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IMPACT OF INTERNET ON ONLINE PURCHASERS OF MOVIE
TICKETS IN BUILDING POSITIVE ATTITUDE

Dr. Ravi Kumar Goriparthi* & Shajeer Sainudeen?

Abstract- This paper tries to go over on online purchases of movie tickets in forming a positive attitude among the consumers,
in relation to the topic seven independent factors were selected and their influence was later tested onto two groups. In the first
group were the representatives of regular online purchasers who book their tickets online, while the second group consisted of
random people that were aware and also could purchase online often. Two questionnaires were handed out — one for the
Regular Online Purchasers group one for the Non Regular Online Purchasers group. The collected data was analyzed through
SPSS program Version 19.0, did correlation analyses to track the relationship between the different independent variables and
the dependent variable — brand attitude. Afterwards in order to test the seven hypotheses used the two- way of variance
ANOVA to check which of the two groups elicit more positive brand attitude under the promotional influence. It was found out
that regular online purchasers who are using online for a long period of time, have experience with the brand on a regular
base, have positive associations and find it important to work and be surrounded by promotional elicit more positive attitude
than Non Regular Online Purchasers with the same characteristics. On the other hand often online purchasers that are longer
aware with a certain brand and often are engaged in Promotional activities in regards to brands show more positive attitude
than regular online purchasers group.

Key words: Regular Online Purchasers, Non Regular Online Purchasers, brand attitude, Internet activities, associations,
experience

1. INTRODUCTION

The rise and wide spread of Internet and the fast growing consumers’ digital media use led ~ companies occupied in
different business sectors to think about a new way of communication with customers (Chenong, 2008). Among the fastest
growing online tools for reaching the consumers is the so called “social media” (Trusov, 2009). Internet is becoming an
important part in peoples’ lives as can be seen from the recent marketing approaches done in that sphere. For marketers this
phenomenon is of high interest in promoting the products is becoming an important source of customer information sharing,
awareness, support and empowerment (Kaplan, 2010). Consequently Internet allows businesses to effectively and
inexpensively engage in direct client contact, reaching levels of efficiency undoubtedly higher than any other traditional
marketing communication tools (Berthon, 2008). There are many evidences and examples how companies use Internet for
more efficient communication and better results. Many companies and well-known brands were affected by the economic
crisis in the recent years, their annual sales were falling down and customer satisfaction was almost diminished, the economic
crisis eventually wasn’t the only reason for the brands failure. Brands like GAP or MySpace suffered by perception issues
which led again to falling sales and need of rebranding. Companies are constantly paying attention to the change of
customer’s opinions and preferences and are trying to be up to date with the emergence of new technologies and eventually
stay aside from problems of that character. Several previous studies confirmed the relevance of brand attitude in various
markets and spheres so the actuality of the problem is pretty evident (Jacobson, 2001). Companies and marketers are
constantly monitoring the customers’ brand attitude change. Each company’s aim is to create positive brand attitude or if not
positive, then at least an attitude that will lead to profitable results, leading positions on the market and opportunities for
future growth. Therefore the analysis of promotional tools and what is the effectiveness of these on customers’ attitude
toward brands will provide efficient and helpful insights for companies. These include trying to predict their future sales and
behavior towards consumers and respectively toward competitors, and therefore improving their marketing communications
and optimizing the advertising and persuading campaigns with tools that don’t necessarily require the investment of a lot of
money.

The main objective is:

“How effective are the promotions for consumers in creating positive attitude towards the brand?

The main hypothesis of the study is:

Hypothesisl: Regular Online Purchasers that have been aware with a certain brand for a longer period of time are holding
more positive attitude toward that brand than Non Regular Online Purchasers
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Hypothesis2: Regular Online Purchasers that have been using Internet for a longer period of time hold more positive brand
attitude than Non Regular Online Purchasers

Hypothesis3: Regular Online Purchasers that often engage in Internet activities are more positive toward brands than Non
Regular Online Purchasers that engage in the same activities

Hypothesis4: Regular Online Purchasers that engage often in Internet activities in regards to any brand are more positive than
Non Regular Online Purchasers

Hypothesis5: Regular Online Purchasers that more often have personal experience with a brand hold more positive attitude
than Non Regular Online Purchasers

Hypothesis6: Regular Online Purchasers that find Internet important in their everyday life are with more positive brand
attitude than Non Regular Online Purchasers who find it equally important

Hypothesis7: Regular Online Purchasers that have more positive associations to certain brand hold also more positive attitude
toward it than Non Regular Online Purchasers

2. METHODOLOGY

The purpose of this study is to examine how effective are promotional tools for consumers in the creation of positive brand
attitude, quota sampling is used the respondents are divided into two groups: Regular Online Purchasers of the movie tickets
that are subscribed and Non- Regular Online Purchasers. The data needed for the first survey was collected through e-mail
then questionnaire was sent out to all the mutual friends. It is hypothesized that the longer awareness -brand attitude is a
factor that would positively influence so it is taken as a dependent variable, next independent variable is Longer internet
usage-brand associations of the users, Internet usage, engagement of the people in Internet activities in general, engagement
in regards to any brand, brand awareness of the users, personal experience they have with the brand, and the importance of
Internet in their everyday life The statements were composed in line with the (Keller, 2001) about brand attitude and his
separation of this attitude on judgments and feelings and respectively their derivatives. The Cronbach’s Alpha coefficient was
.88, which indicated high reliability of the scale. The model below explains the procedure that was followed, the number of
the respondents that took part in the survey was 256, but only 191 of them fully completed all the questions and gave answers
even to the most complicated ones. In a sequential order, the frequencies for the internet usage, experience and associations
were derived with the help of SPSS Statistics program.

3. LIMITATIONS

The present research was carried out using a sample of respondents consisting of personal friends, family, fellow students and
social network. The sample consists of people that are rather same age as mine or younger, mostly already highly educated,
who use Facebook on a regular basis. Therefore that sample does not fully represent the majority and the results could be not
applicable to a large extent of people. Some of the questions are too complicated and require quite a long amount of time to
be answered, which lowered the response rate of the present study. Another disadvantage is the length of the survey in
general. It is also much longer than the average survey and doesn’t meet the standards and expectations of all people.

4. CORRELATIONS

Correlations among all variables are displayed in Table 1: from the table below, the direction of the relationship between the
variables is mostly negative, which means that there is a negative correlation — high scores on one variable are associated
with low scores on the other. The relationship between brand attitude and awareness is the first negative correlation (r = -
.156, p=<0.05). These numbers mean that the longer time people are aware of a certain brand, the more negative they are
toward it. This result is overall for the both groups (Regular Online Purchasers / Non- Regular Online Purchasers). Going
further a negative correlation between brand attitude and associations (r = -0.205, p = <0.05), so the more negative
associations people hold about, the more negative they are toward it, which sounds logical, but now was also proven through
numbers. There is a positive relation between the variable Internet importance and brand attitude (r = .065, p = <0.05), which
signify the more important people find Internet in their everyday life; the more positive they are toward it.

Table 1-Correlations

Awarenes Associatio
S Internet | n Longer Engagement| internet | Experience| Brand
Importanc internet | ininternet | and Attitude
e
usage activities brands
Awareness | Pearson 1 -.021 -.079 -.090 .096 .065 ...033 -.156*
Correlation
Sig. (2- 271 797 .335 242 425 .684 .056
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tailed)
Internet Pearson -.090 1 -.076 512** .011 .091 .049 .065
Correlation
Importance
Sig. (2- 271 .355 .000 .891 .265 551 427
tailed)
Association | Pearson -.021 -.076 1 -.249*%* - 422%* -.398** 118 -.205
Correlation
Sig. (2- 797 .355 .002 .000 .000 .149 . 497
tailed)
Longer Pearson -.079 512** -.249*%* 1 .055 .021 -.147 .148
social Correlation
media
Sig. (2- .335 .000 .002 .503 .799 .071 .069
usage
tailed)
Engagement| Pearson .096 011 - 422%* .055 1 .696** 152 -.199
in social Correlation
media
Sig. (2- 242 .891 .000 .503 .000 .063 .014
activities
tailed)
Social Pearson .065 .091 -.398** .021 .696** 1 .181* -.307**
Media Correlation
and
Sig. (2- 425 .265 .000 .799 .000 .026 .000
brands
tailed)
Experience | Pearson .033 .049 118 -.147 152 181* 1 -.338**
Correlation
Sig. (2- .684 551 149 .071 .063 .026 .000
tailed)
Brand Pearson -.156* .065 -.205* .148 -.199* -.307** [ -.338** 1
Attitude Correlation
Sig. (2- .056 427 497 .069 .014 .000 .000
tailed)

**_Correlation is significant at the 0.01 level (2-tailed).
*. Correlation is significant at the 0.05 level (2-tailed).

There is a positive correlation between brand attitude and the frequency of Internet usage (r =. 148, p= < 0.05), which the
program translates as a very weak correlation between these two variables. The engagement in Internet activities in general (r
=-.199, p =< 0.05) and the engagement in regards to brand (r=-.307, p= < 0.05) have negative correlation with brand attitude.
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It means that the more often people engage in Internet activities in general and in relation to a certain brand the more positive
they are toward it. The personal experience people have with the brand (r=-.338, p=<0.01) is also positively correlated to
brand attitude. These numbers say that the more time and less money people spend the more positive they are toward the
brand.

5. HYPOTHESES TESTING

To address the seven hypotheses Two way of variance ANOVA is used that we have two independent variables, in our case
one of the independent variables is actually a control variable — Regular Online Purchasers / Non- Regular Online Purchasers,
representing different people in each group. To test the first hypothesis a two-way between groups analysis of variance was
conducted to explore the impact of Regular Online Purchasers /Non Regular Online Purchasers and level of awareness on
brand attitude (Table 6).

Table 2-ANOVA, Dependent Variable: Brand Attitude

Awareness Regular Online Purchasers / Non- Regular Online Purchasers Mean SD
3-5 Years ago Regular Online Purchasers 29.7 6.9
Non- Regular Online Purchasers 35.4 5.7
Total 31.9 7.0
More than 5 years ago Regular Online Purchasers 27.9 8.4
Non- Regular Online Purchasers 32.9 54
Total 29.7 7.8
I don't know for sure Regular Online Purchasers 28.7 5.6
Non- Regular Online Purchasers 30.5 6.0
Total 29.0 5.6
Total Regular Online Purchasers 28.7 7.3
Non- Regular Online Purchasers 33.8 5.8
Total 30.4 7.3
Longer internet usage
10h/ > 1 year usage Regular Online Purchasers 30.3 7.35
Non- Regular Online Purchasers 42.5 6.36
Total 334 8.53
10-20h/ 1 year usage Regular Online Purchasers 32.2 7.56
Non- Regular Online Purchasers 30.5 8.12
Total 31.3 1.20
20-30h/ 2-4 year usage Regular Online Purchasers 29 7.3
Non- Regular Online Purchasers 315 10.6
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Total 29.7 8.1
30-40h/< 4 year usage Regular Online Purchasers 29.6 9.6
Non- Regular Online Purchasers 35.3 1.6
Total 31.1 8.6
40-50h Regular Online Purchasers 33.6 1.1
Non- Regular Online Purchasers 31.7 6.1
Total 28.9 7.7
Total Regular Online Purchasers 28.6 7.3
Non- Regular Online Purchasers 33.7 5.7
Total 0.3 7.2

Subjects were divided into 2 groups according to the Regular Online Purchasers /Non Regular Online Purchasers
belongingness and into 3 groups according to the level of awareness (Groupl: people that are aware with brand between 3-5
years, group 2: people with awareness for more than 5 years, and group 3: people that don’t know for sure). There was a
statistically significant main effect for Regular Online Purchasers / Non Regular Online Purchasers [F (1.145) = 8.65,
p=0.04], however the effect size was small (eta squared = 0.56). This effect reaches statistical significance but the actual
difference in the main values is small. The results indicated that the mean score for Regular Online Purchasers /Non Regular
Online Purchasers that lay in the first group awareness (3-5 years) M = 31.93, SD = 7.03 significantly differ from the other
groups (M= 29.70, SD 7.85 and M = 29.03, SD 5.62).However we are more interested in the second group (Regular Online
Purchasers /Non Regular Online Purchasers with awareness more than 5 years). It is noticed that the indicators for non-
Regular Online Purchasers are as follows: M= 32.97, SD = 5.49 and the one for Regular Online Purchasers are M= 27.35. SD
8.4 which shows that non Regular Online Purchasers with longer awareness have more positive attitude toward the brand
than actual Online Purchasers, considering also the positive correlation brought out earlier. All this facts lead to the rejection
of the Hypothesis 1.

To test the second hypothesis a two-way between groups analysis of variance was conducted to explore the impact of Regular
Online Purchasers /Non Regular Online Purchasers and level of Internet usage on brand attitude Subjects were divided again
into 2 groups according to the Regular Online Purchasers /Non Regular Online Purchasers belongingness and into 5 groups
according to the time they spend on Internet per week and respectively the continuity of Internet usage (Group 1: people
spend 10h/less than 1 year of usage, Group 2: 10-20h/1 year usage, Group 3:20-30/2-4years usage, Group 4:30-40h/more
than 4years, Group 5: 40-50h.). It was found out again a statistically significant main effect for Regular Online Purchasers
/Non Regular Online Purchasers [F (1.128) =8.72, p = 0.04], however the effect size was more on the small side (eta squared
= 0.65). This effect reaches again a statistical significance but the values are small. The results showed that the group is
interested the most i.e. the last group of people that spend the most hours on Internet significantly differ from the rest of the
groups, where the indicators are: Regular Online Purchasers ( M= 33.68, SD=1.12) and Non Regular Online Purchasers
(M=31.72, SD=6.09). All these numbers show that Regular Online Purchasers that are spending more hours on Internet and
are longer using it are more positive toward the brand than non-Regular Online Purchasers that are using it for the same time
period. These facts prove Hypothesis 2. The same measures and procedures were applied for testing the rest of the variables.
All the indicators that we are interested in were summarized in the following table 3

Table 3-Indicators

Standard deviations for the

Variable P Eta square | Means for the interested interested
group Regular Online| group Regular Online Purchasers /
Purchasers / Non-
Non- Regular Online

Purchasers Regular Online Purchasers
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EIA .206 .032 28.67/30.39 7.36/7.2
I1AB .006 .076 28.67/33.76 7.36/5.76
1 .031 .015 35.93/30.34 6.65/6.96
Experience .014 163 33.76/28.67 7.36/5.76
Associations .000 1014 - -
EIA — Engagement in Internet activities, IAB — Engagement in Internet activities in regards to any brand, Il — Internet

Importance

The engagement of the people in social media activities is the variable that has the weakest Correlation with brand attitude.

Table 4-Mean and Standard Deviation of Engagement in Internet activities and Engagement in Internet activities in regards to
any brand- Dependent Variable: Brand Attitude

Regular Online Purchasers / Non- Regular
Online EIA IAB
Purchasers Mean SD Mean SD
Every day Regular Online Purchasers 28.7 74 28.7 74
Non- Regular Online Purchasers 30.3 7.2 33.8 5.7
Total 354 7.4 31.4 54
Every Few Days Regular Online Purchasers 30.2 7.0 33.2 5.3
Non- Regular Online Purchasers 32.5 6.6 36.7 7.5
Total 314 9.2 334 8.9
Every week Regular Online Purchasers 30 5.2 32.0 6.3
Non- Regular Online Purchasers 33.7 10.6 35.6 10
Total 28.7 6.8 37.7 7.8
Every Few Weeks | Regular Online Purchasers 27.5 9.6 25.6 8.6
Non- Regular Online Purchasers 36.3 3.2 34.4 5.2
Total 32.2 8.6 33.2 7.5
Less often Regular Online Purchasers 36.9 3.1 38.6 5.9
Non- Regular Online Purchasers 33.7 7.2 34.7 6.2
Total 26.9 8.1 26 8.3
Never Regular Online Purchasers 36.9 2.2 36.5 4.2
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Non- Regular Online Purchasers 335 8.9 36.4 7.8
Total 36.2 6.9 32.2 5.9
Total Regular Online Purchasers 34.2 2.3 36.2 5.2
Non- Regular Online Purchasers 36.6 8.2 375 6.2
Total 25.9 9.5 23.9 7.5

It was found a statistically not significant main effect for Regular Online Purchasers /Non Regular Online Purchasers [F
(1.2324) =1.64, p = .206], and the effect size was also too small (eta squared = 0.32). The means and deviations we derived
from SPSS were signalizing for a slight advantage of Regular Online Purchasers in comparison with Non Regular Online
Purchasers (28.67/30.39), but still from these numbers it cannot conclude that Regular Online Purchasers that are using
Internet on a regular base are more positive toward the presence of a certain brand there than Non Regular Online Purchasers.
So Hypotheses 3 leaves a gap for future thinking and research, the question with the engagement of the people in Internet
activities in regards to brand is clearer.

It was found out statistically more significant main effect for Regular Online Purchasers /Non Regular Online Purchasers [F
(1.439) =18.01, p = .006], and the size effect was bigger this time (eta squared = 0.76). The means and deviations show value
for Regular Online Purchasers group (M=28.7, SD=7.4) and for the non-Regular Online Purchasers group (M=33.7, SD=5.7).
From those numbers we can conclude that non Regular Online Purchasers that are spending more time on Internet in regards
to any brand are more positive toward it. This makes hypothesis 4 irrelevant and it can be rejected. The main effect for the
next variable — Internet importance didn’t have that much statistical significance as the engagement in Internet activities in
regards to brands, but the results were also of great importance. Regular Online Purchasers /Non Regular Online Purchasers
independent variable had indicators as follow [F (1.141) =14.7, p = .031], where the size of the effect, represented by the eta
squared was equal to 0.15.

Table 5-Mean and Standard Deviation of Internet Importance and Experience,Dependent Variable: Brand Attitude

Regular Online Purchasers 1 Experience
Non- Regular Online Purchasers Mean | SD Mean | SD
Regular Online Purchasers Not important atall | 27.3 9.3 Every day/More than 33.7 7.3
Non- Regular Online Purchasers 32.0 14.8 | 1h/regular coffee 28.6 5.7
Total 304 10.8 31.9 7.0
Regular Online Purchasers Not important 30.8 9.1 Once a week/30m- 29.9 6.1
1h/exclusive coffee
Non- Regular Online Purchasers 30.9 7.2 33.8 4.8
Total 30.8 8.1 26.7 94
Regular Online Purchasers Not that important 21.7 7.2 Once a month/15m- 27.6 9.6
30m/coffee
Non- Regular Online Purchasers 34.6 5.3 + 35.5 8.0
Total 29.7 7.4 30.0 7.6
Regular Online Purchasers Important 28.2 7.4 Less often/less than 26.3 9.3
Non- Regular Online Purchasers 33.2 44 15min/1-2 products+ |31.2 8.5

takeaway
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Total 29.8 |6.9 293 |78
Regular Online Purchasers Very important 30.3 6.9 Never/Coffee to go 27.2 51
Non- Regular Online Purchasers 35.9 6.6 28.2 6.9
Total 32.4 7.2 34.2 8.2
Regular Online Purchasers Total 28.6 7.3 Total 27.6 6.3
Non- Regular Online Purchasers 33.7 5.7 34.7 6.1
Total 30.3 7.2 31.3 8.2

Table 5 shows quite a difference between the values for the two groups, Investigating the above numbers, the results for the 2
groups, where Regular Online Purchasers reached values (M=35.9, SD=6.6), and Non Regular Online Purchasers (M=30.3,
SD=6.9). It means that the Regular Online Purchasers group reported more positive attitude as influenced by the Internet than
the Non-Regular Online Purchasers group. Hence hypothesis 6 is supported. The independent variable “Experience” was
transformed and then computed, where new categories were created. For our analyses we are interested in the first category,
which describes people that spend more time and go more often. It was found out relatively high main effect [F (1.484)
=16.23, p = .014], but eta squared show little difference between the independent groups. For supporting our hypothesis there
need , again for the two groups the indicators for means and standard deviations were taken into account, respectively
Regular Online Purchasers (M=33.7, SD=7.3) and Non Regular Online Purchasers (M=28.6, SD 5.7). The more often
Regular Online Purchasers have experience with a certain brand and the more time they spent at any location; the more
positive they are toward that brand. In comparison with Non Regular Online Purchasers that also are more positive,
experiencing the pleasures of using and interacting with certain brand, Regular Online Purchasers show greater positivity.
Hence Hypothesis 5 is supported.

Table 6-Association Groups Mean and Standard Deviation

Regular Online Purchasers / Non- Regular Online Purchasers Mean SD
Convenient Ambience | Regular Online Purchasers 32.8 2.9
Non- Regular Online Purchasers 29.2 7.8
Quality Food Regular Online Purchasers 33.3 7.1
Non- Regular Online Purchasers 29.1 5.9
Prestige Regular Online Purchasers 38.7 5.1
Non- Regular Online Purchasers 28.2 7.5

For the indicators of variable associations three groups were taken into account the first three groups of associations, where
Group 1: Convenient Ambience, Group 2: Quality Food, Group3: Prestige represented the positive associations made by the
respondents. This step was made for the seventh hypothesis.

Table 7-Mean and Standard Deviation of Associations, Dependent Variable: Brand Attitude
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Associations Regular Online Purchasers Mean sD
/ Non- Regular Online Purchasers

Convenient Ambience Regular Online Purchasers 292 7.8

Non- Regular Online Purchasers 328 29

Total 305 6.6

Quality Food Regular Online Purchasers 29.1 59

Non- Regular Online Purchasers 333 7.1

Total 30.7 6.6

Prestige Regular Online Purchasers 28.2 7.5

Non- Regular Online Purchasers 381 5.1

Total 312 8.1

Expensiveness Regular Online Purchasers 283 6.3

Non- Regular Online Purchasers 337 52

Total 30.0 6.4

Commercialized Regular Online Purchasers 278 938

/Overestimated brand Non- Regular Online Purchasers 350 72

Total 204 9.7

Total Regular Online Purchasers 28.6 7.3

Non- Regular Online Purchasers 337 5.7

Total 303 72

It was found out a statistically significant main effect for Regular Online Purchasers /Non Regular Online Purchasers [F
(1.141) =17.64, p = 0.00], the effect size was also of a great relevance (eta squared = 0.14). This effect reaches again a
statistical significance with high values and from the correlations analyses it was found out that associations and brand
attitude correlate in negative direction. That means positive associations — positive attitude, because of the fact that all the
positive attitudes were coded as the highest numbers, respectively (1 —strongly disagree, 5- strongly agree), and the
associations were coded as follows, for all the positive associations mentioned above means of the Regular Online Purchasers
are higher than the means of the Non Regular Online Purchasers (from table 7), which proves Hypothesis 7.

6. CONCLUSIONS

The objective of this paper is to investigate how effective can be internet in the creation of brand attitude, analyzed through
the online booking of movie tickets and its influence on the different users and brand supporters. The results expectantly
showed that people can have positive as well as negative attitude toward a certain brand and even sometimes no attitude at
all. The analyses show that brand attitude is to a very high degree related with 5 of the independent variables — awareness,
associations, engagement in Internet activities in general, in regard to any brands and last but not least experience people get
when interacting with the brand. All the correlations were negative but that fact is logic consequence, where the values for all
independent variables were the other way around. The assumption that Regular Online Purchasers that are longer aware with
a certain brand hold more positive attitude toward it is rejected by the results. Actually it was found out that non Regular
Online Purchasers that are also aware of the brand hold more positive attitude than the Regular Online Purchasers in general,
it means that Internet is more effective for those who are less interested in a certain brand than those who constantly trace its
development. The results also show that the longer Regular Online Purchasers use, interact and render great importance on
Internet the more positive they are toward that brand. An important part of the brand attitude formation takes the brand
associations, it was hypothesized that the more positive associations the more positive attitude and this hypothesis is
supported by the results. Regular Online Purchasers are more positive in their associations than Non Regular Online
Purchasers. Unfortunately, the engagement in Internet activities in general and in regards to any brand, in our case hasn’t
been supported well enough. The results were unclear and the values too small in order to be considered as significant.
Experience is a factor that plays an important and key role for the brand attitude formation and when people visit given
location more often and spend more time there, then they will be way more positive toward the brand which location they
visited wherein the results supported. Overall the present paper demonstrates that Internet is gaining popularity in



Impact Of Internet On Online Purchasers Of Movie Tickets In Building Positive Attitude 118

contemporary society. People and especially companies become more successful in their attempts to influence the different
users via Internet and social networks in particular. The usage, engagement, experience, associations and awareness lead to
positive brand attitude — for some users in a high degree for some in not that high degree.
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