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Abstract 
 Effective marketing today means capturing the 
essence of a great idea in a quick snack able way. 
Potential of marketing cartoons replacing the flood 
of infographics and Cartoons lend themselves to this 
powerful approach. B2B technology companies are 
quite serious about the business impact, relevant 
content that gets to the essence of what your 
audience cares about is the basic concept of market 
cartooning. More businesses are looking to use 
marketing cartoons in their marketing efforts, 
rather than looking for mass appeal, the trick is to 
find things that are directly meaningful to the 
audience you're going after." This speaks to the 
power of niche marketing. The marketing cartoons 
acts as a strong influencer in minds of customer 
which affects the consumer behaviour. When there 

is a deep connection with a niche target audience, 
we can mine for some great humour. When you put 
yourself in the space of your audience, we can 
surface the exact expectations and emotions of the 
targeted audience. If that case is achieved then the 
audience would share via their social channels which 
are the greatest weapon in today’s world. 
This paper discusses about the need and preferences 
of using market cartooning to convey our marketing 
concepts effectively and quickly and their 
essentiality to cope up with the expectation of 
customers that in turn influence the consumer 
behaviour. 
Keywords: Content marketing, social channels, 
target audience, business impact, consumer 
behaviour, perception, awareness etc. 

 
Introduction 

 Market cartooning is also a branch of Advertising, which not only aim at either calling for 

attention or creating awareness for its products, developing and maintenance of interest, but also 

encourages trial or repeat purchase, or better still, ensure cognitive consonance 

From the inception of static pictures, motion pictures and animated caricatures it has deeply 

affected human mind. It has been used to tender messages of different nature across using the 

mediums and methods of humour, sarcasm, horror, and other literary devices. History of cartoons 

can be traced from the first caricature drawn by human being. Initial cartoons were believed to be 

drawn by Raphael and Leonardo da Vinci. 

 In 1843, Punch Magazine started using satirical drawings in its pages, actually coined the 

trend. Then almost all other magazines and newspapers took the trend like New Yorker, The 

Times, and The Tribune. This also spawned a different type of literature called „Comic Books‟ 

where stories are imparted by drawing caricatures with funny expressions and messages. With the 

help of Walt Disney cartoon history received its current popularity in popular culture 

 With cartoons invading entertainment market, it has highly influenced the raw minds and early 

teenagers with its effective use of mind penetration techniques which can be categorized both in 

terms of consequences, good and Bad. People have always tried to pin point the merits and de-
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merits of cartoons and popular culture. In this research I would like to describe its effect on 

consumer behaviour. Consumer behaviour reflects the totality of consumers‟ decisions with 

respect to acquisition, consumption and disposition of goods, services, time and idea by (human) 

decision making units (over time). It also includes whether, why, when, where, how, how much 

and how often and how long consumer will use or dispose of an offering. Consumer purchasing 

behaviour covers “all activities and decisions which relate to choosing products, purchasing and 

post- purchasing use”.  

 
Objectives 

 Objectives of this research are to pinpoint the behaviours, attitudes which are results of 

watching cartoons in social sites, and other media network.  

 To identify the level of impact of consumer behaviour through marketing cartoon.  

 To understand whether the marketing cartoons are a competent advertising tool for the 

prevailing situation that promotes consumer awareness and perception. 

 

Significance of the Study 

 This particular research focuses on the impact of cartoon marketing on the consumer 

behaviour. It explores the factors which are affected by the cartoon and its ultimate behaviour on 

consumer. This study will help the readers to understand the consumer behaviour while purchasing 

the products/services so that they can devise appropriate strategy to advertise their 

products/services in a best possible way.  

 
Research Methodlogy 

 Research Design- Descriptive-Qualitative 

 
Methods of Data collection 

Primary Data: Data are collected from respondents through questionnaires 

Instrument for data collection- Questionnaire 

Sampling Unit: Retails stores and Super Market 

Sampling Method: Convenience sampling method 

Sampling technique:  

Non- Probability sampling method - Convenience sampling technique 

Area of the study: Chennai 

Sampling Size: 200 

 Data collected is then analysed with the help of statistical tools and the tools used are Mean, 

Media &Mode, standard deviation, ANOVA and Percentage analysis  

 
Data Analysis and Discussions 

 Consumer behaviour is a massive factor which involves consumer perception, Motivation, 

Psychological, attitude, buying behaviour and decisions. These series of decisions drive from the 

consumer awareness and consumer perceptions. Buyers are aware of the product through one 

source or multiple sources have more information regarding the brand and the product. In our 

research we consider the advertisement as a basic source of creating awareness in the mind of 

customers. The main reason behind the creating awareness in the mind of the customers is the 

content and information used in the particular advertisement. In the same way content of the 

advertisements (for example pictorial representation- cartooning) also build the perceptions of the 
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customers who are watching these advertisements. The results of our research depict that 

advertisements are the main source of creating awareness as well as shaping the perceptions of 

the customers. Consumer awareness and consumer perceptions are considered as the two main 

drivers that lead towards the consumer behaviour. 

 Also Results states that marketing cartoon creates awareness for event and shows advertising 

effectively rather than products/services promotion and also puzzling cartoons invokes the interest 

to make aware of the product for the targeted audience. 

 Results show that the people having adequate amount of income and education are more 

responsive to the marketing cartoons as compared to the low income and less educated 

individuals. In our sample size there are individuals having income (between (INR) 25000 to 60000) 

and educated individuals have been interviewed. They are middle class people who watch cartoons 

in hoarding and media such as news paper, TV and social network sites to gain the information and 

make suitable decisions while purchasing the particular product/services and also they share the 

positive and negative feed back with other through word of mouth and mode of communication. 

 Hypothesis were conducted relating impact of cartoon marketing in creating consumer 

perception and awareness in which it is analysed that as cartoon marketing is the source of 

information which creates awareness in the mind of the customer which is useful in introducing 

the new products/services whereas customer perception need not be built only through cartoon 

marketing where as consumer perception is built upon trial and other sources of advertising modes 

such as peer and friends, through personal experiences and word of mouth and Above all 

experience is the major driver of building perceptions  

 Through ANOVA it has been identified that the consumer awareness and perception has a 

positive impact upon marketing cartons which influences the consumer behaviour 

 

Conclusion 

 Hence, it can be concluded that there is significant relationship between consumers behaviour 

towards market cartooning are directly related with each other and hence advertising through 

Market Cartooning should incorporate good values in cartoons to attract and influence the 

consumer behaviour. While we really can't force something to go viral, when you discover specific 

universal truths and find humorous ways to express them, there is a high probability that your 

audience will take the time to share your clever insights with their peers and friends. Thus the 

effect of cartooning is more on politicians and other social issues in India which should be altered 

and the cartoon marketing should be used to spread useful and positive information on worthy 

products and services that is beneficial for all human kinds 
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