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Abstract
Advertisingistheepitomeofmodernmarketing,utilizedasatoolforshiftingconsumerbehaviorinfavoro
fanadvertisedproductandplaysamajorroleinshapingthepurchaseintention.
Visualadsallowtheadvertisertocreateawareness,benefitsandperceptionofaproductthroughimages,vi
deosandbannersonsocialmedia,websitesandblogstocreateawillingnessintheviewertopurchasethatp
roduct. Thisresearchwasconductedonasamplesizeof200maleandfemaledemographicwhousecosmet
icitemsintheirdailylifetoassesstheimportanceofvisualadsandhowtheyimpactedtheirpurchaseintenti
on.Severalstatisticaltoolsincludingcorrelationandregressionwereutilizedtoassesstherelationshipbet
weenthesaidvariables. Theresultssuggestthatvisualadsareasignificanttoolthathelpsinshapingthepur
chaseintentionoftheviewerpositively.Adsshapetheperceptionoftheviewerswhichinreturnmotivatet
heconsumertopurchaseacertainproduct. Marketersandmanagerscanusethisresearchasaguidelineand
devisesuitablestrategiestomarketcosmeticproductsinPakistan.

Keywords:Cosmetics, Consumer Behavior, Pakistan, Visual Ads, Online Advertising, Buying

Behavior.



