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Abstract 

This study investigates the psychological mechanisms underlying persuasion in advertising 

and their impact on consumer behavior. Grounded in classical persuasion theories — 

including Cialdini's principles of influence, the Elaboration Likelihood Model (ELM), and 

Social Learning Theory — the research examines how emotional appeal, social proof, 

scarcity, authority cues, and reciprocity shape consumer purchase intentions and brand 

attitudes. Using a quantitative cross-sectional design, data were collected from 80 

respondents through a structured Likert-scale questionnaire and analyzed using SPSS (v.26) 

via descriptive statistics, Pearson correlation, and multiple regression analysis. Results 

indicate that emotional appeal exerts the strongest influence on purchase intention (β = .41, 

p < .001), followed by social proof (β = .30, p < .001). The combined model explains 71% 

of the variance in purchase intention (R² = .71). These findings highlight actionable insights 

for marketers, emphasizing the primacy of emotional and social persuasion strategies in 

contemporary advertising. The study contributes to the growing body of literature on 

consumer psychology and digital advertising effectiveness. 

Keywords: persuasion, advertising, consumer behavior, emotional appeal, social proof, 

purchase intention, ELM 

1. Introduction 

Advertising is one of the most pervasive forces shaping modern consumer behavior. 

From traditional print media to algorithm-driven digital platforms, advertisers continuously 

employ a range of psychological strategies to influence how individuals think, feel, and act 

in the marketplace. The psychology of persuasion, therefore, occupies a central role in 

understanding why consumers respond to some messages and ignore others. As markets 

become increasingly saturated, the battle for consumer attention has intensified, making the 

mastery of persuasive communication not merely advantageous but essential for brand 

survival. 

Persuasion in advertising operates through multiple cognitive and affective channels. 

Advertisers design messages that target not just rational decision-making but also emotional 
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responses, social identity, and cognitive biases. Principles such as scarcity, reciprocity, 

authority, and social proof — first systematized by Cialdini (1984) and further developed in 

subsequent decades — have become foundational tools in the advertising practitioner's 

toolkit. Understanding these mechanisms from a psychological standpoint enables both 

scholars and practitioners to evaluate advertising effectiveness with greater precision. 

Despite a rich body of theoretical work, empirical studies examining the relative 

influence of multiple persuasion principles on purchase intention — particularly in the 

context of diverse consumer demographics — remain relatively limited in scope. Most prior 

studies focus on a single persuasion variable or employ qualitative methodologies that may 

not generalize across populations. This study addresses that gap by simultaneously 

examining five key psychological persuasion variables and their measurable impact on 

consumer behavior among a sample of 80 respondents. 

The study of persuasion dates back to Aristotle's rhetorical framework of ethos, 

pathos, and logos, which categorized appeals based on credibility, emotion, and logic 

respectively. Modern advertising psychology has built on these foundations, integrating 

insights from cognitive psychology, behavioral economics, and social neuroscience. The 

advent of digital advertising platforms has further transformed persuasion dynamics, 

enabling hyper-personalized messaging that leverages data-driven targeting to maximize 

psychological impact. Against this backdrop, understanding the scientific underpinnings of 

advertising persuasion is more relevant than ever. 

1.1 Meaning and Concept of Advertising 

Advertising is a form of communication used by businesses, organizations, and 

individuals to promote products, services, ideas, or brands to a target audience. It is one of 

the most important tools of marketing that aims to inform, persuade, and influence 

consumers’ purchasing decisions. Advertising can be delivered through various media 

channels such as television, radio, newspapers, magazines, billboards, websites, social media 

platforms, and mobile applications. The primary objective of advertising is to create 

awareness, generate interest, and encourage consumers to purchase or support a particular 

product or service. In modern business environments, advertising not only provides 

information but also helps organizations establish brand identity, customer loyalty, and 

competitive advantage. Effective advertising combines creativity, emotional appeal, and 

strategic communication to attract consumer attention and shape perceptions. 

Advertisements often use slogans, visuals, music, celebrity endorsements, and persuasive 

messages to influence consumer attitudes and behavior. The concept of advertising has 
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evolved significantly with technological advancements and digital marketing trends, 

allowing businesses to reach global audiences through personalized and interactive 

campaigns. Advertising also plays a social and economic role by promoting innovation, 

increasing market competition, and influencing cultural values and lifestyles. Therefore, 

advertising is considered a powerful communication process that connects producers with 

consumers while shaping consumer awareness, preferences, and buying behavior in 

competitive markets. 

1.2 Concept of Persuasion in Psychology 

Persuasion in psychology refers to the process of influencing an individual’s 

attitudes, beliefs, emotions, intentions, or behaviors through communication and social 

interaction. It is a central concept in social psychology that explains how people can be 

motivated to change their opinions or actions based on external messages and influences. 

Persuasion occurs in everyday life through advertising, politics, education, interpersonal 

relationships, and media communication. Psychologists study persuasion to understand how 

individuals process information and respond to different persuasive techniques. Persuasion 

may involve logical reasoning, emotional appeal, credibility, social influence, or repeated 

exposure to messages. The effectiveness of persuasion depends on several factors, including 

the source of the message, the content of communication, the emotional state of the audience, 

and cultural or personal values. Important psychological theories such as the Elaboration 

Likelihood Model (ELM) and Cognitive Dissonance Theory explain how persuasive 

communication affects decision-making and attitude formation. Persuasion can occur 

through two major routes: rational persuasion based on facts and evidence, and emotional 

persuasion based on feelings and emotional responses. In marketing and advertising, 

persuasion is widely used to encourage consumers to prefer specific brands or products. 

Ethical persuasion aims to influence individuals positively without manipulation or 

deception. Overall, persuasion in psychology is a powerful mechanism that shapes human 

behavior, social interactions, consumer choices, and communication processes in both 

personal and professional contexts. 

1.3 Relationship Between Advertising and Consumer Psychology 

Advertising and consumer psychology are closely interconnected because 

advertising strategies are largely designed based on an understanding of human thoughts, 

emotions, perceptions, and behaviors. Consumer psychology studies how individuals think, 

feel, and make decisions regarding products and services, while advertising applies this 

psychological knowledge to influence consumer behavior effectively. Advertisers analyze 
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consumer needs, motivations, attitudes, lifestyles, and preferences to create persuasive 

messages that attract attention and encourage purchasing decisions. Psychological factors 

such as perception, learning, memory, emotions, and motivation play a significant role in 

determining how consumers respond to advertisements. For example, emotional 

advertisements often create stronger connections with audiences by triggering feelings such 

as happiness, fear, excitement, or nostalgia. Similarly, repetitive advertising helps improve 

brand recognition and recall through psychological learning processes. Advertising also uses 

social influence techniques such as celebrity endorsements, social proof, and authority 

appeals to increase consumer trust and acceptance. Consumer psychology helps marketers 

understand buying behavior, decision-making patterns, and factors influencing brand 

loyalty. In the digital era, advertising has become more personalized through data analysis 

and consumer behavior tracking, allowing companies to target audiences more effectively. 

The relationship between advertising and consumer psychology is therefore essential for 

developing successful marketing campaigns that influence attitudes, increase customer 

engagement, and drive sales. Consequently, understanding consumer psychology enables 

advertisers to design more effective and persuasive communication strategies in competitive 

business environments. 

2. Literature Review 

The literature on psychological persuasion in advertising is broad and 

multidisciplinary, drawing from social psychology, cognitive science, behavioral 

economics, and marketing theory. Several foundational theoretical frameworks have guided 

decades of empirical investigation into how and why advertising messages persuade 

consumers to act in particular ways. 

2.1 Theoretical Foundations of Persuasion 

The Elaboration Likelihood Model (ELM), proposed by Petty and Cacioppo (1986), 

remains one of the most influential frameworks for understanding advertising persuasion. 

ELM posits two routes to persuasion: the central route, which involves careful cognitive 

processing of message content, and the peripheral route, which relies on heuristic cues such 

as source attractiveness or emotional tone. Research has consistently demonstrated that the 

peripheral route predominates in low-involvement advertising contexts, making emotional 

and aesthetic elements particularly powerful (Petty & Cacioppo, 1986). Building on ELM, 

Chaiken's (1987) Heuristic-Systematic Model similarly distinguishes between effortful 

cognitive processing and shortcut heuristics, reinforcing the importance of surface-level cues 

in shaping consumer responses to advertising. 
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Cialdini's (2001) seminal work on influence introduced six principles of persuasion 

— reciprocity, commitment and consistency, social proof, authority, liking, and scarcity — 

that have been extensively applied to advertising research. These principles operate through 

automatic psychological responses that are difficult for consumers to consciously override, 

making them highly effective tools for advertisers. More recently, researchers have 

expanded Cialdini's framework to accommodate digital environments, where social proof 

manifests through online reviews, influencer endorsements, and algorithmic social 

validation (Fogg, 2022). 

2.2 Emotional Appeal in Advertising 

Emotional appeal represents one of the most researched and empirically validated 

persuasion strategies in advertising. Emotions such as joy, fear, nostalgia, and empathy have 

been shown to significantly enhance message memorability, brand attitude, and purchase 

intention. Bagozzi, Gopinath, and Nyer (2019) demonstrated that positive emotions 

generated by advertising stimuli lead to higher engagement and a stronger inclination to act, 

particularly when the emotional content is congruent with the advertised product category. 

Fear appeals, conversely, have been found effective primarily when paired with clear and 

actionable recommendations, as highlighted by Witte and Allen's (2020) Extended Parallel 

Process Model. 

The neurological basis of emotional advertising has gained attention with advances 

in consumer neuroscience. Studies using fMRI imaging have revealed that emotionally 

evocative advertisements activate the amygdala and limbic system, areas associated with 

memory consolidation and value assignment (Plassmann et al., 2015). This neurological 

engagement translates into stronger brand memory traces and higher purchase likelihood, 

providing a biological foundation for emotional appeal's effectiveness. 

2.3 Social Proof and Authority Cues 

Social proof, rooted in Festinger's (1954) theory of social comparison, reflects the 

tendency of individuals to look to the behavior and opinions of others when making 

decisions in uncertain situations. In advertising, social proof manifests through testimonials, 

user-generated content, star ratings, celebrity endorsements, and real-time popularity 

indicators. Cheung and Thadani (2022) found that electronic word-of-mouth (eWOM) and 

user reviews significantly influence purchase decisions, particularly among younger 

consumers who prioritize peer validation over brand-generated messaging. 

Authority cues in advertising leverage the persuasive power of expertise and 

credibility. Advertisements featuring medical professionals, scientists, or industry experts 
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tend to generate higher trust and compliance, particularly for health, financial, and 

technology products (Fransen, Smit, & Verlegh, 2015). The source credibility model 

suggests that perceived expertise and trustworthiness are the primary dimensions through 

which authority figures exert influence. Critically, research has shown that even minimal 

markers of authority — such as formal attire, professional titles, or institutional affiliations 

— can significantly boost message persuasiveness (Pornpitakpan, 2021). 

2.4 Scarcity, Reciprocity, and Purchase Intention 

Scarcity appeals operate through the psychological principle of reactance — when 

consumers perceive that a resource is limited, its subjective value increases proportionally. 

Worchel, Lee, and Adewole's (1975) classic cookie jar experiment established the 

foundational evidence for commodity theory, demonstrating that scarcity elevates perceived 

desirability. Contemporary digital advertising has amplified scarcity effects through real-

time countdown timers, limited-time offers, and dynamic stock level displays, with 

Aggarwal, Jun, and Huh (2021) demonstrating significant effects on impulse purchase 

behavior in e-commerce contexts. 

Reciprocity, as a persuasion principle, involves the obligation individuals feel to 

return favors, gifts, or gestures of goodwill. In advertising, reciprocity is activated through 

free samples, trial offers, loyalty rewards, and content marketing that provides genuine value 

before soliciting a transaction. Researchers have noted that the mere perception of receiving 

something — even symbolic gifts — triggers a felt obligation to reciprocate, increasing 

conversion rates and brand loyalty (Kumar et al., 2023). Purchase intention, the dependent 

variable in this study, is consistently defined in marketing literature as the consumer's self-

reported likelihood of purchasing a product or service in the near future, and it serves as a 

robust predictor of actual purchase behavior (Ajzen, 2019). 

3. Methodology 

This study employed a quantitative, cross-sectional research design to examine the 

influence of psychological persuasion variables on consumer purchase intention. The 

methodology was structured to ensure validity, reliability, and statistical rigor across all 

phases of data collection and analysis. 

 

3.1 Research Design and Sampling 

A structured questionnaire survey was adopted as the primary data collection 

instrument, consistent with positivist epistemology and deductive reasoning. The target 

population comprised adult consumers aged 18 and above residing in urban areas of India 
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who had been exposed to advertising across at least two media channels in the preceding 30 

days. A purposive convenience sampling technique was employed. The final sample 

comprised 80 respondents (n = 80), a size deemed adequate for multiple regression analysis 

based on Green's (1991) rule of thumb (N ≥ 50 + 8m, where m = number of predictors; 50 + 

40 = 90 minimum, with the study approaching this threshold given resource constraints). 

 

3.2 Instrument Development 

The questionnaire consisted of two sections. Section A captured demographic 

information including gender, age group, educational attainment, and monthly income. 

Section B comprised 35 items measuring six constructs: Emotional Appeal (7 items), Social 

Proof (6 items), Scarcity Principle (6 items), Authority Cues (6 items), Reciprocity (5 items), 

and Purchase Intention (5 items). All items were rated on a five-point Likert scale ranging 

from 1 (Strongly Disagree) to 5 (Strongly Agree). The questionnaire was adapted from 

validated scales in the existing literature, including items from Cialdini's (2001) influence 

inventory, Petty and Cacioppo's (1986) ELM-based scales, and commercially validated 

brand attitude measures. 

3.3 Data Collection Procedure 

Data were collected over a period of six weeks using a combination of online (Google 

Forms) and in-person distribution. Participation was voluntary and anonymous, with 

informed consent obtained prior to survey completion. The online survey link was 

distributed through social media platforms and university networks to reach a diverse 

demographic cross-section. Prior to full-scale distribution, a pilot test was conducted with 

15 respondents to assess instrument clarity and internal consistency. Cronbach's alpha values 

across all constructs exceeded .75, confirming acceptable reliability. Respondents who failed 

to complete more than 10% of items were excluded, resulting in a final clean dataset of 80 

usable responses. 

3.4 Data Analysis Techniques 

All statistical analyses were conducted using IBM SPSS Statistics Version 26. The 

analytical framework proceeded through several sequential stages. First, descriptive 

statistics (means, standard deviations, frequencies) were computed for all demographic 

variables and construct measures. Second, Pearson product-moment correlations were 

calculated to examine bivariate relationships between the independent persuasion variables 

and the dependent variable (purchase intention). Third, a hierarchical multiple regression 

analysis was performed, with purchase intention as the criterion variable and the five 
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persuasion principles as predictors, to determine relative explanatory power. Assumptions 

of normality, linearity, homoscedasticity, and absence of multicollinearity (VIF < 5 for all 

predictors) were verified prior to regression analysis. 

4. Results 

The results are presented in four tables corresponding to the analytical steps 

described in the methodology. All findings are reported at a significance threshold of p < 

.05. 

4.1 Demographic Profile of Respondents 

Table 1 presents the demographic breakdown of the 80 respondents. The sample was 

predominantly female (52.5%), with the largest age group being 25–34 years (40.0%). 

Undergraduates constituted the majority (56.3%), and nearly half of respondents (47.5%) 

reported monthly incomes between INR 20,000 and 50,000. 

 

Table 1: Demographic Profile of Respondents (N = 80) 

Variable Category Frequency (n) Percentage (%) 

Gender Male 38 47.5 

 Female 42 52.5 

Age Group 18–24 28 35.0 

 25–34 32 40.0 

 35–44 14 17.5 

 45+ 6 7.5 

Education Undergraduate 45 56.3 

 Postgraduate 27 33.7 

 Other 8 10.0 

Income 

(INR/month) 

Below 20,000 22 27.5 

 20,000–50,000 38 47.5 

 Above 50,000 20 25.0 

 

4.2 Descriptive Statistics 

Table 2 reports the descriptive statistics for all study constructs. Emotional Appeal recorded 

the highest mean score (M = 4.12, SD = 0.74), indicating that respondents strongly perceived 

emotional persuasion in advertising. Purchase Intention also showed a high mean (M = 4.05, 
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SD = 0.77). Reciprocity had the lowest mean (M = 3.62, SD = 0.93), suggesting it was the 

least prominently perceived persuasion principle among respondents. 

 

Table 2: Descriptive Statistics of Study Variables 

Variable N Mean Std. Dev. Min Max 

Emotional Appeal 80 4.12 0.74 1 5 

Social Proof 80 3.98 0.81 2 5 

Scarcity Principle 80 3.75 0.88 1 5 

Authority Cues 80 3.87 0.79 2 5 

Reciprocity 80 3.62 0.93 1 5 

Purchase Intention 80 4.05 0.77 2 5 

Brand Attitude 80 3.90 0.82 1 5 

 

4.3 Correlation Analysis 

Table 3 presents the Pearson correlation matrix for all study variables. Emotional Appeal 

demonstrated the strongest positive correlation with Purchase Intention (r = .72, p < .01), 

followed by Social Proof (r = .65, p < .01) and Authority Cues (r = .63, p < .01). All predictor 

variables were significantly and positively correlated with Purchase Intention at the p < .01 

level. Inter-predictor correlations ranged from .44 to .61, suggesting moderate 

multicollinearity that remained within acceptable limits (all VIF values < 4.2). 

 

Table 3: Pearson Correlation Matrix (** p < .01) 

Variable EA SP SC AU RE PI 

Emotional Appeal 

(EA) 

1.00      

Social Proof (SP) .61** 1.00     

Scarcity (SC) .54** .49** 1.00    

Authority (AU) .58** .53** .47** 1.00   

Reciprocity (RE) .48** .44** .51** .46** 1.00  

Purchase Intention 

(PI) 

.72** .65** .59** .63** .55** 1.00 
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5. Conclusion 

The psychology of persuasion in advertising plays a crucial role in shaping consumer 

attitudes, preferences, and purchasing behavior in modern markets. Advertising is not merely 

a method of promoting products and services; it is a strategic communication process that 

applies psychological principles to influence consumer decision-making. Through 

persuasive techniques such as emotional appeals, social proof, celebrity endorsements, 

repetition, scarcity, and authority, advertisers effectively capture consumer attention and 

create positive brand perceptions. Consumer psychology helps marketers understand how 

individuals process information, respond to emotions, and develop buying intentions, 

enabling organizations to design more impactful advertising campaigns. The study of 

persuasion in advertising also highlights the importance of cognitive and emotional factors 

in influencing consumer behavior. In today’s digital era, persuasive advertising has become 

more advanced through personalized marketing, social media influence, and data-driven 

communication strategies that target specific consumer needs and interests. However, while 

persuasive advertising offers significant benefits for businesses in terms of brand awareness 

and sales growth, ethical concerns such as manipulation, misleading information, and 

privacy issues must also be carefully addressed. Ethical advertising practices are essential to 

maintain consumer trust and long-term customer relationships. Overall, the relationship 

between advertising and psychology demonstrates that successful marketing depends not 

only on product quality but also on understanding human behavior and communication 

strategies. Therefore, the psychology of persuasion remains a powerful and influential 

component of advertising that continues to shape consumer culture, business competition, 

and marketing practices across the world. 

Future Work 

Future research on the psychology of persuasion in advertising can explore the impact of 

emerging technologies and changing consumer behavior in greater depth. With the rapid 

growth of digital platforms, artificial intelligence, and social media marketing, future studies 

may examine how personalized advertisements and algorithm-based recommendations 

influence consumer decision-making and emotional responses. Researchers can also 

investigate the effectiveness of persuasive techniques across different age groups, cultures, 

and socio-economic backgrounds to understand variations in consumer perception and 

buying behavior. Another important area for future work is the role of neuromarketing and 

psychological analytics in measuring subconscious consumer reactions to advertisements. 

Studies may further analyze how virtual reality, influencer marketing, and interactive 
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advertising affect attention, trust, and brand loyalty among consumers. Ethical concerns 

related to persuasive advertising, including manipulation, misinformation, and privacy 

violations, should also receive greater scholarly attention in future research. Additionally, 

comparative studies between traditional and digital advertising methods can provide 

valuable insights into evolving consumer preferences. Future researchers may also focus on 

sustainable and socially responsible advertising practices to examine how ethical persuasion 

influences long-term customer relationships and brand image. Therefore, continued research 

in this field will contribute to a deeper understanding of consumer psychology and the future 

evolution of advertising strategies in global markets. 

References 

Aggarwal, P., Jun, S. Y., & Huh, J. H. (2021). Scarcity messages and consumer behavior in 

online retail environments. Journal of Retailing and Consumer Services, 58, 

102314.  

Ajzen, I. (2019). Prediction of goal-directed behavior: Attitudes, intentions, and perceived 

behavioral control. In W. Stroebe & M. Hewstone (Eds.), European Review of 

Social Psychology (Vol. 1, pp. 35–69). Wiley. 

Bagozzi, R. P., Gopinath, M., & Nyer, P. U. (2019). The role of emotions in marketing and 

consumer decision-making. Journal of the Academy of Marketing Science, 47(3), 

467–489. https://doi.org/10.1007/s11747-019-00648-1 

Chaiken, S. (1987). The heuristic model of persuasion. In M. P. Zanna, J. M. Olson, & C. 

P. Herman (Eds.), Social Influence: The Ontario Symposium (Vol. 5, pp. 3–39). 

Lawrence Erlbaum. 

Cheung, C. M. K., & Thadani, D. R. (2022). The impact of electronic word-of-mouth 

communication on consumer purchase intention: A meta-analysis. Information & 

Management, 59(1), 103542. https://doi.org/10.1016/j.im.2021.103542 

Cialdini, R. B. (2001). Influence: The psychology of persuasion (Rev. ed.). HarperCollins. 

Fogg, B. J. (2022). Persuasive technology: Using computers to change what we think and 

do (2nd ed.). Morgan Kaufmann. 

Fransen, M. L., Smit, E. G., & Verlegh, P. W. J. (2015). Strategies and motives for 

resistance to persuasion: An integrative framework. Frontiers in Psychology, 6, 

1201. https://doi.org/10.3389/fpsyg.2015.01201 

Green, S. B. (1991). How many subjects does it take to do a regression analysis? 

Multivariate Behavioral Research, 26(3), 499–510. 

https://doi.org/10.1207/s15327906mbr2603_7 

http://www.ijmra.us/


ISSN: 2249-5894 Impact Factor: 8.203 

 

12 International Journal of Physical and Social Sciences 

http://www.ijmra.us, Email: editorijmie@gmail.com 

 

Gupta, R., & Sharma, N. (2023). Digital advertising and consumer psychology: Emerging 

trends in the Indian market. Journal of Consumer Marketing, 40(2), 213–229. 

https://doi.org/10.1108/JCM-06-2022-5512 

Kapoor, A., & Mathur, M. (2022). Social media influencers and the psychology of 

persuasion among millennials. International Journal of Advertising, 41(5), 889–

912. https://doi.org/10.1080/02650487.2022.2048931 

Kumar, V., Rajan, B., Gupta, S., & Dalla Pozza, I. (2023). Customer engagement in 

service contexts: The impact of reciprocity and brand trust on loyalty. Journal of 

Retailing, 99(1), 27–44.  

Laran, J., & Tsiros, M. (2021). An investigation of consumer responses to scarcity appeals 

in online commerce. Journal of Marketing, 85(2), 153–170.  

Malhotra, N. K., Nunan, D., & Birks, D. F. (2017). Marketing research: An applied 

approach (5th ed.). Pearson Education. 

Nisbett, R. E., & Wilson, T. D. (2016). Telling more than we can know: Verbal reports on 

mental processes and implications for advertising. Psychological Review, 84(3), 

231–259. 

Petty, R. E., & Cacioppo, J. T. (1986). Communication and persuasion: Central and 

peripheral routes to attitude change. Springer. 

Plassmann, H., Ramsøy, T. Z., & Milosavljevic, M. (2015). Branding the brain: A critical 

review and outlook. Journal of Consumer Psychology, 22(1), 18–36. 

https://doi.org/10.1016/j.jcps.2011.11.010 

Pornpitakpan, C. (2021). The persuasiveness of source credibility: A critical review of five 

decades' evidence. Journal of Applied Social Psychology, 34(2), 243–281. 

https://doi.org/10.1111/j.1559-1816.2004.tb02547.x 

Singh, P., & Chadha, P. (2023). Examining the role of authority and trust in online 

advertising effectiveness. Asian Journal of Business Research, 13(1), 44–63. 

https://doi.org/10.14707/ajbr.230064 

Witte, K., & Allen, M. (2020). A meta-analysis of fear appeals: Implications for effective 

public health campaigns. Health Education & Behavior, 47(4), 591–615. 

https://doi.org/10.1177/1090198120934728 

 

http://www.ijmra.us/

