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Abstract

The study determined whether there is a significant relationship between
consumer perception and purchase behavior on TV advertising among students in
Tripoli University.

Purposive non-random sampling was conducted to 150 respondents in three
different colleges in the University. By using 5 points Likert scale with cross-sectional
data, as a sample, and were analyzed in SPSS 23.0 program. Data were analyzed by
using different statistical techniques such as descriptive statistic, Correlation analysis,
and ANOVA analysis. has been found out that the respondents’ perceptions and their
purchase behavior on shopping are both high.

The correlational analysis yielded a highly significant association between their
beliefs and behavior at .05 level of significance. It is important for marketers, and
entrepreneurs, to consider the fact that students spend more time on the TV adv and
that this factor will likely increase the students’ shopping behavior.
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Tiiketici Algisi ve Tiiketici Satin alma Davranisi iliskisi: Libya Tiiketicilerinin
Satin alma Davranisi Uzerine Bir Calisma

Ozet

Calisma, Trablus Universitesi'ndeki &grenciler arasinda TV reklamciliginda
tiketici algisi ile satin alma davranisi arasinda anlamli bir iliski olup olmadigini
belirlemek amaciyla gergeklestirilmistir.

Universitedeki ti¢ farkl kolejde 150 katilimciya amagli rasgele érnekleme
yapilmistir. 5 puan Likert 6lgegi kullanilarak kesitsel veriler, 6rnek olarak ve SPSS 23.0
programinda analiz edilmistir. Veriler tanimlayici istatistik, Korelasyon analizi ve
ANOVA analizi gibi farkli istatistiksel teknikler kullanilarak analiz edilmistir.
katilimcilarin alisverise iliskin algilarinin ve alisverise iliskin satin alma davranislarinin
yuksek oldugu bulunmustur.

Korelasyon analizi .05 anlamlilik diizeyinde inanglari ve davranislari arasinda
oldukga anlaml bir iliski saglamistir. Pazarlamacilar ve girisimciler icin 6grencilerin TV
reklamina daha fazla zaman ayirdiklarini ve bu faktériin muhtemelen 6grencilerin 154
alisveris davraniglarini artiracagini diisiinmeleri 6nemlidir.

Anahtar Kelimeler: Tiketici satin alma davranisi, tiketici algisi, Libya
Jell Kodu: M31
1. Introduction

Television is the strongest media of advertisement because due to its
mass reach, it can influence not only the individual’s attitude, behavior,
lifestyle, exposure, and other aspects but even the culture of the country. But
the magnitude of TV influence varies from student to student, depending on
factors like age, their viewing pattern that includes duration of TV watching,
types of programs, and direction provided by the advertising. Total population
of Libya is nearly 6,408,742 million. And Total population of Tripoli is nearly
888,117 million and 161,044 are of age group between 17-25 years (Bureau of
Statistics and Census Libya, 2012). In Libya, more than twenty five TV channels
air over 10,000 advertisements per day through their TV programs.

The main objective of our study is examined the relationship between
consumer buying behavior and perception consumer through focused on the
students in Tripoli university from the consumer to find out the impact of
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television advertising. The culture it is which first thing influences the
consumer behavior and shapes. Culture builds the strong perceptions of the
products in the mind of the customers (Guthrie, Kim, and Jung 2008) .
According (Rai 2013) there are several national and international brands which
people recognized and have a strong perception in their minds. These
perceptions are pinched in their mind because of their culture, lifestyles and
surroundings.

2. Teoritical Framework

Information resources include all media products in our world of today,
the people are so much attached to the convenient accessibility of technology.
The consumer-purchases are mainly based on the many appearance such as
pictures, images, quality information, and video clips of the product, ((Tubio
et al. 2016).

There are factors that may account for the difference in shopping
behavior between consumers from different countries. For example, the
consumer trust, and positive affect towards the TV advertising are three
factors that can influence purchase intentions of consumers from different 155
countries .

No significant difference was found between the consumers in Asia
Pacific, Europe, Middle East, North America and South America,in A survey
conducted in 2010 by the Neilson Company has polled over 27,000 internet
users in 55 markets from to look at how consumers shoping.

This paper attempts to investigate alter consumers’ perception and
consumer buying behavior or by watching TV Advrtising. Studies investigating
student motivations to purchase products suggest that convenience is a
primary factor affecting consumers purchasing decision (Peter, Olson, and
Grunert 1999).

Consumer Perception Theory is applies the concept of sensory
perception to marketing and advertising, and sensory perception relates
to how humans perceive and process sensory stimuli through their five
senses. The consumer perception pertains to how individuals form opinions
about companies and the merchandise they offer through the purchases
they make.
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3. Amis of study

This study aims to examine the relationship between perception
consumer and consumer buying behavior, which whether it is successful in
attracting the attention of customers of both genders . Effective advertisement
influences the attitude towards and leads to purchase intention (Lafferty,
Goldsmith, and Newell 2002).

4. Scope and Methodology

The scope of the study are Libyans students that over 18 years in Tripoli
University, year 2017-2018. Descriptive research design was used in the study.
The unit of analyses were the students in the University which involved the
students from the three colleges, namely, (1) College of Sciences; (2) College
of Engineering; (3) Economy and political science with the use of the to
non-random sampling procedures, The questionnaire was sent to 376 persons
in the university. We received 150 questionnaires in total from all the four
colleges. The questionnaire was composed of three parts: (1) the
respondents’ profiles socioeconomic profiles; (2) their consumer perception;
and (3) purchase behavior. 156

To examined the consumer perception and purchase behavior, a five-
point Likert scale was used ranging from strongly disagree (1 point) to
strongly agree (5 points). Reliability statistics yielded a Cronbach’s alpha of
0.83 for the questionnaires. This ensured that the questionnaires are fit for the
purpose of this study The gathered information was coded and analyzed using
the following statistical tools: (1) descriptive statistical measures such as
means and standard deviation; and (2) ANOVA analysis.

5. Research Model

Literature the hypothesis of the research in the direction of the studies
examined was determined, the research model was established as in Figure 1.

Research is a screening model. The survey study tried to determine the
Relationship between consumer buying behavior and perception consumer.
The proposed model states that a positive relationship exists between
consumer buying behavior and perception consumer.

Figure presents the study’s model. We have shown our variables in
conceptual Model shown in Figure 1.
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Figure 1. Model of The Study

6. Hypothesis

According to (Rehman et al. 2014), effective advertising creates positive
feelings that lead to the actual purchase of advertised products. Ideally,
consumers buying behavior is the products purchase decision (Rehman et al.
2014). Advertisers are using different techniques to effectively convey
commercial messages to create purchase decision. Greater television
viewership is associated with more requests for advertised products (Kumar
Bishnoi and Sharma 2009).

157

The most affecting theory in marketing and advertising research is an
attitude-towards-the advertisement. According to( (Rai 2013), there are
several national and international brands which people recognized and have a
strong perception in their minds. These perceptions are pinched in their mind
because of their culture, lifestyles and surroundings. By keeping in view the
above-mentioned arguments, following is the hypothesis of this study
regarding consumer perception

Hi: Consumer perception has a significant relationship with consumer
buying behavior.

7.Data Analysis

The demographic characteristics of the managers participating in the
survey are presented in Table 1 below.
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Table 1. Demographic Characteristics of Participants

Demographic Variables Categories Frequency Percent %
Male 78 58
Garden
Female 72 42
16-24 63 76
Age (in years)
25-30 39 26
Under 126 "
Education graduate
Graduate 24 16
Total 150 100 %

Table 1 is examined, it focuses in student in university it is seen that
male participants (58%) are more than female participants. When the age of
the participants were examined, it was found that 76% of the participants
were under 24 years of age, and 24% of them were between 25-35. When the
educational status of the participants is examined, it is seen that 84% are
university under graduates, 16 % are Graduate.

158

Reliability analysis was conducted for consumer buying behaver,
perception consumer and Tv advertising scales. Accordingly, Cronbach Alpha
values consumer buying behaver 0.84, and Consumer perception 0.72 . The
scale is highly reliable when 1.00 > a > 0.80 (Kiiglik 2016).

Table 2. Mean and Standard Deviation Values of Scales

N Mean Std. Deviation
Consumer buying behavior 150 3,876 ,8548
Perception consumer 150 3,853 ,72955
Valid N (listwise) 150

When the average values of the variables are examined, it is seen on it.
Average values of each variable when the Consumer buying behavior 3,876 and
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Perception consumer has an average of 3.85.

Table 3. Consumer Buying Behavior Direction Factor Analysis

Factors and Variables

factor
loads

Eigen
value

variance
Explanation
rate (%)

Cronbach’s
alpha

Mean

KMO

Consumer buying

behavior

3,994

1- Do you agree that
you feel that exposure
to TV ads has
enhanced your
involvement in
purchasing?

.735

2- Do you agree that
you feel TV ads make
the purchase of the
products easier ?

729

3- Do you agree that
you buy the new
products you watch
on TV ads?

714

4 -Do you agree that
you engage in the

process of buying TV
advertised products?

.687

5- Do you agree that
you feel your demand
for products purchase
is influenced by TV
ads?

.672

53,184

0,839

3,213

3.25

3.21

3.24

3.13

3.16

0.887

159

This condition is It can be said that the evaluation is positive. The mean value

and median value also reflects the difference regarding the relationship
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between consumer buying behavior and consumer perception.

The analysis extracted a two—factor solution, each with Eigen values above
one, which explains 53.184% of the total variance while the original literature
explained 59.64%. (Kiiclik 2016: 227-232) This indicates that there could be
more factors influencing Consumer buying

Tablo 4. shows consumer perception factor analysis.

In Table 4, an expression factor analysis was conducted to measure perception
consumer. As a result of the analysis, the Kaiser-Meyer-Olkin sampling
adequacy factor was found to be 0,743. This value indicates that sampling is
sufficient for factor analysis. Factor loadings over 5 factors that constitute
customer orientation are found to be over 0.50, and 6 expressions are
collected under one dimension and the total variance explanation ratio is
58,246%. The reliability coefficient was calculated as 0,681.
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Table 4. Consumer Perception Factor Analysis

Factors and Variables

factor
loads

Eigen
value

variance
Explanation
rate (%)

Cronbach’s
alpha

Mean

KMO

Consumer
perception

.550

2,515

1- Do agree you
changed your mind
on a product after
watching a certain TV
advertisement ?

.613

2 - Do you believe TV
advertising massage

.700

3- Do you buy
products based
solely on TV
advertising?

.686

4 - TV Advertising is
beneficial to
consumers because
it provides important
information about
goods and services.
To what extent do
you agree with the
statement?

755

5- Do you agree that
people become
victims of TV
advertising by
purchasing
unnecessary?

58,246

0,681

2,972

2.83

3.00

2.75

3.28

2.66

0.743

The average responses of respondents to the expressions on the perception
consumer scale are high. In this context, it shows that consumer evaluate
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positively their activities towards in consumption. It has been determined that
perception is positively approaching consumer needs and creating consumer
value.

The result of corelation analysis made The results of the statistics are given in
Table 5.

Tables 5. Correlation Relation

Consumer Consumer Impact of TV
buying perception Advertisement
Consumer buying 1
Consumer
. .616** 1
perception
Impact of TV
.916** Vi 1
Advertisement 916 09

**_Correlation is significant at the 0.01 level (2-tailed).

The relationship between consumer buying behavior, consumer perception
consumer and effect of Tv advertising Correlation analysis were done to
determine.

When we look at the correlation coefficients, it is seen that there is a positive
correlation between P <0.05 significance level among all variables. It is
determined that there is a value greater than 0.616 between all variables.
Accordingly, it is determined that there is a strong relationship with one of all
variables. In the direction of the research hypothesis, consumer buying
behavior, Consumer perception, and to analyze the relationship between
effect TV advertising and the change in each factor is explained by the change
in the other two factors Simple linear regression analysis was performed with
the aim of revealing. According to this, there is a strong relationship between
variables 0.6 <r <0.8 it is expressed as a very strong relationship (Kili¢lik 2014:
175)
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Table 6. The Impact between consumer buying behavior and perception
consumer

Standardized .
Model R Square F coefficients Bite t Sig.

consumer
buying ,677 228,056 ,856 15,102 0,00
behavior

Table 6 examined, it has been determined that consumer buying
behavior factor, perception consumer is significant and positively influenced. p
=0.00 <0.05 and R? value was determined as ,677 . It is understood that the
value of the perception consumer, and that the activities depends on the
cosumer buying behavior.

As a result, the hypothesis H1: "There is a relationship between
consumer buying behavior and perception consumer" has been accepted.

8. Results
163

The results of this study show that there is a positive and the
relationship between consumer perception and purchase behavior Through
the effect TV advertising on students in Tripoli University. The present study
has reached up to the following results:

(1) In general, television advertisements create awareness, knowledge,
interest, and reaction in student about a particular product.

(2) And this also influences the buying behaviour of the consumer and
build the behaviours of society regarding products.

(3) Also Observed , student spend a deplorable percentage of their
waking hours in front of television sets, or follow TV shows via the Internet and
this In extension, television advertisements help the students to make a
frame of decisions regarding products.

(4) Results show that education, gender, and traditions are an important
factor for changing the perception of consumer buying behaviour regarding a
particular product in minded consumers.

(5) The student to make a frame of decisions regarding products.
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9. Discussion

The study determined whether there is a significant relationship
between consumer perception and purchase behavior Through the effect TV
advertising on students in Tripoli University, 2 different scales were used.
According to the findings of the study, female participants (58 %) they are
more than the participants. Looking at the age of participants 76.0% of the
highest value consists of young people between thages of 24 and younger
detected.

Considering the educational status of the participants, the ratio of under
graduate (They still study) is 84.0%. When the scales of the study were
evaluated, consumer buying behavior (X =3,876) is perceived as high. On the
other hand, perceptions of consumer (X =3,853) Itis high. In this study was a
result of the SPSS analysis, the KMO was 0,887 high than 0.80. This value
reference that is very good. Also, the mean value was M = 3,856, which scored
higher than 3.00 that is mean that the level of evaluation of the sample
members for the relationship between Consumer buying behavior and 164
Perception consumer was a high degree that from point of view of
participant's. and Eigenvalue was 3,999 and factor loads were above 0.40, the
scale was also found to be reliable and the Croanbach Alpha value was 0,839.in
table 5 the pearson correlation coefficient, it is seen that there is a positive
correlation betweenConsumer perception and Consumer buying behavior ( P
=.000 < .01 ) significance level among all variables. It is determined that there
is a value greater than 0.616 between all variables.

As per the results from the above table we analyzed that The coefficient
of determination r? (R square) 0.677 that indicated a strong positive linear
relation between the consumer’s buying behavior with their perception.
which lies within the range 0 to 1 (Klglk 2016:227). As a result of this analysis,
a significant and positive relationship was found between all the variables in
the research model. The strongest relationship, Consumer buying behavior
and thier Perception factors (8 =, 856). In generally the media have an
influence on the consumer’s mind and buying behavior it’s said by (Ghafoor,
Dean, and Ismail 2016) who proved that, this kind of behavior have found
simultaneously with different age level people, whether they belong to the old
age, middle age, teen age and even in the university age said by the (Bashir
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and Malik 2009). The results were also signified by (Wilkie 1994) who said that
dominance of an advertisement provide the awareness about prices,
characteristics, quality, ingredients and many more things due to this usually
consumers has move towards economic products.

10. Suggestions

In the light of our empirical results we want to make the following
recommendations:-

* Consumer’s buying behavior should be continuously observed while
preparing the TV advertisement messages/Ads.

* Awareness and comparison TV ads will very helpful to catch the
attention of the students.

* Businesses should use new methods and ideas in TV advertising
development, online advertising can capture the attention of the internet
users.

* Social media have a great influence now a days, advertisement
through social media will be very fruitful to expand more than TV adveratising
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