 

urban areas are having positive opinion towards 

effectiveness and credibility of political Ads, but in case of 

trustworthiness, carrying moral values and celebrity in 

political Ads is concerned there is no significance 

difference among the people at 95% level of significance. 

People are having negative opinion toward these attributes 

of political Ads.

Table 6 reveals that, with regards to types of political Ads 

i.e. negative Ads are more effective than positive Ads, its 

invoke negative feelings among the voters about the target 

candidate and political party, political Ads different from 

products Ads, attack the opponent personality and harm the 

image of the sponsor and the candidate himself there is a 

different opinion among the respondent at 95% level of 

significance i.e. there is significance difference among the 

respondents across the cast/religion.

Further, as far as types of political Ads is concern there is 

significance difference among the people at 95% level of 

significance i.e. with regard to emotional appeal, fear 

appeal, moral appeal, informational appeal and rational 

appeal. All types of appeals are using by the political party.     

Table 6: Peoples' perception towards types of political ads and 

types of ads appeal with reference to different cast group

 

Statement 

Types of Political Ads  

Cast Effective Neutral Not 
Effective 

Total  Chi square 
value/P-

Value 

      Result 

Accept/Reject 

        Ho 

T1 

Negative  Vs Positive 

General 090 60 100 250  0.05> 0.001 

 

     Reject 
OBC/BC 100 20 75 195 0.001 

SC/ST 060 05 05 70 

Total  250 85 180 515 

 T2 

 Differ from Product Ads  

  

General 190 20 40 250  0.0105 

  

  

  

0.05> 0.0105 

 

     Reject 
OBC/BC 165 20 10 195 

SC/ST 55 5 10 70 

Total  410 45 60 515 

T3 

Negative Ads Invoke 
negative feeling 

General 190 25 35 250 0.0012 0.05> 0.0012 

 

     Reject 
OBC/BC 135 40 20 195 

SC/ST 040 20 10 70 

Total  365 85 65 515 

T4 

Negative Ads Strategies 

 

General 135 75 40 250 0.0001 0.05> 0.0001 

 

     Reject 
OBC/BC 125 15 55 195 

SC/ST 045 10 15 70 

Total  305 90 110 515 

T5 

Negative Ads harm the 
image of candidates and 

Political party.  

General 065 70 125 250 0.0005 0.05> 0.0005 

 

     Reject 
OBC/BC 115 50 030 195 

SC/ST 035 20 015 70 

Total  185 140 170 515 

 (Type of Appeal)  

A1 Rational appeal 

General 165 45 40 250 0.154 0.05< 0.154 

 

     Accept 
OBC/BC 135 20 40 195 

SC/ST 050 10 10 70 

Total  355 75 90 515 

 

Statement 

Types of Political Ads  

Cast Effective Neutral Not 
Effective 

Total  Chi square 
value/P-

Value 

      Result 

Accept/Reject 

        Ho 

A2 

Emotional appeal 
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     Reject 
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SC/ST 060 05 05 70 

Total  365 60 90 515 

A3 
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     Reject 
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A4 
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A6 

Informational appeal 
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A7 
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     Reject 
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SC/ST 045 10 15 70 

Total  295 130 90 515 

(Source: Primary data collected through questionnaire during October to December, 2020) 

Table7: Peoples' perception towards in formativeness of political ads and 

credibility of ads with reference to different cast group.

 

Statement 

(Informative) 

Cast Effective Neutral Not 
Effective  

Total  Chi square 
value/P-

Value 

     Result 

Accept/Reject 

        Ho 

I1 

Inject awareness 

General 90 55 105 250  

0.121 

0.05<  0.006 

  Accept OBC/BC 55 40 100 195 

SC/ST 30 10 030 70   

Total  175 105 235 515   
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Table 5 reveals that, respondents are having different 

opinion towards political Ads i.e. political Ads are 

informative, spread awareness among the people, bring 

political messages to masses, helpful to grab the attention of 

electorates i.e. there is significance difference among the 

respondents at 95% level of significance according to 

residential status. But there is no significance difference 

regarding displaying development agenda of political party 

and convince the people to cast their vote in favor of 

political party at 95% level of significance according to 

residential status.

Further, with regards to effectiveness and credibility of 

political Ads, respondents are having different opinion in 

case of persuasiveness, create positive image of the 

candidates and political party, Ads are credible and helpful 

to raise many controversial social issues i.e. there is 

significance difference at 95% level of significance as far as 

residential status is concerned. People who are leaving in 

urban areas are having positive opinion towards 

effectiveness and credibility of political Ads, but in case of 

trustworthiness, carrying moral values and celebrity in 

political Ads is concerned there is no significance 

difference among the people at 95% level of significance. 

People are having negative opinion toward these attributes 

of political Ads.
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i.e. negative Ads are more effective than positive Ads, its 

invoke negative feelings among the voters about the target 

candidate and political party, political Ads different from 

products Ads, attack the opponent personality and harm the 

image of the sponsor and the candidate himself there is a 

different opinion among the respondent at 95% level of 

significance i.e. there is significance difference among the 

respondents across the cast/religion.

Further, as far as types of political Ads is concern there is 

significance difference among the people at 95% level of 

significance i.e. with regard to emotional appeal, fear 

appeal, moral appeal, informational appeal and rational 

appeal. All types of appeals are using by the political party.     

Table 6: Peoples' perception towards types of political ads and 
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T1 

Negative  Vs Positive 

General 090 60 100 250  0.05> 0.001 
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OBC/BC 100 20 75 195 0.001 

SC/ST 060 05 05 70 

Total  250 85 180 515 

 T2 

 Differ from Product Ads  

  

General 190 20 40 250  0.0105 

  

  

  

0.05> 0.0105 
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OBC/BC 165 20 10 195 

SC/ST 55 5 10 70 

Total  410 45 60 515 
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     Reject 
OBC/BC 135 40 20 195 
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SC/ST 045 10 15 70 

Total  305 90 110 515 
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Political party.  

General 065 70 125 250 0.0005 0.05> 0.0005 

 

     Reject 
OBC/BC 115 50 030 195 

SC/ST 035 20 015 70 

Total  185 140 170 515 

 (Type of Appeal)  

A1 Rational appeal 

General 165 45 40 250 0.154 0.05< 0.154 

 

     Accept 
OBC/BC 135 20 40 195 

SC/ST 050 10 10 70 

Total  355 75 90 515 
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OBC/BC 140 10 45 195 

SC/ST 060 05 05 70 
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A3 
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General 65 95 90 250 0.001 0.05> 0.001 

 

     Reject 
OBC/BC 65 40 90 195 

SC/ST 15 05 50 70 

Total  145 140 230 515 

A4 

Moral appeal 

General 85 75 90 250 0.007 0.05> 0.007 

 

     Reject 
OBC/BC 95 30 70 195 

SC/ST 15 05 50 70 

Total  195 110 210 515 

A5 

Moral appeal 

General 120 55 75 250 0.003 0.05> 0.003 

 

     Reject 
OBC/BC 110 70 15 195 

SC/ST 045 10 15 70 

Total  275 135 105 515 

A6 

Informational appeal 

General 100 55 95 250 0.001 0.05> 0.001 

 

     Reject 
OBC/BC 085 50 60 195 

SC/ST 030 00 40 70 

Total  215 105 195 515 

A7 

Soft sell appeal 

General 145 65 30 250 0.006 0.05> 0.006 

 

     Reject 
OBC/BC 105 55 45 195 

SC/ST 045 10 15 70 

Total  295 130 90 515 

(Source: Primary data collected through questionnaire during October to December, 2020) 
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credibility of ads with reference to different cast group.

 

Statement 

(Informative) 

Cast Effective Neutral Not 
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value/P-

Value 

     Result 

Accept/Reject 

        Ho 

I1 

Inject awareness 
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0.121 

0.05<  0.006 
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Table 7 reveals that, with regards to political Ads are 

informative i.e. political Ads are not effective to inject of 

awareness among the people ( no significant at 95% level of 

significance), but helpful to bring political messages to the 

masses, helpful to grab the attention of electorate towards 

political party, helpful to display development agenda of 

the political party and helpful to cast the votes in favor of 

political party is concerned there is significant different 

across the casts/religion at 95% level of significance.

Further, with regards to effectiveness and credibility is 

concerned i.e. political Ads are always persuasive (no 

significance difference at 95% level of significance across 

the cast/religion), but there is a significance difference with 

regards to helpful to create positive image of the candidate 

and political party, trustworthiness of political Ads, 

credibility, celebrity makes Ads more effective, having 

moral implication, political Ads are not truthful among the 

people at 95% level of significance as far as across the 

casts/religion is concerned.    

In a nut shell the overall null hypothesis Ho2 is rejected i.e. 

there is significance difference among the respondent 

towards the perception of political advertisement in respect 

of type of appeal, medium, effectiveness and informative of 

Ads and credibility of Ads with reference to demographic 

characteristic of respondents.

Discussion

Combination of print & video and print, audio and video are 

more effective for political advertisement. Negative 

political Ads are more effective than positive Ads, political 

Ads invoke negative feeling among the voter about the 

target candidate and political party as well, in political ads 

specially attack on the opponent personality, reputation and 

spread prejudicial information about the opponent or 

his/her political party; political Ads also harm the image of 

the sponsor and the candidate himself/herself. People are 

having this opinion about the political Ads irrespective of 

their age, residence and cast/religion.

Political parties mostly using rational and emotional/ 

feeling appeal to convince the voters in favor of party this 

fact is equally considered by the respondents irrespective of 

their age, residence and cast/religion and they are also 

believe that political Ads bring the political messages in to 

the masses, helpful to grab the attention of the electorates, 

helpful to display the political development agenda of the 

political party and convince the people to cast their vote in 

favor of the political party. Whereas, political Ads helpful to 

create positive image of the candidate and the political 

party, helpful to raise many controversial social issues in 

front of the people and some time political party use 

celebrity to convince the electorates in favor of the 

candidate and political party.

Fear and emotional appeals are having negative effects on 

the public. Further, Political Ads are less trustworthy and 

credible and not having moral implication on the receivers. 

Peoples believe these facts irrespective of age, residence 

and cast/religion. But they have mix opinion regarding 

moral appeal, informational appeal and political Ads are 

always persuasive and truthful.  

Conclusion

After detail examination of the information collected 

through structure questionnaire distributed among the 

respondents of Haryana State, it is concluded that, 

combination of print & video and print, audio and video 

medium are more effective as far as political advertising is 

concern, the negative political Ads are mostly used by the 

political party and these Ads are having convincing power 

to electorate and helpful to cast the vote in favor of the 

political party, apart from these, rational appeal, 

emotional/feeling (soft sell) appeal are also effective. Some 

time celebrity is also effective when he/she are having 

effect on the voter. In last loksbha election and Assembly 

election of the State this is evident that both leading 

political party i.e. BJP and Congress use celebrity to attract 

the public towards candidates and political party. Apart 

from these, the political Ads are generally informative and 

helpful to present controversial social issues in front of the 

public and able to create the good public image of the 

candidate and political party among the public and having 

the ability to convert the electorates in favor of the political 

party which are using these types of Ads and appeals. The 

negative and rational appeals are effective for political 

parties and these appeals can work for the political parties to 

attract the electorates in favor of political party apart from 

this results also suggest that combination of different media 

i.e. print & video and print, audio and audio will be useful to 

advertise the Ads.
 

Statement 

(Informative) 

Cast Effective Neutral Not 
Effective  

Total  Chi square 
value/P-

Value 

     Result 

Accept/Reject 
        Ho 

I2 

Bring political messages to 
the masses 

General 155 35 60 250   

 0.002 

  

  

0.05> 0.006 

 

     Reject 
OBC/BC 145 10 40 195 

SC/ST 055 05 10 70 

Total  355 50 110 515 

I3 

Grab the attention of 
electorates 

General 160 40 50 250  

0.002 

0.05> 0.006 

 

     Reject 
OBC/BC 145 20 30 195 

SC/ST 055 00 15 70 

Total  360 60 95 515 

I4 

Display the development 
agenda 

General 135 60 55 250  

0.0005 

0.05> 0.006 

 

     Reject 
OBC/BC 130 20 45 195 

SC/ST 040 00 30 70 

Total  305 80 130 515 

I5 

 Cast the vote in faviour of 
political party 

General 160 50 40 250  

0.027 

0.05> 0.006 

 

     Reject 
OBC/BC 130 30 35 195 

SC/ST 045 05 20 70 

Total  335 85 95 515 

(Credibility of Ads)  

C1 Always persuasive 

General 125 80 45 250  

0.082 

0.05< 0.006 

 

     Accept 
OBC/BC 080 70 45 195 

SC/ST 040 15 15 70 

Total  245 165 105 515 

C2 

Create positive image 

General 130 65 55 250  

0.025 

0.05> 0.006 

 

     Reject 
OBC/BC 120 35 40 195 

SC/ST 050 10 10 70 

Total  300 110 105 515 

C3 

Trustworthy 

General 25 60 165 250  

0.0002 

0.05> 0.006 

 

     Reject 
OBC/BC 30 55 140 195 

 SC/ST 05 05 060 070 

Total  60 120 435 515  

C4 

Credible 

General 40 70 140 250  

0.0006 

0.05> 0.006 

 

     Reject 
OBC/BC 45 60 090 195 

SC/ST 10 05 055 70 

Total  95 135 285 515  

0.0007 

0.05> 0.006 

 

     Reject 
C5 

Celebrity make Ads more 
effective 

General 125 60 65 250 

OBC/BC 145 20 30 195 

SC/ST 060 00 10 70 

Total  230 80 105 515 

C6 

Carries a moral 
implication 

General 40 100 110 250  

0.0002 

0.05> 0.006 

 

     Reject 
OBC/BC 65 50 080 195 

SC/ST 10 10 050 70 

Total  115 160 240 515 

C7 

Raises controversial issues 

General 125 70 55 250  

0.0012 

0.05> 0.006 

 

     Reject 
OBC/BC 115 50 30 195 

SC/ST 050 05 15 70 

Total  290 125 100 515 

(Source: Primary data collected through questionnaire during October to December, 2020) 
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Table 7 reveals that, with regards to political Ads are 

informative i.e. political Ads are not effective to inject of 

awareness among the people ( no significant at 95% level of 

significance), but helpful to bring political messages to the 

masses, helpful to grab the attention of electorate towards 

political party, helpful to display development agenda of 

the political party and helpful to cast the votes in favor of 

political party is concerned there is significant different 

across the casts/religion at 95% level of significance.

Further, with regards to effectiveness and credibility is 

concerned i.e. political Ads are always persuasive (no 

significance difference at 95% level of significance across 

the cast/religion), but there is a significance difference with 

regards to helpful to create positive image of the candidate 

and political party, trustworthiness of political Ads, 

credibility, celebrity makes Ads more effective, having 

moral implication, political Ads are not truthful among the 

people at 95% level of significance as far as across the 

casts/religion is concerned.    

In a nut shell the overall null hypothesis Ho2 is rejected i.e. 

there is significance difference among the respondent 

towards the perception of political advertisement in respect 

of type of appeal, medium, effectiveness and informative of 

Ads and credibility of Ads with reference to demographic 

characteristic of respondents.

Discussion

Combination of print & video and print, audio and video are 

more effective for political advertisement. Negative 

political Ads are more effective than positive Ads, political 

Ads invoke negative feeling among the voter about the 

target candidate and political party as well, in political ads 

specially attack on the opponent personality, reputation and 

spread prejudicial information about the opponent or 

his/her political party; political Ads also harm the image of 

the sponsor and the candidate himself/herself. People are 

having this opinion about the political Ads irrespective of 

their age, residence and cast/religion.

Political parties mostly using rational and emotional/ 

feeling appeal to convince the voters in favor of party this 

fact is equally considered by the respondents irrespective of 

their age, residence and cast/religion and they are also 

believe that political Ads bring the political messages in to 

the masses, helpful to grab the attention of the electorates, 

helpful to display the political development agenda of the 

political party and convince the people to cast their vote in 

favor of the political party. Whereas, political Ads helpful to 

create positive image of the candidate and the political 

party, helpful to raise many controversial social issues in 

front of the people and some time political party use 

celebrity to convince the electorates in favor of the 

candidate and political party.

Fear and emotional appeals are having negative effects on 

the public. Further, Political Ads are less trustworthy and 

credible and not having moral implication on the receivers. 

Peoples believe these facts irrespective of age, residence 

and cast/religion. But they have mix opinion regarding 

moral appeal, informational appeal and political Ads are 

always persuasive and truthful.  

Conclusion

After detail examination of the information collected 

through structure questionnaire distributed among the 

respondents of Haryana State, it is concluded that, 

combination of print & video and print, audio and video 

medium are more effective as far as political advertising is 

concern, the negative political Ads are mostly used by the 

political party and these Ads are having convincing power 

to electorate and helpful to cast the vote in favor of the 

political party, apart from these, rational appeal, 

emotional/feeling (soft sell) appeal are also effective. Some 

time celebrity is also effective when he/she are having 

effect on the voter. In last loksbha election and Assembly 

election of the State this is evident that both leading 

political party i.e. BJP and Congress use celebrity to attract 

the public towards candidates and political party. Apart 

from these, the political Ads are generally informative and 

helpful to present controversial social issues in front of the 

public and able to create the good public image of the 

candidate and political party among the public and having 

the ability to convert the electorates in favor of the political 

party which are using these types of Ads and appeals. The 

negative and rational appeals are effective for political 

parties and these appeals can work for the political parties to 

attract the electorates in favor of political party apart from 

this results also suggest that combination of different media 

i.e. print & video and print, audio and audio will be useful to 

advertise the Ads.
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Abstract

In a supply chain scenario, companies have a stock of goods on hand. 

Companies face many challenges in making decisions under customer 

demand uncertainty. So, firms have to decide upon their inventory policy 

as part of the supply chain to compute average inventory levels, 

backorder levels, optimal order quantity, reduced loss of orders, and 

inventory cost, thus improving the profit. When traditional techniques 

such as Economic Order Quantity arenot providing the right solution 

concerning gaining optimal supply chain management application 

solutions, such as optimal inventory control under demand uncertainty, 

supply chain analytics employ inventory control policies that regulate 

the order to replenish stocks. For effective inventory control, two 

policies are used in the paper: periodic review policy and continuous 

review policy. With these policies, companies can get feasible inventory 

management solutions using mathematical, statistical modeling, and 

Simulation techniques. So, in this research,the Monte Carlo simulation 

technique has been applied and computed with visualizing charts using 

Python programming. The results show that managing inventory control 

with optimal values is possible using the simulation technique with 

negligible loss of orders. Profit distribution, safety stock, and order 

quantity values are determined and tabulated.

Keywords: Continuous Review Policy, Inventory Control, Monte Carlo 

Simulation, Periodic Review Policy, Stochastic demand, Supply Chain 

Analytics.

Introduction

An organization that applies make-to-stock production systems depends 

on maintaining inventories to respond to the fluctuating demand 

effectively. Incorrect inventory stock policies cause either overstock or 

stock-out problems. So, the accuracy of determining consumer demand 

becomes very important (Rizkyaet al., 2018). The inventory system is a 

set of policies applied to maintain and control inventory levels (Kulkarni 

&Rajhan, 2013). An effective and efficient inventory management 

system can significantly affect supply chain management (SCM) to 

improve cyclic service levels and reduce costs (Tee & Rosette, 2001; 
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