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Abstract: This study holds a discussion on influence of deceptive advertising on brand image towards personal care 

products. To test the proposed relationship, the data was collected using structured questionnaire from 420 respondents who 

have capacity and willingness to purchase the personal care products in the state of Haryana. We measured “deceptive 

advertising” using the scale developed by Roman (2010) and brand image was measured using the scale suggested by 

Salinas and Perez (2009). Further, exploratory factor analysis was deployed to check composition of latent variables. In 

addition to test the proposed relationship between deceptive advertising and brand image, this study used regression analysis 

approach. The finding of our study suggested that deceptive advertising negatively influence brand image towards personal 

care products. Therefore, our findings documented that deceptive advertising an important predictor of brand image. In 

addition, our study provides significant practical implications for producers, consumers, and regulatory authorities. 
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I. INTRODUCTION 

“Good advertising not only tells the literal truth but also avoids possible deception through subtle implication or omission”. 

        --Freer (1949) 

Advertising is a popular marketing tool which firms adopt to inform customers about their products and it is a technique 

used by companies to influence the customer’s attitude towards their products and it is any paid form of the propagation of 

ideas, goods or services that are backed by a known sponsor (Belch and Belch, 2004). An advertisement turns into false or 

misleading, when deceptive or untruthful statements are used in advertising (Shailesh and Taruna, 2016). Any incorrect 

understanding of the product given to the customers leads to misleading advertisement (Gurol and Kaynak, 2015). In the India, 

the Consumer Protection Act, 1986 began using corrective advertising as a major weapon against deceptive advertising. Dyer 

and Kuehl (1974) examined how the company image was influenced by both print and radio corrective ads about a diet soft 

drink and a suntan lotion. Moreover, increase of unethical advertisements creates less loyal commitment of customers and also 

influence brand image (Azhar and Shah, 2015). Many times, markets ignore the ethics of advertising and this causes decrease in 

customer satisfaction, loyalty, commitment, and brand image (John, 2011).  

In recent decades, the subject of deceptive advertising has received great attention from researchers and practitioners, as 

well as the official interest of consumer protection organizations in most countries across the world, while the subject has not 

received such interest in the across the India, even academically, there are very few studies on the subject (Gaber et al., 2018). 

To the best of authors’ knowledge, this study first study which investigate the relationship between deceptive advertising and 

brand image in the context of personal care products (see Figure 1). The rest of the article is organized as follows. Section 2 

http://www.ijarcsms.com/
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discusses the relevant studies related to deceptive advertising and brand image. Section 3 explains research methodology to 

analyze the data. Section 4 discusses the results. Section 5 concludes the findings of this article.  

II. LITERATURE REVIEW 

Companies have been engaging in deceptive advertisement practices for several reasons which include the lack of expertise 

of the entrepreneurs of the idea of deception and practices, and the possible damage to the businesses that recognition most 

effective on brief term earnings even as ignoring long term earnings (Gaber et al. 2018).  From customer point of view, Mohsen 

and Enad (2019) examined documented the negative impact of deceptive advertising practices on organizational mental image. 

Sina et al. (2017) suggested that firms that indulge in deceptive advertising experience heavy losses in the long term and these 

practices are a waste of consumer resources and the economic resources for society as a whole. Grace (2014) documented that 

negative publicity cause bad image of brand in the eyes of consumers. In addition, Victor (2014) found that every day 

consumers experience manipulation in advertising. Maicibi et al. (2013) suggested that deceptive advertisement adversely 

influence the customer satisfaction, loyalty, and brand image. 

Most recent, Fatima and Lodhi (2015), Ukaegbu (2020) Hussain (2015) investigated the role of deceptive advertising in 

brand image of products and service and found that companies need to avoid deceptive advertising to increase the brand image 

and customer satisfaction. In context of India, we found very limited studies which examine the relationship between deceptive 

advertising and brand image. Therefore, our study bridges the gap in the literature. 

  

 
Figure 1: Theoretical model 

 

III. METHODOLOGY 

3.1 Sampling and data collection 

In order to accomplish the objective the article, this study collected the primary data from individuals who have capacity to 

purchase personal care products in the state of Haryana. In addition, we used a self-administered questionnaire to collect the 

required data. We deployed non-probability convenience sampling method to draw a representative sample size. Further, we 

contacted 600 individuals using online and face to face data collection method.  Of the 600 respondents, 440 questionnaires 

were returned by respondents. Of the 440, 420 were found suitable to further analyze, resulting in a 70 percent response rate, 

which is more than reasonable for a survey of this type (Ganguli and Roy, 2011).  

3.2 Measurement instrument  

The variables of interest were measured scale proposed by literature review. We measured “deceptive advertising” using 

the scale developed by Roman (2010). Further, the brand image was measured using the scale suggested by Salinas and Perez 

(2009). The respondents were asked to state their level of agreement with the series of statements stated in Annexure A using a 

five-point Likert scale ranging from “strongly disagree=1” to “strongly agree=5” . 

 

https://www.scirp.org/journal/articles.aspx?searchcode=Raymond+Chimezie++Ukaegbu&searchfield=authors&page=1
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IV. DATA ANALYSIS AND DISCUSSION 

4.1 Demographic profile of respondents 

Table 1 presents demographic profile consumers corresponding age, educational qualification, occupation, marital status, 

monthly income, family size, preference to purchase branded items of personal care products, monthly expenses to purchase 

personal care products, and frequency to use personal care products. We found that majority of respondents were less than 30 

years (n=155; 36.90 percent), followed by 31-40 age group (n=124; 29.52%). Further, our results show that large number of 

respondents was post-graduates (n=190; 45 percent) followed by graduate (n=96; 22.86 percent). In addition, our results reveal 

that majority of respondents were employed in service sector (n=260; 61.90 percent). 71.43% of survey respondents (n=300) 

were unmarried followed by married (n=120; 28.57 percent).  

Further, our results provided that majority of respondents monthly income is Rs. 30,001-1,00,000 (n= 210; 50 percent) 

followed by Rs. 1,00,001-1,50,000 (n=89; 21.19 percent), less than Rs. 30,000 (n=86; 20.48 percent), and above Rs. 1,50,000 

(n=35; 8.33 percent). Approximately 47.62% of respondents have 4-6 members (47.62 percent) in family followed by 45.24 

respondents have up to 3 members in family (n=190).  Further, we found that majority of respondents (n=380; 90.48 percent) 

always prefer to buy brand products of personal care followed by very less number of respondent who prefer to buy branded 

products. Approximately 67.86% respondents monthly spend more than Rs. 1,000 on personal care products followed by 9.52% 

respondents who spend Rs. 501-1,000 monthly on personal care products. In last, we found that majority of respondents (n=350; 

83.33 percent) use personal care products once a day followed by 1429% respondents who use personal care products twice a 

day.  

4.2 Factor analysis 

Table 2 shows the outcome of factor analysis. Prior to analyzing data, we deployed Exploratory Factor Analysis (EFA) 

using Statistical Package for Social Sciences (SPSS) version 24.0 to identify the underlying factors as per rules suggested by 

Gerbing and Anderson (1988). For extracting factors, we deployed principle component analysis (PCA), and varimax rotation 

with Kaiser Normalization was also applied. We deployed two times EFA for extracting variables, respectively, deceptive 

advertising and brand image. The value of KMO was found 0.866, which was more than the threshold of 0.6 for sample 

adequacy and Bartlett’s test of sphericity was also significant (p< 0.001) corresponding to deceptive advertising. Similarly,  the 

value of KMO was found 0.881, which was more than the threshold of 0.6 for sample adequacy and Bartlett’s test of sphericity 

was also significant (p< 0.001) corresponding to brand image. The results of factor analysis validate the uni-dimensionality of 

latent variables. 

Further, the results of factor analysis show that deceptive advertising explaining 66.54% variance and brand image 52.10% 

variance after varimax rotation. In addition, reliability of variables also examine using cronbach’s alpha. The value of 

cronbach’s alpha was found, respectively, 0.921, and 0.901 corresponding to deceptive advertising which was more than the 

threshold of 0.70 for reliability of variables. Then, we used regression analysis approach for data analysis.  

 
Table 1: Demographics of respondents 

Variables Category Frequency % 

Age (years): <30 155 36.90 

31-40 124 29.52 

41-50 84 20.00 

51-60 53 12.62 

>60 4 0.95 

Educational qualification Up to 12
th
 36 8.57 

Graduation 96 22.86 
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Post-Graduation 190 45.24 

Professional 68 16.19 

Others 30 7.14 

Occupation Student 54 12.86 

Service holder 260 61.90 

Business 80 19.05 

Others 26 6.19 

Marital status Married 120 28.57 

Unmarried 300 71.43 

Monthly income (in Rs.) Less than 30,000 86 20.48 

30,001-1,00,000 210 50.00 

1,00,001-1,50,000 89 21.19 

Above 1,50,000 35 8.33 

Family size (in members)  Up to 3 190 45.24 

4-6 200 47.62 

>6 30 7.14 

Preference to purchase branded items of personal care 

products 

Always 380 90.48 

Sometimes 25 5.95 

Never 15 3.57 

Expenses to purchase of personal care products in a month 

(in Rs.) 

< 200 35 8.33 

201-500 40 9.52 

501-1000 60 14.29 

>1000 285 67.86 

Frequency to use personal care products Once a Day 350 83.33 

Twice a Day 60 14.29 

>2 time a day 10 2.38 

Notes: N=420.  

Source: The authors. 

 

Table 2: Internal quality of latent variables 

Variable Code Items Factor 

loadings 

Cronbach’s 

alpha 

Deceptive 

advertisin

g (DA) 

DA1 
Advertisements related to personal care products exaggerates the benefits and 

characteristics of its offerings 

0.87 

0.921 

DA2 Information given by advertisements  on personal care products is unclear 0.88 

DA3 
Advertisements  on personal care products use misleading tactics to convince 

consumers to buy products 

0.79 

DA4 
Advertisements  on personal care products are much focused on product 

features that are not important to buy 

0.91 

DA5 Advertisements  on personal care products misrepresent product characteristics 0.92 

DA6 
Advertisements  on personal care products take advantage of less experienced 

consumers to make them purchase 

0.86 

Total explained variance = 66.54%; KMO measure = 0.886; Bartlett's Test of Sphericity (p<0.000). 

Brand 

Image 

(BI) 

BI1 The products of this brand have a high quality 0.88 

0.901 

BI2 The products of this brand have better characteristics than competitors 0.81 

BI3 The products of the competitors’ brand are usually cheaper 0.91 

BI4 This brand is nice 0.77 

BI5 This brand has a personality that distinguishes itself from competitors 0.79 

BI6 This brand does not disappoint its customers 0.82 

BI7 This brand is one of the best brands in the sector 0.80 

BI8 This brand is very consolidated in the market 0.85 
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Total explained variance = 52.10%; KMO measure = 0.881; Bartlett's Test of Sphericity (p<0.000). 

Notes: N=420. 

Source: The authors. 

 

4.3 Correlations between variables 

Table 3 exhibits the correlations between deceptive advertising and brand image. We found negative and significant 

correlation between deceptive advertising and brand image at 1% level of significance. The significant correlation between 

latent variables allows further examine the relationship between variables. 

Table 3: Correlations matrix 

Variables  Deceptive advertising (DA) Brand Image (BI) 

Deceptive advertising (DA) 1  

Brand Image (BI) -0.411* 1 
Notes: N=420. * correlation is significant at 0.01. 

Source: The authors. 

 
4.4 Deceptive advertising and brand image 

 Table 4 provides the results of regression analysis. The constant coefficient was found significant and positive, means the 

value of endogenous variable will be positive in absence of exogenous variable (β=1.011, p<0.01). In other words, the value of 

brand image will be positive in minds of customers in absence of deceptive advertising. Further, the coefficient of deceptive 

advertising found negative and significant, implied that deceptive advertising negatively influence the brand image (β=-0.521, 

p<0.01). Therefore, our results propose deceptive advertising is an important predictor of brand image towards personal care 

products.  

Table 4: Results of regression model 

Variable 
Unstandardized 

coefficients 
Standard 

error t-value 
Standardized 
coefficients 

Constant 1.011 0.202 5.005* - 
Deceptive advertising (DA) -0.521 0.081 -6.432** 0.441 
Notes: Dependent variable = Brand Image (BI). R2=35.11. *, ** coefficient is significant at 0.01 and 0.001, respectively.  

Source: The authors. 

 

V. CONCLUSION AND IMPLICATIONS 

This study holds a discussion on influence of deceptive advertising on brand image towards personal care products. To test 

the proposed relationship, the data was collected using structured questionnaire from 420 respondents who have capacity and 

willingness to purchase the personal care products in the state of Haryana. The results of our study suggest a negative 

relationship between deceptive advertising and brand image. Furthermore, we found significant and negative influence of 

deceptive advertising on brand image towards personal care products. Therefore, our findings documented that deceptive 

advertising an important predictor of brand image.  

In addition, our study provides significant practical implications for producers, consumers, and regulatory authorities. For 

producers and marketers, advertisement needs to free from false information, careful of claims in product names. In addition, 

the advertisement doesn’t exaggerate the capability or performance of a product, and make sure pricing of products is clear. For 

consumers, our findings suggest that consumer needs to be aware about deceptive advertising before make final decision to buy 

a product. In last, our study suggests that regulatory authorities need to be cautious about deceptive advertisement by marketers 

and producers. 
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Section A 

Demographic profile of the respondent (kindly tick) 

1. Age   (years):   

<   30                    

31-40                   

41-50                       

51-60                        

>   60 

 

2. Educational qualification: 

Up to 12
th
              

Graduation                   

Post-Graduation 

Professional (CS, CA, ICWA etc.)     

Others 

 

3. Occupation:  

Student 

Service holder 

Business 

Others 

4. Marital status :      

Married     

Unmarried   

 

5. Monthly income (in Rs.) 

Less than 30,000 

30,001-1,00,000 

1,00,001-1,50,000 

Above 1,50,000 

6. Family size (in members)  

Up to 3  

4-6  

> 6 

7. Do you prefer branded items of personal care products to purchase? 

Always 

Sometimes 

Never 

8. How much do you spend to purchase of personal care products in a month? 

< Rs. 200 

Rs. 201-500 

Rs. 501-1000 
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> Rs. 1000 

9. How often do you use personal care products? 

Once a day 

Twice a day 

More than 2 time a day 

 

Section B 

This section of questionnaire has been developed to assess perceived deceptive advertising towards personal care 

products; please specify (√) your opinion on each of them: 

Strongly disagree (SD) = 1; Disagree (D) = 2; Neutral (N) = 3; Agree (A) = 4; Strongly Agree (SA) = 5 

Code Items SD D N A SA 

DA1 Advertisements related to personal care products exaggerates the benefits and 

characteristics of its offerings 

     

DA2 Information given by advertisements  on personal care products is unclear      

DA3 Advertisements  on personal care products use misleading tactics to convince 

consumers to buy products 

     

DA4 Advertisements  on personal care products are much focused on product features 

that are not important to buy 

     

DA5 Advertisements  on personal care products misrepresent product characteristics      

DA6 Advertisements  on personal care products take advantage of less experienced 

consumers to make them purchase 

     

Section C 

This section of questionnaire has been developed to measure brand image towards personal care products; please specify 

(√) your opinion on each of them: 

Strongly disagree (SD) = 1; Disagree (D) = 2; Neutral (N) = 3; Agree (A) = 4; Strongly Agree (SA) = 5 

Code Items SD D N A SA 

BI1 The products of this brand have a high quality      

BI2 The products of this brand have better characteristics than competitors      

BI3 The products of the competitors’ brand are usually cheaper      

BI4 This brand is nice      

BI5 This brand has a personality that distinguishes itself from competitors      

BI6 This brand does not disappoint its customers      

BI7 This brand is one of the best brands in the sector      

BI8 This brand is very consolidated in the market      
 


