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Abstract

     Recent trends in online advertising have increased the interest of researchers in how it influ-
ences young customers’ purchasing decisions. Focusing on their perceptions and attitudes to-
wards online advertising and its effectiveness in influencing their purchasing decisions, the cur-
rent research aims to assess how it affects young customers’ purchasing decisions. We surveyed 
a sample of university students who had a good knowledge of online advertising to learn more 
about their exposure to online advertising, how they felt about it, and how much it affected their 
purchasing decisions. The findings of the study suggest that young consumers are consistently 
exposed to online advertising and generally hold positive attitudes towards it. These findings 
have implications for companies targeting young customers through internet advertising and 
policymakers responsible for regulating online advertising practices. The results indicate that 
online advertising significantly influences the purchase decisions of young customers. However, 
further research is needed to fully understand the intricacies of this relationship.

Keywords: Online advertising; Perceived Quality; Customer Satisfaction; Consumer Buying Be-
havior

Introduction 
Brief Introduction

     Advertising is a way for businesses to connect with their customers by sending targeted messages 
that educate or influence them. Advertisements (London) are messages the sender pays for to pro-
mote product or service. The space used to display these messages, whether in a physical location 
like a billboards or a digital platform, is called advertising real estate. The purpose of an advertising 
message is to convey a specific idea the advertiser wants to communicate to their target audience, 
to encourage a desired action, such as making a purchase or booking a reservation. A medium for 
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communication that attempts to convince a specific audience to make a purchase or take another action about products, services, or 
other issues, whether they be viewers, readers, or listeners (Abden, 2011). Its key purpose is to reach larger audiences who would be 
most likely interested in buying a company’s products or services. The main difference between online and conventional marketing 
is the medium via which a target audience is exposed to a marketing message. Universal, celebrity-endorsed, paid promotion about a 
company or organization channeled through media is referred to as “advertising” (Stanton, 2007). The dissemination of information 
about goods and services through channels like newspapers, television, and radio without disclosing the source is known as anonym-
ity-based advertising (Kotler, 2009).

     We currently live in widespread communication, including social media, TV, newspapers, bulletin boards, magazines, the internet, 
motion pictures, movies, and music. Advertising play a primary & key roles in deal progression. Promoting is expected to have an im-
pact on everyone. Businesses must understand how to promote their goods I n order to have an impact on everyone. Businesses must 
understand how to promote their goods in order to have a the greatest influence on consumers in todays’ market. Any marketing strat-
egy must focus on establishing and maintaining relationships with consumers. The most significant trend we’ve noticed in online ad-
vertising is the move away from the simple exchange of things and towards relations based on service, connectivity, and involvement.

    Customer perception refers to how customers feel about your business or its products. When the consumer’s direct and indirect 
experiences with you are considered, it captures their feelings about your brand. To improve the customer experience, businesses 
can track customer feedback to Pinpoint common issues that users face and address them accordingly. The process through which 
people transform sense impulses into a comprehensive and coherent appraisal of their environment is known as perception. However, 
perception is generally based on insufficient and unconfirmed (or unreliable) information, and it is used to make the most reasonable 
judgments and to track ordinary human behavior. When buying or utilizing items, today’s consumers demand current information and 
brand communication. This includes newsletters, maintenance and repair reminders, tools for customer and friend contact, and up-
dates to their products. This is all made possible by online advertising. This is challenging to accomplish using traditional techniques. 
According to research, the number of linking efforts the company performs for lucrative clients is positively correlated with the life-
time duration. Digital channels allow the business to connect with customers at a low cost, boosting the organization’s profitability 
and brand equity and enhancing customers buying experience. As a result, we see that practically all industries are using social media 
in their marketing strategies.

     Since 1947, the advertising Industry in Pakistan has grown over time. In the early years, local advertisers utilized all the mediums 
available then. In response to the new emerging mediums, Pakistan’s advertising sector adopted global technologies and trends. Ad-
vertisers were forced by this fierce competition to be professional, competitive, and imaginative. In short, when consumers seek in-
formation about brands they are interested in, they are more receptive to various advertisements (Raju, 2013). According to research, 
people use advertisements to express themselves socially and for informational purposes, which may change their attitudes toward 
advertisements (Bamoriya & Singh, 2011). A significant influencer of consumer purchasing behavior is the consumer’s emotional 
response. Typically, consumers would purchase brands with an emotional connection (Saleem & Abideen, 2011). Women are more 
affected by advertising than men are (Rehman & Ashaduzzaman, 2011). The way that consumers behave when making purchases is 
influenced by advertising and brand perception. Branded goods are popular among young people, and marketing positively impacts 
consumer choices (Malik, 2013).

Background

    The present research concentrates on measuring the influence of online advertisements on consumers’ purchasing choices, con-
sequently impacting their intention to buy and behavior. Online advertising is using the internet to send consumers marketing and 
promotional messages. This can come in various shapes, including, but not limited to, banner ads, search engine results, social media 
ads, and email marketing. The use of the product icon, which is created by advertising, substantially influences consumer behavior.

    The value of online advertising has increased because of the rapid growth in statistics generation. The Internet is the data tech-
nology invention that has attracted the most attention from the media. Due to its accessibility to a plethora of records, the internet is 
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also becoming the most important. Source of information. Furthermore, to use specific features of the internet, consumers who make 
purchases online may also change or adapt how they hunt for information. (Merino, 2003).

     Consumer behavior, extensively studied in marketing, encompasses the various actions and choices made by customers during the 
process of purchasing a product or service. This multifaceted topic is influenced by a diverse range of factors, including individual 
traits like demographics, personality, and lifestyle, as well as psychological motivators such as motivation, perception, and attitudes. 
Moreover, the stages of the customer journey, which involve recognizing a problem, gathering information, evaluating options, making 
a purchase, and reviewing the post- purchase experience, play a crucial role in shaping consumer behavior. It is of paramount impor-
tance for businesses to comprehend consumer behavior, as it aids in the creation of targeted marketing strategies and in the design of 
products and services that better cater to the specific needs and preferences of their target market.

     Consumer buying behavior, as defined by (Solomon, 1995), refers to the examination of both Internal and external factors that in-
fluence decision-making. Advertising, a form of communication, is utilized to convince a specific audience to embrace a new behavior 
or action. Advertising is carefully considered a key and crucial component in the economic success of dealers and other firms in the 
marketplace (Ryans, 1996).

    The potential for businesses to tailor their advertisements to particular demographics or interests is one of the key ways online 
advertising affects young consumers’ purchasing decisions. As a viewers may find the advertisements more interesting and relevant, 
which increases the result, likelihood I that the advertising may affect their purchase behavior.

     Personalized recommendations and suggestions used in online advertising can also greatly impact customer behavior. For instance, 
if a customer has previously looked for or bought a specific product, they can see advertisements for related or comparable goods, 
which might affect their future purchasing choices.

     Overall, online advertising has a considerable impact on young consumers’ purchasing because it enables businesses to communi-
cate with and persuade a broad audience through targeted through targeted and customized content.

Objectives of Study

1.	 To check the influence of online advertising on customer buying behavior.
2.	 To investigate the effects of brand quality on customer satisfaction in online buying, as well as the impact of online advertising 

on product quality.
3.	 To explore whether online advertising could enhance the customer buying experience which in turn increase their customer 

satisfaction in online shopping.

Reasearh Questions

1.	 How product quality is influencing the customer satisfaction?
2.	 Does the better online advertisement impact the customer buying behavior and satisfaction?
3.	 Is the product quality link to the online advertisement and customer satisfaction?

Signifigance of Study

    Consumer buying behavior describes the steps that consumers take when deciding whether to buy a good or service. It involves 
elements like need identification, information search, alternative assessment, buying choice, and post-purchase analysis. Businesses 
can increase sales by creating more effective marketing plans with the aid of customer behavior research. It can also help researchers 
identify industrial trends and predict future consumer behavior. By customizing their products and marketing messaging, businesses 
can better meet the needs and preferences of their target market by comprehending the elements that influence consumer purchasing 
decisions. The current study provides helpful details for three alternative ways to structure online advertising strategies and increase 
customer satisfaction. First off, since online advertising customer satisfaction, it can give consumers more knowledge about goods 
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and services, enabling favorably affects them to make better-educated judgments about what to buy. Customers are more likely to be 
pleased with their purchases if they believe they made informed choices, which can increase customer satisfaction.

    Second, this study offers useful information for business organizations regarding the significance of product quality, which signifi-
cantly impacts customer satisfaction. Customer satisfaction is increased through high-quality products, which can encourage repeat 
business and effective word-of-mouth marketing. High-quality items are more likely to receive positive customer reviews, which can 
help them draw in new clients. Customers are more inclined to stick with a company and make repeat purchases when they have a 
great experience with a high-quality product which may result in increased sales and profits.

     Lastly, online advertising can improve customer buying behavior and satisfaction by giving customers more information and making 
it simpler to locate and acquire goods and services, even though this is not a guarantee. Businesses must appropriately portray the 
quality of their items in their online advertisements to be successful. Customers may be disappointed and unsatisfied with their pur-
chases if they believe that the advertised product is of a specific quality, yet it falls short of their expectations. Conversely, a pleasant 
experience and satisfaction with the purchase may result if the marketed product is accurately described and meets or surpasses the 
customer’s expectations.

Literature Review

    The impact of online advertising extends to multiple facets of consumer behavior, encompassing the realm of purchasing choices 
as well. Young consumers, in particular, have become a prime target for online advertisers due to their extensive internet usage and 
digital fluency (Mangleburg audiences and A business et al., 2004). Today’s world makes it relatively simple for businesses to connect 
with their target inform them about their goods and services (Vesterby & Chabert, 2001). A bus can send out product catalogs at a 
cheaper cost for each report by catering to the specific demands of each consumer. Influencing potential customers’ awareness, opin-
ions, and purchasing decisions s advertising’s primary objective. For clients to remember the names of businesses without physical 
premises, (Vesterby & Chabert, 2001) claim that they must sell themselves vigorously online and offline. They invest much money to 
maintain consumer (and market) interest in their goods. They must comprehend what drives potential clients’ behavior if they want 
to be successful. Advertisers strive to gather sufficient market information that is relevant to create precise buyer profiles and identify 
common communication symbols. Consumer behavior is a broad field that can be used to study people’s behaviors, attitudes, product 
selection, and utilization (Arens, 1996).

     One of the major objectives of consumer behavior, according to (Proctor, 1982), is to elaborate why consumers behave in a specific 
manner in a given circumstance. Consumer behavior analysis offers insights into the anticipated trajectory of customer behavior, pre-
ferred trends in product development, characteristics of alternative communication methods, and more. Consumer behavior analysis 
views the consumer as a further uncontrollable element in the marketing process, one who will perceive the commodity or service 
based on its image rather than only its physical properties and social and psychological traits (or group of Consumers).

    The development of technology did not bring us any new goods or services, but it did alter the meaning of numerous words. The 
effectiveness of advertising as more traditional mass media increased along with the use of mass media. Advertisers are currently 
seeking new, possibly less congested media. Consumers now can opt in or out of marketing messaging and advertising thanks to the 
present era of digital media. The ability to choose what they want and when they want is increasing for consumers. Interactive mar-
keting is where all these things are headed (Newell & Merier, 2007: Kondo & Nakahara, 2007).

     Internet shopping should maintain its important role in the future of the world economy. The eye- catching aspect is that the prod-
uct’s aesthetic is given the highest marks for luring people to the website. In reality, saving money is more significant than the require-
ment to view the products image. More of a consumer’s response is free delivery and tax savings.

    Online advertising allows marketers to employ diverse strategies, such as personalized targeting, interactive content, and social 
media engagement, to capture the attention and interest of young consumers (Leung et t al., 2016). Online shoppers today have special 
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access to a huge selection of things from over the world from more than one product seller thanks to information technology. Custom-
ers who shop online must make quick decisions since they have limited information processing capacity on the goods, are inundated 
with information, and be effective when making purchases online (Jarvenpaa and Todd, 1997). Online businesses attempt to attract 
customers by offering effective systems that allow them to make quick decisions tailored to their needs. These systems also enable 
people to learn more about their preferred product and to make a quick purchase (Baty and Lee, 1995).

     Advertising plays a vital role as a marketing strategy by enhancing consumer awareness of a product and preparing them to make 
informed purchase decisions. Advertising is geared toward attracting potential clients and affects their awareness, opinions, and pur-
chase habits. Businesses value consumer purchasing behavior because it gives them insight into the motivations and processes in-
volved in consumer decision-making. Businesses can focus their products and services to match the requirements better and wants of 
their target market by analyzing customer behavior and developing more successful marketing tactics. One practical example of how 
understanding er behavior can benefit businesses is by recognizing how different age groups weigh different factors when making 
purchasing decisions. Younger consumers tend to prioritize brand Image and reputation, whereas older consumers tend to be more 
price-sensitive. By recognizing his, businesses can tailor their marketing messages and products or services to cater to these specific 
demographic groups, resulting in more effective marketing campaigns.

    Another benefit of understanding consumer behavior is the ability to align sales strategies with the evolving needs and objectives 
of the customer. As consumers move through the purchasing journey, their priorities and decision-making criteria shift. By staying 
attuned to these changes, companies can tailor their sales approach to effectively address the specific Concerns and motivations of the 
customer at each stage. Furthermore, understanding consumer behavior is necessary for businesses to remain adaptable in response 
to shifts in market trends and customer preferences, keeping them competitive in an ever-changing marketplace.

    Extensive research has shown that online advertising significantly influences the purchasing decisions of young customers. It has 
been observed that online advertising is associated with changes in their information-seeking behaviors and purchasing preferences. 
(Chang & Zhu, 2019). For instance, personalized advertising and targeted recommendations based on browsing history or previous 
purchases can significantly impact young consumers’ decision-making by providing relevant information and reducing information 
overload (Li & Zhang, 2020). Additionally, interactive features, such as user-generated content and virtual try-on tools, enable young 
consumers to engage with products and make more informed purchase decisions (Wang et al.,2019).

    Understanding the motivations and decision-making processes of consumers is crucial for businesses to create effective market-
ing strategies. By taking into account the various factors that influence consumer purchasing decisions and the stages of the buying 
journey, companies can more effectively target and engage their desired audience. In short, gaining insight into consumer purchasing 
behavior is vital for any organization to succeed as it provides valuable information on what customers want, how they choose to buy, 
and how to reach them in an efficient way. Positive customer feedback show signs of not fitting neatse predicted patterns. Because of 
this, consumer behavior analysis developed yet another instrument to evaluate the complexity of marketing activities (Adeolu, 2005).

Dependent Variable

     The study’s dependent variable is customers’ happiness. It is of utmost importance to a business organization because it is custom-
ers who build or destroy a product’s market and demand. Customer feedback that is upbeat suggests that the product will successfully 
complete the maturity and post-maturity stages. Customer satisfaction is a metric used to assess the extent to which a product or ser-
vice fulfills or surpasses a customer’s expectations. It is crucial for organizations to monitor this measure because it has a big impact on 
client retention and loyalty. Increasing customer satisfaction can result in more sales, a better reputation for the business, and a com-
petitive edge in the market. Businesses can gauge and enhance customer satisfaction in a number of ways, including through surveys, 
and customer feedback. Customer satisfaction ensures that the firm has a devoted target customer base. Making educated decisions 
about how to increase customer satisfaction requires an awareness of the elements that affect it. According to (Tiago and Verssimo, 
2014), content marketing is carried out by distributing online brochures that serve as a source of product knowledge for buyers. Due 
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to their easier access to online platforms and increased likelihood of discovery, social media marketing strategies help connect with 
far-off and remote target audiences (Khadka and Maharjan, 2017)

Independent Variable

     Online advertising content to connect is a means to market goods or services by using distinctive content with potential customers 
in various ways. One example of this strategy is using well-known social media to be a influencers to promote products. Others include 
producing content that appears natural part of a website or platform, producing worthwhile content for a target audience, utilizing 
interactive elements like quizzes or games to engage customers, and using storytelling to establish a connection with the audience. 
All of these techniques are intended to attract attention and pique interest in the goods or services being offered. Today, digital media 
channels that don’t use the Internet, such mobile phones, messaging services, callback services, and on-hold ringtones, are included in 
the category of online advertising (Sulaiman, 2014). Online advertising is the study’s independent variable.

Product Quality

     As a mediating factor, brand quality has drawn considerable attention in the literature on marketing research. Perceived quality is 
determined by how well consumers can distinguish an identifying feature of one company from a competitor. Objective quality is de-
fined as the production process and is based on quantifiable facts (Garvin, 1983). Brand quality is generally seen as a significant vari-
able that may influence consumer purchasing decisions and customer satisfaction. According to (Bhuian, 1997), perceived quality can 
also be viewed as an assessment of a product’s value to the market. Numerous studies have investigated the function of brand quality 
as a mediating variable in various contexts and using various research techniques. Consumers’ subjective evaluation of a product de-
termines its perceived quality (Aaker, 1991). Overall, the research indicates that brand quality is a crucial variable affecting consumer 
behavior and that businesses should consider it when making marketing and branding decisions.

Research Hypothesis

1.	 Customer happiness and product quality have a good direct relationship.
2.	 Online advertising and consumer happiness are directly and positively correlated.
3.	 Product quality mediates the direction between online advertising and customer happiness.

Research Model

     The research model employed in the current study, which took into account elements including online advertising, product quality, 
and customer happiness, is depicted in Figure 1. We concluded that online advertising had a positive impact on customer satisfaction 
based on our analysis. We also assert that product quality can mediate the influence of online advertising on customer satisfaction. 
Theoretical framework shows an indirect relationship through product quality and a direct association between online advertising 
and consumer satisfaction.

     In essence, the research’s design acts as a lens through which the research is conducted. There are various research lenses available. 
This includes pragmatists, positivists, and interpretivists. The paradigm of positivism was applied in this study. A number of studies 
helped in the paradigm selection. The positivist paradigm has dominated basic and clinical scientific research, claim (Park, Konge, & 
Artino, 2020). Additionally, according to (Alharahsheh & Pius, 2020), the positivist paradigm would enable researchers to generalize 
their findings and rely more on statistics, which would result in the development of universal norms and inventions. The two catego-
ries of study are quantitative and qualitative, respectively. This research was conducted using a survey-based methodology.
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Figure 1: Theoretical Framework.

Research Method

    The process s of organizing, gathering, and analyzing data with the aim of doing research is referred to as research methodology. It 
is the fundamental process that must be kept in mind to continue the research process and achieve research objectives. In this con-
text., a review of the literature that is already accessible aids in determining the steps that must be taken to meet the demands of the 
study, which differ from case to case. It also makes it easier to use a variety of data and analytic approaches to produce an analysis of 
research data that is evidence-based. A survey-based questionnaire will be used to conduct the research with closed-end questions. 
A questionnaire will be distributed to the general public, and the results will be statistically analyzed. The following methods of data 
analysis will be used:

	Analysis of generic participants (Age, Education, Gender, Working Experience etc.).
	The validity and correlation tests will be then conducted to see if the data is correlated or not.
	Once it has been determined that the data can be correlated, all of the hypotheses will be tested, and the findings will be exam-

ined.

Participants & Procedures

    The research process assists in identifying the variables that define the research process and how the data obtained will be interpret-
ed. Therefore, in addition to the sampling method and the sample size, it is also necessary to specify the research questions, research 
design, and intended sample study layout. The current study intends to determine how online advertising affects customer satisfaction 
and the role of product quality in creating a base of devoted customers and improving the customer’s buying experience.

     Given the purpose of the study, positivist research methodology shall be used since it is appropriate for comprehending the informa-
tion gathered from participating participants’ interactions and feelings. In this way, the influence of online advertising on young peo-
ple’s purchasing decisions in Pakistan will be evaluated through the mediating effect of product quality. According to (Flick, 2015), the 
deductive research approach makes it easier to compare the postulated hypothesis with actual results that will be obtained through 
data analysis afterward.

   Data were collected throughout two periods, separated by four weeks, to address potential common technique bias (Podsakoff, 
MacKenzie, et al., 2012). The survey was hybrid, both online and offline. A total of 295 customers as respondents from Pakistan were 
sampled through the random sampling method. To maintain participant identity and confidentiality, self-generated identifying codes 
were used to link participant data from the two surveys. Our target audience was primarily young consumers having good knowledge 
of online shopping. Of the 295 participants, approximately 64. 1% (N= 189) were males and 35.6% (N=105) were females, and 1 par-
ticipant who preferred not to disclose their gender. Regarding age, 215 participants were less than 25 years old, 58 were between 25 
and 32 years old, and 22 were above 32 years old. In relation to work experience, 168 participants had no prior work experience, 9l 
had 1 to 5 years of experience, and 36 had more than 5 years of experience. When it came to education, 234 participants held a PhD. 
The majority of participants, Bachelor’s degree, 55 had a Master’s degree, and 6 held specifically 278, resided in Pakistan, while 17 
participants were located outside of Pakistan. The characteristics of the collected data sample is mentioned in Table 1.
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Demographics Male (N=190) Female (N=105) Total (N=295)
Age <25 25-32 >32 <25 25-32 >32

142 31 17 23 27 55
Experience No exp. 1.5 yrs. >5 yrs. No exp. 1-5 yrs. >5 yrs.

100 65 25 68 26 11
Marital Status Single Married

249 46
Location Pakistan Outside Pakistan

278 17
Education Male Percentage Female Percentage
Bachelors 157 53.22% 77 26.1%
Masters 27 9.15% 28 9.49%

PhD. 06 2.03% 0 -
Table 1: Details of Participants.

Results

     Table 2 is generated through a correlation analysis, which examines the reliability of the data used in our research. The correlation 
value indicates the strength of relationships between variables. In this case, the correlation analysis reveals that online advertising is 
related to product quality, product quality is related to customer satisfaction, and online advertising is also related to customer satis-
faction. The correlation between OA and PQ is 0.458**, indicating a statistically significant moderate positive relationship. This means 
that as the value of OA increases, there is a tendency for the value of PQ to increase as well, and vice versa. The correlation between 
OA and CS is 0.533**, suggesting a moderately strong positive relationship. As the value of OA increases, it is likely that the value of CS 
also increases, and vice versa. Additionally, the correlation between PQ and CS is 0.450**, indicating a moderate positive relationship. 
When PQ increases, there is a tendency for CS to increase as well. Overall, these correlation coefficients demonstrate positive relation-
ships between OA, PQ, and CS, with varying strengths of association. The correlation analysis of the collected data sample is mentioned 
in Table 2.

OA PQ CS
OA 1
PQ .458** 1
CS .533** .450** 1

**Correlation significant at the 0.01 level (2-tailed)

Table 2: Correlation Analysis.

     We utilized the (Hayes, 2022) process technique to analyze the mediation hypothesis in our research. The authors introduced SPSS 
macros to facilitate robust analysis through bootstrapping. Table 3 presents the outcomes for both direct paths and mediation hypoth-
eses (H1, H2, & H3).

     First, we examine the direct effects of OA on PQ. The regression analysis reveals an R-value of 0.4582, indicating a moderate positive 
relationship between OA and PQ. The R-squared value of 0.2100 suggests that 21% of the variance in PQ can be explained by OA. The 
coefficient (B) of 0.3722 signifies that for every one unit increase in OA, there is a corresponding 0.3722 unit increase in PQ. The stan-
dard error (SE) of 0.0422, the t-value of 8.825, and a p-value of 0.00 indicate that this direct effect is statistically significant.

     Next, we explore the direct effects of OA on CS. The regression analysis reveals an R-value of 0.5328, indicating a moderate positive 
relationship between OA and CS. The R-squared value of 0.2839 suggests that 28.39% of the variance in CS can be explained by OA. 
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The coefficient (B) of 0.5768 signifies that for every one unit increase in OA, there is a corresponding 0.5768 unit increase in CS. The 
standard error (SE) of 0.0535, the t-value of 10.777, and a p-value of 0.00 indicate that this direct effect is statistically significant.

    Additionally, we examine the direct effects of PQ on CS. The regression analysis reveals an R-value of 0.581, indicating a moderate 
positive relationship between PQ and CS. The R-squared value of 0.3377 suggests that 33.77% of the variance in CS can be explained 
by PQ. The coefficient (B) of 0.3478 signifies that for every one unit increase in PQ, there is a corresponding 0.3478 unit increase in CS. 
The standard error (SE) of 0.0714, the t-value of 4.871, and a p-value of 0.00 indicate that this direct effect is statistically significant.

     Moving on to the mediation analysis, we consider the mediation of PQ between OA and CS. The regression analysis reveals an R-value 
of 0.4473, indicating a moderate positive relationship between PQ and the mediating effect of OA on CS. The R-squared value of 0.22 
suggests that 22% of the variance in the mediating effect can be explained by PQ. The coefficient (B) of 0.580 signifies that for every 
one unit increase in the mediating effect, there is a corresponding 0.580 unit increase in CS. The standard error (SE) of 0.0535, the 
t-value of 7.71 17, and a p-value of 0.00 indicate that this mediation effect is statistically significant.

     Furthermore, the indirect effect and significance using the normal distribution indicate that the indirect effect of PQ on CS, mediated 
by OA, is significant. The effect size is 0.4473 with a standard error (SE) of 0.0580. The t-value of 7.712 and a p-value of 0.00 suggest 
that this indirect effect is statistically significant.

    Lastly, the PQ bootstrap results for the indirect effects show that the mean indirect effect is 0.1295, with a standard error (SE) of 
0.0348. The lower limit of the 95% confidence interval (CI) is 0.0650, and the upper limit of the 95% CI is 0.2003. These results indi-
cate that there is a significant indirect effect of PQ.

S. No. Variable R R2 B SE T P
1 Step-1

Direct effects of OA on PQ .4582 .2100 .3722 .0422 8.825 0
2 Step-2

Direct effects of OA on CS

.5328

.2839

.5768 .0535 10.777 0

3 Direct effects of PQ on CS .5811 .3377 .3478 .0714 4.871 0
4 Step-3

Mediation of PQ b/w OA & CS .4473 .22 .580 .0535 7.7117 0
Indirect Effect & Significance Using Normal Distribution

Sobel

.4473 

.0580 
7.712

Effect SE T P
0

Bootstrap Results for Indirect Effects
Effect LL95% UL95%

M SE CI CI
Product Quality .1295 .0348 .0650 .2003

Table 3: Regression Analysis for Hypothesis Testing.
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     Cronbach’s Alpha is a statistical tool used to evaluate reliability and internal consistency of measurement scales or questionnaires. 
It examines the level of interrelatedness among the variables or items within the measurement tool. Researchers employ Cronbach’s 
Alpha to determine how consistently the items measure the same underlying construct. To calculate Cronbach’s Alpha, a dataset 
containing responses to multiple items is necessary. The process involves selecting relevant items, assigning numerical values to the 
responses, calculating total scores for each participant, and analyzing the variance and covariance of the scores. Cronbach’s Alpha 
generates a value between 0 and 1 using a specific formula, where higher values indicate stronger internal consistency, implying that 
the items effectively measure the same construct. However, it is important to consider the assumptions of linear item relationships 
when interpreting Cronbach’s Alpha. If these assumptions are violated, alternative methods may be necessary. In the current context, 
Cronbach’s Alpha can be employed to assess the internal consistency and reliability of measurement scales for Online Advertising, 
Customer Satisfaction, and Product Quality variables.

Reliability Statistics
Cronbach’s Alpha Cronbach’s Alpha Based Standardized Items N of Items

.731 .735 3
Table 4: Reliability Analysis.

     To assess the reliability of the independent and dependent variables, we calculated the Cronbach’s alpha coefficient for all variables 
cumulatively, as presented in Table 4. The Cronbach’s alpha value is as follows:

Cronbach’s Alpha: α = 0.731

    The alpha coefficient signifies a relatively high internal consistency among variables. A higher Cronbach’s alpha value indicates a 
stronger internal consistency among the items within the variable. Consequently, based on the obtained values, we can deduce that 
each variable in our study demonstrates a satisfactory level of reliability.

Discussion

    The impact of online advertising on young consumer buying behavior has been a topic of great and analyze the consumers. Our inter-
est and importance in contemporary marketing research. In this study, we aimed to explore analyze the effects of online advertising on 
the purchasing decisions of young findings shed light on the significant influence that online advertising exerts on the buying behavior 
of this demographic.

     First and foremost, our results indicated that online advertising has a substantial positive effect on young consumers’ buying behav-
ior. The prevalence and accessibility of digital platforms revolutionized the way advertising messages are delivered, providing mar-
keters with powerful tools to target and engage young consumers effectively. Our study confirms that online advertising successfully 
captures the attention of this demographic and influences their purchasing decisions.

    Moreover, our research delved deeper into the underlying mechanisms by examining specific factors that mediate the relationship 
between online advertising and young consumer buying behavior. One key mediator identified in our study was the perception of 
product quality. We discovered that online advertising positively affects young consumers’ perceptions of product quality, which, in 
turn, influences their buying behavior. This finding highlights the importance of crafting persuasive and compelling online advertising 
messages that effectively communicate the value and quality of the products or services being promoted.

     Furthermore, our study revealed that online advertising also influences young consumers’ brand trust, which subsequently impacts 
their buying behavior. The ability of online advertising to shape brand perceptions and establish trust among young consumers is a 
critical aspect of their process. This finding emphasizes the need for marketers to build and maintain a decision-making presence that 
instils confidence and credibility in their target audience.
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    While our research highlights the positive impact of online advertising on young consumer buying behavior, it is important to ac-
knowledge some limitations. For instance, our study focused solely on a specific age group, namely young consumers, and may not be 
representative of the broader population. Additionally, our research relied on self-reported data, which could be subject to bias and 
inaccuracies.

Conclusion and Recommendations 
Discussion

     In conclusion, our research on the impact of online advertising on young consumer buying behavior has provided valuable insights 
into this important area of study. We found that online advertising has a Significant positive effect on young consumers’ purchasing 
decisions. The prevalence and accessibility of digital platforms have revolutionized the way advertising messages are delivered, effec-
tively capturing the attention of young consumers and influencing their buying behavior.

     Additionally, our study highlighted the mediating role of factors such as product quality and brand trust in the relationship between 
online advertising and young consumer buying behavior. We observed that online advertising positively influences young consumers’ 
perceptions of product quality and their trust in brands, ultimately impacting their purchasing decisions.

     Based on our findings, we recommend several avenues for future research, including diversifying samples to examine different age 
groups, conducting longitudinal studies to investigate long- term effects, exploring different advertising formats and personalization 
strategies, considering the role of online reviews and social proof, examining cultural and contextual influences, incorporating neuro-
scientific approaches, and addressing ethical considerations.

    By addressing these research recommendations, we can further enhance our understanding of how online advertising influences 
young consumer buying behavior. This knowledge will be invaluable for marketers in developing effective strategies to engage and 
connect with the younger generation in the digital era. Overall, our research contributes to the growing body of literature in this field 
and underscores the importance of online advertising in shaping consumer behavior among young consumers.

Recommendations

     The current research is also susceptible to a few constraints that must be addressed in the future, as is the case with every research 
project. The possible constraint was noted, and recommendations are made for how future studies can solve it. In order to further en-
hance our understanding of the impact of online advertising on young consumer buying behavior, several detailed recommendations 
for future research can be proposed. Firstly, expanding the sample beyond young consumers Would allow for a more comprehensive 
examination of the topic. Comparing the responses of different age groups could uncover generational differences in the effectiveness 
of online advertising. Additionally, conducting longitudinal studies that track participants over an extended period would provide 
insights into the long-term effects of online advertising on buying behavior. By observing changes in consumer behavior and attitudes 
over time, researchers can gain a deeper understanding of the sustained impact of online advertising campaigns and the development 
of brand loyalty among young consumers.

    Another fruitful avenue for future research would be to investigate the effectiveness of different advertising formats. With online 
advertising encompassing various formats such as banner ads, video ads, social media ads, and influencer marketing, comparing the 
impact of these formats on young consumer buying behavior could provide valuable insights for marketers. Furthermore, exploring 
the role of personalization and targeting in online advertising is crucial. Future studies could delve into the effects of personalized 
advertising on young consumer behavior, investigating how customized content and tailored recommendations influence purchasing 
decisions.

     Considering the influence of online reviews and social proof is another significant area for future exploration. Understanding how 
online advertising interacts with consumer-generated content, such as reviews and social media endorsements, can shed light on their 
combined impact on young consumers’ buying behavior. Moreover, cultural and contextual factors play a vital role in consumer behav-
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ior. Future research should aim to examine how the impact of online advertising on young consumers varies across different cultural 
backgrounds, socio-economic contexts, and regions. This research can help identify cultural nuances and develop targeted advertising 
strategies for specific markets.

     Incorporating neuroscientific approaches into future studies can provide deeper insights into the cognitive and emotional processes 
underlying young consumers’ responses to online advertising. Techniques such as brain imaging or eye-tracking can reveal objective 
information about how online advertising influences neural responses and attentional mechanisms. This would contribute to a more 
comprehensive understanding of young consumers’ cognitive engagement with online advertisements.

    Ethical considerations should also be addressed in future research. The pervasive nature of online advertising necessitates an exam-
ination of its ethical implications. Investigating privacy concerns deceptive practices, and the potential impact on vulnerable popula-
tions can help ensure responsible and ethical marketing practices in the digital realm.

   By pursuing these detailed research recommendations, future studies can enrich our understanding of the impact of online ad-
vertising on young consumer buying behavior. These insights will be invaluable to marketers and contribute to the evolving field of 
consumer psychology in the digital age.
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