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Abstract

The opaper developed while exploring the anomaly that the best
adiudoec crestives are not necessarily the beet performers,
despite uniformity in other marbeting inputs, It erlaminecs

(llcurrent trends in creative approaches, how do these fit in

LA

with the existing tvoologies and exhibit a blend resultine  Trom
adaptation to local culture, (2) the criteria used for BEZEEEIND

& treative and the missing links.

Findings indicete that image. execut:i:on and common touck cre  the

most freauently used strategies. While idudicigus adapiatior. of

creatives helps, transplants carm onlv work for & few low

involvement creduct. consumption of which i€ net  influencec av

culturs, - sgt of criteriz muss teie ints account  meviel

comoetiticr., zteve  of the buwvoe, TR product  eng TEIié
o

characteristics. Sucerezsful crestives heve ensured th:i LHE

agd and fesel=s involved.



Creative Approaches in Advertising in India in the Early
Nineties — What Criteria?

Introduction

Opening up of the Indian economy has ushered in an era of
marketing warfare. The market has turned into a battle field,
where big, small, Indian and international playere are pitlched
against one another. Today we have Fepsi at war with an Indian
brand, Thums Up. In the personal product category in the women
segment, Johneon & Johnson ig fighting Frocter % Gamble. And,
virtually every company, big or small, Indian or international
ie present in the detergent market. Efforts to match the
vpponents on all aspects are visible in communication stratecies.
Each ie investing heavily in advertising for shelf space and
place in the cpnsumer mind. In advertising war, creative reiogns

supreme, far though imitable it cannct be standardized.

Ferceptitbie chemges in crestive eoproeches are takin

iy

rl

i

CE. MOig
=0 1n execution. Western models are in wze Tor quitEHSDmE timcg
Fresenting brands in exctic locations is common amonost thé
premium brands of textiles, but is more'?Fequent irn multinationsa
btrands (Nescafe). Adartations &are also noticeable, (Ariel
Johnson & Johnson). Latelyv, use of Hinglish (blend of Englis
and Hindi) has been noticed in the food categories for India
(Binnie Wafer:, as aleo multinational brands (Fepsi). The marké

has clearly encouraged multitude of creative approaches.

The announcement of the best creative iz an annual feature in

advertizing world in India. Interestingly not all of these
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the bonour roll succeed in the market. (Frand Equity, économic
Times of India y £2nd Jan, '92 ). Some of these are pre-launch
ads and some post-launch ade (new version), The question
naturally is what sets the brand ticking? The creative or other
marketing inputs? Given that all the above brands have other
marteting inputs equal to or better than the market averacge, how
do such judoments fail to forecast the success of a brandv All
advertisers agree that an ad must ultimately lead to action.
While action remains the uwltimate obiective, the cruu seems to
lie in understanding the route that 1leads to action. Role of
creative becomes relevant here. If so, are the criteria ;pplied
for creastives approprizte? Dc the criteria remain  uniform
ACross products, taroet audienrnce, and markets™

Creativity, Creative Strategy and Criteria

Creativity tas been defined in many waye (see Elashko and Mokwa,
i9g

i T = -
Y om Wt a4 i

=Sl L
==L

+

Ew &7 theseg ErE ©in

1l
i
II‘LI
il

e e i

e tc what LED

TI

Burnett cefinec 8=, " the &t of ezlisblishing riew and meaningful
relationships between previous unrelated things in a manner that

is relevant, believable and in good twste". A further

—

elaboration has been prrovided by PBlasks and Mokwa (198&).,
According to them "im advertising a creative individual mucst
produce (in an environment of constraint anc pressure) a concent,
theme, advertisement or campaian that carm  breal through  the
Prospect’s potential mental defersec and_mesH the whesls of
product attributes with that of consumer ptreference. " This is
mare relevant to marketine ard helps to lay down criteris for

evolving a creative strategy.



A creative strategy &as distinct from creativity ie  "a policy or
guiding principle which specifies the general  nature and
character of messapes to be designed. Strateay states the means
selected to achieve the decired audience effect over the term of

the campaign" (Frazer, 1987).

A strategy must evolve from certain considerations, guidelines,

or  criteria. A set of criteria lays down the rules of the
game. To advertisers creative etrategy and the underlving
criteria are motre relevant . This study examines these two
aspects.

*

1. Creative Approaches/Strategies
The typologies have been reproduced after review (Exhibkit — I,

There are overlaps in various approaches.

The most well knrown approaches are Image (Oclivv), ULEFR

tFeevez . Erecution (Bgrrnbacth . ans Common toauch TR

im

Eome of the others zre stary line, problem solution (See  Aalker
and Myers, 1984). Frazer (1987) examined appropriateness of
crestives keeping in mind the market conditione and the likely
competitive implications. Ogilwvy has eprovided mediawise

strategies (1985). FRosciter and Fercy (1987) gave informational

{in case of negative motivation towards purchaze) and
transformational (in cese of positive motivation towards
purchase) strategies for high arnd low involvemert products.

Vaughn( 19B4) suggested creative based on response hierarchy for
products at different involvement levels. Improvements have

been sugnested by Rossiter and Fercy (1951) on Vaughn's typslogy



where the state of the buyer has been talen into account wviz,,
brand awarenese and brand attitude., Elasko and Molwa (1986)
speak of the Janusian percepectives, suggesting possible

implications for problem solving approaches,

A recent paper (Zandpour et al, 1992), on comparative analyeic of
French, Taiwanese, and U.S5. TV commerciale has adopted the
approach of Simon (1971). Simon has included reward, namely
obligation (free ¢ift) and habit starting (sampling) amongst the
creative categories. These are promotional strategies. The study
also examines information content and execution form, which can
be part of overall creative strategy. A contemporary sfudy
examining creative etrategy in  American and Japanese TV
tommercials (Ramprazad and Hasegawa 1992) tas al=o reviewed the

creative strategies of Vaughn, Simon, Frazer, and adopted from

Laskey et a1 (195%), Eoth the studiecs indicated differences
which  were cigniticant EmMONI=ET France, Tedwan, e™3d  Amgvrice

(Zandpour et a1 "%2), malking a cace 2gainst standardisation,

2. Buidelines/Criteria

The creative must fit in with the overall commemications etratecy
and  merketing objective. It must take into Coneideration the
matrtet condition, the likely response of the target audience, anmd
the FLEC. It shauld keep in mind the pProcuct  and  the media
tharacteristics, Media specific cuidelines have been Frovided by
Ogilvy «(19g%), He layve importance to media 'chara:teristics,
product knowledge and emphacizes the importarce of resesrch  on
target consumer, Fosziter and Fercy (1987 emphaczize

tommunication objective and tale in explicitly the ztote of the

=
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aundience (positive/negative attitude towards the product), and
the product characteristics (high/low involving), Tattice have
been sugaested for different communication objective such ag

recall, recognition.s

Vaughn (1986) has categorized product type and the likely
response hierarchy to suquest the creative strategies
(informative for hioh involvement thinking product, affective for
hiah involvement feeling product and &80 onl. Further
improvements on this have been suggested (Rossiter et 21 1991)
taking into account the state of the buyer viz., brand auarenese
and attitude. This has partly taken care of the FLC &scpect
thuugh. competitivenese of the market is not fully reflected in
either of the approaches. Frazer takes in the reaction of both
the consumer and the competitor while considering the rtompetitive
implication, Thus consideratic oF the stste of  sucdiarce, the
response tiierarchy, product involvement and alep media
characteristics have been taken into account implicitly or
explicitly by one or the other set of criteriz. Vaughn, Rozciter
and Fercy provide contextual backaround inﬁghggesting & =trategy

and hence are more explicit,

While most of the above mentioned criteria stem from  the
markteter g needs, an independent set cf messures from the point
of the viewer's judgment has besn developed {Haberland and

Dacin, 1992 Exbibit vy, This takec into acecount the

#Cuidelines for Messages are also provided to achieve
communication obiectives; such ac retention and conviction
(see Engel et al, 1989,



communication objectives viz.,-'interest arousal (involving,
vnique)l, persuasiveness (want to buy the product), curiosity

(want to see it eaain),

A set of criteria has also been proposed in the Indian context
taking in the views of the client and the agency (RSCG  Survey,
Erand Equity, Economic Times of India, 4.9.92, Exhibit IV),
These, however, seem to be in isolation of the product market
situatiaon. The other common measures used to assess  an ad
are its ability to generate attention, interest, curiosity
arousal, comprehension, compatibility, credibility, and
pPersuasiveness, These tend to be ceneral in  nature. C{early,
competitivenesse in the market, FLC, product type and media will
have wvaried demands on the creative. The present study is an

attempt to analyse creatives from these aspectes.

Objectives
In  the backdrop of the market scenario described earlier where
advertising has become a mzjior competitive tool, this paper
attempte to explore -

——
i) the current trends in creative epproaches: how do these fit

in with the eristing tyvpologies or exhibit a blend resulting from

adaptation to local tulture®

11) the criteria used for ASSess5ing a creative: Whether the
Criteria used for assessing & creative are eppropriate, uniformly
applicable™ If not, what are the missing links™ vir.,

communication objectives, messaue match with terget auvdience and

media.



The firet one would primarily be a descriptivg analyeis. The
second ﬁpulqi examine selected creatives in relation to brand
performance and product/market charactericgtics. This would
réfleut on the appropriateness of the existing criteria and
sucgest possible improvements. The bacsic assumption would be
that parity is maintained in all other marketing inputs; at least

amongst the major competitors.

Methodology

(1) Understanding categorization or typology of the creztive
approaches.

a) Selection of the product categories .
Selection of the product categories was & crucial evetcise ac
this had a bearing on the creative. The sample included brands

representing different market competition, FL.C and buyers’® state

h

(awsrgness), Trhe cample of 22

ertel irvolverment ievel

m

ore

e
m

betbh in the feeling and the thirking categories. including
sensitive and habit forming products. Only majior brands were
considered in order to maintain parity with respect to il cther
marketing inputs. Industrial producte were not included as

-~
personal selling i= the moczt important elemert in communication,

Selection of ads

Frint: Original versions were retaired where the oo size ci the

test sample was more or less eguivalent ranoing from

*  Involvemernt was measured initially on a zample of products
using measures adopted from Zaichkowsky (198%5) with
some modifications.



¥
quarter page to half Page of & newspapér format. It was ensured

that all the elements of the ad were  legible and could be

ctodified.

TV: Frime time slots (J0~ 90 secs) were analysed .

As many as 200 ads (Frint and TV) were examined with the number
of ads averaging to (9-10) for a product catecory, including
different versions of the same brand.

b) Categorization/Typulogies

For initial categorization content analysis of a sample of
100 ads including those of the test productse was carried
out by three judges. Exhibit-1 formed the basic framedork. A
large incidence of confusion due to overlapping occurred. One
specific example was ‘demonstration’ which could merely inform or
strongly convince. Clear directives were given in brief to
Clazsify this evreteayv. The other e

TEle w

L}
il
m
1
11
in
et

stratesy. Fositioning as a separate ceteyory was difficuit to
iderntifv as any.creative is a support to positioning implicitly
or explicitly. 7o minimize overlapping and retain exclusivity,
categories were defined. Typologies that deviated <from the
existing ones were renamed according toc the responses in  the
content analysis (See Appendix A& for detaileg). The percent of
fgreement between judges ranged from (BO-85) percent. This WsesE &
saticsfactory figure (Kassarjian, 19773, The following
categories were identified and defined and the brisf for the

*% Full page ade in journals, magarines measured nearly a gquarter
of the size in the newspaper format.



Judges wae moditied with different tactics under each  approach

(Exhibit-11).

1) Execution: This follows the definition provided by EBernbach.,
The creative should be offbeat, novel, dramatic. In print it
would be characterised by unusual use of contrast in colours,
elements of the ad including vieuals; as also use of non-verbal
communication, The headlines could be anomalous, aroueing
curiosity, In TV, presentation could be birarre, humprous
dramatic, a blend of Western and Indian culture, or containing

novelty in music/sound and delivery.

-

1i) Image: As defined by Ogilvy: Where predominamt use of soutrce
and symbole has been made to project the product image throuoh
user class or establishing connection or association.

iii) Comsmon-touch: As defined by Burnett: That which is not
offbeat, cut common snd toueties fhe viewer in o termz of idertity

with self and temiliarity with the zcenarso depicied in the ad.

iv) Others: This includes (a) affective, (b) informative and (c)
transforming approaches. —
(a) Affective: Follows the definition provided by 'Frazer.
Is marked by absence of strong selling emphacic. Easically leade
to receptivity of the message. Can also result in positive or
negative reactions. The attitude is more towardz the ad than to
the associated objectives.

(b} Informative: Basically related to communication objectives in

terms of attention, compretersion and recognition.

{c) Transforming: That which influences attitude and enhances

1



conviction.
Eoth (h) and (c? are different from Informational and

Transformational approaches defined by Rossiter and Fercy.

A content analysis' of the test ade of the selected product
categories was then carried out. An intercoder reliability of

0.B0 was obtained (Ferreault et al, 1789).

Only spontaneous responces were noted. This was in view of the
fact that the sequence of the effect of an ad is verv complex and
does not follow & set pattern, Thus a spontaneouws, &ffective,
positive response may subsequently change inte & favourable
attitude. This would be true if the person is left alone with
the idea. In absence of an inherent bias or discounting factors,
the final response over a period of time may turn into a

»
favourabtle &attitude,

VIRRAM SARASHAI LIBRARY
"MOIAN INSTITUTE OF MANAGEMEN,
vASTRAPUR, AHMEDABAD-380088
The framewort "used for criteria were (i) FLCD (Vaughn), (1i?

(D) Criteria

Advertising tactics (Rossiter and Fercy, 87), (iii) RSCE survey

(client and agency guidelines in India) and (i) the Viewers’

judgment (Haberland &nd Dacin 1992). o

As mentioned earlier various aspects have been looked into by one

or the other criteria. Together thess provide an overall
perspective to pive leads to creative strategy.

* This is true demonstration which could either be irfarmative

or  transformative. Thus an initial response it merely
demonetrates’” (informative) can change inmtc it induces me to
try out’ (transformative -~ affecting attitude, induwcing

behaviour?}.

i1



While creative must be situation specific (produét, market,
audience, medial certain ground rules may be uniformly
applicable. To be able to judge the effectiveness of a set of
criteria, performance of S award winning as well as 8 mature
leading brands was examined. Clearly, cornformity/non-
conformity with the given criteria or gridelines would reflect on
the efficiency of these guidelines. This helped to examine
whether same principles épplied across product-market. The
creative typology along with key information relating to  product
tvpe, FLC, market competition, media and target asudicnce etc.
(see Exhibite 1II and IV) were noted against a prand to

*
assess the applicability of a strategy and to identify linkages.
Creative typologies o©f these brands were obtained from
content analysis. Viewers- judgments were taken from responses

C7 the terget sudience, ihe usor anc ihe cecicer,.

A sample of 20 respondents with evern representation of both

the sexes, was drawn from the research staff of a mardoemsnt

institute. Ade of products, specific toc the tarcet audience,
i

were showns cigarettes to men, beauty scaps toc  women. Lommon

products were toothpezte. soft drinke anc T.V. Nearly &%% of the

respondents were in the user/cccazional user category.

Responses were noted and checled against the framework of Vaughn

and FRossiter % Fercy. To illustrate, a response, “"The ad makes
me try out, and then decide", has been ceategorised a2  ‘do-learn-
* Linkages - evolving from ey information, such sz communicatic

cbijective, message match with target avdience /media.



ferl’', whereas a response '] would like to find out how it
feels’, categorised ag ‘do-feel-learn, ot feel~do-learn’
(eatisfactionl. Similarly statements, such as ‘like the way the
benefit has been brouoht out’', "execution unigque to the brand ",
(transformational, LIF) and 'benefit has been stated clearly and
emphatically’ was categorised (Informational, LIF). It wase
easierr to code the responses for RECH Survey as these matched
with the statement. A separate questionneire was adminictered
for Haberland et al (See Exhibit V). Missing 1links, when

creative failed to explain the performance wete explored.
Findings: '
1. Typologies (Table 1)

The content analysis of the different creatives in the Indian
context exhibits a mix of approaches which seem to have rezulted
from &an attempt to adapt tc the local conditions. Table 1,

SUmMmarize =3

n

. the Timdin

al

Image, execution and commpon touchk haeve been used in varied
deuyrees across all products. These do Est differ conceptually
frrom the existing typolooies, except that the tactics o
instruments have been different. Imave is emphasized through

international connection wviz., collaboration, Western model,

exotic backoround and intermational markets, unlike those in  the

Western countriec. For high involvement rational buy, image
dominates for both mature and riew brandes. Use of ° promise’ has
been made sparingly in competitive markets across FLC. The



Table |: Sussary Table of Creative Typologies by Products

Product category Creative Approaches
f. High Involvegent Image (techaclogy, collaboratian, international connection) dotinates, followed by Execution
(Thinking oriented: (computer graphics demonstraticn}, Common Touch (slite of life), and Transtcraing {U,5.P).

Cary carriers, Z-wheeler Uniforaly used for new launch ads across various markets.
tyres, computers)

2. High Involvement Image {celebrity sysbols Western models, international touch) Coamon touch (slice of life),
(Feeling: Textiles, major followed by Affection (self ego}, mood creation - by visuals, non-verbal communication, and
brands) wodalities, facial expressions in the print media, music to accentuate effect in TV.

. High Invoclvement Irage {celebrity, celebrity endorser, company rame, ccllaboration) and Evecution {computer
Personal/family product:  graphics, uncommon character becose & mnemonic) followad by informative approach and coemon
(TV, Camera, musical touch (resorance).  Coaparatives are also found highlighting features for example TV, a
systeal matyre brand in a sature product sarket.

4, Low Invalvement Execution (hizarre type, Western/international touch, use of Hinglisk {English and Hindi
Social consusption cosbined), drama (animation) and Common Touch. Isage and Transforsing follow, where image

product, often impulse is basically to achieve source identity and support pasitioning. Humzur has been used by
purchase product: [Soft mature brands. Both adaptation and transplants exhibitad.

drinks, food products

{chocolates, biscuits)

others (Shoe polish )

5. Low Involvement This category shows nearly eoual spread across Execution {demonstration), Image (internationa
Sensitive persanal image}, Common Touch (slice of movie), Affective {motivation) and Transfarming (goal seeking
care oroduct: and probler salving!
siin fare tadult, baty
tared, shampoo, soap, Bias toward visual and susic

perfume (aen & women)

b. Low Involvement Execution (drama, animation, humour}, and Transforaing (problas solving, U.5.F., reason why,
thinking oriented cosparative) followed by Comson Touch (slice of lifel, Affective (self eqo),
ioften habitual
products: Tough competition in some products {detergents) mabaq attribute focused ads more comman. Many:

detergents, tocthpaste, brands use dramatic effects to bring out the major attribute/benefit. Same brand has adopted
edible p1]) several approaches.

7. Low Involvement Isage (user status, through symbolic props) and Affective (self cancept; sacial acceptance
Feeling oriented recognition) followed by Common Touch (slice of lifel,
Cigarette

lifferent brands froe product groups were aralysed against key infarmation relating to earket PLL, buyer state, etc (5,
Ehibits 11 and 1TD). Some of the brands in categories 1,2 and 3 have little to differentiate on physical attribute (Fraze:

(ospetition enhanced creative approaches as several approaches were adopted for a single brand. Some of these werg @
specitic  such as demonstration. Besides, as noted earlier deaonstration could be dramatic (eg. Citra ,a soft drink ),

others it could be plain demonstration aiding cosprehension  as in the case of detergents. Again facial creams sho
tleansing of dirt pores could be convincing while inphicitly addressing goal seeking/problea solving situation. Hence
sa@e tactics achieves different effact depending on the product. '

14



trend s esimilar in Teeling oriented producte with emphacie on
atfective strategies. Refutational and conditional avoidance are
absent. These can be forcefully uwsed in industrial  products,

not covered by this study.

Execution tabes over in low involvement products with variations
in different catepories. New ads tend to use computer graphics
achieving dramatic effect and aiding comprehension. Eizarre
evecution is frequent for new brand in social products. Use
of USF and comparative is common for rational buy, specially in a
competitive market. Ore of the major competitive reactions to
these is to offer newness or innovativeness to the existing

product with addition of better properties to match or beat the

new entriec. It would a&appear that USF, though initially
effective 1is not lasting. wvecution and common  touch are
preferred options. Adaptation tc local conditions is morsa

prevesent ior multinationsl tirenmge  wiith trensgient it

(1]
1"
Ll
3
m

cases (Johnson % Johnson baby products, Cherry Blossom shoe
polishl.

Competiticn enhanced creative approaches as several approaches
were adopted for a single brand. Some of these were media
specific such as demonstration. Besides, a=z noted earlier

demonstration could be dramatic (ec. Citra, = soft drink’. In

others it could be plain demonestration aiding comprehension &z in

¥

the case of detercents. Agein facial creams showing cleansing af
dirt pores could be convincing while implicitly addressing goal
sesking/problem solving situation. Hernce the =ame tactics

achievees different effect depending on the product.



Janusian approach was found to lend emphacsie, but not in terme of
problem solving. It would allay fears for products which hss  to
match two conflicting attributes, such as "froren" and "frecsh".
Though it did influence attitude (transforming) in low

involvement product, the bias was toward informative.

~

2. Criteria

a. Sustenance and Creatives of Leading Brands - Mature PLC
(Exhibit I1I):

The role of ads for mature brands would be primarily to reinforce

and remind, besidee trying to influence consumere of gompeting

brands. O0f the eioht lesding brands, two belonoed toc high
involvement category namsly TV and two-wheelers. The rest weate
low involvement, mostly in the personalised catewory. 'hile‘
these E3, brants weeog Coriiceblie L TeraE wh Lites mEULELTILG

inputes with respect =0 competition. tne bresnde  in the  hagh
category hed an edge over competition. Eajsji, one of the
earlier entrants in two-wheelers, established itself through
after sales service. Onida, competingﬂz}th other TV brands
(with Japanese collabcration) achieved better~ trade support.
Hence the market performance cannot be entirely attributasble to
advertising. Herce these two brands have nst been deslt  in
detail but the maior characteristics of the creative strategy had
been noted as they continve to dominate in terms  of the
creatives.

* Any brand with no change in the creative for T yeESKS 0O more
has been consideted.

1¢



Interestingly both the products in the high involvement category
do not show conformity to FCE Iviz., learn-feel-dol. None
tlaimed supremacy in terms of product attributes o technology.
Onida TV uses a unique presenter, the demon. Visual of areen
reptile symbolises jealousy, reinforced through the copvline -
‘owner’'s  pride, neighbour’‘s envy’. Uniqueness is achieved by
associating with symbolic characters, which act as mnemonice. Of
late, due to competition pressure, Onida has started stressing on
benefits, while retaining the copyline and the presenter. Bajai
has been using affective appeal ‘ourr own  Baiai’ Peflecting_

nationalism.

For the remaining products, visuals in the print media convey
message through svmbole, The copyline ard the headline together
deliver the key benefit while establishing an identity with the

target auvdience. A short, crvptic copy or headline which actz as

- [ S, —- [ P, T JR . e i e e n
i ST ot ;w_-_'.::t S0 THimi UL YThE ETTIYE I < g

E\\.E : - - . ‘.\:
effect. These &are often ceatohy acting as  powerful mremonics.
For ads in TV, the iypical characteristice are - &) mueic or

sirgle sound effect which sets the mood, goes with the tone of
ti.e message and brand character, b} vi;:;1 which does not stale
or clash with the target audience/sewment image. This was true
for brands (Liril) that had little to differentiate amongst

phyeical attributes (Frazer), Afccording to Ggilvy if there is

nothing to say, sing 1t.

Ads with high campaignability, achieving perfect idertity with
the target segment and supported by a ztronc copy line which

reinforces the product atiribute anid rositioning helps

17



sustenance. hkey idea is forcefully demonstrated. Ficture tells
fhe message  (Ogilvy). Reing sLetcﬁ; or inability to change
views have not inhibited generating affective responses, as borne
out by Wills Filter and Gold Flatve. The effect can be
accentuated by the use of music in TV media &s in the case of

Liril socap and Nirma detergent powder.

b. Creatives and Performance — Award Winners: (Exhibit IV)
Good ads gqood performance: The ads generally conform to the
guidelines/criteria and exhibit consistency of brand

character/image with respect to audience profile (Fepsi and

Citral). Eacic message is delivered étrongly and simply.
Execution is original, dramatic, opens with fire (Citral. There
1 also good adaptation to local conditions where the major

attributes of the brand are brought out involving the target

aucience in & e€tory foraet. relevert tc the socziel conteEut
(Ariell. Reted as common has rmot imhibitec the growih  of the
brands where - the ads have scored ori ‘meaninoful’ and
‘satisfying’ (reinforcing) , specially among=st the users of the
brand.

Good ads bad perfof-ance: These are characteriszed by (i} Classh

of product image with tsrget profile (Colagate Gel tocthpaster,
(ii) Fuzzy poszitioning (Jaisslmer cigavetted, and (31i11) Gaps in
meeting some of the criteris arising from mariket competition and
viewers expectations. An ad must stand out in & crowded market.
In other words, it must stop the viewer. Ads that lost out in

performance were described as ‘not uwnigue’, ‘not  imaginative’

18



(Jaisalmer). The ade must not only stop the target audience but
also m#ka him pause over the message. - The message should state
with clarity and emphacis either through execution or otherwise
the unique or additional benefit. It should involve the
audience to generate responses such as ‘that ic my brand’, “this
is what 1 was looking for'. Both Coloate Gel and Jaicalmer
failed on this count. Clearly an ad in a competitive market
must ‘stop’ and ‘hold’ the audience. In & cigarette market the
premium brands build up shares by cutting into the marbet of
others. If Jaisalmer was to build up wresting from competition
and thfough new custom, the_product image as depicted must match
the emoker profile of the competing brands and the potential
segment. The miscing link appears to ke the identity of the

svmbolic character with the target audience. Support to position

(quality cigarette?) is weak. In the case of Colgate Gel the
ad is apparently targetec =t the teenacer group. The depicted
Frofils wowld mismatoh wiis b VEFLELT  zEomEnt unlés: tre

intended segment happens to be the youth seamert. The depicted
audience do not appear to be associated with the product in terms
of selecting or deciding it, except in giving it an image. The
key idea of freshness ic overshadowed by. & group of highly

ernjoying vyounosters.

Beino sketchy, -less informative or feilure o influerce &attitude
were not inhibitors to success. It may be noted that nearly all
the producte were in the low invelvement category. where thinking
is not a precondition to trial. The proceeses are often non-

cognitive.

1



In print, role of copy line, visual, and brand name appear to ‘be
éignificant, more so for new launch ads. In TV,.mUBiC and visuals
play similar role. The creative must succeed in achieving a
favourable attitude (impressive visual, entertaining, good taste)

tawards the ad, as revealed from the viewers’ ' judgment.

The Missing Links

The criteria/guidelines were useful in analysino creatives where
one or the other became more relevant in a given product/ market
situation. A higher consistency was noted for criteria set by
Haberland and RECGE Survev. The guidelines by Frazer helped to
indicate appropriasteness, while thoze of Ogilvy explainéd the
performance as well. Missing links were - identity of taroet
audience/segment with the character in the ad, absence of a
clinching head/copyline, weak support to position or basic
message due to poor adaptation from & foreign ad (Jaisalmer) or

commetitiorn tcompietarng breamcs ©oF tvies which sre &ncd moct mE-too

m

brands;. Jaiéalmer failed to idertify with the target segment
while the various tyre brands claimed the same benefit becoming a
topy or a 'different version of the competitore’ ads. Finally
overall confusion with respect to position, basic benefit or

intended segment led to the failure (Colgate Geld.

A creative can ensure trial, if the above criteria could be

examined against market detsils noted under key information
: *
(Exhibite-I111,1IV). The dimensions according to this study in

order of importance came out to be &) target audience/seament

# The order of importance would change with the type of products,
FLC. The current sample was biased toward low involving
products.
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reaction to &d and source b) product market conditions and
competitive reaction, and ¢) decision hiefarchy. As  any
creative is a support to communication objective(s), it must
evoke responses which can be linked to these objectives. Thus
‘source identity’ must elicit the response ‘that is my brand’,
and d) preferably a sign, message, mueic - something which will
stay with the viewer in the absence of the ad creating resonance,

acting as mnemonic; and finally e) should be liked by the target

audience. Thus the brand must score on some of these
dimensions, measurable, preferably in terms of viswers
responses, Subsequent to this the product must perferm for
itself.

A new ad in order to be noticed, in & crowded market must be

different either in delivery, message, visual or in overall

m

effect. A pozt lauroekw a4 Tinclucding  nmew  veszion) S

- -
[ ad

~einforcineg or & resinc

n

P o rmnediete launch ad

T

of new brands éuffering from identity g&ap may inhibit trial &rd
subsequent growth of a bramd. Yet ancther competing brand may
through under the counter promotion block its trial and
subsequent growth. Hence the measures for a pre launch or new
ad must be on response hierarchy, from atterntion to trial. These
would again depend on the product. To =um up, the old adage -
"STOP’ (unigueness), HOLD tinvolving) and SEND (makes you wanti to
buy the product), seems to work specially for new launches. For
mature brands this could be 'HOLD® or reinforcing (satisfying and

meaningfull.



Discussion and Conclusion

It was not possible to isolate the effect of media. It i known
that TV has & pronounced effect on SensEory rESRONEES.
As most of the print ade are basically stills from TV ads, the
analysis to that extent has not suffered. Responses may reflect
the overall effect. Care was taten to use the dominating media.
Froduct categories were decided on the basie of information
available on the brard creatives and performance and hence were
not exhaustive. This lent bias towards low invelvement productes.
Responses  towards the ad provided the base on which the content
analvsis as well as the criteria were Judoed. Only verbal

responses were taken.

Eince any mature brand draws its strength from core clientele
which is loval, the guestion may arise as to how advertising
becomes critical for habit forminc meture products. it mzv b
noated  that the set of brarce: zl=c inzluced products sush  cs
spaps, amenable-to brand switching. The respondents were regular

and occasional ueers.

Without hazarding generslizration, it may be said that various
crestive strategies are evolving due to increase in competition
specislly in the low involvement products. Some indicate good
adaptationr, while others are pocr imitations, and a few exhibit
uniqueness in presentation. Advanced technology has encouraged
computer graphics in TV thus playing down the role of creative.
Computer graphics lend emphasis to the deszired messagesc. HoweQer

the role of creative still remsins dominant in the print media.

- —



No one strategy can be singled out as the most appropriate in a
given context. For the successful and the leading brands,
strategies varied across common touch, image and execution.
Nostalgia has been used with éffect in both the high and the Jlow
involvement mature brande, while execution (computer graphice)
itz predominant in  new brands. Trend seems to be towards
execution with creative Playing & subordinate role. Though not
probed, branding matters both in helping to bolster image (Fepsi)
and even in raising curiosity (not examined). Brand name can
emphasise an attribute of the product. Effect of media is
realised in the different components to be emphasized; colour,

copyline for printg music, Jjingle for TV.

Sustenance of an ad depends clearly on whether the creative is

in tumpe with the media or the product, but more significantly

er whetrar the orestive trincz forta boicdiy &end simoiyv  the core
nheed or the Ley benefit, and establiches an identity with
the target auaience or segment. Bajaj ads, based on ‘slice-
of-life", portrays people from varipus walke of life,
representing its segment and successfully brings home the
message "our own Eajaji" without emphasizing on techriclogy. It
succeeds in achieving source identity angd appealing to
natiocnalism (national pride). This in  tutrn becomes a

reinforcer.

Adhoc borrowing and replication of creative strategy over product
market situation may be risky. A creative may clash with the

brand character or image or fail to identify idteelf with the



intended segment. This ecems to have happened in the case of
Colgate Gel. This was also se2en in the local adaptation of Fepci
Ad  which failed to  appeal to the consumers, Subsequent
modifications with the use of Hingligh and depiction of ‘elice of
life’, (young mod generation) helped. Jaisalmer Cigarette
projecting masculinity and the local flavour (adoption from
*
Marlboro Cigarette®) did not achieve the desired effect. While
most of the detergents rely on  the demonstration route, the ad
on  Ariel takes the story route to bring out the cleansing and

whitening pProperty.

Transplants of creatives in low involvement products are
possible, where universal eppeals can be plaved up. This is done
successfully with humour, emotion of mother for child (J&J), use
Of universal characters (Charlie Chaplin in Cherry FElossom) o

use aof cartoons (Fido-Dido-of Fepeid. Ceuticon must he chzgryod

P—

whiere  colture becomes 2 Coninetine fazter  in edioption of

-4

M

Product such as food or clothing. These were not coneidered in

the study.

The analysis pf the various typolovies reveal that it may not be
poesible to have an esclusive strategv and in fact the successful
ones are often a skillful combination of at least two strategies

* There are instances of edoption of parts of an ad, for erample,

an hoarding of The Illustrate Weekly Magarine reads - "Whenever
you don't see colour, think of us 'y, which is a 1ift from Jernson
and Nicholson "Whenever you see cclowr, think of us", There

are &lso instances of lifting foreigr copv  and visuals,
(Business Today, 7th Cctober, 1992, p. 16). The ethics of
such semi-plagiarism have not been eramined in this study.



(eq. Bajaj combining ‘slice of life’ and ‘affective appeal "),
Copy line and brand name are critical to bolster and etrengthen
& message or a visual and offer scope  for originality and
cereativity.

In'summing up, it must be emphasized that setting up criteria to
evaluate and predict success of a brandxon the basis of creative
is not an easy task, The impact of an ad is explained by a
complesx process of information processing, atfective
conditioning, and attitude towards ad. Viewing creative from
theae aspects would enrich the findings. This exercise js only

the first step towards that endeavour.
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Exhibit - It Bumsary of Creative Strategies that provided the basic framework

1 1 B e —_———

Ramaprasad, Hasegawa

Inforsation Stratepy: Hyperbole,
Pre-esptive, USF, Coaparative,

nforsation, Argueent, Motivation
ith psychological appeals, Repeated
ssertion, coanand, Brand familiari-
ation, Svebolic assoriation, Ieit-
tion, Obligation, Habit-starting.

Transforsational Strategy: Brand
image, tser ikage, Use Bccasion

The last two are consuter promotion.

. i

frazer

4
Dthers

beneric, pre-esplive,
U.5.P., Brand lmage,
Positioning, Resonance,
fffective

Image (Dgilvy),
USF (Reeves!,
Execution
{Bernbach}, and
Comgon Touch
(Burnett).

Story line,
Froblem soju-
tion, Chronclogy
Special effects,
Testigonial,

Satire, spokes-

persoe, Demon-
stration,
Suspense, Slice-
of-life,
finalogy,
Fantasy,
Fersonality

1landoour ef al (782 who have adocted the saee alternadiver Yoo

1Rasaprasad et al ('92) have adapted froo Laskey, Day ang Crask {(B%),
Vaughn (*B4), Siman ('71), Frazer {'83).

their stucy.

They have also examined creative typoiogies viz

YFrazer U'BI) has examined appropriateness of creatives against market conditions and also the likely competiti

implications,

} See Aaker and Kyers {"Bb).

The sost well-known approathes are Image (Ogilvy), LSF (Reeves), Execution (Bermbach), and Coamon Touch (Burnett).
Dgilvy has provided strategies media-wise. Rossiter and Percy ('B7) provide guidelines for high and low involvement praduc

under inforsational and transforaational strategies.
at different involvesent levels.
account  the state of the buyer viz., awarenese anc atiitude.
suggesting poszible isplications for problem solving approach.

Blasko

27

Vaughn ('BS} suagested creatives based on responze hierarchy for produc.
Imprnvemeuts on Vaughn's framework have been suggested by Rossiter et al
nd Mokwa 'BE spear of

M taking in

the Janusian perspectiv



Bhibit - I Typologies ysed for the gtudy

frecution Image Comeon Touch Others
Affective Inforeative Trancforsative
(Appeals, Attention, {Attitude
visual, susic) Comprehension, Conviction}
Recognition
- Nestern/Inter- Signs/symbols Slice of life Use of appeals: Signe ~ Rational
national touch {Use of presenter pathos/ethos analogy
= Blending of testimonials) Slice of movie demanstration (1) - Cosparative()
* language Use of celebrity humour hyperbole
(use of Hinglish)  (present and past} Resonance/ preemptive - 1.5.F.
~ Animation Use of personality/ nostalgia fear Janusian(2)
- Fantasy character One sided appeal, - Rational appeal
- Story Use of inter- ficcasion claims - Refutation(3)
= Neird/bizarre national isape
execution through treating mood - Argument
- Carfoon/real through visual/ (reason why)
characters/actore - techaology name, symbols, '
- #ake product the - collaboration tusic, tone - Cozmand (3)

hero - export market ‘eg. Bood
= Computer - Western model Morning) =~ Source identity
Braphics - foreizn/exotic - 2-sided appeal
- Analogy backoround Conditional () - promise
- Deaonstrationi(l) avoidance/ - deccnstration(!)
- Iranz resret route - BrnIzzen {enpect
- Teaser aos - profler golving
- Non-verbal arpeals ic - goel eesiing
Communication sotivation/egn {reward)
self-concept

(1} Demonetration with drasatic effect was classified as Execution. Demanstration which serely esplained, aid
comprehension, was classified as Informative. Desonstration achieving Lonviction was classitied as Transforming.

(2) Janusian approach was found to lend esphazic, but not in terms of problee solving. It can be used to allay fears
products which has to maich two conflicting atiributes, suth as "frozen” and *fresh”. Though it did influence attit
(transforsing) in low involvement product, the bias was toward informative.

{3} These creatives, more appropriate for industrial products, were absent in the study sample.



of Leading Prands s $hat have gtood the test of tine
Criteria
. '3
Brands Key Information Creative FCB Rossiter & Haberland & Connents
Fercy Dacin
1 ‘
Wills Filter Product-cigarette Coamon touch- Feel-do- *  Execution +ve It has showr
FLC-sature visual depicting learn, {perfect harsony} Copyline, high campaig
Harket- competitive @ touple in do-feel- is unique to the Fersuasiveness, ability,
Target segment- tomplete harmony  learn; brand, Frand Entertaining, Perfect ider
uper siddle $o upper ‘sade for each achieves delivery is by Involving, with target
income group other’, analogy  self- association So such in the ment, a strc
Audience - user is drawn with identity ad copy line w
State-knowledgeable filter and and leaves ties audienc
Pest launch ads tobacco with a pleasant product attr,
sedia-print the help of feeling, bute, suppor’
copy line reinforcer the positior’
{psycho- ‘Taste’, is
logical} » inforcing.

‘Key idea’ is forcefully demonstrated

y picture tells the sessage (Dgilvyl,

not been inhibitors to the affective responses. ,
1 ;
Bold Flake Characteristics are Execution- Feel-do- Same as in +ve; A perfect b1
Filter King sisilar to Wills Syaholir learn, Nills Filter Meaningfulness of visual an,
Ligareties Filter excect that tne tr achieve go-fesl- ant indriguing, text with br,
fariEt iz Jese 1certity with learn ciacif but rags and
competitive and target the target powerful position, |
segeent is in higher audience #2zsa3pe, strong copy/
income bracket Headline and involving headline
cogyline Erand charac
together bring B in harsony w'
out the target image:
characters of
the target
audience and
brand.
Llassic Sage
Cigarettes slightly high
intome group

! Lonsidering these to be high priced brands,

social (visible) products

* FCB - framework is more relevant for introduction stage.
analysis would be valid for those
saoker switch on ¢p hj

#  Taken

who are about to wt
gher price brands with stage of 1if
from those who are occasionsl/likely to be regelar

Being sketchy or inability to change views have

Far a mature brand, the
race and hence would be t
€ Cycle.
users,

the decision hierarchy for some could be ‘feel-do-learn’,

Note: 1. RSCE survey - agency/client judpments not included as these apply to pre-immediate launch ads.
2. Inforsationa! ang transforsation are identical to terss used by Rossiter gnd Percy,

2

Bezides thesze ar

ac would be reinforcer or rezinder,
he target audience. It

it  known
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Brands Key Information Creative
1
Liril {Soap) Product - $Dap Execution:
4 PLL-mature Use of signs/
@ Bil-nature synbols to
Market-very competitive highlight the
several positioning position of
Target-riddle clase freshness
Buyer state: aware W-background
kedia: print music with
v facial
expression
2
Lux Same Inage:Screen
' celebrity ac
endorser

Do-learn-
teel
Succeeds
through
execution
{satis-
faction}

Feal-do-
learn

Trarformational:
execution was
unigue to the
brand, resulting
in lasting asso-
tiation, liked by
audience, music
dccentuated

the relaxation
etfect
Inforsational:
benefit stated
extreqely

Trantorsational:
reinforcing

L 1]

Dacin

tve: pnter-
taining,
siaple and
power ful
BESSaYE,

persuasiveness,

tasteful

Picture tell.
the story,
pessage
(Oyilvy)
Effect accen
ated by use .
ausic - 3lsp
achieve plea;
feeling |

Tone, endors;
effect. It
personality (
the brand (n,

credibility) -
1 Evrert for mode! no significat chanpes eade, Feing comeo Baz not bess ar intibitor, B vieus) and woirk haz eny
BosiC Reve best pentigned as 1mcressive elemzntz of the as, BUCrESE
2 Littie to diffeventiate on prvaital attribites (Fraves: i
L]
Nirma PLC-mature Execution Do-learn-  Execution is +ver Gimple Reinforcing,
detergent BLC-nature (deaonstration) feel unigue to the ant powerfyu) Targe! audier
powder, Harket-competitive with background brang Bessage, like the ad .
Cheaper presente of national music and jingle Acts ac persuasiveness, susic is the o
sepment and international reminder unigue sost liked at
brang presentation. pect of the g/

Target segeent - Jower
to middle income group

Also changing
views, wani to

acts as smneqc
i

State: Knowledgeable _
Media: TV

see it again,
entertaining.
Mesic is the
most liked
element.

Execution is appropriate for a highly competitive sarket. The brand had grown through increase i application besides wash

ef clothes

Note: For users the unifora response has been meaningful ang satisfying,
not for me’.
None of these score on surprising or uniqueness as all of these brands are mature and have becone familiar to the |
respondents. :
i’ PLL - product 1ife eycle, BLC - brand life tycle

For non-users the response has been-'like the ad

30



Exhidit-Tv: Crestive nd Parforsance

- — e S = — -

--------

Criteria
1 2 3 i
Brand Key Information Creative Ferformance FCP Ros¢iter & Haberland & RSCH I+
Fercy Dacin 92 Survey -
!
. Lehar Pepsi PLC-sature Bizarre Goad Do-learn- transtoraational +ve: Enter- Thrilli
T-up BLC-introduction execution/ feel execution, where taining, sould
Soft drink to growth bse of The cre-  the ad is liked interesting, breakin,
{revised Market - very Hinglish#s ative by the target out of the
version) coapelitive, and Jocal achieves  audience ordinary,
strong presence of pop-stars, attention (Pepsi-name may tazteful,
Indian and foreign treating {satis- have worked) impressive
companies extiterent faction) visual,
Position:fun drink/ aroungd the want to see
target segrent - brand it again
all including
children Brand character ratches with audience profile, Ve -
target audience -
user, porirayed by Lox on what

young adult male &
fegale

Buyer state: aware,
neatral/positive attitude
pre-immediate

launch

media-Tv

is advertised,

poor Compre-
hension, low
aessage
tlarity

1 As noted earlier, FCB is more suitable for introductory ctage.
2 Teras are identical in seaning to those used by Rossiter and Fercy.
J Mare appropriate for print ads,

4 The Client Criteria for Assessing an Ad (RSCE - Indian Survey)

* Is it attention grabbing/intrusive?

1l it original/thrilling/aculd breaking”

* Is it on strategy?

% Is it merorable?

* Is it suitable for target audience? .

* Will target audience like it

¥ Does it develop the brand properly?

# Doez it differentiate the product?

# Is it consistent with the brand tharacter?

* Is it tonally right for the brand”

¥ Does it take the high ground over coapetition?
- # Will it be approved by the authorities?

* Does it coaplement over comgany posture?

* Is it appropriate to the chosen mediue”

# Can it be done within the tise constraints?
*Do I like it?

# ¥ill it perfora well in research? {only one respondent mentioned thig)

3t

(Contd.

in next page!
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Criteria

1 2 3
Brand Key Information Creative Pertormance  FCB Rossiter & Haberland &  RSCE Indis
Percy Dacin '92 Survey
Litra PLC-sature Execution:  Very good Do-feel~ Informational +ve: Enter-
Boft drink BLC-introductory, grama/ learn strategy taining,
in response to dramatic true for problen unigue,
Pepsi - offer effect impulse  splution feel like
Market: very to bring purchase  benefit stated buying.
competitive out effect product  extremely
Indian and of Super whith may Transforaational: Preseritation,
sultinationals Cooler turn Liked by target music
Media: TV {position), habitual audience inpressive
Music Succeeds Appropriate
Similar to in tor achieving
Lehar Pepsi achieving trial from
attention competition and
and tos  new custom
of oing ,
recall
The name depicts the base (Citra fruit, lemon), opens with fire (Ogilvy)
Ariel PLC-pature Comson Very Do-learn~ Transformational +ve: Useful, -aseets
BLC-introduc tory Touch good feel liked by makes you see nearly all
to growth -Btory {habitual, -target the product  the t
sarket-very (probles economic) audience in new light, criteria
tompetitive solving} -execution inforeative, ’
Indian ang unioue c giczie poser
e tingtioneis the brang MEE5a3E,
Target segmeni - entertaining,
upper (siddle} - want to buy

inzone group

Target audience -

User, decider,
housexi fe

State: knowledgeable
Ad-ismediate/launch ads

Media-TV brands,

Bood adaptation to the local tonditions, the sajor attributes of the brand

are brought out involving target audience
social context. No change in brand naee.
Rated as “common’ has not inhibited jts growth. Throughout the users have *
sentioned ‘smeaningful’ and ‘satisfying’ as dimensions for their chosen

in a story forsat, relevant to th-

(RSCE Survey Contd...)

— m—— 2

¥ Is it fresh/original/exciting

* Is it clear/single minded

# Is it on briet/can it be tonally changed to fit the brief?
t Does it have tampaignability?

t Is it well-branded®

* Is it relevant/is the tune of voice right for the brand?
t Is it tastefyl?

t Is it likable?
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2, Jaisaleer
Cigarette

It the cigarette is to build up by wresting share from cospetition and through new tustos,

key Information

PLC-sature
BLC-introduction
to growth

Market - very
competitive
national/inter-
national brands
Target segment -
upper incoae,
given price,
Target audience -
user

Buyer state -
knowledgeable
Fosition -
quality product
Media-print

{reative Ferformance

Execution
symbolic/
visual
dominated,
depicting
masculing
rugaed
personality,
but tradi-
tional with
strong
regional
bias

[very
similar to
Marlboro)

Not upto
expectation

satch  the smoker profile of coepeting brands and potential segaent.
character with target audience. Support to positioning (quality tigaretie?) is weak,

Feel-do-
learn
Only
flavour
high-
lighted
source
identity?

Infarmational
benefit-flavour
is stated
stronoly,
Transfora-
ational
execution?

and target
audience?

Haberland &
Dacin '92

+ve: Simple
but powerful
hecsage,
0akes you
see the
product in
a new light

-ve: Not
unique,

not
isaginatjve,
like the ad,
product not
for ee

Scores on!
on atien-
tion{Size!
media mate
and clear
single
singded
present-
ation

the product image as depicted mu
The missing link appears to be identity of the syabo]

1 -
Colgate

Bel

Fil-sature
Ef-intraductory
Market- '
crowded,
indigenous
wulti-

national

players

Target segment -
Segmeated by
price

Audience -

adult and
thildren

Gtate - high
awareness

Media ~ TV

e
[ 1Y

tc poor

Trezution:
ic the
point of
being
bizarre,
~Cargtree
abandon

feel

" Does

acthieve

attention
and raise
curiosity

ike the ag?

-ver Enier-
taining, oot
of the ordi-
nary, want
to ses it
again,
isgressive
visual

-ve: Not
involving,
noct for me

This is a new formulation, emphasizes - freshness appeal Lolgate (plain) emphasizes security against tooth decay

The ad is apparently targeted at the teenager group. Depicted profile may have eismatched with

intended segments happens to be the youth segment.
terms of selecting or deciding it, except in giving it an image.

highly enjoying youngsters,

<~
e

Lonzistens
with bram
character
Relevance
with bran
Likeabili™ ~
by the

target

audience‘!___
Who ic th

target
audience?__'

target segment unless ¢
The depicted audience do not appear to be associated with the product
The key ides of freshness is overshadowed by a group |



EXHIBIT V: Measure to Assess Viewers' Judvesents pf the Creativity of an Advertisement (Haberland and  Dacin,

1992}
Please indicate your reaction to the sentioned ads in TV and print on the following disensions using the

following scale.

0. 1 2 3 L 3 ] ?

not at all trye very true

1. The advertisement is unique

2. lImaginative

3. This advertisenent is really “out of the ordinary"
4. This advertisement is intriguing

5. Commonplace

6. You hardly know what is advertised

7. Satisfying

B. Useful

9. Bood

10. This advertisement was meaningful for me

11, This ad does not change your view about the product
12, This ad makes you wart to buy the product

13. This ad makes you see the product in a new light
14, Changes your view

15. Involving

16. The advertising sessage is not easy to remeaber

17. The advertisesent uses a sieple but powerful way to get the message across
6. The ac brings lote of thoughiz t: £y &ind

1%, Interezting

0. Trere 3¢ st mach in this ad thas Yoo want to oses it apain

21, 1 feel like trying out the product

22, T like the ad but the product is nat for se

2%, It is sketchy

24. The headline is too assertive

25, The ad is tasteful /distasteful

26. Entertaining

27. The wost impressive thing in the ad is: music (1), Visual (2}, Copyline (3}

Usership Status

Regular {1)
Dccasional (2}
Nor-User (3}

Note: The statesents from 1 to 20 have been adopted from
Haberland and Dacin.



Appendix A

Categorization of Ads

A content analysis of the sample of ade was carried out. The
content analysis is basically the categorization exercise of the
contents in an ad or communication. "Instead of interviewing

the respondents the investigator studies the communication the
people have products and ask guestions of the communication'.
According to Berelson it attempts to give systematic objective

and quantitative description of the manifest content of
communication,. It contains three major decisions wviz., &)
choice of categories, b) choice of unit of analysis, ©) choice of
the system of enumeration. For the given euercise, the
different categories formed the typologies to be tested out in
terms of message and other elements of the ad. The unit

comprised of the entire ad, the system of enumeration was of
dichotomy in nature viz., giving judgment regarding presence or
absence of an attribute.

Initial Categorization — Development of Categories .

A set of 5 categories representing different creative tvypolocies
was developed from the existing literature. A group of three
Judges then coded the categories into two in  the following
manner. They were briefed on the different categories. The
statement or illustrations representing a category were given to
the Judges along with illustrations/tactics representing other

typologies. The Judges were asked to classify the sample of
illustraticn either in the test category or other category. For
€&Ch paiv of jucpes fregeency of resporzez inte simitar ceteooiy s
Sissimiler CeteLDry WErE foled a8 fhown Lo thie following teable:

______________________________ Judee

Similaf Category Dissimilar Category
T Tetminas T
e e
Yule—-Q@ was computed to  Judge the appropriateness of the

categories. The test was repeated for all the categories . Tactics
illustations in the first quadrant were taken to represent the
test category. This was attempted as a test for content validity.

Final coding The test sample along with coding sheet were
given to a new group of three judges. The inter judge coding
reliability ranged from .75 to 8¢, an acceptable level

(Ferreault et al, 1989).

I'_ ,-3

]



APRROVAL
GRATIS EXCEadign X X ¥
PRICB Cﬂbﬁ""\\ tzk €4

ACC NO,
VIKRAM SARABHAl LIBRAWLY

L. I, M, AHMEDABAD.
A




