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Abstract. This article examines the role and influence of advertising on consumer behavior 
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Introduction 

The socio-economic transformations taking place all over the world in recent decades have 

formed a relatively new social group: entrepreneurs. This group, whose representatives are active 

authors of economic activity, has acquired some specific behavioral features, taking into account 

the current market and market relations. 

 In the modern world, when supply outstrips demand for a huge amount of products, the 

organization of the sale of goods takes on its own specific forms, and in addition new 

problems. Thus, among the population, the role of consumption has changed in the direction of 

complication. For example, now the purchase of goods is influenced by a whole range of different 

factors, such as aesthetic, ethical, social and material. Of course, do not forget about the fashion, 

prestige of a particular product. The main point is that a person, when purchasing a product, relies 

not on one basic need, but on a whole variety of different ones, both in level and value. In this 

regard, the previous methods of motivation lose their effectiveness, while requiring improvement 

taking into account all available innovations [1]. 
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Figure 1. The impact of “brand name” and “an elite product” on preferences  

( based on the results of an active survey conducted by US marketers) 

 

The analysis from  Figure 1 shows that for 67% of respondents, the brand image of a product 

is not very important, while 33% of respondents prefer an elite product, because they believe that 

buying this product will indicate their wealth and prestige. Thus, the greatest effect will be 

provided by advertising that will address the primary foundations of the consumer's personality, his 

fundamental motives, among which the motivation of ambition, vanity and prestige is one of the 

strongest. 

Many studies in the field of social psychology have shown that all human needs are social 

and socially oriented to varying degrees. After all, a potential buyer is more likely to pay for a loaf 

of bread in high-quality expensive packaging and is more likely not to give preference to a product 

that does not have a "commercial appearance". Meanwhile, these products may have the same 

nutritional characteristics. A person may argue their decision for aesthetic reasons, but most likely 

it will be an intuitive or consciously suppressed reaction to the assessments of others and even their 

own self-esteem. 

By nature, a person constantly strives to satisfy his needs, and as you know, the main way to 

satisfy needs is precisely motives. Motives are, first of all, what motivates a person to act. Motives 

are one of the most complex components of a person, which can occur differently in the same 

person depending on the activity performed. They can be strong and weak, permanent and 

temporary, positive and negative. In addition, motifs are divided into such types as [2]: 

1. Prestige motives. This motive is realized in certain social groups. For example, a person 

can spend a lot of money on a particular product just because it will show their social status, 

emphasize their status, and also help raise it in society (here you can give an example with one 

well-known brand that produces phones and computer equipment). Most often, such motives are 

realized with an increase in material well-being. 

2. Aesthetic motives. With this motivation, all attention belongs to the appearance of the 

product, its bright label, and its harmonious combination with other items. This motive is 

considered the most powerful and long-lasting. 

3. Motives of traditions. The manifestation of this type of motivation is observed in the use 

of such color palettes that are characteristic of a given nationality. You can also use the colors of 

the flag, photos of the leader of the country, which cause positive emotions to this product. By the 

way, this type of motivation is becoming increasingly popular in our country today. 

4. Utilitarian motives. These motives are typical of real “business owners” and they are 

manifested mainly in the assessment of operational characteristics, reliability, durability, as well as 

the possibility of high-quality, and most importantly fast repairs. 
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5. Achievement motivations. This motif bears a direct resemblance to the prestige 

motif. Their main difference is that when advertising a product, the manufacturer tries to attract a 

famous person. Recently, similar motives can be seen in advertisements of various banks. 

Based on these information we can have a little conclusion, what is the production and sale 

on shop products in modern digital world, it depends not only on its appearance-physical and legal 

entities chemical indicators, but also on the appearance, color, design, material, convenience, ease 

of use, modernity, creativity and many other factors. For implementation high productive 

production, stability in shop and stamina in the modern competitions entrepreneurs should be in 

“trend”. However, without a modern knowledge technologies and the digital economy, any 

company will sink in the big ocean “Shop”. 

I would also like to note the contradictory attitude of consumers to advertising activities in 

Figure 2. The respondents were asked three questions: whether they are annoyed by advertising on 

the Internet, on the radio, etc., whether they consider the phenomenon of advertising important for 

society, and whether they buy a product when they hear an advertisement about it. The majority of 

respondents (about 57%) noted that they are annoyed by advertising, which is often heard on TV, 

radio and on the Internet, and only 43 % are indifferent to various types of advertising. Further, it is 

worth noting that 59% of the same respondents confidently stated that such a phenomenon as 

advertising is important and necessary for society, and 80% of respondents do not believe 

advertising at all and do not buy the advertised product. 

 

 

 

 

 

 

 

Figure 2. Consumer attitudes to the advertised product (based on the survey results among 

the local population of the Russian Federation in 2020) 

Thus, based on the conducted theoretical analysis, it is concluded that today people realize 

the importance of advertising for society, but they do not want to accept its frequent appearance on 

TV screens, on the radio, in magazines. However, it is also possible to trace a far from positive 

trend of distrust of advertising. It would be wrong to conclude that advertising is ineffective, 
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because not every consumer who participated in the survey could objectively assess the impact of 

advertising on them, and also recognize that advertising in some cases influenced their purchase 

decision. After all, advertising is a complex process of communication between an advertiser and a 

potential buyer. From the point of view of psychology, advertising is an attribute of the product, its 

integral part. 

However, let's return to the factors that influence consumer behavior when choosing a 

product. These include some personal characteristics of a person, which include motivational-

volitional, social, as well as the ratio of rational and emotional in the individual. So, for example, 

according to O. S. Deineka and O. Y. Bushuikina, purposeful people are very careful in their 

economic behavior, they pay less attention to non-essential features of the product, such as 

packaging, and more content (quality, functionality) [3]. 

Persistent people have a strong search activity, consistency, a sense of satisfaction about the 

choice, as well as avoiding the influence of situational authorities. 

For people who are characterized by such qualities as determination and self-control, they are 

characterized by risk, the desire for new things, while with a complete absence of fear of acquiring 

new and unknown goods, and they are also more common and selfish. 

Consumer behavior is strongly influenced by social motives. For example, people with high 

levels of empathy are more likely than others to worry about choosing the right product. This is due 

to the fact that such people, when making a purchase, are often influenced by emotional 

communication. At the same time, the actual evaluation of the product takes place after the 

purchase is made. 

When choosing a particular product, people with a pronounced affiliate need rely on 

information seen or heard in advertising. In addition, the more clearly expressed the need for 

joining, the more often when choosing a product, such a person relies on the opinion of other 

people and practically ignores the objective qualities of the product, because in a situation of 

choice, positive relationships with the seller are paramount for him. 

Similarly, the choice of goods by people who are sensitive to rejection by others looks the 

same. Because they feel strongly about being judged by others, they will feel guilty about being 

careful, persistent, and distrustful when choosing a product. The very fact that people who are very 

sensitive to rejection exaggerate the social context of a purchase is expressed in their characteristic 

concern about whether the product choice was correct or not. In this regard, people who are 

involved in communication about the purchase of goods most often make the wrong choice [3]. 

After analyzing the literature data on the problem of consumer behavior and the impact of 

advertising, it was possible to identify the main concepts that reveal the features of purchase 

motivation and consumer behavior, its mechanisms and patterns. 
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