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Introauctibn

Advertising is a reflectiﬁn of the total envirorment of
a gociety. Aduertisefs and their support systems, that is
edvertising agencies and other nrganisaéions which help in
the production of the advertising material as indeed £he madia,
are expected to respond to the changing needs and expectations
of their potential audiences. The achievement of the objectives
of the advertisers in their respective areas depends a great
deal on their assessment of these expectations and how well they
are able to correlate their objectives and correspgkding communica-

tion goals into meaningful and effective messages.

Advertising and sales promotion prégrammes and the
sales organisation.and its activities form major components
of a promotional programme, Such programmes may be relevant
to business as well as non-business organisations., Depending
on their areas of activity, the achievement of the specified
objectives, such as increase in sales/profitability, sffective
support to distribution channels, or for that matter acceptancs
of a new concépt or idea in non~business area, will also he
determiﬁsd by other marketing inputs. In this liﬁited study

‘ attentioﬁ‘has been confined only te one basic component of

This study in the form of preliminary research work was supported
by the Indian Institute of Management; Abmedsbad for laying the
grounduwcrk for a complete research projesct under the Seed Money

- Scheme and this support is gratefully acknowledged.

Mrs.Suman B Tyagl, who painstakingly provided research assistance
is responsible in ng small measure for seaing this study completed
on schedule, The credit for putting this report in a presentable
form goes to Mr T V Arunachalam.
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advertising message namely,.theg theme, It is, however, expeccted
that the theme in itself shouldiée determined and related to all
rolevant marketing inputs as well as considerations of the
betaviour pattern of the audience and in particular the target

segnehts,

An advertisemont or advertising campaign may obviously
make use of one or morc modia. This media may be better known
organiscd media such as press, radio, cinema and TV as well as
a varicty of outdoor and other media, Ié order to limit the
scope of the project, the study has been confined only to the
print media., It is quite possible that a multi-media campaign
may contain messages in appropriate forms for the specificd
- .market segments in different medias, 'Howeuer, theo unifgrmity
of theme in one such cémpaign is likely to bs maintained
amongst the media., The campaign will primarily take into
account the immediate objectives — marketing or non~business -
of an advortiger, Those objectives may indeed be short-term

or long-term, i.e. covering a period anywhere from under a

year to as long as throe or five years.

The present study covers the period of the decade of
1970's, This period appeared to be appropriate as there has
been considerable axpansion in marketing and advertising activities.

Therc arc two major aspects of expansion in marketing activity:



_

The first is increased production and congsumption of a

variety of goods and services,

The sceond is the cmphasis on communication and promo-
tion. This may be dus to introduction of ncw producte
and services, need for getting peoople to écccpt newd
ideas such as family planning, imcrrased competition,

product .differentiation, need of market scgmentation

and relevant promotion and so forth,

In respect of promgtion, a referrnce may be made to the increased
éuailability of organised modia as well as other forms of media.
Thus, it may be appropriate to say that marketing and advertising
enviropment during the 1970's has been activated considerably

ocwing to the growth on the variocus dimensions referred to

above,

This study focussod on a major qualitative foature of
promotion., UWherever neceasary the asﬁects of segmentation by
product or scrvice wero taken into account. It is oxpected
that a certain hasic appeal has to be employed in the formulation
of any message regardirss of thn type of product or scrvice.
Moreovor, any advertising campaign would take into account the
changing environment and nceds and perception of ths audichce

or the selccted target, sogmentsf
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R study of advertising themes and platforms could,

thercfore, scrve threc major purposes:

Ge

Ca

Objectives

Asscgsmont of the shift and re-oricntation, and

possible 'improvement', of advcrtising platforms.

Change in anticipatcd prregpticng of the target

audience owing to various factors which influencs
their exposurc and receptivity such as education,
vocation, income, location, access of various media

#n” the like.

Toehnical improvements of various types wheother in

-

copywriting, lay-out or visuals and in adaptation
' the

of the expanding media and,; last but not[least,

in tuning; to the expected wavelength of the

reception and comprehension of the audiences.

The present study was in the nature of a pilot study,

Keeping the above broad objectives in vicw, the attention was

focussed on identification of thomes in the advertisements solcoc

for the study., This was considered desirable in order to cnsworc

achicvemrnt of limitcd objcctive within the frampwork of resourc

#
of time as well as funds, The main components of an advertiscmer

aroc headlire, body copy, baseline or memmory ling, sometimes als

a sub«headlino, visual or any other form of illustration, the

namo of brand and/or advertiser and logo.

These should be coher
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in any wellfiesignod aduertisemfpt. This cohcronco may broadly
bc summed up in the platform - a broad plank on which the
advortisoment or aducrtising campaign is developod. The
thoeme of an advertisement determines its duminant-appnal.
Bavid Ogilvy apparently refers to thc theme as a 'great idea'.
" Accarding to him "unless your campaign is built around a great

idea, it will Flcp“.1

In more tangible terms, theme is the major vehicle for
conveying to the petential buyer or user the satisfaction which
may come from the purchase and/or usage of a product or service,
This is the benefit, according to tho appropriate valuo system

.Epplicabln to a specific market segment or a situation. Any
factor relevant to the product or service may form the basis
of a éelling point or benefit and mey be projectéd as such in
a creative fashion.2

The following objectives wore set for the study:

a. Development of broad framework for classification of

thomes as idpntified from the total content of

an advertisement,

b, Apalysis of the pattern of advertisements by themes

according to the above classificatory framework.

1. Ogilvy, Cavid, "Confessions of an Advertising Man", London,
Longmans  Gresn & Company Ltd., 1964, Ch.,V, 'Building Great
Campaigns', P- 950 -

2, Vide Wright, John S, et,al. "Advertising", New Drlhi, Tata
MeGraw Hill Publishing Company Limited, Ch. 42¢ 'Advertising
Copy Writing', p. 4D7.



c. Product/service categorywise analysis of the
identified themes.

d. Dcvelopment of hypothesis regarding prefercnce for themes

on the basis aof their implied effectiveness.

Research Design

The icentification of thems presents many problems, Howewcr,
thematic analysis forms an important part of content analy?is.
This point has been mads by several scholars of communication
research. According to one of these pioneers, Beralson3=

The theome is among the most useful units of content

analysisesses.. But it is at the same time among the

most difficult units of analysis from the stanpoint

of reliability, especially if it is at all complicated.

The evolution of a cléSSificatory framework is an
arduous process and subject to many pitfalls, A fair amount
of judgement is inegvitably requircd, This was more so in the
cass of the present study where the subject matters of
communication, although in the form of advertisements,
covered a wider range of products, services, concepts and

idpas and varying styles of formulating messages. This point

3. Berelson, Bernard, "Content Analysis in Communication
Research", New York: Hafnmer Publishing Company, 1971
(Fascirdle of 1952 editienj, Ch. IV, 'The Units of Content
Analysis', p.139. .
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has been made by Holsti in his contribution on the subject

based on the extensive literature surveys

“For many purpose the theme, a single assertion about

some euhjoct, is th2 most useful unit of content analysis.

sasecesscss A major drawback to adding themes is that

it is usually time consuming., Another difficulty is
that it is net an easily iéentified natural unit like

the word, paragraph, or itemj; thers the coder must.
make an intermediate judgement to identify the boundaries

of the theme.“4
(Underlining by the writer of this paper).

It was decided to study all display advertiseﬁents in
the issue falling in the sample form the selectsd publications.
The types of advertisements appearing ina pubiication would
6buiously be determined by the type of publication and its
audience., Within this framework, it was considered necessary
to record and analyse all display advertisements so that no
bia; on this account was introduced.

In order to identify the theme of the aduertisément all

components of the advertisemsnt were studied and detailes notos

were taken under the following headings for each advertisement.

4, Holsti, Ole R,,"Content Analysis," in tindzey, Gardner and
and Aronson, Elliot {Eds.), The Handbook of Social Pgychology,
Vol.I1, Research Methods, Reading, Massachussats: Addison-
Wesley Publighing Campany, 1968, p.647.
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Name of the Publication
Date
Advertiser and Brand of ths product

Name of the Advertising Agency
(as indicated by the initials given in the advertisement)

Product/service advertised
Platformm
Theme

Speaial features, including visuals and illustrations,

It will be useful to describs the type of information
collected under the headings of platform and theme. The expression
‘platform' was used to indicate the details of the advertising
message such as the information given in the advertisement about
the advertiser and/or its products ard services or any specific
activities or ideas it may wish to put forward. The expression
'theme' was used for the purpose of identification of the main
motivation of the appeél of the advertisement @s a whole. HNotes
were also made regarding the visual or any other form of
‘illustration. Thus, the information.collected about an advertisement
was condensed from all relevant parts of the advertisement
commencing from the headline to the memory line. The word
'theme' was not considered in a superficial sense. A theme
is the tore of advertisement, it was derived through a thorough

-

study of an advertisement in its totality.
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Plan of the Study

The study was restricted to advertisements appearing
in newspapers and magazines, A list of magazines of common
interest published in India was compiled. Out of this list
the following publications were selccted which were expected
to cater ﬁu various strata of audience and containing features
of interest on subjects such as sucio-politibal issues, cinema,
sducation, industry, science and technology, literature and
so forth, The selected list confined to English and Hindi

publications as a matter of convenience, was the following:

Name of the Magazine Periodicity
Illustrated Weekly veskly
Filmfare | Fortnightly
Reader's Digest Manthly
Dharmayug Weskly
Manorama - o Monthly
Economic Times Daily

India Today Fortnightly
Onlooker Fortnightly
Debonaig Monthly

New Delhi Monthly
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A mejor problem encountered in scanning and studying
the advertisements in the above periodicals was the non-availability
of the uid numbers for most of these publications, According
to the sampling plan it was necessary to have all issues of
the concerned pericdicals available from which a sample
seclection of the issues to be studied could be mede. The second
congtraint on the sample size Qas that of time. The total period
available for the study was only about three months and the
initial scrutiny of the advertisements in some of the above
publications showed that it wes possible to study and record the

required information from 20-25 advertisements per day.

1t was, therefore, decided to confine the study to only
two publications namely the Ecoromic Times and the Reader's
Digest, the complote files of which ware available for the ten
year period in the library of the institute. The details
of the issues scénned of the two publications, are given in

Table 1.

Classification of Products and Services

On the basis of the preliminary study of advertisements

the following product/service categories were used for the purpose
of classifying the advertisements.
Banking'

Comsumer Products

Food and Beverages
Textiles = Mele
Textiles - temale
Toilet riss
Cosmetics

. Miscellanecus '



Y
Consumer Durables
Non=business
Industrial Products
Institutional
Media

Transportation

All relevant information about all advertisements in each
of the selected issues was recorded under the above categafies.
The number of advertisement appearing im the two selected
publications under each product/service category is given in
Table 2. A total of 1414 advertisements was covers” by the
study. OFf these, 796 advertisements were from the Economic
Times. The recruitment advertisements were excluded. The-

from
remaining 618 advertisements were/the Reader's Digest.

In the aggregate, the proportion of advertisements for
industrial products, 24,3%, was the highest. These advertise-
ments were concentrated more in the Economic Times accounting
for 34,4% of all advertisements in this newspaper, Consumss
Durablas formed the noxt largest product group accounting for
17.3% of* all advertisements. The proportion for consumer
durables in the Reader's Digest, 19.4%, was slightly higher than
that in the Economic Times, 15.6%. Institutional advertisements
formed the third largest category, 14% of all advertisements,

In this case too, like industrial products, the Economic Times

had a much larger proportion of such advertisements, 21%. The



-12-
agvertisements for food and beverages, textiles - sspecially
female -~ and toiletaries and cosmetics had a higher occurence
in the Reader's Digost and the same comments to the category

of miscellaneous consumer products,

Classification of Themes

Noe guidelines were available for clasgifying themes for
~the purpose of study and analysis. It was, therefore, nccessary
to evolve a classificatory framework for this purpose. The
bqsic criterion used in developing the classification of themes
was the identification of the main motivating factor of the
dominant appeal of the message conveyed in the advertisement.
Furthermore, such identification of theme had to be done on

the basis of the advertisement as a whole, taking into account
tho necessary components which may be reinforcing the themes.
To that extent a certain slemsnt of anticipated perception of
the theme had to be taken into account. This was dong in order
td avoid the superficial scrutiny. Another criterion, although

of a supplementary nature, was to have the classificatory

framework manageable for the purposes of identification of
themes in the selected advertisements numbering over 1400,
Therefore, the number of types of themes was kept to the minimum
possible. The following labels were developed for classifying
the themes of the advertisements studied:

Utilitarian (UT) _ -

The Utilitarian theme implies the emphasis of the message

of the advertisement on the value of the product and/or service,



as conveyed in the advertisement, The appeal of Utilitarian
‘theme would, therefore, be more dircected towards providing
satisfaction for the morey or effort spent on obtzining the
product or service. Two illustrations of the Ufilitarian theme

are given below:

Platform Themg Special
' features
1. Gem Polarsphere Compressor Gem Refrigerator = a. A two page
technology cools better and faster at 1. saves 27% power gatefold.
) 27% less powsr consumption consumption, b, Visual to
2, Comes in various sizes 2. whisper-silent support the

trouble -free theme.
and gconomical :
performance.

3, Designed for uwhimper- silent
trouble~fres and economical

performance for years.

4, The practical design of 3 :BigﬁizggZ:?zéis

the Gem Crisper retains 9% fresh.
moisture vs. 40% by others,

gven in the coldeat of

inside temperatures.

R.D, Gem India Ltd, Mutual Refrigerator #*
December 1980 '

1. Whatever the fabric - a few Maxim = The one Visual of e
drops of Maxim that dissclve 1liquid whitener boy, a woman
g0 gasily is all you need for all fabrica and a man in
in final rinse. white cotton,

d

2. It is so economical - just :gizgs:Zr

5 paise keep 5 saris or 10 res; ectively.

shirts gleaming white,

R.D. Geoffrey Manners . Geoffrey Fabric*
August 1978 & Company Ltd.{Maxim) Manners Whitensr

#*The sequence of the reference to an advertisement is:
The name of the publication, ET or RD and thse date; the name
of the advertiser and/or the brand; the name or initials
of the advertising agency; and the description af the
product or service.



Focussed Theme (FT)

The expression 'Focussed Theme' was used for those
messages which were expected to appeal to specific market/
audience segments. Focussed Theme may in a way be considered
as a useful extension of the Utilitarian Themc because of

its focussed appeal to the target market segment, as the

following two examples shows

Platfo Theme Speecial
Featuregs

*The superb moulding, the style V1P Clasgic Briefcase Visual of an
designing, the smart snap-shut When you don't want executive
locks. The all new folio against to settle for any- working in

a backdrop of bracade linin thing less. the office
?2? ample space for documengs arnd VIP

iles and calculator. VIP Spells class briefcasa

2.Three practical sizes in gAywhere in the on the table.

degnified shades - black, workd.,’

grey and brown,

R.B. | Blowplast Contour’ Briefcase.
October 1980. Limited. Ads. .

..BRALCO supplies high quality 8 All emell scale Visual of a

brass and copper strips to

the small scale inmdustries

to make the radiator which
ensure quality and performance.
on which the original equip-
ments and replacement markets
depend for finest quality

and performance.

industries rely
upon Bralco copper
and brass strips
because it makes
radiators of
fimest quality
and psrformance.

radiator
with various
names on its
body,

"E. T.
20 May 1977

Bralco Metal
Industries
Private Ltd,

ARM

Brass & Copper
Strips.
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Informativc (IN)

Any advertising message will usually contain certain

amount of basic information about the advertiser, its products/

sefvices. It is possible that advertisements where the informative
focus is predominant, stop short at the informative stage only. Such
messages méy lack the selling or projecting capability. The undsr-
lying theme was classified as 'Informative'. Initially, a special
category of Informative where an advertiser offered to the readers

further information by incorporating a coupon or through a leaflet

or brochure, available on request, was also used. However, the
number of such advertisements was very limited and these were included

under the Informative category.

Platform Theme Special
: Features
Y+ Double duty lock of Godrej Exclusive, Visuel
works two ways - as a latch the double-duty Oftgogrd
which locks from inside, as door lock from Wl odre

lock,. inside

a lock from outs;de when you Godrej =~ Mortise and outside.

go outs lock.

2, Designed for cabin doors, hotel
doors, service doorsg

3. Fipished in bright chreme; it
locks as good as it looks.

R.D Godre ] Ulka Door

June 1971 Lock

1« Corning is wonder glass, 1. Corninguware — maore Visual of
heat resistant, capable of practical, more three phasas
withstanding upto 500 C. hygienic -and looks of tea

2, It goes from top of stove to extremely elegant preparation.

* on the table.

top of tsble

3. Corninguare is the new z'ggggzzgﬁ:ra ;é:eat
cohcept of heat, serve and from top éfgstoue
store in the same container. to top of table.

4, Comes in various sgizes.

R.0. Borosil Simoes Carafe

September 1979. Glass Works Ltd,
' - (Corning)
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Mon-Spacific (NS)

A Non-specific theme impliod a somewhat vague and diffuss
message which may describe generally the advertiser or make passing
reference to its products/services or idea, but without bringing
._any of those into focus. The Following two oxamples may illustrate

this theme,

Platform Themo Special
Features

Practicval people wear .it, busy A.P.R. Ltd,. -

people ride an it, industries - A fortune

depend on it and smart people to share.

bank on it

E.T. Andhra Pradesh Lintas Reyon

31 August 1979 Rayon.)imited Fibrs,

1. Indian handicrafts are always For elegant Visuyal.

new and original whether they 1living buy
are play things or decoration Indian Handicrafts,
pieces.

2. They are example of integration
through the ages.

E.T . .
0 - Indian davp. Handicraft
14 November 1971. Handicraft ‘ Products.
Board

Achievement Orientation (AD)

If the main message of the advertisement was on the achieve=-
ments of the advertiser (such as increase in turnover or winning an
award) or some other form of acclaim rather than on emphasising
-product/ssrvice»features, the theme was taken as that of Achievement

Orisntation. Two examples of such themes are given belows



‘Platform = . Theme Special
- featUres

During 1975«76 = _ 1. BHEL absorbed

1. Contribution of 1369 My increase in costs

without increasing
customer prices.

2, 75% of power

to the nation's installed
powsz generation capacity.

2, Production of equigments generation .
capable of generating 3215
Md of power, 3« Placing the emphasis

on gervice to the
nation rather than
44 N profit after taxes of on profits -~ in
Rs.22 crores. keeping with the
Prime Minister's
20 point programme
for economic

3. A turnovcr of Rs.418 crores and

prosperity.
E.T. BHEL SAA Power Generation .
23 May 1976. : Manufacture of power

generating equipment.

Excellent performance in the Avarded the Gold Visual of
export of enamelled and paper Medal by Vice= the Gold
covercd conductors during President - Medal,
1976-71. Govermment of

Mysore, @epartment
of Industries &
Commerce Export
Avard (1970-71)
from Export
Promotion

Advisory Board,

E.T. o Deepak Insulated Enamelled and
23 January 1972, Cable Corporation Paper covered
Limited. - Conductors,
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Degeriptive & Projective {bp)

The category, 'Descriptive and Projective', implied a

combination of Informative (IN) and Achievement Orientation (a0)

themes. Advertisements based on this theme would contain some

relevant informatinn about the advertiser and its products and/or

services and gn one step further to project the image and/or

achievements of the advertiser, Three examples are given to

jllustrate this theme:

Platform Theme

Establishing a research wing, 5 It's a world of

Special
Features

Visual of a

plants and 5 area offices to a job to be welders globe and

develop, produce and distribute  to.the nation. India is

the largest range of welding prominant

electrodes, fluxes, power sSouUrces in ysllou

and equipment, @ training schoolfor colour
welders, and above all free

technical service anywhere in

India-

R. 0. Advani Oecrlikon P Ltd. Herc's Welders

June_1871.

1. In a decads emerge as the Indian 0il Corpora- Visual of -
biggest 0il refining and tion plays vital 1. An Indian
marketing organisation in role for econamic pil tanker
India, meeting more than prosperity of India. refueling
50% of total requirement Air-India’s
of petroleum products. plane

2. Refueling service to 20
Airlines of interpaticnal
repute with its well-built
gystem ensures uninterrupted
flow of oil for India's
Defence & Development,

3, Contributions to self-
reliance and self-gufficiency -

2. Emblem of 20
fAirlines on
the picture.

R.D. Indian 0il Corporation B,Dattaram
June 1971. Limited.

0il Refining
and Marketing.




"Patform’ Theme Special
.. Features
1. ‘Established pioneer in the 1, Dorr-Dliver make Visual of
field of filteration egquip- sufficient advances . filteration
ments. in equipment equipments.
2. It has developed a variety technology.
of designs in filteration 2. Dorr-0liver
pguipment. filters are unique for

their efficiency and
reliability in a
multitude of
applications.

3, It has contribution to the
development of the Indian
gconomy, with their vast
resources and expertise
anc continuously look
forward to more and more
opportunities to meet the
exacting requirements of
the process industries.

ET Dorr-Oliver (India) Concept Filteration
17 .September 1979. Limited. : equipment.

New Product, Servicing, Scheme, ldea ()

An advertisement offering new product, service, sctheme or

an idea was classified under this label, as-.its theme, Three examples

of '"NJ' category are given below:

1. The first of its kind to be 1.Central card- Visual of
launched by a nationalised a new convenience a user of
bank. card from Central the Central

2. It can be used at hotels Bank, card.
restaurants, retail and 2.1t offers a new
departmental stores in all way of life.
important cities in the
country.

3. It's safe - you have not to
pay in cash

E.Te Central Bank of Interpub Central Card
12 August 1980.° India
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Platform i Theme Special
Featureg
Entirely new ~ Bajaj Bahar Bajaj offers ' Visual of
Deluxe ceiling and table fans. entirely neuw fans and a
fans. lady.

R.D, Bajaj Electricals Hera's Fans.

March 1973, Limited. '

Te with a bUilt in ElGCtronic On thE SIEEk new ‘1.Il':lt.l'.'DdL|Ciﬂg
memory ITI Ashoka Push India's

2. Specially developed embody-  Button Telephone first a neuw
ing the latest design and dialing becomes type of
manufacturing advances in so much faster, telephone.
telephone technology sasisr, Visual of

3, Available in the range of Fewer wrong telephone.
attractive colours numbers too.

E.T. : Indian Telephone Dattaram Push Button

16 May 1977. Indostries Ltd. (Ashoka) Telephone.

L]

Contributory to Economy or Industry (E1)

while using the classificatory framework of themas for
institutional advertisements, it was considered necessary to
evolve a category only for institutional advertisements. Advertise-
ments which placed emphasis on the contribution made by the advertiser
towards development and grcwth of the economy as a whole or a

specific industry or sphere of activity were classified under this

category. Another category a}so applicable only to institutional
advertisement, was considered under the Heading of 'Expansion &
Diuarsificatiqp' activities of the advertiser, This category

was later mérged with the El category. Three egamples of theme, EI,

are given belows:
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Platform

1. Has helped over 1000 small
scale unite spread all
over the country,

2. One of the largest buyers

Jhemg

Greaves has signi-
ficant contribu~
tion to the grouwth
of small scale

Special
Featurag
Visual aof a
big gear
mobilising
sevaral small

of component manufacturasd unite. gears.,
by small scale industries.
R.D. Greaves Cotton ~ Engincering
January 1971. & Company Ltd. goods,

%« Saving of foreign exchange
by manufacturing 150 loco-
motives as required over the
next five years,

2. Economical and efficient
after sales service and
roadily available replace-
ment parts,

3. Designed by SAN to inter-
national standards.

4, First in flame-proof
locomotives and hydraulic
transmission systems for
locomotives upto 700 h,p.

5. Backed by a reputation for
reliability,

1. 650 hnpo diESGI
locomotives - India
neads them, And
SAN is the only
Indian manufactursr
with immediate
Capacity.

Visual of a
running horse
along with s
locomotive
"the great loco-

. motive of

1980°'s"

E. T.
10 December 1980.

Sury

& Nair Ltd.

Interpub,

Locomotive

1. Established in 1942

2, It's not just first in

cable manufacturer but
have many other first

in product development,
diversification and
import substitution,

3. It's an organisation that
believes in effectively
managing the factors of -
change, it remain
committed to the needs
of Indian industry - fFor
it shars a common destiny.

NICCO - Sharing a
crucial commit—
ment_to change.

Eye~catching
przsentation -
Black arrows
in all direc-
tions aimed
at the crises
of change.

E. T,
15 Aggutt 1980,

The National Insulated
Eable Co, of India Ltd.

Sekai.

Cable
Manufacturers
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Three other labels wers alec used initially, in addition

'to those described above, These were followings

Special Incentive (SI)

Advertisements ccntaininé the message of any spocial
incentive or offer such as congumer promotion wers initially
classified under this-category of SI. s the number of such
advertisements was rather small this category wae merged with

the Utilitarian (UT) category. 4an example is given belows

Blatform Theme Special
Fgaturag
te A quality product from Lux Supreme = Visual of a B
Hindustan Lever, with its own pack containing:
beauty cream. twoe tablets

2, Fabulous deuble bargain
from Lux Supreme: Free
Dainty SRM handkerchief
with just 2 tableots of
Lux Supreme, Plus a
chance to save Rs,26/-
(discount on an annual

aubscription of the
Reader's Digest).

of product,

R.D, | Hindustan Lever Hindustan Lever Soap
June 1976 (Lux Supreme)

Advisory (AV)

Advertisements containing advice te the readers, rather than
emphasising selling of a product/service wsre initially clésaified
as Advisory, This catsgory too was later emerged with the Utilitarian

(UT) theme. " An-illustration of the original AV theme is given belows

-
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Platform - Theme, Speedal
i Featureg

1e ClegnlineSs and Drder.are 1. Good house keeping Visual of
basic to fire prevention, "in a factory is correct and

2. A firc in a factory burns good fire preven-  incorfrect
more than just the factory. tion. housekesping
It can destroy your share 2, Fight firp before 1n,th9 factory.
of the market, your goodwill, it fights you. -
irreplaceable cquipment and Prevent it.

raw material, the liveli-
hoocd of your employees,

3. A fire safety checklist is
given in the advertisement.

- —
E.T. Loss Praovention Casglpa Fire '
5 November 1979. Association of Provention,
India Ltd.

Greeting

Certain messages were inserted by the advertisers only to
convey greetings to another company, organisation or individual,
These advertisements form a separate thematic category by themselves
and were classified as such, However, this category did not have
any comparative ualue.in relation to other themes. Therefors, all
advertisements on the Greeting theme were taken cut from the plan
of amalysis, The number of aduertiseménts finally used for.analysis
ie€ey 1414, as mentionéd above, doos mot inélude the advertisements
of Gresting type.

Implomentation of the Thematic Classification Schems

A certain amount of value judgement and a thorough comprehen-
sion of the subject matter of advertisement was involved in the
implementation of the thematic classification scheme as described above.

The only possible alternative to this approach could be an opinion

survey of the audiences of the respective publications, That
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approach too has also its limitations apart from being far more
resource consuming. The entire clasgification as well as the
initial data collection were undertaken by cne research amalyst
under the supefuisiun of the author of this paper., It is, however,
possible to experiment further by using more than one analyst

for classification of the themes by giving them uniform guideline:s;.5

5. This approach was implemonted in converting interview data on a
S point Likert Scale in a study of the relationship of the
effectiveneas in international marketing with several descriptive
and policy variables for technology oriented small forms. The data
was collected through interviecws with the chief executives of the
34 companies covered by the study. The data included factual
details such as sales production facilities as well as perceptual
features such as credit policy relative to competition and satisfac-
tion with government programmesS. All interviews were recorded ,
by two interviswers independently. Each interviswer working
independently transposed the interview guide information into
appropriate interval scale data, A third researcher read both
interview guides and alsc transposed the information into similar
data, An average score of the three regsearchers was used as the
final measure of ecach item, Vide Kripalani, V.H., and Macintosh, N. V.,
International Marketing Effectiveness of Technology Oriented
Small Firms, The Journal of International Studies, Vol.11, Winter
1980, p.B2. : .
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FINDINGS OF THE STUDY

The findings of the study are presented in two sections.
The first scction containg the trend analysis of the themes
during the pericd of the study, In this section it uwas
necessary to havc annual data comparzble betwsen years and
the differences in the number of issues scanned for sach
publication were taken into account. In the gsecond section,
the subject of analysis is cccurence of various themes and for
that purpose it was possible to use the data in full as annual

variations were not relsvant.

I, Trend Analysis

In ordef tc undertake analysis of the themes according
to the ﬁerindicala over the ten year pericd, it was necessary
to have uniformity with rospact to the number of advertisements
scanned for each publication separately in all years. Referring
to Table 1, it may be seen that in years 197141974, 1977 and-
1980 two issues of Reader's Digest were scanned and only one
in the remaining years., Therefore, in these years data was
gcaled doﬁn by a factor of 0,5. In the ﬁase of the Econamic
fimes the number of iSSuas sﬁanned in the first year, 1971 vas
sixty, threes times that in the other nine years. The data for
1971 was scaled Eown accordingly. The modified data for the

purpose of yearwise analysis is presented in Table 3.
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The pattern of year to year variation in the number
of advertisements appearing 1n_;oth publications is very similar,
(Exhibit 1), The largest number of advertisements appeared
in 1974 during this ten year period. This apparantly was a
reflection of the buayancy which the Indian eccnomy experienced
in 1977 . Tonguith the rest of the world., There is apparently‘
a lar 2d rcsponse by the advertisers to the growth pattern
observad in the ecomomy, The year 1977 was the lowest in
respect of the advertisements for bath publicaticns., This
again may be attributed to the pressures which were developing
in the economy during the preceding years as well as apparently
the major political change when the ruling party at the Centre
was thrown out of power for the fir;t time. The recent three
years 1978-1980 have shown an upward trent for both publications
although tax concessions an advertising expenditure were curtailed
in the Union Govermment budget for 1978-79, The number of
advertisements in the Economic Times, 79 in 1580 may be compared
with 81 in 1974 for a three week period although there was a
slight expansicn in terms of coverage and number of pages in
this publication during the course of 1980. The number of

advertisements per month for the Reader's Digest was 53 in 1980

thus failing to approach the peak of 60 reached in 1974,

I at Product Categorywise Analysis
The above aggregative picture relating to the trend is
only of an. indicative nature, especially as small advertisements

(saey, 2 columps x 5 cm, in the Ecenpmic Times) were left out,
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Many such advertisements werc not usually prepared ar released
through an advertising agency and djd not give the supression
of‘hauing a professional touch. It will be useful te lock
at the grnwth.pattern of advertisements by various categories

of procduct/service.

Consumor Products

In the Reader's Bigest the advcrtisements for consumer
products, excluding consumer durables, showed a peak in 1974
gtarting from a low point in 1972, There was a steady decline
from 1974 to 1977. An upwarcd trend resumed again from 1978 and
qontinued through to 1980 although the level of 1974 was not

reached until then,

There is a2 slight variation in the trend over this ten
year period in the case of advertisements for this product
category in the Economic Times. The number of advertisements
was much smaller than in the case of the Reader's Digest,
The peak for consumer products advertisements in the Economic
Timos was in 1972, This may, however, be ignored as there was
a shift in the pattern of placing advertisements over this
_périod. The next peak was in 1975, unlike in 1974 for the

Reader's Digest.

The peak of 1974 in the case of the Reader's Digest is
fairly indiecative of the bucyant economy during the two preceding
years, patticularly in 1973, There is obviously a time lag in

the response of the advertisers to conditions of relative
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economic prosperity. The slower growth in later years may be
due to increased competition from other print media, as well
as éther media, The rising costs of press advertising may
have also affected tho overall increase in use of advertising

space in the print media (Exhibit 2).

Consumer Durables

The advertisements for consumer durables lnh the Bgader's

Digest also showed a peak in 1974, as in the case of other
consumer products, and a downward trend ending in a trough

in 1977. The peak was again reached in 1979. The pattern

of variation for the Economic Times is, once again, gimilar

for this publication to that for consumer products as the

peak was recorded in 1975, Since then there appears to be a
downward trend which may agaih-be attributed to the pattern

of shift of advertisements for consumer durables to other

publications (Exhibit 3).
Industrial Products

The trend for industrial preduct advertisements for the
two publidations is quite dissimilar, it is upward in the
case of the Economic Times and downward for-the Roader's
Cigest. In the case of the Reader's Digest the poak was reached
in 1973 and the frend has been douwnward steadily since then
which may be attributed to shift in placing of such advertisements.
The Economic Times showed the peak in 1975 and a sharp drop

in the following ysar. Since then; however, the trand has been
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been upward, The level in 1980 was marginally higher than in
the preceding year, This is apparently indicative of growth
in industrial product sector as well as greater appreciation

of the need for promotion by these manufacturers {Exhibit 4).

Imstitutional

The inmstitutional advertisements showed a peak for the
Reader's Digest in the first year of the study 1971 and there
has been a downward trend since then. ‘The reason for this may
be the same as for incdustrial product advertisements. In the cass
of the Ecomomic Times the peak was rcached in 1974 and there

" was a downward trend until 1579 followed by a large increase

in 1980, However, the level of 1974 was not reached. (Exhibit 5).-
)

1 b3 Overall Comments reqarding Productwise Trends

The number of advertisements in other categories, namely
Banking, Non-buéiness, Media and TranSportation, was ratﬁer
small to undertake a meaningful analysis of the trend
over years. The Due;all pattarn ié dictated by the nature
of publication, as pointed out above. The other domipant

factor_is the economic boom in 1973 which has not repeated
itself in the later years. Considering the general pattern

qf expansion in the economy as well as the corresponding need
for marketing and communication, the trend of growth in

“advertising has been far from encouraging.
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I cs Trend Analysis According to the Thematic €lassification

The comparable ycarwise data for the occurence of the
three most frequent themes namely, Informative (IN}, Non—SpcciFic
(NS), and Focussed (FT)} = in that order - is given in Exhibit 6,
It is pertinent to mote that the advertisements classified
under Informative theme éhoued a peak in 19?5.' The overall

“trend in the later yéars is somcwhat downward. In contrast

to that, the Nuﬁ-epecific theme shows a clear upward trend
since 1976. Advertisements with a Focussed theme recorded

the peak in 1973 when therc was a trough for those with
Informative theme. Howsver, in the later years the emphasis
on Focussed theme has declined. This trend may be interpreted
to some extent as showing certain degree of indifferencs
amongst the advertisers in putting across their messageg for

prodetermined market segments.

ihile an upward trend may be observed for advertisements
with Utilitarian (UT) theme from Exhibit 7, a similar trend
may also bes discermed in the case of adue?tisement vhere
New Prpduct, Service or Idea (NU) is emphasised. The first
peak for advertisements with the NU the@é was reached in 1973
and the following period showed a relative decline and the second
peak was recorded in 1979, Advertisements with a Utilitarian

theme show signs of becoming more pupular,
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The remaining two themes used for all product cétogorics
were Achievement Orientaticn (AD)-and Descriptive & Projective
(DP). The peak for DP was recorded in 1974 and the trend has
Been downward since then, This may to some extent be dus to
the inhibition on the part of the advertisers to make such
claims that may attract the attention of the provisions of
Monopolies and Restrictive Trade Practices Act. 1In the casc
of Achievement Orientation the peak was recorded in 1976 and
a slightly downward trend has been evidenced after that

(Exhibit 8).

The remaining thematic clasaif;cation applicable
only to Institutional advertisements was "Contributory to Economy
and Industry" (EI). The peak in this case was reached in 1974
and the trend has been downward since then. Thus in the |
overall apalysis by thematic classification the trend is some-
what discongerting. 0Only twe themes which show an upward trend
are Non-specific and Utilitarian. Whils the slightly increasing
emphasis nh Utilitarian theme is understandable owing to
continuing price inflation and the corresponﬁing emphasis on
value,; the increase in thé use of Non-Specific theme in recent
years contradicts the basic expectation of advertisers gof -

getting good value out of their advertising expenditures.
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11, Distributisn by the Thematic Classification

| The data for the thematic classification is given in
Table 4, It may be cbserved thaéwthe Informative category
(IN) ig dominant accounting for about 40% of the total
in poth publications., The base for this analysis and the

following remains 1414. The 'EI' cateaory (Contributory to

Ecomomy & Industry) is includsd in this classificatory scheme.

The predominance of the Informative theme may be

indicative of two features:

a. & number of advertisers or products/services may
be new, or relatively new entrants to advertising,
or advertising in the print media. Therefore,
their major focus could well be on making the
audience aware of their product and/or themselves.
They apparently comsidered that would be adequate

for achieving their ebjectives.

b. New companies/organisations, new activities of
existing companies/organisations and possibly
new products and services, but not specified
as such in the advertisements, may have come into

prominence in advertising during this period. The

amphasis would, therefore, be on the Informative

thame rather than on selling in an environmant
which was merely beginning to be competitive during

the course of 1970's.

6. This may be compared with a study of content analysis of 600 adver-
tisements in the USA where basic persuvasive.content was identified in
43% of advertisements and basic informative content in 23% in a _
less elaborate classificatory scheme, Vide Marguez, F.T., Advertising
Content: Persuasion, Information or Intimidation, Journalism Quarterly,
54.3, Autumn 1977, Table 1’ po487=
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The next largest category is that of Non=Specific (N§)
type of thematic classification, 27% in Reader's Digest and
19% in the Ecomomic Times. The Non-specific approach may be
attributad to the lack of creaﬁiUe contonf in the aduerfisement
Or appreciation of the lack of creative approach by the
advertiser and/or advertising agency., It may alsc be due
to the feeling that advertising in itself, regardless of the
message and the theme, is adequate for the achicvement of the

objectives set by an advertiser.

It is encouraging to note that third lérgest class of
advertisements could be classified undsr the category of
Focussed Theme (FT), 12% in the Reader's Digest and 9% in
the Economic Times. This is indicative of the appronach
towards market segmentation and developing a message in the

advertisement especially focussed towards target segments.

In the Economic Times, Achievement Orientation (a0),
with 8% was the next largest category after Focussed Theme (FT).
This should be due to a large proportion of institutional
advertisements in this publication, The same comment applies
to Descriptive and DrojectiQe themes in the Economic Times

accounting for 6% of the total messages scanned,

The Utilitarian (UT) and New Product/Service emphasising
themes (NU) accounted for 5% to 6% of the themes in each of the

two publications,
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III. Product Categorywise. Thematic Analysis

The number of acdvertisements on barking services in the
Economic Times was 46 and in the Reader's Digest 22. It was
interesting to note that the Focussed Theme (FT) was the most
predominant amopgst the banking advertisements. It accounted
for 30% of the advertisements in the Ecoromic Times and 50%
in the Reader's Digest. Apparently a large proportion cf
banking advertisements dasscribed a specific service or schesme
which would appeal to an appropriate target segments of the
audience, The next two largest categories were those of

Non-Specific and Informative themes accounting for 16§ and

15% of the total number of advertisements in the tuwo

publications (Table 5).

I11.a: Consumer Products

The analysis for Eonsumer Broducts is presented in the
aggregate for both the publications as the number of such
advertisements were concentrated mostly in the Reader's Digest.
The Informative {IN) category was the most predominant accounting
for 41% of all advertisements for consumables. Within the sub-
tategory all consumer products, excluding durables, 56% of
the advertisements for “oods and Beverages had Informative themc.
The advertisements for focds and beverages accounted for 20%
of about 400 advertisements for all consumable products. The
predominance of the' Informative themes for foods and beverages
during the period under reviewhay be due tc entry of processed
foods and beueradés in the mérket. However, the competitive
pressures were apparently no£,30 high as to require a sharpsr

focus on selling,
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In contrast to the advértisements for foods and beverages,
the textile advertisements accounting for 25% of all adverticements

for consumer products, the Non=-Sgecific theme was identified

in 56% of this group of advertisements. This finding is reinforced
by common 5bseruation that many textile advertisements look very
similar, Of the sub~category of textile: advertisements, two
thirds were those for textiles for females. In many of these

advertisements the massage is sought to be projected through

a model wearing a sari. The Informative and Focussed themes
were identified in 19% and 16% of the category of textile
advertisements. /n urban middle and upper class bias is
also apparent in textile advertiseménts as the Utilitarian
tﬁeme was non—existent,

Amongst the advertisements for cosmeticsAand toiletries
Informative (IN) advertisements were the largest single group
with 40%. The number of advertisements for cosmetics and
toiletries: were approximately thé same as those for textiles,
about 25% of advertisements for all consumer products., The next
largest thematic category was Nen-Specific (NS), 24%, followed
by Focussed (FT), 19%. Apparently there i; greater homogenity,
or assumed homogenity, in the target audisnce., It is alsc
possible that tﬁe product range itself is more homugeneous compared
with that say ip the Western countries. Thersfare, there is
lesser emphasis on market segmentation and this may he also

due to low competitive pressure.
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Amongst the miscellancous consumeT products such as paints,
batteries, tyres, blades, anzlgesies and ointments, pesticides
and filws, the Informative theme was identified in half of the
advertisements numbzring 118. The next predominant categery
was Mon=Specific, 25%. Unlike other consumer products, 10%
af the advertisemeonts had achievement Orientaticn as thasir basgic
theme.

In the aggrogate for all consumer products, excluding
durables, the Informative categoly was the most predunipant
with 41% of all advertisements, followed by MNon-Specific with
30%. The focussed Theme was abserved in 12% of the advertisements

in this group of products (Table 6).

111.b: Consumer Durables

The pumber of consumer durable advertisements was quite
substantial, 243 comparrd with 399 for all other consumer products
discussed above.This must be due to the increcased availability
of consumer durables during the 1970's. The advertisements were
divided almost egqually between the two publicatiohs. The
Informative theme accounted for 61% of these advcrtisements,
indicating an expectztion of the audience to seek primarily
details about the various consumer durable ¥roducts aduertised
such as refrigsrators, lugoage, watches, calculators, sterec
systems, fans, air conditicners, air coonlers, cameras, furniture
and carpets. However, the emphasis on putting across the message
for introducing new products was lacking as only 73 of the

aduertisemonts specifically carried such a message. An equal
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propartian-was jdentified as having a Focusssd theme.

An obuinus inference from the sbove results 1is lack of
inmovative marksting environment and new produét introduction
in the consumer durable goods sector, The menufasturers were
apparently catering to a relatively ready market which was
used to such products awing to their-experience of using

such products, or association and diffusion (Table 7.)

IJI..c: Industrial Products

The Economic Times cerried a large proportion of Industrial
advertisements. E£ighty per cent of 344 advertisements for
jindustrial products scanmed in the study, were in the Ecoromic
Times. It is well known fact that the availability of exclusive
media for industrial products in India is still somewhat limited.
Therafcfe. these advertisements also find their way intc
publicaticns like the Reacer's Digest which caters to a varicty
of reading public and the Economic Times with its orisntaticn
on economic, business and industrial news, fectures and analysis.
The Economic Times, like other fipancial dailies, also reaches
a large number of decisiop-makers who may be concerned with

~ . -

the purchase of industrial products or may influence buying
tecisions for these products. Therefore, many advertisers of
industrial pradugts tend to place their advertisements in this
publication in preference to tcchnical journals which may

primarily cater to perscrs holding positions requiring

technical expertise.
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Informative theme was the most popular as 537 of the
industrial product advertisements were classified under this
label, s many as 26% of advertisements carried a Mon-Specific
theme. This again may be due to lack of competitive pressure
as well as lack of selling focus amongst the manufacturers
and marketers of these procucts. The fact that Foesussed
theme was identified only in 4% of those advertisements
indicates absence of marketing segmentation approach. Apparently
aduertisgrs expected the audience to look at the.InfDrmative
content of the advertisements and receivs messages according

to their specific requirements {Table 8),

111 d: Institutional

Institutional advertising seems to have established itself
during the pericd under review. These advertisements were con-
centratad mostly in the Economic Times , as expected, on the
basis of the comments made above regarding this publication,

In the thematic classification fof Institutional aduartiéemnnts
it was considered necessary to‘bring in ore cr more theme,
Contributory to Economy and Industry {El). This thematic
category was in fact evolved after taking into account elements’

w

such as export promotion, import substitution, emphasis on research
and development technology, as alsc the reference to the development
of small scale ihdustry and backward area development. In the

final clasBific;tiun these elements were put together under EI.

For this group of advertisements an extension of analysis was

carried by attributing seccondary theme in addition to the major

thematic classification used for the total study,
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The two themes which emerged equal in the leading pogition
were Descriptive and.Projectiue (OP) and contributory to Economy
and Industry (EI}, both accounting for 24.3% of all institutional
advertisements, This is understandable as advertisers would
vie with each othrr to preject the image of the organisation
in additicn tc giving some information about products and services
as reflected in DP and emphasised their contributinn to the

Economy and Industry (EI). The Informative theme was the

next in rank accounting for 17% of the advertisements followed
by Achievement Orientation with 14%. About 12% of the advertise-

ments were classified as having a Non-Specific theme (Table 9),

For the purpose of comparative analysis vis-a-vis other
product categories the EI theme was excluded from institutional
advertisements and this raised the proportion of the DP theme
to 27% and that of the Informative theme to 22%. The DP theme
thus obviously emerges as the leading theme For institutional
advertisements compared with an average of 6%, for all advertise-
ments covered by the study {Table 10).

I1l.e: Other Categories

Non-Busincss

Non~Business advertisements accounted for only 4% of
total advsrtisements but this proporticn was higher than that
for the remainihg two service categories namely media and
transportation. The Utilitarian theme was ths most predominant

amonget the non-busincss advertisements in the aggregate for
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the two publicatinns accounting for a third of guch advertisements.
(Sec, For instance the advertisement of the Loss Provention

Society on page 23.) This compares with an average of 6% for

all advertisements and 137 for banking, The Nun~S;ecific
theme was identified 257 of this group of advertisements followed

by Focussed theme in 16%.

Media

The media advertisements had overwhelmingly Informative
content as noted in 79% of these advertisements. The Focussed
Theme was identified in is%, Achisvement Orientation in 4% and
New service in 2%, Media advertisements emcrge as the only
product group in which nc advertisement was considered as
having Non-Specific theme. It may also be observed that none
of the medla advertisgd werel making such claims as Descriptive
and Projective (DP) which was conspicuous by its absence. A
slight shift in its pattern may, however, be observed in the

more recent advertisements during the current year 1981,

Trangsport and Tourism

These advertisements cover a varicty of services such as
airlines, railways, goods transport and tourism. The fact that
the Non-Specific theme was identificed in 45% of these advertise-
ments, indicates 2 somewhat bazy approach--of the aduertisers.

The Focussed themc was Dbsarved.in 207 of the advertisements

{Table 11.)
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Implicaticns of the Study for Further Resoarch

The preliminary results yielded by the study may be

interpreted on various. dimensions such as the fFollowing:

A. Trend Analysis

The large initial sample over 1400 advertisements
for the ten year period gives a reliable indication of the
pattern of growth in the aggregate as well as for those product
categories which have a large fregquency of occurence in the
samplr. The trend analysis for minor categories like Banking,
Non-business, Media and Transportation will have limited validity

owing to a much smaller annual sample.

AN owverall trmnd;certainly provides a useful indication
of the pattern of growth of advertisements in the selected publica~
tions as well as other similar publications, It is also possible
to view the results of the trend analysis against the_tauk;auund
of econumic and industrial and eccromic situation and special

. regulatury features such as the reduction tax concessions in 1977.

It is obviously necessary to conduct research on a

representative selectisn of periodicals in crder to draw

conclusions- which may have a general validity. The advertisemcnts
selected for the gtudy should,; however, be-confined to large
display advertisements., Small advertisements (e.g. in the Eccnomic
Times) as well as special type of advertisements which are in

the nature of announcements such as those for greetings, share

issues, fixed depomits, chairmen's speeches, tender nctices,
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educaticnal programmes and publications should remain excludec
from the scope of the study., Likeuwise, in periodical like the

Reader's Digest, special offers for subscriptions would be left
out. The objective of a more representative study should remain

unchanged in its emphasis on quantitative characteristics of
contents of advertisements. The use of space in the print media
for all type of advertising should not be the concern of such

reswarch, .

B. Thematic Classification

There arTe two major aspects of thematic classifieatinon,
The first concerns the development of the classificatory framework
and second is that of implementation, i.e. identification of the

themes according to the classificatory scheme.

This study has focussed on the major motivational feature
of advertising namely the basic theme. advertisements werc
analysed in totality for the purpose of identification of themes,

Studies based on tontent analysis of advertisements use a similar
apptoach, Content has several elements and it was considered
desirable that the central appeal of an advertisement, as

sought to be projected by the underlying theme is a highly
appropriate item of analysis. The thematic classification

used was moTe plaborate than the basic distinction normally
drawn between Informative and Persuasive type of contents.
Informativé_content referring to'physical, chemical, engineering
and similar technical attributes of the product advertised is
considered és objective. On the other hand persuasive approach
is interpreted as non~objective or cven manipulatiuc.7‘ Going
one step further, puffery* and persuasive contents came close

to each other in this nomconclaturc.

7. Nicosia, Francesco M, Advertising, Managemcnt and Society,
New Yorks McGraw #ill, 1974, p. 256 and 262-L7.

% This refers to goods advertised with exaggerated or false praise
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One has to say something after all, puffery is what advertigors

provide when do not want tc provids the information.B

The thematic classification developed for this study
attempts a mure elaborate and functicnal classificaticn which
may turnout to be more useful than the infarmative/persuasive

dich_rJtDmy.g

The premises for our approach to tHe thematic classification

were as follows:

Every advertisement will have some informative content
and advertisement being an important marketing input will also

: . . 10
have some persuasive orientatinn,

It is possible that

there is ton much weightage of information content te the

relative exclusion of selling focus. This may be due to a variety

of factors. It may be worthuhile to classify messages acenrdimg

to the préduminant theme in a way that the scheme may have functional
relevance to the marketing mix, Advertising should not be Jjudged

in isolation of the ﬁarketing objectives which it is intended

tc help in achieving.

8. Preston, -Ivan, L, "The Great aAmerican Blow Up", Madison:
University of Wisconsin Press, 1975, Pp. 275-76.

9. Vide Marquez, F.T., op. cit.

10, This point is made by Holsti, when he mentions that, "The
most pervasive form of persuasive communication - advertising
has received comparatively little attention from content
analysis, vide, Holsti, op.cit., p. 623,
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Keeping in view the cbservatisns made above regarding
the basie puspose of advertising, a rcscarcher should be
concerned with the perception of the message by the audiance,
This points te the neccssity of oxtending the study to the
audience for their vipws ﬁn the clasgificatory scheme and using
that opinion for the purpsse of developing znd validating
the classificatcry framework. This may be dome in several .
Qays guch as aﬁ opinion survey of the zudience or through the
expert views of a pamel of judges. Advertisements may be used
as they are placed or simulated version of an advertisement ar
a campaign could algo be used for the purpose of validation of
the selectéd thematic categories.

1t follows from the approach to the problem es outlined
above that the possible audience perception has an element of
validity if the linkage betwsen stimulus and response is
appreciated. According to Juhn DeweyThere is a simply and
continuously ordered sequence of act, all esdapted in themselves
and in the order of their sequence to Teach certain objective
entd....s The end has got thorsughly organised into the
means. In calliﬁg one stimulusg, another response we mean -

nothing more than that such an orderly saquencos of acts is

taking pl:lce“.11

Short of using external rospurces such as opinion of the

audience or a panel of judges, a ressarch analyst may undertake

a somewhat clinical clasgification of ua;ious possible themes

11. Dewey- John, The Reflex Arc Con@ept in Psychology,
Psychslogicel Review, 3, 1896 gp. 357-70,
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anc organise a framework for the purpose of analysis. These
thematic categories may be defimed and illustreted and guidelines
evclved for the purpose of classifying advertisements accordingly.
The possibla bias introduced by using only one research analyst,
as in this study (with some supcrvision to ensure that the
Quidelines are being implemented) may be reduced by using twe

0r more independent analysts.

C. Hypotheses Regarding Effective Themes

There is an implied assumption in the classificatory
scheme used that certain themes sueh ag the Focussed theme and
the Utilitarian theme may 59 more effective than say the purely
Informative approach (IN). The Informative theme in turn may
be more meaningful than Non-Specific theme. The themes such as
TNU', iLe. thé one emphasising new product/servica etc, sServas
the specific purpose of drawing the attention of the audience.
The themes labelled as A0 i.e. Achievément Orientaticn and OP
i.e. Descriptive & Projective have a long=term objective of
building and sustaining image and informing the potential buycrs
and users, household as well as institutional, about thc achisvement,

the range of products and services and the future perspective

of an advertiser, Testing of these hypotheses in relation to
the specific objective of advertisers may lead to certain
conclusions regarding the use of certain types of themes which

may be helpful in'achieving these objectives.,
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D. Multi-dimensional Thematic Classification

‘This study, as well as cthers referred to abouc, have
used a unidimensional thematic classifications Certain degree
of overlap and ambigqity is bound to creep in, regardless of
whatever elaborate procedures are used and precautions taken.
Many advertisemcnts may rely for projecting the/%ain messagc
through the Use of more than ore theme which may be termed
as primary, secendary and so forth. This problem was obseiued
in this study and secondary and tretiary themes were ideontified
ih some advertisements, particularly those of the Instituticnal

type. This tvs is a subject matter for further analysis and

study.



Table 1

Particulars of Issues Selected in

tho Sample,

Issﬁes:-__@gmber of Issues Covered Months Selected

Reader's The Economic Reader's The Economic
vYears Digest Times Digest Times
1971 2 60 January, Jan., Sunday,
June issues.*
1972 1 21 Feb. Jan., May,
September.
1973 1 21 March Feb., June,
UOctober.
1974 2 21 April, May March, July,
November.
1975 1 21 May April, Aug., .
December,
1976 1 20 June Jan,, Feb.,
March, April,
1977 2 21 July, Aug. Jan., May,
September,
1978 1 21 August Feb., June,
October.
1979 1 21 September March, July,
November,
1960 .. 2 21 October, Aprii, ?ugust,
December December.

*1-15 January 1971 and thereafter all Sunday issues for the rest

of the year were taken,
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PRODUCT EATEGORYWISE CLASSIFICA~

TION OF ADVERTISEMENTS

PERIODICALS

Periodicals Total
Economic Times  Reader's Digest No. %

Category No. 4 No, 4
Banking ._46 5.8 22 3.6 058 4.8
Consumer Products
F.B. 06 0,8 73 11.8 079 5,6
T. M, 10 1.4 23 Ts7 033 2,3
T.F. 03 0.4 63 10,2 ~ 066 4.7
Tail. 01 0.1 71 11.5 072 5.7
Cos. - - 31 5.0 031 2.2
Miscellaneous 41 5,0 77 12.5 118 8,3
Consumer Duréble 123 15.6 120 19.4 243 17.3
Non-Business 51 ‘ 6.4 10 1.6 061 4.3
Industrial Products 274 34.4 70 1103 344 24,3
Ingtitutional “187 20.9 30 4,9 197 13.9
Media 41 5.0 07 Te 1 048 3.4
Transportation * 33 4,2 21 3.4 054 3.8

’
Total 796 180.0 618 105;0 1414 100,0
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TABLE 3

ANNUAL DATA FOR ADVERTISEMENTS

PERIGOICALS
Year Reader's Digest Economic Times
o 7 No. L

1971 42 9.5 67 10.3
1972 a3 7.8 64 9.7
1973 45 10.3 60 9.1
1974 60 13.7 B1 12.3
1975 47 10+8 73 11,2
1976 39 B.9 60 9.1
18977 9 6,6 50 7.6
1974 40 9.2 - 63 9.6
1979 49 1.2 60 5.1
1980 53 12.1 79 12,0
Totals 437 100.0 657 100.0
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TABLE 4
THEMEWISE Ct.iSSIFIC.TION OF
ADVERTISEMENTS

Themes Reader's Di esSERIDDICALS Economic Times Total

Hor oy . g LW 7
AQ 22 3.6 61 Te? 83 5.5
bD 23 3.7 47 3.9 70 4.9
FT 72 1146 71 - 8.9 143 10.1
IN 261 42,2 333 | 41,8 594 42,0
NS 163 26,5 154 19,3 317 22,4
NU 32 5.2 47 5.9 79 5.6
ur 33 5.3 © 53 6.7 86 6.1
£l 12 1.9 30 3.8 42. 3.0

TOTAL 618 100,0 796 100,.0 1414 100,0
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JABLE 5

BANKINGs THEMATIC ELASSIFICATION

PERIODICALS

Themes ECONOMIC TIMES REDER'S DIGEST Total

i ho, of % to total No. of % t& total No. of % to
Ldvia, advts, Advts. Advts, Advts. total

ads.

A0 2 4.3 09 4,5 3 4.4
bp 2 4.3 - - 2 2.9
FY . 14 ’ 30.5 11 50.1 25 36,8
In 5 40,9 05 22,8 10 14,6
NS 10 21.7 04 4,5 el 16.2
NL 7 153 Q1 4.5 B "11.8

uT B 13.0 . 03 15346 3 133

TOTAL: 46 180,0 22 100.0 68 100.0
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TABLE 7

CONSUMER DURABLES: THEMATIC CLASSIF ICATION

PERIODICALS

Thems Rcader's Digest Economic Times Total

No. % oy, % Ao, %
AQ 5 4.2 a 6.5 13 5.3
DP 1 0.8 2 146 3 1.3
FT 7 5.8 10 8.2 17 7.0
IN 79 65.8 70 56.9 149  61.3
NS 16 W.3 | 17 13.8 33 1345
NS 8 8.7 10 8.2 18 7.4
uT 4 Ded 6 4.9 10 4,2
TOTAL: 120 100.0 123 400.0 243 100,00
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TABLE 8

INDUSTRIAL PRODUCTS: THEMATIC CLASSIFICATION

PERIODICALS

Theme READER'S DIGEST ECONOMIC TIMES TOTAL

No, % No. % No, 4
A0 3 4.3 13 447 16 4.6
bp 6 8.6 02 0,7 8 243
FT 1 1.4 12 4.4 13 3.8
IN 25 35,7 56 517 183 53.3
NS 30 42.8 61 22,3 91 26,4
NU 2 2,9 18 646 20 5.8
uT 3 4.3 10 3.6 13 3.8
TOTAL: 70 160, 0 274 00,0 344 100,0
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IHBLE 9

INSTITUTIONAL INCLUDING El: THEMATIC CLASSIFICATION

PERIDDICALS
THEME READER'S DIGEST ECONOMIC TIME TOTAL
No. % No, 4 No, %
AD 3 16.0 24 14,4 217 13,7
Dp 7 23,3 35 20,9 42 21.3
FT 1 3.3 12 7.2 13 6.6
Iﬁ 1 3.3 33 19.8 34 17;3
NS 2 6.7 21 12,6 23 11.7
AU 2 6a7 1 0.6 3 1.5
uT 2 6.7 11 6.6 13 6.6
EI 12 40,C 30 17.9J 42 21,3
TOTAL: 30 100.0 167 100.0 197

100,0
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TaBLE 10

INSTITUTIONAL EXCLUDING "EIl's THEMATIC LLASSIFICATION

PERIODICALS

THEME READER'S DIGEST ECONOMIC TIMES TOTAL
No. q o, G . ¢

) 3 16.7 24 17.5 27  17.4
op 7 38,8 35 25.5 42 27,0
FT 1 .6 12 8.8 13 8.5
IN 1 5.6 33 24,2 34 21,9
NS 2 | 1141 21 15,3 23 14,8
NU 2 1141 01 0.7 3. 1.9

uT 2 1141 11 8.0 13 8.5

TOTALS 18 100.0 137 100.0 155  100.0
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IABLE 11

NON-BUSINESS, MEDIA AND TRANSPORT s THEMATIC

CLASSIFICATION

PERIODICAL/PRODUCT ECATEGORY

READER'S DIGEST AND ECONOMIC TIMES

THEME NON-BUS INESS MEDIA TRANGPORT.
No. % No. % No. %
AO 4 6.6 2 4,2 1 1.9
op 1 1.6 - - 4 ol
FT 10 16,4 7 14.5 11 20.3
N 8 13.1 38 79,2 7 12.9
NS 15 24,6 - - 24 44,5
NU 3 4.9 1 2.1 4 744
-UT 20 32,8 - - 3 5.6
TOTAL: 61 100.0 48 100.0 54 100, 0




