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ABSTRACT

Purpose-The aim of this study is to find the impact of advertising on consumer buying behavior 

towards branded menswear, with a special focus on Junaid Jamshed and Amir Adnan. This study 

also aims to determine different factors of advertising such as Electronic media, Social media 

and Print media advertisement which aid in the increasing loyalty of customers towards these 

brands.

Metliodology/Sample- The Primary sources have been used to collect data from different male 

respondents of Karachi. A structured questionnaire based on likert scale, has got filled by the 

target audience, as the mission was to get filled at least 200 questionnaire from respondents and 

203 respondents provided the reliable data and it has been collected for research. For further 

research, the collected data was entered into SPSS 21 to apply different tests on it. The reliability 

test of thisdata has been done by using Cronbach Alpha value with its standard value. To analyze 

the data, Regression Analysis, ANOVA, Correlation and Friedman tests were applied. Friedman 

test was also applied exclusively on the data of Junaid Jamshed and on Amir Adnan as to see 

which brand has higher Mean Rank as compare to other. 

Findings- The outcome of the research showed that none of the factor influence the consumer 

buying behavior and in Pakistan consumers may get influent by other factors such as word of 

mouth marketing etc. The results of the analysis have showed us that factors like social media, 

print media or electronic media have not any effect on consumers buying behavior and 

consumers got influent by other factors than that. 

Practical Implications- The results of this study will help advertisers to find some new unique 

ways of advertising. This will also help future researchers who wanted to conduct research on 

above two brands. As researchers can do extensive research by including both the genders and 

can also increase their factors to find the best out of it.
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