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ABSTRACT 
The proposed study intends to investigate the role teaser advertisements have in efficiently influencing 
consumers' buying decisions in Chennai. The researchers have adopted a questionnaire method to collect 
perception on teaser advertisement effectiveness among 214 respondents. In order to explore the findings in 
relation to the research objectives, statistical tools including simple percentage analysis, descriptive statistics, 
mean-based ranking, and multiple regression analysis were used. The outcome shows that the more enthusiastic 
teaser ads are, the higher the level of interest they generate and level of curiosity to know about the product 
advertised higher the sales of the product through the teaser ads. The study recommended that companies use 
various social media platforms to advertise their products because people who use those platforms often make 
impulsive purchases. 
Keywords: Teaser Advertisements, Product Promotions, Purchase Decision, Social Media and Customer 
Perception.  
 
Introduction 
Advertisement is considered to be an important aspect for the establishment and success of any product as most 
of the organizations of both large scale and small scale rely on marketing to generate attention from customers 
through the reliable use of the advertisement as it helps the marketer to find the target market and fulfill the 
advertising objectives. According to Kotler and Armstrong (2007) defines: “Advertising is any paid form of 
nonpersonal presentation and promotion of ideas, goods and services through mass media such as newspapers, 
magazines, television or radio by an identified sponsor”. Advertising is a strategy used by businesses to promote 
their goods and services, increase sales, and build brand recognition by informing consumers about changes to 
already-existing goods or the introduction of new goods or services. An organization can have the best ideas, 
products or services but without the effective communication of the product information to the target market 
leads to being ignored.  
 
In order to make the advertised information more interesting to the customer the marketer adopted the new 
technique to obtain the attention of the customers through the teaser advertisement. An effective teaser 
campaign aims to make people interested in a new product by giving only a little information about the 
advertisement and more information to be provided later. A teaser ad releases a very small amount of 
information about the product which induces the customers and creates curiosity to know more about the 
advertisement of product or services. Teaser advertising works to raise awareness of a brand and generate 
interest in a new product by using fascinating headlines, attractive visuals, and suspense. A teaser's primary 
objective is to capture consumers' attention. This form of advertising is used by marketers to announce the 
launching of a product and to inform people about the arrival of their new product. Teaser ads create an impact 
among the customers as people love anticipation.  
 
Teaser advertising is described as follows by the 2007 editions of The Marketing Dictionary and Barron's 
Educational Series: “A brief advertisement designed to induce the public by offering only bits of information 
without revealing either the sponsor of the ad or the product being advertised”.  Teaser advertising provides a 
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creative promotion along with effective communication as the style of advertising serves as an effective 
communication tool since it not only grabs the target consumer's attention but also helps to stimulate their 
interest and explains the positioning and benefits of the product. Teaser advertisements are seen to be effective 
for reaching the target audience with the message, but they do so in a unique way by piquing their interest in the 
advertisement. 
 
Phillip Kotler, Gary Armstrong (2001) suggests that customers might just be familiar with the product's name or 
a few basic facts about it, leaving them utterly ignorant of it. As a result, knowledge must be developed first, 
followed by awareness. Teaser advertisements serve as a source of inspiration for consumers to make purchases, 
which impacts the marketability of the goods. Henri Joannis (1995) claims that the teaser advertisement is 
actually a modified version of the AIDA model, which states that an advertisement must catch the public's 
attention, pique interest in the product, instill a desire to buy the product, and prompt action in the direction of 
making a purchase. It is a model of the way advertising has an impact that outlines the steps a customer takes to 
make a purchase. It comprises direct material costs and service costs. All types of organizations can benefit from 
using teaser videos to boost sales. Teasers can be utilized in almost every business for any kind of good, service, 
or event. 
 
Review of Literature 
Maximilian & Alessandro (2021), the study concentrates on the contribution and participation components of 
brand interaction and attempts to analyze customers' responses to brand announcements of less compatible new 
items on social media. Consumers are often more interested in social media posts that feature new products that 
are less compatible with their existing needs, according to a study that examines customers as essential 
stakeholders in how they react to such product releases. The study's results show that, while traditional brands 
may initially benefit from the constant introduction of new products that are inconsistent with their existing 
offerings, over time, traditional brands may experience a decline in the effect that low congruence has on 
arousing their customers' curiosity. 
 
Daroach (2020), the purpose of the study is to determine how consumers feel about the promotions and 
marketing that businesses utilize on various social media platforms. The researcher has examined by 
quantitative study through a well-structured questionnaire for primary data from the students as their 
respondents adopting the survey method and the data were analyzed through descriptive and inferential analysis. 
The study concluded that the social media advertisement grabs the attention of the people as it helps the 
customers to recognize the brands and they do visit the product website with interest which makes the customers 
to be updated with the products availability in the market.  
 
Chuan & et al., (2019) the study integrates the agency performance to look at how the relationship between 
advertising agencies and their clients affects their creative performance and implementation. The research looks 
towards how media planners and clients may maintain and grow their relationships. The researcher adopted the 
online questionnaire which focused on the client-agency relationship through adopting a structural equation 
model to analyze the client agent relationship. The study's findings suggest that emotional bonding can be used 
on its own to effectively reduce emotional and task conflict. 
 
Jana & Maack (2019) the study explores the ability of several curiosities to pique people's interest, including 
novelty, information gaps, and ambiguity, which are all documented in the basic literature on curiosities and 
extensively used in brand building. The study has adopted an experimental analysis and the data were collected 
through a well-structured questionnaire. The study has resulted that the effect of curiosity on attitude towards 
the advertised product is mediated by heightened positive expectations with an increased positive affect. The 
researcher has suggested that expectation-driven evaluation and a misattribution of process induced positive 
emotions are responsible for the positive effect.  
 
Prasanna (2018), the research examines the people perception towards online advertisements through 
digitalization as it’s quick and easy to know about the information when compared to other advertising medium. 
The researcher has adopted the judgmental sampling technique and descriptive data analysis through a self-
administrated questionnaire. The study results online advertising has a greater impact next to television 
advertisements and it’s helpful for the companies for establishing their brands easily which leads to have a 
positive impact of the purchasing behavior of the consumers. The researcher suggests that online advertising 
create more impact and awareness among the consumers through digitize India, the companies can easily 
capture the market through online advertising. 
 

The Online Journal of Distance Education and e-Learning, April 2023 Volume 11, Issue 2

www.tojdel.net Copyright © The Online Journal of Distance Education and e-Learning 2539



Amit (2017) the determination of the study was to increase the attention of the product in the customers mind 
and to identify the consumer awareness towards the influence of the advertisement by celebrities. The study has 
adopted descriptive analysis and the data were collected through the convenience sampling method. The study 
has analyzed the effect of the celebrity advertisement on consumer choice creation. The study concluded that the 
advertising by celebrities is used as a promotional tool for increasing the sales in the market with an increase in 
expenditure on promotional tools through advertising campaigns. 
 
Paul (2015), the study identifies as customers would be more interested in a product if there was positive 
ambiguity about future items, and they would also be more likely to spread product-related word of mouth. The 
researcher was assessing future-focused advertisements to those which focus on the present, the researcher 
looked at whether the latter could encourage strong word-of-mouth about the marketed product. The study 
concluded that consumer interest in the marketed product and their tendency to spread the word about it can 
both be increased by future advertising. 
 
Mugge & et al, (2014) The study examines the impact of personalizing a product's appearance on the emotional 
link with a product and focuses on how consumers might be included in the design process of their own 
products through product customisation. In order to gather the primary information required to examine whether 
the process of product personalization encourages the building of an emotional relationship with a product, the 
researcher used the convenience sampling technique. The study's findings show that as a person gives more 
effort into a product during the personalization process, the product gains more self-expressive value and 
strengthens the emotional connection a person has towards it. This is due to the research concentrated on 
customizing a product's appearance. 
 
Husan & Nai (2014) the main aim of the study was to examine the effects of SMS teaser ads and the 
significance of product curiosity in SMS advertising in an effort to arouse interest and the desire to engage with 
the advertiser. The study will deepen our understanding of the role well-known brands play in how consumers 
process mobile marketing communication messages by investigating the effect of brand familiarity on SMS 
teaser efficacy. This study offers fresh perspectives for the investigation of SMS teaser advertising's effects and 
is an initial step along the way. The results of this study indicate that when developing their advertising 
strategies, businesses might decide to try with SMS teaser advertisements. 
 
Trehan & Maan (2013) the author of the study analyzed the significance of teaser advertising in brand 
promotion of goods and services. The study examined communication goals and how promotions work across 
product categories, consumer needs, interests, and motives. The study's conclusions show that teaser tactics, 
which use a combination of verbal and visual features in print and television media advertisements to grab the 
public's attention and promote a product, are becoming more frequent. The results suggest that teaser ads have 
created an arousal of interest and consumer engagement as it interacts with customers at different stages of the 
communication process. 
 
Trehan & Maan (2012) the study examined the role of teaser advertising in product promotion as an effective 
technique for communicating with the target audience by arousing interest in order to capture the attention, the 
study looked at the role of teaser advertising in product marketing. In order to provide a conceptual foundation 
for the original creative execution, the study looks at the body of existing research on teaser advertising. The 
study's findings show that the information gap caused by teaser advertising encourages consumers to investigate 
the final advertisement, discovering the brand name and ultimately trying the product. 
 
Yang & Smith (2009) the research examines the fundamental persuasion and emotional mechanisms through 
which innovative advertisements affect customer viewing and purchase intentions. The study investigated the 
potential for creative advertising to have a substantial affective impact because the emotions evoked by 
advertisements can influence brand attitudes and purchasing behavior. The study looked into the ways during 
which and under what situations creative advertising affects consumer response and processing. Consumer 
involvement, in accordance with the study's findings, moderates the cognitive impacts of creative 
advertisements, and advertisers can create distinct ad campaigns to target high- and low-involvement consumer 
segments. 
 
Objectives of study 
The study intends to address the following study objectives. 

1. To investigate how teaser advertisements are perceived. 
2. To examine the value and effectiveness of teaser advertisements in relation to the intended audience.  
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Scope of the study 
The purpose of this study was to determine how people generally felt about teaser commercials. Teaser 
commercials are a tactic that marketers use to increase consumers' curiosity. The current study will shed further 
information about the present pattern on the way in which the consumers get influenced and attracted towards 
the teaser advertisement through the level of fulfillment and the purchase intention of the consumers on seeing 
the teaser advertisement. 
 
Research Methodology 
This study's research methodology was quantitative and descriptive in character, and the researcher used a non-
random convenient sampling technique to choose the study's participants. 110 people were used as the sample 
size for the primary data collection on consumer perception of teaser commercials. The researcher, however, 
also made an effort to comprehend the body of current knowledge related to the study field through journals, 
newspapers, magazines, and books. 
 
Questionnaire Design 
A screening question was included in a structured questionnaire that was created to determine how people felt 
about teaser advertisements. Two distinct portions of the research equipment have been finalized by the 
researcher. The first part deals with the demographic characteristics of the respondents such as, gender, age (in 
years), educational qualification, occupation, monthly income level (in Rs.) and area of living. The second part 
deals with level of satisfaction, emotions on viewing the teaser ads and perception towards teaser advertisement 
which was measured in the appropriate 5 point Likert scale, as strongly agree to strongly disagree ranging from 
5 to 1 respectively.  
 
Results and Discussion 
The study's research objectives were taken into consideration when the primary data were analyzed and 
interpreted using SPSS version 27.0 and statistical methods such simple percentage analysis, descriptive 
statistics, and multiple regression analysis. 
 

Demographic Characteristics (N = 214) Frequency Percentage 

Gender 

Male 74 34.6 

Female 140 65.4 

Age 

15-25 Years 186 86.9 

25-35 Years 24 11.2 

35-45 Years 4 1.9 

Educational Status 

Under Graduate 170 79.4 

Post Graduate 20 9.3 

Professional 18 8.4 

Others 6 2.8 

Occupation 

Self Employed 20 9.3 
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Salaried 34 15.9 

Professional 14 6.5 

Others 146 68.2 

Monthly Income Level 

<Rs.10,000 122 57 

Rs.10,001-Rs.25,000 66 30.8 

Rs.25,001-Rs.50,000 20 9.3 

>Rs.50,000 6 2.8 

Area of Living 

Urban Area 146 68.2 

Semi-Urban Area 26 12.1 

Rural Area 42 19.6 

Table 1. Demographic Characteristics of the Respondents 
Table 1 indicates the following demographic characteristics of the respondents.  
 
Gender: Majority of the respondents is female (65.4%) followed by male respondents (34.6%).  
 
Age: Majority of the respondents are within the age group of 15-25 years (86.9%) followed by the age group of 
25-35 years (11.2%) and the age group of 35-45 years (1.9%). 
 
Educational Qualification: Sizable portion of the respondents are graduates (79.4%) followed by post graduates 
(9.3%), professionals (8.4%) and others (2.8%). 
 
Occupational Status: Majority of the respondents are others (68.2%) followed by salaried (15.9%), self-
employed (9.3%) and professionals (6.5%). 
 
Monthly Income Level: Majority of the respondents are with the monthly income of less than Rs. 10,000 (57%) 
followed by the income group of Rs. 10,000 to Rs. 25,000 (30.8%) and the income group of Rs2510,000 to Rs. 
50,000 (9.3%) and greater than Rs. 50,000 (2.8%) 
 
Area of Living: Majority of the respondents are from urban areas (68.2%) followed by rural areas (19.6%) and 
in semi-urban areas (12.1%). 
 

Media Gets Attention & Influence 

Print 2 0.9 

TV 44 20.6 

Social Media 150 70.1 

Board Hoarding 2 0.9 

Word of Mouth 16 7.5 
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Frequency of Visit to retail outlets 

Once in a Month 94 43.9 

2-3 Times in a Month 44 20.6 

More than 3 Times 28 13.1 

Occasionally 48 22.4 

Describe the Emotions on Seeing the Teaser Ads 

Happy 110 51.4 

Angry 16 7.5 

Surprised 16 7.5 

Curious 72 33.6 

Describe Teaser Ads 

Creative Ads 72 33.6 

Attractive Ads 56 26.2 

Unique and Attention Getting Ads 74 34.6 

Boring Ads 12 5.6 

Table 2. Perception of Teaser Advertisements 
Table 2 indicates that the media through which the consumers get attention and influenced by the teaser ads, 
where the majority of the consumers are influenced by social media (70.1%) followed by the TV ads (20.6%) 
then through the word of mouth (7.5%) and followed by the print ads and board hoarding (0.9%). 
 
Frequency of visit to the retail stores: Majority of the respondents visit the retail stores once in a month (43.9%) 
followed by the consumer who visit occasionally (22.4%) and who visit 2-3 times a month (20.6%) and those 
who visit the retail stores more than 3 times in a month (13.1%). 
 
Emotions of the consumers on seeing the teaser ads: Majority of the consumers feels happy on seeing the teaser 
ads (51.4%) followed by the consumers who feel curious about knowing the teaser ads (33.6%) and then 
surprised on seeing the ads (7.5%) and at last angry on the repeated ads without the informing the content 
(7.5%). 
 
Majority of the respondents feel as the teaser ads are unique and attention getting ads (34.6%) followed by the 
consumers who feels as teaser ads are creative (33.6%) and by the people who feel the teaser ads are attractive 
(26.2%) and followed by the people who feel bored on teaser ads (5.6%). 
 

Factors Influencing Purchase Seeing Teaser Ads Mean Std. 
Deviation 

Rank 

Teaser ads creates something interesting about the product 3.03 0.691 
3 

Level of curiosity to know about the product advertised 3.13 0.726 
1 

Innovation creates eager to identify the ads 3.11 0.676 
2 
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Level of enthusiasm on teaser ads 2.99 0.732 
4 

Table 3. Reverse Weighted Average Mean Based Ranking for the Factors Influencing Purchase Decision  
Table 3 indicates the factors which influences the purchase the product on seeing the teaser ads which is 
importantly influenced are the level of curiosity to know about the product advertised (Mean = 3.13; Rank 1) 
followed by the innovation creates eager to identify the ads (Mean = 3.11; Rank 2), followed by teaser ads 
creates something interesting about the product (Mean = 3.03; Rank 3) and level of enthusiasm on teaser ads 
(Mean = 2.99; Rank 4). 
 

Variables Mean 
(SD) R R2 Adj.R

2 

Std. 
Err
or 

F-
Value 
(Sig.) 

Unstandardi
zed 
Coefficients 

Standardi
zed 
Coefficient
s 

t-Value 
(P-
Value) 

Collinearity 
Statistics 

B (Std. 
Error) Beta Tolerance (VIF) 

Dependent Variable 

Perception of 
Consumer Teaser 
Ads 

3.85 
(0.615
) 

0.50
8 

0.25
8 0.248 0.53

3 
24.370 
(0.000)     

Independent Variable 

(Constant)  

 

2.215 (0.197)  11.270 
(0.000)  

Level of 
enthusiasm on 
teaser ads 

2.99 
(0.732
) 

0.204 (0.062) 0.243 3.293 
(0.001) 0.647 (1.545) 

Level of curiosity 
to know about the 
product 
advertised 

3.13 
(0.726
) 

0.194 (0.059) 0.230 3.310 
(0.001) 0.734 (1.362) 

Teaser ads creates 
something 
interesting about 
the product 

3.03 
(0.690
) 

0.136 (0.065) 0.153 2.100 
(0.037) 0.662 (1.509) 

Innovation 
creates eager to 
identify the ads 

3.11 
(0.676
) 

-0.100  -0.141 
(0.888) 1.546 (0.617) 

Table 4. Determinants of Perception of Consumer Teaser Advertisements Effectiveness  
Table 4 indicates that Ordinary Least Square (OLS) model provides a strong fit for multiple regression analysis, 
and the linear combination of interest in teaser advertising and interest in learning more about the promoted 
product was significantly correlated with consumer perception of teaser ads {F = 24.370, p<0.001}. The 
multiple correlation coefficient is 0.508, which shows that 24% of the respondents' consumer variance is 
towards teaser advertisements. From all these it could be said that level of enthusiasm on teaser ads and level of 
curiosity to know about the product advertised significantly and positively influences the perception of 
consumer teaser ads whereas; Teaser ads creates something interesting about the product and Innovation creates 
eagerness to identify the ads do not have the significant influence on the perception of consumer on teaser ads.  
Therefore, the result proves that higher the level of enthusiasm on teaser ads and level of curiosity to know 
about the product advertised higher the sales of the product through the teaser ads. 

Items 

Mean 
Std. 
Deviatio
n 

Varian
ce 

Skewne
ss 

Kurtos
is 

Kolmogoro
v-Smirnova 

Shapir
o-Wilk 

Reliability Statistics (Cronbach's 
Alpha) 

Statisti
c Statistic Statisti

c 

Statistic 
(SE = 
0.166) 

Statisti
c (SE = 
0.331) 

Statistic Statisti
c 

Corrected 
Item-
Total 
Correlati
on 

Squared Multiple 
Correlation 
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Perception of the Consumer Teaser Ads 0.919 

I feel 
connected 
with the 
company by 
the teaser ads 

3.71 0.899 0.808 -1.118 1.927 0.309 0.805 0.680 0.646 

I feel 
connected 
with an 
exciting 
campaign 

3.75 0.857 0.734 -0.845 1.438 0.289 0.833 0.723 0.599 

Teaser ads 
creates more 
impact on 
advertisemen
t than the 
celebrities 
ads 

3.97 0.781 0.610 -0.787 1.331 0.299 0.820 0.647 0.476 

I feel like 
having a 
interpersonal 
communicati
on with the 
ads 

3.67 0.772 0.597 -0.594 0.732 0.309 0.835 0.724 0.674 

I feel 
attracted by 
the ads and 
enjoy seeing 
teaser ads 

3.95 0.704 0.495 -0.424 0.317 0.312 0.813 0.719 0.614 

I will 
remember the 
teaser ads on 
seeing the 
actual 
advertisemen
t 

4.03 0.731 0.534 -0.335 -0.260 0.270 0.827 0.639 0.472 

Teaser ads 
are more 
interesting 
which stay in 
memory for 
long time 

3.96 0.698 0.487 -0.284 -0.026 0.297 0.818 0.661 0.547 

Teaser ads 
increase the 
curiosity to 
purchase the 
product 

3.84 0.846 0.716 -0.910 1.368 0.313 0.826 0.740 0.616 

It would 
make the 
consumer to 
learn about 
the product 

3.93 0.716 0.512 -0.369 0.119 0.303 0.822 0.685 0.496 

I feel teaser 
ads pleasing 
to see 
repeatedly 

3.74 0.742 0.551 -0.510 0.978 0.301 0.828 0.756 0.641 

Table 5. Descriptive Statistics and Reliability Statistics of Perception of Consumer Teaser Advertisements 
Table 5 shows that the findings of the Kolmogorov-Smirnov Test of Normality and the Shapiro-Wilk Test of  
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Normality are evidence that the data has a normal distribution since the mean values are higher than the standard 
deviation and the measure of distribution is stable (Standard Deviation is less than 1/3 of Mean). Further, 
“Cronbach’s Alpha Reliability Coefficient were applied to measure the reliability and consistency of the data” 
and results proves that the values for dimensions such as “I feel connected with an exciting campaign, I feel like 
having a interpersonal communication with the ads, I feel attracted by the ads and enjoy seeing teaser ads, 
Teaser ads increase the curiosity to purchase the product, I feel teaser ads pleasing to see repeatedly is more than 
0.700 (α = > 0.700), which proves that data must be dependable and consistent in nature. 
 
Recommendations and Conclusion 
Teaser advertising campaigns are used not only in tangible goods but the idea of advertising works even in 
promoting the services and ideas. It helps the marketer to create hype for the product or services before the 
actual launch. The teaser advertising perfectly positions it to play the roles of messenger, mediator, and 
multiplier in the context of integrated marketing and communication. Any advertisement in a world where the 
customer is in control can only be effective if it interacts with the consumer at different stages of the 
communication process. Passive communication is no longer acceptable. Even the consumer wants to be a part 
of the creative process in teaser advertisements. Campaigns with teasers do this. They accompany them on a 
promotional communication journey during which the consumer carefully examines and preens to choose the 
right goods. Teaser messages are displayed on signposts at each stop, assisting customers in following the 
correct route. Another element that draws users' attention to an advertisement would be its position in 
consumers' minds. The respondents stated that the data made available by different sellers regarding their goods 
on social media informs consumers and keeps them up to date. Although they may not need the things, people 
do purchase them after watching the advertising. Social networking sites are used by some businesses to 
advertise their goods, and people who use those sites are more inclined to make impulse purchases. 
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