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Abstract 

 

Marketing communications, particularly advertising, play a key role in brand development. In today's marketing scenario, 

there is a notable shift towards internet and technology-driven advertising, yet traditional methods remain relevant. This 

article offers new perspectives on how traditional and online advertising influence the dimensions of brand equity. Drawing 

from a survey of 204 respondents, we examine how both forms of advertising affect brand awareness, loyalty, perceived 

quality, and brand associations. Structural Equation Modeling analysis reveals that digital ads notably impact brand 

awareness and loyalty, while traditional ads have a stronger influence on brand associations and perceived quality. With 

limited research on the combined effects of these advertising forms, our study aims to bridge this gap by uncovering their 

relative impacts on various dimensions of brand equity. This insight is valuable for marketers seeking to strategically 

integrate both traditional and online advertising methods for maximum brand equity impact. 

 

JEL Classification Code: M31, M37 

 

Keywords-Brand Equity, Brand Equity Dimensions, Brand Awareness, Brand loyalty, Perceived Quality, Brand 

Associations, Traditional Advertising, Online advertising 

 

Introduction: 

In today's era, the primary challenge for marketers is selecting the most effective communication channels to establish a 

strong connection between brands and consumers. With rapid evolution in digital advertising and changes in traditional 

approaches identifying the best advertising strategy has become complex. Technological advancements and widespread 

internet access have heightened consumers' inclination towards engaging with products online. Consequently, marketers 

are increasingly inclined to explore digital avenues to connect with consumers. According to a report from Dentsu India, 

by 2025 digital media is forecasted to constitute 55% of total ad spending, with TV and print following with shares of 25% 

and 16% respectively. The report further states that digital media is expected to grow at a Compounded Annual Growth 

Rate (CAGR) 23.49% reaching Rs 620.45 billion by 2025, up from 406.85 billion in 2023(The Economic Times,2024). 

However, this does not mean that traditional means of advertising are losing out to modern digital means. Infact, they 

continue to hold a vital place when it comes to generating a sense of trust and credibility(Soh et al., 2007,Vilčeková, 2016, 

Findley et al.,2020). Most of the top marketing professionals agree that the conventional means of advertising have also 

evolved with time. So for any organisation when it comes to making a choice among traditional, digital or a mix of both 

forms of  advertising channels, something that matters is its effectiveness in connecting with consumers (White et al., 2014) 

However, while doing this, advertisers face a major challenge and that is holding on to consumer’s attention for a 

considerable period of time. This is where digital ads score higher than traditional ads by providing precise targeting, 

engaging and interactive content. Nevertheless, when it comes to brand awareness the role of television still remains 

unchallenged. Specially in Indian scenario, television continues to be the main source of entertainment. Increasing rate of 

internet adoption and fast technological changes has transformed television landscape in Indian market. People are 

increasingly shifting to modern technologies like Connected TV (CTV). CTV includes devices like smart TVs, Fire Stick, 
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Internet enabled set-top-boxes. Keeping in mind such changing preferences marketers are now spending more on digital 

marketing. With high-speed internet a greater part of the population prefers online streaming shows on Over the Top (OTT) 

platforms which can be seen on devices like a connected TV (CTV), laptop, tablet or smart TV. This is the reason why 

more and more marketers are getting drawn to OTT advertising. 

Keeping in mind such current relevance of various means of advertisement we have restricted our research to studying the 

role of Television (TV Ad) in traditional form of advertisement (Cable/DTH) and OTT Ad (Over the Top) in online form. 

Although advertising methods have been swiftly advancing both in traditional and digital mediums their success is 

evaluated based on their ability to positively shape consumers’ perceptions of a brand(Chan et al., 2015).Consumer’s 

positive perceptions add value to a brand and is commonly known as Brand Equity(Yoo et al., 2000: Hawley, 

2016).Nevertheless the choice between traditional advertising encompassing television, radio, print media and billboards 

and online advertising including social media, search engine marketing and display ads is becoming increasingly complex. 

This calls for a strategic integration of different forms of marketing communication options to get the desired result in 

building brand. However not much work has been done on possible combination of marketing communication options 

making the maximum impact on brand equity. 

We have created a conceptual model to explore how both traditional and online advertisements affect brand equity 

dimensions. 

Further understanding the unique influences made by traditional and digital ads on brand equity dimensions is something 

that has not been explored much. In this study we tried exploring and analyzing the distinct impact of these two major 

forms of advertisements on brand awareness, loyalty, perceived quality and brand association. 

To explore the gaps identified in the literature above, we formulated the following research question:  

Do traditional and digital advertisements have a significant positive yet varying impact on dimensions of Brand Equity? 

 

Accordingly, we have framed two research objectives: 

1) To study the impact of traditional and OTT Ads on Brand awareness, loyalty, perceived quality and Brand association. 

2) To examine if there is a significant difference in the impact of these two major Ad forms 

Structural equation modeling (SEM) technique was adopted to investigate the effect of traditional and digital Ads on brand 

equity dimensions. Data was collected from 227 respondents through online survey method based on consumer durables 

used in every household.  

In summary this article makes two contributions to existing literature. Firstly, it explores the collective influence of both 

traditional and digital advertisements on various dimensions of brand equity. Secondly it highlights the differences in the 

impact of these two advertising forms, providing valuable insights for marketers when deciding where to invest in 

advertising to maximize the positive effects on brand equity dimensions. 

This paper is structured as follows: In the initial section we present a review of the existing literature, outline the proposed 

research model and present the hypothesis of our study. This is followed by research methodology along with the details 

of our estimations. Finally after validating the proposed model we summarize our findings and engage in a discussion of 

the results. Additionally, we provide recommendations for practitioners in making a choice between online and offline 

advertising media which ensures maximum possible impact on individual brand equity dimensions. 

 

Literature Review 

Brand equity and its dimensions 

In spite of modern technologies revolutionizing the ways of interaction and communication, the importance of branding 

continues to exist. A successful brand can be the key to establish ones competitive advantage (Aaker, 1992,1996).Brands 

can bring in benefits in form of greater customer loyalty, less vulnerability to competitor’s moves and bigger 

margins(Keller,2009).When viewed in long term perspective, a strong brand helps an organization build its unique points 

of differentiation which is otherwise considered as competitive advantage (Kapferer,2004).This increases the value of a 

brand and is known as brand equity(Aaker, 1992,Keller, 2003). 

 



Journal of Informatics Education and Research 

ISSN: 1526-4726 

Vol 4 Issue 2 (2024) 

 

http://jier.org  3367 

In the field of research, the concept of brand equity became popular in the early 1990s with rich contributions made 

by(Aaker, 1992,Keller, 1993).Widely considered as a multidimensional concept, brand equity can be considered as 

comprising of awareness, brand associations, perceived quality, brand loyalty and other proprietary assets (Aaker, 

1992,1996). Out of these five constructs, initial four show how consumers evaluate and respond to brands and thus form 

the key constructs of consumer–based brand equity(Aaker, 1992,Buil et al., 2013; Yoo et al., 2000). Keller’s 

framework(1993)focuses mostly on brand knowledge and covers two aspects: brand awareness and brand image. Building 

upon these theoretical foundations a substantial body of research has examined brand equity on the basis of dimensions 

such as brand awareness, perceived quality, brand associations and brand loyalty. Various studies applied this 

approach(Cobb-Walgren et al., 1995; Hawley, 2016; Madadi et al., 2021; Yoo et al., 2000; Yoo & Donthu, 2001) 

Impact of Advertisement on Brand Equity 

Over the years the impact of marketing activities on brand equity has been widely acknowledged(Buil et al., 2013; Yoo et 

al., 2000). Yoo et al. (2000) made a significant addition to the work done by Aaker (1992) on brand equity. Related to 

brand equity, Aaker’s (1992) propositions were (1) brand equity is built on many constructs, (2) brand equity generates 

advantages both for consumer and an organisation (3) advantages generated for the customer also turn out advantageous 

for the firm. 

Yoo et al. (2000) in their model introduced an additional variable as brand equity and marketing efforts as antecedent of 

this variable. This was done to clearly understand the role of marketing efforts in building individual dimensions of band 

equity. A greater part of the literature shows studies have been made mostly on advertisement as a key marketing effort to 

measure its impact on one or few brand equity dimensions such as(Bakator et al., 2017; Zehir et al., 2011).Besides 

advertisement, researchers also considered several marketing mix variables such as sales promotion (Buil,2013), price 

promotions(Bhakar & Bhakar, 2020; Nurcahya, 2014).Non marketing mix factors like service quality(Hanaysha,J., 

2016),corporate credibility and country of origin(Jahanzeb et al., 2013),(Mohd et al., 2007)are also found to be making a 

significant impact on brand equity. When it comes to studying the impact of various forms of advertisement on brand 

equity, existing literature shows a growing interest of researchers towards digital advertising (Tran et.al.,2020; 

Ebrahim,2020) 

However not much has been done towards analyzing the relative impact of both online and traditional forms of 

advertisements on brand equity and its dimensions (Chan et al., 2015; Domazet et al., 2017; Draganska et al., 2014). The 

current study seeks to address this existing void by examining and comparing the impact of both forms of advertisement. 

In this article traditional ads in form of TV ads and digital ads streamed across OTT platforms are treated as independent 

variables assumed to be having a positive impact on brand equity constituents. Figure 1 depicts the proposed research 

model. 
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Impact of Advertisement on brand Awareness 

Over the years research has consistently shown that advertising has a positive impact on brand awareness(Clark et 

al.,2009,Bruce et al.,2020,Zhao et al.,2022,Viet & Anh, 2021)).Furthermore studies indicate that advertising’s impact 

extends beyond raising brand awareness and can also influence  purchase intentions positively(Sawant,2012;Dabbous & 

Barakat,2020) 

With rapid advancement of digital advertising channels both researchers and marketing professionals are recognizing their 

untapped potential (karen& Zai, 2022). Consequently, researchers have begun exploring the impact of digital marketing 

activities on brand awareness (Makrides et. al.,2020,Krishnaprabha, 2020).Additionally the role of social media influencers 

in enhancing brand awareness through effective online customer engagement has also garnered attention(Gautam & 

Jaitly,2021).While research on examining the relative impact of traditional and digital ads on brand awareness is evidently 

scarce(Domazet et al., 2017),numerous studies have examined the effects of various forms of digital ads such as online 

banner advertisement(Busen et al., 2016)and social media ads(Dülek & Saydan, 2019) on brand awareness. 

This leads us to our first hypothesis. 

H1. Traditional advertisement has a positive and significantly different impact on Brand awareness compared to Digital 

Advertisement. 

 

Impact of Advertisement on Brand Loyalty 

Advertisement has always been instrumental in both building brand awareness and shaping consumer loyalty towards a 

brand (Bakator,2017).Researchers have explored the mediating effects of factors like store image, perceived quality and 

brand trust when analysing how advertising spending contributes to brand loyalty(Hameed, 2013). 

With the rise of digital advertising its impact on brand loyalty has become increasingly 

significant(Puspaningrum,A.,2020).Studies indicate that online advertising not only fosters brand loyalty but also affects 

purchase intention(Hanaysha et al., 2021).Furthermore online marketing efforts can also strengthen customer relationships 

and commitment to digital media(Tamhankar, 2020). 

While the influence of television advertisement on brand preference has been acknowledged(karadeniz,2013) there is a 

notable lack of research into its relative impact on brand loyalty compared to other forms of digital media.  

 

With these inputs we frame our second hypothesis as: 

H2. Traditional advertisement has a positive and significantly different impact on Brand loyalty compared to Digital 

advertisement. 

 

Impact of Advertisement on Brand Perceived Quality 

The impact of advertising on brand perceived quality has been a topic of varied opinions among researchers. Some 

researchers suggest that comparative advertisements have a significant influence on consumers’ quality perceptions 

(Gotlieb & Sarel, 1991) while others propose that advertisement spending plays a key role in shaping brand quality 

perceptions(Yoo et al., 2000).However other studies have found that advertisement primarily impacts brand awareness 

rather than perceived quality(Clark et al., 2009).Studies  have also indicated that a multiplatform advertising strategy, 

involving both online and offline efforts can foster positive brand perceptions(Chan et al., 2015,2017).Recent research on 

social media advertising underscores that the level of personalization in these ads can drive consumer engagement with a 

brand leading to improved perceived quality (Shanahan et al.,2019) 
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This leads to our third hypothesis: 

H3. Traditional advertisement has a positive and significantly different impact on Brand Quality Perceptions compared to 

digital advertisement. 

 

Impact of Advertisement on Brand Association 

Researchers have long appreciated the ability of advertisements to create positive associations between a brand and 

consumers. Early studies show that placement of brand names in print advertisement can affect consumer evaluations of 

the brands(Janiszewski, 1990).Strong brand associations help in reducing consumer dissonance(Sawant, 2012).Digital 

marketing tools such as email and mobile marketing have been found effective in establishing strong connection with 

consumers(Yuvaraj& Indumathi, 2018).Recent studies indicate that creative media advertising as opposed to traditional ad 

can lead to stronger brand association (Berlo et al.,2024).Additionally others factors like online communities, electronic 

word of mouth play a significant role in building positive associations leading to purchase intention(Cabigting et 

al,2022).Research on advertising across online and offline media have presented interesting findings. Some researchers 

suggest that integrating television and internet advertising enhances the impact of campaigns(Wang, 2011).However other 

studies argue that the effectiveness of advertisement on consumer attitude can vary depending on the media type such as 

online, print and TV(Sama, 2019). 

This leads us to our fourth hypothesis: 

H4. Traditional advertisement has a positive and significantly different impact on Brand Associations compared to Digital 

Advertisement. 

 

Research Methodology 

Measurement 

For measuring brand equity, “brand loyalty”, “brand awareness”, “perceived quality”, and “brand associations” as proposed 

by Aaker’s (1991, 1996) were selected. For measuring “brand loyalty”, one item each from(Yoo et al., 2000), (Nigam & 

Kaushik, 2011)and (Mohd et al., 2007) were chosen. Brand awareness is usually defined on the basis of “brand recognition” 

and “recall” (Keller,1993). However, we focused solely on brand recognition to study simple brand awareness. For 

measuring awareness items were selected from (Yoo et al., 2000)which were designed earlier by (Hutchinson, 1987) and 

(Nedungadi, 1990).Perceived quality of a brand represents a consumer’s ideas about brand’s superiority and differentiation 

of a brand from similar offers and the items  were adopted from (Yoo et al., 2000) drawing on the research of (Dodds et 

al., 1991).For brand associations all items were self-developed. Table 1 shows details of the items used in the study. 

 Sample and data collection 

Consumer Durable segment was chosen to analyse how traditional and digital Ads affect Brand Equity dimensions. The 

products that belong to this category are generally high priced with a longer usage period. Being a high involvement 

purchase, consumers usually equip themselves with necessary brand knowledge before making the final purchase. In 

addition to this consumer also gain practical brand experience during product usage period. Such knowledge and experience 

about brands and product categories can provide valuable insights to any brand related research study.  

The relative impact of traditional (TV AD) and internet based (OTT AD) on individual dimensions of brand equity were 

measured by developing similar items for each brand equity dimensions in both the categories (traditional and online). This 

would help in studying the overall effectiveness of both the categories. All items were measured on five-point Likert scales 

with 1 indicating “strongly disagree” and 5 indicating “strongly agree”. 

 

The target group of consumers chosen for the study was kept within the age group of 20 years-50 years & above. The 

chosen age groups would help in collecting the best combination of opinions on both brand knowledge and brand 

experience. Out of the 227 responses collected, 204 were found valid for further statistical tests. A total of 23 were rejected 
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for being incomplete or due to invalid responses. Among the 204 respondents, 66 percent were male (n-135), and 34 percent 

were female (n-69).On examining the demographic characteristics, it was found that a greater part of respondents mostly 

varied within the age group of 20-40 representing higher likelihood for the younger generation to take final purchase 

decisions related to consumer durables.  

 

Data Analysis and results 

We adopted SEM approach involving CFA and path analysis. Data analysis was done as suggested by (Anderson and 

Gerbing, 1988) comprising of two steps. As a first step reliability and validity of the constructs were tested. Secondly, the 

hypotheses stating the relationships among the variables were examined. We followed suggestion on model fit by (Hu and 

Bentler, 1999)for both the measurement and the structural model. This requires the values of the parameters such as (𝜒2)/df, 

goodness of fit (GFI), adjusted goodness of fit (AGFI), comparative fit index (CFI), root mean square residual (RMR), and 

root mean square error of approximation (RMSEA) to be estimated. Acceptable range of values are (𝜒2)/df ≤ 3, AGFI≥0.80, 

RMR ≤ 0.1, RMSEA≤1.0, and GFI and CFI greater than 0.90. 

 

Measurement Model 

Cronbach’s alpha coefficient was used to test the reliability of the items. Values of Cronbach's alpha were in the range 

0.70-0.90 (summarized in table 2). In the next step the scales used for measuring latent variables were validated. For this 

AMOS 21.0 software was used to build a CFA model incorporating all dependent and independent latent variables (Refer 

Figure 2). Measures like Composite Reliability (CR) and Average Variance Extracted (AVE) were used to assess 

unidimensionality and convergent validity of the constructs. The composite reliability ranged from 0.71 to 0.90, meeting 

the criteria of 0.6. The average variance extracted ranged from 0.48 to 0.55, thus almost meeting the value of 0.50. Table 

2 shows the factor loadings, composite reliability, and average variance extracted. Further, the discriminant validity of the 

scales measured for all possible paired combinations of the variables and all 𝜒2 differences are found to be significant. This 

indicates acceptable discriminant validity of all scales. 

 

Goodness of Fit Index 

The CFA model showed good fit.As per the goodness-of- fit indicators almost all values of the result came out within 

acceptable limits in the measurement model ((𝜒2)/df =1.961, GFI=0.774; AGFI=0.738; CFI=0.855; RMR=0.062, and 

RMSEA=0.069). All factor loadings were significant and varied from 0.529 to 0.879(except TVAD1=0.446 and 

TVAD2=0.466). Since factor loadings of these two items did not meet the accepted level of ≥0.5, the items were deleted. 

This led to an improvement in some of the key values such as (( 𝜒2 )/df =2.040, 

GFI=0.781,AGFI=0.743,CFI=0.857,RMSEA=0.072.To further improve the model fit, suggestion of covariation TVAD3 

and TVAD4 under modification indices of Amos software was followed (Refer Table 1).This helped in improving the 

figures as𝜒2/df=1.89, GFI=0.792,AGFI=0.755,CFI=0.878.RMSEA=0.066. 

 

Structural Model 

The hypotheses proposed were tested on the basis of structural equation modeling. This would help in finding out if the 

hypothesised relationships between TV and OTT Ads and brand equity constituents was statistically significant or not (see 

Table 3).TV AD and OTT AD were taken as the exogenous variables and brand awareness, loyalty, perceived quality and 

brand associations were endogenous variables. Both the independent variables were assumed to be intercorrelated. All of 

the fit measures indicated that the structural model is moderately acceptable (CMIN=2.216(p<0.00); GFI=0.77; 

AGFI=0.731; CFI=0.846; RMR=0.079, and RMSEA=0.077).  

 

Apart from testing the model’s goodness-of-fit fit for the data, the hypothesized relationships between exogenous and 

endogenous variables were also tested(Hair et al., 1998). The results show all four hypotheses H1, H2, H3, H4 are 

statistically supported. This means both TV Ad and OTT Ad make a significantly positive yet varying impact on brand 

awareness (TV Ad :β=0.29,t-value=3.50,p-value<.05;OTT Ad :β=0.39,t-value=4.5,p-value<.05), on Brand loyalty(TV Ad: 

β=0.26,t-value=3.09,p-value<.05;OTT Ad :β=0.37,t-value=3.96,p-value<.05). 

For Brand perceived quality (TV Ad: β=0.37, t-value=3.46, p value<.05; OTTAd: β=0.23, t value=2.39, p-value=0.17) and 

for Brand Associations (TV Ad: β=0.39, t-value=4.05, p-value<.05; OTTAd: β=0.31, t value=3.26, p-value<.05). 
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Table 1: Items measuring variables under study 

 

Television Advertisement  

TVAD3 TV ads are most helpful in recalling the symbol or logo of this brand. 

TV AD4 TV ads help in recognizing this brand among other brands 

TV AD5 TV    ads will be my source of information if I go for a repeat purchase of the brand in future  

TVAD6 I will refer to television ads while recommending this brand to my family and friends 

TVAD7 TV ads are the best source of information about the brand’s reliability and functionality 

TVAD 8 TV ads clearly present the high quality of the brand 

TVAD9 I still look for television ads to relate with my favourite brand 

TVAD10 TV ads help me in forming a clear image of the brand 

TV AD11 TV ads have strengthened my emotional connect with the brand 

 

OTT Advertisement 

OTT AD1 OTT ads create a distinct identity for the brand 

OTT AD2 Messages in OTT ads always have a new refreshing touch 

OTT AD3 OTT ads stay in mind for a longer time 

OTT AD4 Creativity and interactivity of the OTT AD motivate me to stay loyal to the brand 

OTT AD5 Messages in OTT AD keeps introducing new ways to encourage brand loyalty 

OTTAD6 OTT ads boost brand’s reliability and functionality 

OTT AD7 OTT ads reflect high quality that the brand has to offer 

OTT AD8 OTT ads create an instant connect with consumers 

OTT AD9 OTT ads build a strong brand image 

OTT AD10 OTT ads reflect consumer’s exact needs and expectations 

 

BRAND AWARENESS 

Brand Awareness1  I can easily recognize this brand among other similar brands 

Brand Awareness2  I can quickly recall the symbol or logo of this brand 

Brand Awareness3    I have no difficulties in imagining this brand in my mind 

 

BRAND LOYALTY                                                                                           

Brand Loyalty1     If in future I want to buy a new refrigerator this brand would be my first choice 

Brand Loyalty2     I will always recommend this brand to my family and friends 

Brand Loyalty3     
If I am going to buy other electrical goods other than refrigerator then I will choose this 

brand  

 

PERCEIVED QUALITY 

Perceived Quality1    The likely quality of the brand is extremely high 

Perceived Quality2     The likelihood that the brand would be functional and reliable is very high  
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BRAND ASSOCIATION 

 

Brand Association1    The maker of the brand has a strong image 

Brand Association2    The brand is dependable and cares for its customer needs 

Brand Association3     The brand provides enough warranty and has very good service facilities 

 

Table 2: Reliability and Convergent Validity 

Factor       Item    FL p-value CR AVE Cronbach’s α 
 

TV AD TVAD 3 0.601 *** 0.88 0.48 0.882 

 TV AD 4 0.619 *** 

 TV AD 5 0.643 *** 

 TV AD 6 0.733 *** 

 TV AD 7 0.722 *** 

 TV AD  8 0.640 *** 

 TV AD  9 0.690 *** 

 TV AD 10 0.721 ***    

 TV AD 11 0.709 *** 

OTT AD OTTAD  1 0.682 *** 0.90 0.51 0.90 

 OTTAD 2 0.598 *** 

 OTTAD 3 0.664 *** 

 OTTAD 4 0.714 *** 

 OTTAD 5 0.737 *** 

 OTTAD 6 0.74 *** 

 OTTAD 7 0.772 *** 

 OTTAD 8 0.70 *** 

 OTTAD 9 0.76 *** 

 OTTAD 10 0.65 *** 

BRAND 

AWARENESS 

AWR1 0.82 *** 0.88 0.70 0.872 

 AWR2 0.87 *** 

 AWR3 0.81 *** 

BRAND 

LOYALTY 

LYL1 0.81 *** 0.82 0.61 0.814 

 LYL2 0.89 *** 

 

 

LYL3 0.62 *** 

PERCEIVED 

QUALITY 

QUAL1 0.79 *** 0.71 0.55 0.706 

 QUAL2 0.69 *** 

BRAND 

ASSOCIATION 

ASSO1 0.737 *** 0.746 0.50 0.743 

 ASSO2 0.739 *** 

 ASSO3 0.632 *** 
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Figure 2:Measurement Model
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Table3: Model fitting Indexes for CFA 

Index 𝒙𝟐 /df GFI AGFI CFI RMSEA 

Standard Value <2 >0.9 >0.9 >0.9 <0.08 

Actual Value 1.89 0.792 0.755 0.878 0.066 

 

Figure 3: Structural Model 

 

 

 

Table 4: Structural Model Results 

Hypothesis Hypothesised Relationship Standardised 

Estimate 

t-value P value Decision 

 

H1 

TVAd->Brand Awareness 0.29 3.497 ***  

Supported OTTAd->Brand Awareness 0.39 4.496 *** 

H2 TVAd->Brand Loyalty 0.26 3.040 *** Supported 

OTT Ad->Brand Loyalty 0.37 3.969 *** 

H3 TVAd->Brand Perceived 

Quality 

0.37 3.463 ***  

Supported 

OTTAd->Brand Perceived 

Quality 

0.23 2.392 .017 

H4 TVAd->Brand Association 0.39 4.054 ***  

Supported OTT Ad->Brand Association 0.31 3.269 .001 

 

 

 

 

CMIN= 2.216, GFI=0.771, AGFI=0.731, CFI=0.846, RMR=0.079, RMSEA=0.077 
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Discussion: 

It is evident that the results of the study present a very interesting picture concerning the roles of the internet and traditional 

advertising methods in a predominantly digital era. As demonstrated by the findings, both TV ad and OTT ads make a 

significantly positive yet varying impact on all dimensions of brand Equity (refer Table 4). This implies that the results 

support hypothesis H1, H2, H3 and H4. Our attempt to find out how conventional and digital advertisements varied in their 

impact on brand equity dimensions also brought about intriguing results. In case of Brand awareness and Loyalty OTT Ads 

made a greater impact compared to TV Ads. However, when it comes to generating positive brand perceptions and 

associations TV Ads scored higher. This supports previous research findings which acknowledge the continued importance 

of conventional ads in influencing brand perceptions positively(Chan et al., 2015). 

 

Conclusion 

An impressive trend gets projected through this study and that is both traditional and digital ads make distinct 

positive impact on brand equity dimensions. Results highlight that digital ads streamed on OTT platforms are better in 

generating brand awareness compared to TV Ads. This becomes possible due to the precise targeting and interactivity of 

digital Ads. So present study reestablishes the previous findings which state that by developing a personal connect with 

consumer through digital media companies can generate a greater degree of brand awareness (Schivinski & Dabrowski, 

2015, Dabbous & Barakat,2020, Zubair et al., 2022).Such awareness builds personalization helping brands to connect with 

target audience on a deeper level. This together with understanding and catering to personalized preference brands are able 

to cultivate greater loyalty through digital ads(Shanahan et al., 2019,Ebrahim,2020). Our study also highlights the same 

with results stating OTT Ads scoring high in loyalty generation compared to TV Ads. While it is true that OTT Ads offer 

numerous advantages in terms of targeting and engagement, television advertising continues to excel as a preferred 

advertising medium(Findley et al.,2020). The wider reach of this advertising media results in a mainstream appeal helping 

in reinforcing the brand’s image. One of the key strengths of traditional media of advertising such as TV is its role in 

building positive brand perceptions. This further gets confirmed by the results of the study where TV Ads are found be 

making greater impact on brand perception than OTT Ads.  

Furthermore, our analysis demonstrates that the long-standing presence and influence of television in our lives help in 

generating more positive brand associations compared to OTT ads.TV advertised brands are usually considered as 

established and reliable resulting in a higher degree of positive association compared to OTT Ads. 

A thorough analysis of the literature shows that a significant portion of research focuses on the effects of traditional or 

digital advertisements on brand equity and its dimensions. Only limited amount of work exist on analysing the relative 

impact of both(Chan et al., 2015; Domazet et al., 2017; Draganska et al., 2014). Therefore, this study contributes to the 

existing body of literature by underscoring the significant positive effect of both conventional and modern advertising on 

brand equity. Results show both the forms of advertising have a significant positive effect on brand equity and its 

dimensions. Particularly, OTT ad makes a greater positive impact on brand awareness and brand loyalty while TV ad makes 

a greater impact on brand quality perceptions and associations. Our results reestablish the enduring influential role of TV 

ad in building brand equity and offer further support to previous studies(Bruhn et al., 2012).  

 

Implications: 

In terms of managerial implications this study provides numerous insights for branding managers to consider. Results 

reveal that the role of advertising is no more limited to being a mere marketing communication tool. Rather it plays a key 

role in building brand equity dimensions. Furthermore, findings suggest that advertisement media whether conventional or 

digital, have their unique strengths. Hence in spite of the rapidly evolving advertising landscape, traditional advertising 

media continue to hold a prominent place in building brand equity. In this context, companies need to pay attention while 

choosing among the available advertising media. A carefully designed advertising strategy which includes both 

conventional and digital modes of advertising can help a company in making maximum impact on individual brand equity 

constructs.  

 

Limitations and future Research Scope: 

Like any other research this study also has its own set of limitations. Findings are limited to consumer durable sector only. 

Future studies can test the applicability of this model in other industries such as FMCG involving mostly low involvement 
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purchases. Secondly the scope of the study can be expanded to include more regions of the country. Future studies can 

include a bigger sample size to present a generalized conclusion .Lastly the study adopted a limited approach by examining 

the multiplatform impact of advertising only in terms of online(OTT Ads) and traditional offline mode (TV Ads). The same 

framework can be applied to test the impact of other forms of advertisements in both online and offline forms. 
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