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FORELIORD

The title of thas work, An Introduction tb'Advertising Research,

snoula provide clucs to the author 5 zn*entlons regardlng its purpose
..

; and its intended audiences.
N d

dts purpose is to present in plain non-technical language most
of the basic cercepts of advertzsnng resLarch ‘It is intended to be

readable and comprehensible to the fn:eliigent Iayman unversed in

N

elthug/the field of advert1<arﬂ or the intricac |es of - resbarch
~ .

S’

. méthodoloéy; in th t light, it cannot go too deeply into thc

technical details of adverttsrng or . reSearch mcthodoioqy - Hoviever, °
used as an .introduction awd outline to be supplementcd by outside

. \
readings (to he cited in subsequent dfafts)r it can be useful as a

guide to greater mastery of advertising research practices.

re

If it is indeed 'comprehensible to the inteliigent layman,' then
T, . . .

-~ rd

. perhaps it will be useful to these kinds of audiences:

--Advertising practltloners and” decisnon -makers with no great
background in research methods who wish to become discerning consumers
and users of resedrci,without becomlng enmeshed in technical details.

. .

--$§killed researchers from Outalde the aavert15|ng fleld who wnsh

.. to learn.some.of the appllcatnons of research to advertising as well

Q’thc technical variations® in technlque and method that are unique to the
advurttslng field:~

--Students of advertising and marketing. who wish to have an over-
view of the role of research in the total advertising process in order
to become discerning consumers and users in the future. At thie under-

- graduate level, additional readings of moderate compiexity should be
recomtiended. At the graduate level or as an advanced. advertising

. . \research text, ‘readings of a more technical nature should be provided.
\ - .

L --JBH, March 1976

«
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CHAPTER 1. THE ADVERTISINLG PROCESS

s - .
s : . -~ ol
Advertising is most simply defined as”an attempt to persuade some.

- - \

people to purchase a product or service by means of messages through paid .

media. .
) ) !
The first step, toward an understanding of advertising research is to

. acquire some understanding of the pfocess by which advertising decisions

are made. Research is a tool that can help make wise advertising deci-
2 . e

sions. i T -
’ M

-&n advertiser may apprdéch the task of advertising either unsyste-

matically or systematically.
\ < | ' . . . ' A : .
Unsystematic Process - ' ~

\

The unsystematic approach--still followed by -many_companies and

/-a&vé}tising eggncies to a surpnising_eitent--invoives decisiéns based
mostly on personal prefereﬁcés, traditi s emotionai‘reactioﬁs o; simply
. : . 3 . : :
convenience. The most obvious example of the unsystematic approach is the
company preSIAent who aﬂvertises_only in £hose magazines whicH heuand his
family andnfriendé like to read, whose advéﬁ;ising expenditure is<ba§éd’
- . * . - ..//_'. h

on the amount of money left over after other company activities have been

: . ) _ o o
taken care pf, where advertisements are based on his personal :gut_reac-.

tion;” who insists that his advertising cohtain boring accounts(éf com=

.3

. ' A B .
pany history or his own business philosgphy. This approach may be:

persbh%lly very,sati%fying to the sponsor, but it's unlikely to produce

very many sales fOf his product. The end result may range from, Qi_BeSt;

sumply a waste of the money Spent on advert|S|no, to, at worst, a negative

effect wh:ch alnenates the publxc and produces feWer sales than if he

X - 10 . -

© . L . g b -~
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2
hedn't advertised at all. And there are documented cases where advertising

has had, not just a neutral effect, but a strong negative affect.

Systematic Process--The Four M's

.

Y'money!" research.

A systematic approaqﬁ to advertising, on the other hand, would be-to
pose a seriss of questions to which objective answers would be sought, -
questions such as the foilowing:. -
What is the market for my product?

Which media are most efficient in reaching those pecple?
Which messages are most effective in persuading-those people to choose
my product?

- I
.

How much money mdst | spend on advertising in order to reach the rlqht
people tnrough thet right media with the right messages?

The first question--defining the market--is usually & job for marketing
research in the pré—adve{tising stage of'prdduct development and deciding on

marketing goals. Once the market has been.defingd,khowever, it is the job

, .. J . ..
of advertising research to answer the questions about media, messages and
L3 . v ' t .

money. . , B _ , .
- ? .

Thus, the three main subdivisions within the broad field of advertising

-

research are media research, messdge or ''copy' research, and expenditure or

{ - .

-~

Definitions. ,These are the four M's of the advertising game--Markets,

*

Medi?ubﬂessages and Money. Some stahdard advertising definitions for those
'Y ’ . * - * .

L3 . 4 -~ .
terms will be used here, The market consists of the people who are the

.

intended prospective purchasers of a product. The media are the channels o

4

- of mass communication used in advertising, the major ones being newspapers.,

. . ) «
magazines, televisiop, radio, outdoor and direct mail. A mgﬁia vehicle {sa

’ ' -
- . ~

- . . b



- , . . o .3
< 4 .-
. specific representative of 2 medium; the New York Times is a nawspaper

2 - : * .°

vehicle, the Readers Digest is & magazine vehicle, KDKA is a radio vehicle,

and so on. o ‘ L.
LY

. A message is any individual advertisement intended for placement in &

media vehicle. A campaign is & systematic series of messages.

. .

" Stages of the Advertising Process ;. )

The systematic approach to adve?iising may be furtherlc]arifjed by

the following quel of the adver%ising process, describing the stages that
an advertisement must go through in order to reach its target and have .the
g . . i .

desired effect. ~ 4
After a product and its market have been defined, any advertisement

placed in any media vehicle must pass through a six-stage obstacle course

in,order to be successful (ARF, 1961): c

»
~ N

- vehfcle distribution .

- vehicle exposure ' ’ .
¢, - advertisement exposure ‘ '
- advertisement perception ) W .
¥ - LI . ,
- advertisement communication . ;
- s . . A ~ “
v -~

- behavioral response.
- I{/ - ;
In suwmary, successful. advcrtnsnng |nvolveq a chosen media vchucle foel

which is dlStrlbUtpd and exposed to the product .s.potential customers, in

A ! ’
’ twhich the advertiscment ‘s exposed,-is percéiVed,,and cormunicates the

. ’

. .. "
lntﬂnded meaning, culmlnatlwr in one or more behaV|0ral responsos lnrludlng
' . P
Q et -
" purchase of the .product. -
V- - g .

. be Ty ] . 0 . . . s ;

» " This leads us to a somewhat more precise definition of two:-major
Q ~ kinds of advertising research. 3.

s N

ERIC . L 12 s .
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Media.research is concerned with measuring the effectiveness cf media

«

vehicles which are responsible for the fi s of the

L}

advertising process: vehicle distribut , . sure, and

advertisement exposure.

Message, or _copy,’ research is concerned w&;h measuring the effective-
S . ' St

ness of advertisements which are responsible for advertisement

perception and communication.
o ' , .
This breakdown clarifies what the media vehicle Is supposed to do for

the advertiser, and what the advertising message is éupposed to do. Their

functions are to a large extent independent of each other, and can be con-

N

sidered and researched separately. To Slmmarize: advertisers generally
assume that the advertising vehicle-is responsible-for vehj@le distribution,

e ' . . f- . 1 .. "'. : i
‘vehicle exposure, and advertisement exposure; tbe advertising message is

P .

recsponsible for advertisemént'percqptlon and communicatioen. ",

«
-
“
.

Vehicle distribution. This. refers sim§19 to the number of physical .

units of a given vehicle fhrough which an.advertisement can be ‘delivered.

. .

“Circulation is th% usual ferm applied to number of units of vehicle dis-

tribution. J' o
.‘ . o~

In the case of;a particular magazine vehicle like the Readers Digest,

. %

t

circulation is the number of copies ofta particular issue (or the average

3

number per issue) that are delivered to. subscribers and other receivers. %

'

_— . L L . L
. Notice that circulatioR is not equivalent .to the number of copies printed,

r

“fe

sinée.many of the printed copies may.hot be distributed and ‘delivered.

-

In the case of television, vehicle distribution refers to the number

nf sets tuned i'n to a particular vehicle or program., Take a local TV -

< .

0 ' . 13 - - LN

- o +



station's 6 P.M. news show, for example: its,distributgon is not the

v k)

number of TV sets in a station's roverage area, ‘nor even ‘the number of sets
turned on, but the number of sets tuned in to the 6 P M. new< nrogram

(or some average number for that program) .
. : Y.
- 'I . . . o
in the .case of outdoor advertising, distribution would correspond to

;the number of posters carrying the advertising message.

1

’ . A measure of vehicle distribution i$ the very roughest measure of a /

vehicle's value in disseminating advertising. It specifies only the num-

ber of inanimate physical units in which the message is carried, but says

~

nothing about the number of people exposed or affected in other ways.
A However, dlstrrbutlon of the vehicle i§ a necessary condition for the
advertising to have any‘effect, and in -the absence oF more precise data--

as is sometimes the case--it provides one rough numerical basis for com-
) .

paring one vehicle with another. S

Now let's consider -the next stage in an advertisement's journey‘}f it

’
s

is to have any effect, vehicle exposure. o o :

2 Lo
~

.o Vehicle exposure. A magazine éopy delivered to a home may be read by
.several persons, or one person, or by o one. Similanly, a TV set tuned

to a particular, program may have -no viewers in the.same room, or it may

have several. Obviously, someone must be exposed to a vehicle unit for it.
. to have any value to the advertiser, which cxplalns why vehicle exposure- N

is a better measure of effectlveness than vehicle dlstrlbutlon

The prlmary measure of vehlcle exposure is the number of people exposed

to “the vehicle at least once. The peopie exposed make up the vehche S
H ’ .

. . -, v O -
"audience,'' regardless of whether we're talkizg about newspaper, magazine,

TV, Fadio or any other medium. 1lif;

- SN _ c
O

)
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It's apparent that a vehicle's audience size can be quite different

rom it's circulation size. It's possible for audience size to be less’

than circulation in the case of some vehicles--where there is less than

one roader per average magazine copy, or wher - large number of tuhed In

[V sets have no one in the same room. U- .

-

7 - - .
ver, audience size is

i

taroct than circulation, and media vehicle. .. « compared on the basisg

of aurlience size. = . ' o

¢

It's not hard to think of examples where. two or .more vehicles with

i

B - . ) . . - . 3 '. . ) - N
the zame circulation may be quite different in audience size.- A woman's

magazine may have only one reader per copy, while a general family-appcal

mavazine may have three or.more readers per copy.
LS

¢

Rs.noted earlier, aydience size is a more- useful mca$ur¢meht than

circuigtion. I't. i's at the same time, however, more difficult to define )

and mgasure, and-a great deal of media rescarch is aimed at clarifying

precisely what is meant by exposure in terms that will permit comparisons

between different vehicles. . ‘ . ‘ -

in general, a vehicle expbsure is a person within sight.or sound of a

distributed vehicle unit. But to be a useful measuiement, it's necessary

i

to be more precise. .

Ca

_Consider a specific magazine copy--let's say:the latest issue of

a

a .

a

- Reader’s Digest. Which of the followirig:is an '"exposure™:

person who has from a distance seen it lying on a table?
person who has glanced idly at the cover?

person who has -picked up.- a copy while’going through a' stack

of magazines? ' y L .
person who has riffled through the pages but hasn't read.
anything? . _ ' o '
person who has read-at least.one item completely?

person who has spent at least five minutes with the
magazine in his hands?s. -

person who can correctly identify something from it?

g

15

{:

v
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o ' Or-consider a specific instalment of a television progran=-let's say

313 t night's instalment of the 6:30 P.M. NBC news. Assuming that the TV

settisvoh_and tuned to the NBC channel, which of the following is an

exposure:

.

- a person. who hears sn " . of it from another rc¢ 1 while doing
t . somethina ' o
- a person wi L .yu the. room? -
- a person who is in the room but talklng all through the ¢
program? P ,

- a person Seated in’ front of the‘set throughout but who is
< reading. agbook? :
.~ d person who watches and listens to the program for one second?
one minute? * five minutes? :
-.a person who can remember, unaided, at least one item from
program? ' '
Or consider a poster. Which of the following is an exposure:
- a person walking or driving by in either direction?
person walking or driving by in a direction facnng the
advertisement?
person driving by with his cyes on the traffic?
person whosc eyes happen to g’ance at the billbpar:
- a person.who is able to recall what was on the billto. 2

$
]
[+}]

1
[ I}
0 o

These may seem lik: trivial questions until a media buyer i. .. :d

" with the problem of'dec%ding‘whfoh”of.threéwvehiclés is best’for advertis-
% R S
ing. a product--é magazine which claims for the average issue 20,000,000

] exposures (meaning the number of people whq have held it in their hands),

a television program wiiich claims for the. average'evening 20,000,000

: : o™ , ‘
exposures (meaning the number of people whc have been in the same room at

\\\\NF“IeaSt five minutus), -r . poster assemblage which claims 20,000,Cko'ex;o:\\g

sures {meaning tha nuber of people who walk or drive by in the average -

._r')-.lll Lh) . o . i ~ . . ) . - A
’ . v : . : N .
One job of media resecarch is to decide which measure of vehicle expo- -
- : . ' B ) Q‘
sure is most valid for cach media type. Another, and even knottier, is

- . R

to determine how to measure it.

El{l(j u Lo S B .o

Aruitoxt provided by Eic: . N - . P



8 » - A o ‘
* - —

L Then, assuming i}fexposwe to a magazine can be defined and measured
. . / ' 2 , ' C o
. and that the same car®be done for a television program; how can the buyer

9.

- be sure that one exposure in‘a magazine has the same value as an exposure
in television?

So‘fér, vehicle exposure has been described as the total number of

paople exposed to a ‘vehicle unit. Another important factor,is the number

of €xposures- per person--two exposures by the same person are probably more

valuable than only one. Different vehicles may have the same audience

N . . &

size but differ-greatly on number of exposures. lf'magaziné A has

20,000,000 exposures (10 million pecople exposed twicc‘eéch) and magazine B

has 20,000,000 exposures (20 mi* ion people each exposed once), are they of

equaf value to the -advertiser? o

4
[y

Vehicla exposure, then, cah refzr both to the number of peopl. who
. ’ -

arc exposed (audience size), and thu: tciiai number of exposures, which is

-4 N\

audience size multiplied by the awerac: number of exposures per:person.

Note that nothiAQ Ha; yeflt - . .1 about the number of people ekpgsed
to the advertisement itsélf, whic . may be:Something quite different from
frc nhﬁber exposed to the vehiclc. This takes us to the ext staae of
chia\eyaluation and cohparison-;

!vurfisementhexposure\H\\¥
. . - , ) "y »

VRPN S e ’ . . "
Advertisement exposure. Th. mean< exposure to a specific ac . artise- -

ment in a specific vehicle unit. '‘Number of .advertisement exposures'' is a

-

‘more exact measure of advertising effc iveness than ''number of vehicle

exposures''; it eliminates those per::13 who were exposed to the vehicle

o

but  not to the advertisement. Veh: t. . Aposure sets an upper limit to

£
- - G

"1

advertisement exposure.’:

The general definition of ar aasv -tisement exposure is-''one person

\‘1‘ ' . ' . i . . .\‘

Aruitoxt provided by Eic:
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within sight of sound of the particular advertisement in question."

E . : .

,Advertisement exposure .can be specified in terms of the number of people

. . | | 3 .. 3 s 3

‘exposed, or the total number of exposures, just as in the case of vehicle
. ) ' . }

exp05ure. The problems of definition in precise measurable terms . are even

a - ‘

\more dlfflcult than for vehlcle exposure. How can the researcher determine

whether a person saw a particular magazine advertlsement, and~|f so whether

+ . 1
he saw it in the_particular vehicle under evaluation or somewhere clse?

Or, assuming a person recalls seeing a particular TV commercial, how can:

‘the researcher determine where and when he saw it?

Measures of advertisement exposure provide the most direct index to
describe how weil a media vehicle confironts pebple;with an-advertising
. . \ R B

. v ] .
message, but 'says nothing about the quality or effects of the message

i

itself,

v

. In' fact, advertisement exposure is a.function-of how well a vehicle

B

delivers an audience to a space ‘that .can be occupied by.any advertisement,’
without cons?dering the quality of the messageitself. Looked at in this
way, it mlght be more preciscly defined as ''the opportunity for advertis-

|ng perceptlon to take place“ and has been called advertlsemenL space

-

‘exposure.

. L . 4 .
.» . ‘o . : .1 . :

Advertisement perception. One is on fairly. firm ground in talking-

I’
¥ \

about vehicle distribution; vehicle expusure, and advertisement exposure;

they are relatlvcly easy to descrlbe, deflne, and count. Advertisémént‘

perdeptuon, however, is an ent|rely different kind of measurement, since

c

- it deals wuth a person s response to a’ message.
“

Perception is deflned as conscious awareness of ObJeCtS or other data

\ -

' . . . . . . .
¥y P i 7
. . - e "
. . . .

Q ' 3 - ) . ) P . , . . B}
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through the senses; in this particular case, pzrception means awareness of
; . . » :

3

or attention to an advertisement. N

'

‘Advertisement exposure can be déstinguished from advertisement percep-’

’

tion by the following diagram:

"  Advertisement " Advertisement )
. Exposure . . Eereeptlon o

—

a person in the same room ' a person who is aware of
with a TV set turned on, the sound or picture or
but who doesn't hear or both from a TV commercial,
Television | see a commercfel when it even though he may-: delaber-
2 comes ‘on because of day- ately try to screen it out,
. dreaming, conversation, as in the case of some
other activity), éﬁc. annoying commercials..
- A

U S

Lo

a person-idiy flipp?ﬁir ; ' R

through the pages of a j @ person flipping through

magazine while thinking j the pages of a magazine who

Magazine of something else but who | secs or reads a part of the
‘ doesn't see the advertzse-: advertisement.

ment even though it passed,

in front of his eyes. J

R

hY

VR
(

G A person exposed tO a newspaper page provudes\xp Lnterestlng example
of the dlstlnction be}ween exposure and perception. " Eye-movement cameras
have been used to photograph allgthe places on a newspaper page over which

a person's vision has wandered. Previous tests show that.a person's gaze '

so-owill generally pass over or ”scan“ almost every item. on the page, no-mat-

. ter how small. .When asked to go back over the same page W|th an inter-

vnewer and point out what he has. seen, however ‘the persoh’Can'Feport see~
.lng oniy a fractlon ‘0f those |tems, someLof them he 'is not at all aware of
having seen. In this case, exposure has occurred on all those items over

which his gaze passed; perception has occurred only on tnose items which

. - . . '
. ™ . .

- o | I
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‘product ' responses.

S

ving seen. One'magazine'stgiy found that about

“two out of three expo ures result in measurable perceptioh.

“Aided.recall' and ''recognition'' scores of ads are measures of per-’
— )
ception commonly used by_the print media.

In practice, there is a very fine line between ex; .. '7® .iu jur i

u whe one hand. and betv.. . perception and.ébmmﬁnication on the other and

thls poses prob’ems of measurement which have not been«altogether resolved.

X

Perception is, nevertheiess, important <o the advertxse? because. it can \\

s
'

prcvide him with a basic measu<§ of the zffect of his adyertlsement--lf he

can define it and if he can measure it.
In addition to simple awareness of z2n advertisement's exfstence,
. e J ' Do " ]

advertisement perception includes othe- effects such as interest in,
! e - L. B

recall gr. recognx_|0ﬁ of, knowledge o| and attitude toward the "advertise-

»

Rl

ment (as distinguished from prodhctfor brcad awareness, interest, knowl-

’

edge and attitude, which may be‘eonéidere: functions of advertisement com-

munications).
-Thus, one distinction between perception and communication is that

[

the former .refers to acvertisement responses and the latter refers to

: Advertisement communication.. ff an gdvektisement adds to someone's
eroduct knowledge, or affacts hIS product attltudc, or stlmulates a desure
to take some sort- of predu:t ac;ion, then it has coﬁmunlceted to hlm. -Con=-
versely, .if someone re;B?tsrseeing‘an'advertisement, bue‘there is 59

evidence of increased procuct knowledge or attitude change or action-

-

arcusal, then it has been perceived but - has not communicated.

2¢€

.

LAY
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In the field of psychology, these toree kinds of &éffects are labelled
as “c0gnitive” for knowledge, '"affactive! for attitude, and ''conative'
action-arousal. There are varying degrees ~f coraun stion within each

Lin Obvion-ly, several differcnt measures may be necessary ~o determine

the kind and degree of communication that has occurred. '"Awarc-rss'' or
. . . ’
Ysalience!

v

is one such measure in the cognitive catagory.

‘ ".~uided recall' of scme aspect of an advertisement is anaother; this
« -
}

means t it something from the advertisement can be remembered, that one or .

more par-icular clements of the advertisement had an' impact on the memory

-

cells.

t

It has been demonstrated, however, that awzreness and factual recall

do th-neceséarily result in a change of attitude. Consequently, vartous
w0 i . . R -

measurcs of attitudes toward a produét have been devised and used to get

¢

© at this important Kind of communication. - Attitude generally refers to the

overal} Tiking or disliking for a product, the global reaction to the whole
product zlong a favorable-to-unfavofrable continuum.  But when one speaks of’

the feeling about some specific aspect, trait or attribute of a product
£

“product image.'

rather-than the whole product, this is referred to as the

In. the case of a cat, some of its attribites are power, attractiveness,

cconomy, ‘durability, comfort, ease of maintenance, and so 6n.’ An advertise-
.ment may change some aspect of the prpduc%vimage without necessarily chang-

_ing the overall attitude--for example, :if an automohile advertisement
. strerses horsepower, the reader may become more convinced that the ca~ is

powerful, but if jncreased power is unimportant to him his attitude will
. e . ] - .
not :he-ge. (A subsequent séction on attitude mzasurement deals with this

inrare de'tail.) N
BN
hY

‘e

o - ' K 21 ‘ .‘ . .
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.Even though product knu. o ﬁroduct‘attlpbde? o as the

result of an advertisement, this may no. be sufficient to produce ''action-

24

. " . . N . ‘ .
arousal''--a strong motivation or desire to take some sort of action regard-

ing the product. In the case o a car, action-arousal could take the form

-

of a desire to visit the dealer's showroom, or a desire to take a ride or .
' ' ’ ) . .

drive in the car, or a strong intention 1o purchase that car.
Note that action- arousal is not the same .as the action |tself--only

the de5|re to take actlon it is COnsidered a somewhat stronger advertis-

|ng effect than attitude change, bccause attutude change does not neces-

" sarily result‘ih'thejdesire to take action. It's COnsldered weaker thanr

behavior, since other things may intervene to prevent the action, or .

behavior, itself fromtakingplace even though -arousal (desire, conation,

“

motivation) may be prosent.

l@/summary, then, succeszul,communication may be measured by an

increased awareness of or knowledge about a product, or by a change of

¢

the product, or in some combination of those responses. There is much

attitude dr;image, or in a desire to take some sort of action regarding

4

disagreement among advertising researchers as to which of these is the

“

.best measure of-adVertising communication. 'lt'js probably-safcst to say

4 .

.

that they all measure some aspect of communication effotlvene;s that it

is not yet ‘known wthh one is most hmportant or if they're’ equally |mpor-

tant. Logic indicates that attitude change or actlon-arousal are probably

closest to the uitimate criterion, purchasing the product. ,

-

Behavioral response. A behavioral .response to advertising can take

many forms, since |t refers to any. sort of observable behav:or resultlng

-

‘therefrom. The ultlmate and mos't - de5|rable behavior is purchase of the

922
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product. There are various intermediate forms of behavior which may be

necessary and/or" desirable~-~talking about. the product, visiting.a retail
. : . "
outlet to see or zouch the product, borrowing orvotherwise trying the .

product;sand so on. But our concern here is with the ultimate responsc,

K
'

a purchase. ' .

Fo . : . .
The purchase response has two important advantages over such psycho- Q

..
AN

logical responses as p&rception and communication. The first is that it

measures exactly the effect advertising wants to ?Chleve One might

. .
3

quarrel with the not:on that an advertlsement necds to communlcate product

facts which stick in the consumer's memory, but no. one can den that a
- Ty Yy

. .

[

purchase of the product is desirable. The secord-advantage, especially to
the advertiéing”reséa?cher, is that purchase behavier is often easier to

measure. Behavior is something that can be seen, pointed at and counted,

¢

whereas perception and communication cannot be observed. inside the con-

- . -
’

. R : 4
sumer's mind and must generally be assumed on the basis of what he says
¥ . T
was perceived or communicated. :
4

One difficulty v.ith using purchase response as a measure of adyer-
tising effectiveness, however, is that it is hard to diséhtangle;the‘effect

, . . —

of advertising from the numerous other. factors which jnflueﬁce purchase.
Take ‘a ;ingle act of purchasing--itris'the'resultéﬁtléf éucg*tﬁipgs
as broduct qQaIity,:previ;us‘éxperience with the grodpét,-availabi]ity of
>9 retail outlek, the possessipn of enough money or credit, ‘the abéenéglof
| deterﬂinglfactérg such as = veto by éngther famfly member or a- cut-rate
campéjgn by é competitive p*SdUCt.,_|t'S easy to see that’a‘purcgasé_can
takg-place without advertis ag, or evén deépite‘po&r édvértising (whi;ﬁ .

is worse than none;; converzcly, despite the best’ of advcrtnsnng, the

’ 23 -

o . . . ‘ N 3
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overriding influence of other factors may prevent a sale from taking place.

)
'

T x ‘ ) T ..
tising from all the other influencesLBn sales.

C ‘ ’ v T '
~ There is one way in which advertising's behavioral effects can, how-

*

' This illustrates the:dlfﬁlcu!{; of separdting the influence of adver-,

' . * . . ] .
ever, be isolated, any that is through controlled field experiments; these

‘will be treated in more'detéh(\in a later section. Suffice it to say at

“

| . ‘ ! . .
ﬁhis point that the controlled field experiment is the only completedy

acteptable method which can separate the ¢ffects of advertising from all.

~~

the other influenfes on sales. -

Summary of the Advertising Process 4 -

* This phapter has dealt in some detail with various stgges in the
. ’ 3 , ¥ 2 .
: , : ~+ - , <.
advertising process.. VWhile not -dealing with advertising research peR’se,

this model‘oi'thetwéy advertising spreads and influences can be‘péefﬁl in

dlstlan|sh|ng the various fdﬂCthnS W|fh which research must deal; it
I3 L4

sets xhe stage 1or the sugceedlng chapters on various phases of research

R

¢

A systematlc approach to effCCLIVL advertnsnng demands

defined and descrlbed ‘
.that advertising media,which are effICIent in
reaching the product's market be found,
that these media vehicles ‘be distributed to the
_ markets
...that the vehicles must be exposed to those persons,
.that the advertising -within the vehicle be exposed,
.that the advertising be perceived,
.that some form of communication take place;
after which
.the goal of a sale ma; be Jreached . if other |nfluenres
’ “ on sales are not overr{ding. - :

.that a prc%pct s market or potential customers, be

~

generally consndered to be the respons:blllty of the media vehlcle in

-~ &

.( . ‘. >Zzl ' '

Vehlcle dlstributlon, vehlcle exposure asﬁ'advertising exposure are.

L)

.

’
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A

‘ , D o .
which the advertising is carriéd. Thé evaluation and cbmparisonka media
. te . ' . : . , . I L]

- . _‘ 4
vehicles falls wichin that category of advertising research called media
. research. o : PN v
researcn . .
! k ) \. . ,‘| ’ ' ' n‘

Advertisement perception and comhunication.i;e generally considered

"to he .the responsibility of the advertising nessage. The evaluation and
testing of advertisements is another category of advertising research

£}

¢alled messade, or copy, research: ‘ e . ) e

A Vehicle distribution, "vehicle exposure and advertising.exposure’ are
’ ) X . »

-relatively easy to define and less susceptible to verbal distortfbn, but
' Lt . ) . [ S '

they represent only intermediate steps -toward the advertiser's ultimate '

purpose. .o ' : o - . -

Advertising perception and communication are.difficult to define and

. ’ _— , oA . : M
%5 not amenable to direct'mpasurement, since generally one must rely-on the
) }t! n : . . 1.-, :
‘consumer's verbal report, which may or may not be -accurate. o '
‘ ) ' ' *

O

ERIC |
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) O0f all the possible responses to advertising, a purchase;hag.ﬂhe mos t
. e . 4

to recommend\th A purchase is amenable to direct“meastirement by the

researcher without reliance on wﬂrbal?keports. It is indisputably relevant
. . ) R v : i‘ '
to the main purpose of the adveftiser. The principal drawback to adver-

A

tising researchers lies 'in the heavy influence of non-advertising factors.

~ This difficulty can be surmoghted through the use of rigorous resecarch -

. ’ L ) n . f .
metheds, principally through the controlled field experiment! However, a

,single advertisement is usually not a sufficient-amount of communication

to bring about a 'sale, eéxcept in special cases; thercfore the sales effects

of advertising can usually be detailed only for c?mpaigns and not for ‘}
. . | i
‘individual advertisements.

2

L
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ot ’ g - . &y _.‘_ . . . - ) A N : !
Just as there -is an;advert:sung process,.an orderly‘model of+how
i . ‘
advertn;ung works, SO there is a .research process ’Thlsgprocccs involves
?

\ p T v .
" both a scucﬁtlflc approach t& probI?m solvnnq and dn orderly prOccdurc of
, o ,
. - steps, to be followcd in planning and “exécuting: a research‘prdgcct. . ’
oo . ~ . S QN”Q . ¢

The Scientific Approach to Advertnsnnq Problcms ) ', - .

, .
N ! 2 . .

The creation of advertl lnq_}s the respitant of two klnds of
I

thunklng--the.bu5|ness approach and twe crcatlve approach Thcse

s

- T
3pproaches are usually housed in twq dnffcrcnt knndshof peopl %bund in

adVértisihg-Ethe bu§iness‘mind and the creative mind, only rarely found in’
. - . i :J ) o ! -

the same person. The business mind is concerned with marketing, the : "

practlcal and tangible aspects of running a Business, and maknng proflts
. o Thetcreative mind is primarily concerned with ghedartastlc, creative and

’ “

intangible aspects of communication. For mary years, advertising has °

thrived through the combined efFort§ of these two approaches. The”public
- £ . %

image of the advertising eﬁgcutdve as a sophisticated, persdasive,idynamic]“
, N , .
glib and business- 1ike fellow with a satchel full of eye-catching.ad lay-

1

b ‘ b \

outs is really a composlte,of the busuneiﬁ/aiﬁ‘treatlve approaches.

. 4 % ’\ Y
in redent years, howeve;, there has been a growing feeling amoﬁg
-advertisers--hard-headed businessmen themselyes--that another approach is |
- LT : . ' R ] ' a v, .

needed to, round out their advestising efforts. As one businessman expres=-

PR . g

sed {t, | know that half my, advertising is wastcd but | don't know which
\ﬂ. .' . { n .
1L 3 :

half.'. in short, much advertns;ng has been conducted with' no “feedback”

on its effects--that is with n® knowledge of the eventual effectlveness of

<
Q

17. - T
26 -
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\

\ the effort, no understanding of the’generql principles of how and why

advertising succeeds or failsq~no real evidence to demonstrate success or
. c‘ . .

failure. ) o : . A ‘ %
Such;adverti;ing is analogou§ﬁto a hunter with an expgnsive high- A

'poﬁered rifle; firing madly at a group of moving ta%gets in the black of
?ight, then moving on complacently without bothering to ;ee iégpe has @
actually hit hi. 1arget, satisfied simply because he has been firing away.

The missing ingredient.in advertising in many cases has been the

K

scientific approach. . Broadly; the scientific approach simply means an
® . v ’

orderly, objective investigation to agather verifiable facts that will add

'
<

to_knowledge, understanding and control over future activity.
‘Like many other fields of social and behavioral study, advertising is

certaiﬁly not a écience, but it is nevertheless.boséible to use p scien-
fific approach.‘>The sc}entific épproéch--whethef it be .in chemistry,
pol?tii;; psychology or advertising--has certain distﬁnguishing character-
istics: ) . . ) ;

5 - : ' _ ' A
The procedures are explicit. The results and the_methodg,for obtain-

ing them are so clearly described that,another’competenf_pféétitioner céﬁ
read the researéh report and replicate the procedute i?ﬂhe wishes. The
detéi!ed aescription is minugcly hon?st‘down to the finegt detail of pro-
ceduré. |

The data-collecting-is objective. Once a procedure has been formulated,

and an investigation stafteg, the researcher is low the data
and report it objectively, whether or not it agrees wit s pre-onceived

notion.of. the outcome. The advertising researcher must fight against per-

LW

.- ceiving ‘or using only the data which will 'prove a point," either his own

or some one else's. Quite often, research wii},comc up with the opposite

ERIC . - " 2T
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-attempt to verify an investigation's results,

whole bodies of knowledge, an organized system of verified facts,

man to accept is that his advertising is no good;

_fact unt|I it

y
v

answer than that predlcted this apparently'illogical outcome must be

+

percelved and reported aceord|ng to the, 4evealcd eV|dence

.

. The findings must be replicable.

Other researchers, should they
) . .

should arrive at the same

conclusion. ‘Intuition, artistio sensitiVity, and clinical inéight‘are not

sufficient to establish a pSint of fact.
. »

¥ - . } . .
The approach is systematic and cumulati ‘e.

The advertising i1csearcher

in addition to investigation of an immediate problem, tries to build up
general-

izations and principles, all-based on-evidente rather than his hopes or

beliefs.

The eventual purposes are agplanatlon, understandlng and control The ™
advcrf|51ng researcher wants to know why and how somethlng happened, ‘and be

able to prove it. Then he can -predict and bring about the conditions to

-,

achieve his objectives. His“objective is'the creation of advertising that

W o

will sell the product better or more efficiently than any other advertising.
The researcher is beth open-minded and skeptical. He is open-minded

N

about accepting the possibility of alternatives to his own ‘pet notions, or

to the usual '‘common sense'' answers; in other words, he looks critically at

thlnks of alternatlves, and admlts them to his

.,

cherished assumptions,

thinking as possibly correct. (The harde t alternatlve for~an advertlalng

the usual aséumption is

that there are only two. kinds, good-and better. ) 'At the same timegtthe

researcher.must be extremely skeptichl, Folotant to ace ept anyth:ng as

is demonstrated.

The . scnentuflc approach to advert|51ng is not mercly ‘a -high- mlnded
\

abstraction to be lndulged only as a IUAUFY It is the only pchtlcal . 73“

a o 223
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way to insure age . advertising f- 5t i improve the probability of
success. ’
Advertising Coals __Their Depencer Vi-o 25 5

Let's introdu. . here a technice . ‘ch will be useful in talking .
about advertising research. The ter |- ardent variable," and it

*
’

simply means ''the quantity that is m:

In mzasuring a person?s height ale, ghe dependent véri5&1e
is usually inches. “In méasuring weic lependent variablé is usu;IIy
pounds. In measuring tempera;ure,_tha .ent’variabjc is usually
degrees-fahrenhe?i. ‘Even in these simf ses, there are other dependent
varianes that we cop]d use insteac: = instead of iﬁéhes; kilograms
instead of pounds; centigrade-degrecs A of‘féhrenhgit-degrees. Ali
are equally correct, so we must alway :. y which‘dependént variables
arelused.

'Similafly, it is not adequate 1 i state ""Advertisement A was
(or was.ﬁot) effective." To.be‘pra. measure or criterion of de-
pendent var;able ihvolvgd myst bé < " <. - Thus, one can ac?dF;tély sayl
”Advert}sement A was effeqtive'“iﬂ_g L at;itudes“-g: "in incfeasing

consumer awareness''! or ''in increasing cuisumer knowledge.'' Effectiveness

e . 28 .-

is always in terms of some dependent variable which must be specified.

The dependent variable used in meaéurement should always be directly

* -

related to the stated goals of theiadverQising. Vhere there ;re many adver--

tising goals, or where the researcher is uncertain as to Whi;h of several
possible goals is the proper one, he may include.many differeént dependent *
. - ,

variablés in a survey; this may inc! - three 'dozen general and

specific questions, each designed to « -+ . a different dependent

variable. ‘ .
. § i , -

e . )
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In ~fort, . .-t - : coal-settirg is a preTequis'te tor suring

eff i+ ness, & -_. go is determine 5 Fifsures ¢ 7 effect ‘oncaiz oor
 depr' snt variable: i investigetec thr g - research.
Ste™s in_PIannihg T 1 ?rojecf

The simplest . ini’ on of research is ''careful, systematic “ient
‘étuﬂy and inves - some field of knowledge, dniertaken t. 2szablis-
facts or urin: _ is not a haphazar @ nasty coilection c®  fo-ma-
tion. .

Wk -ther.ac zisir . or ghcmistry or histgry or any othcr's”rjec: is
urﬁcr’itudy, T 2s¢ v process cén be cutlined as an or&erly arocacure,
a <y stematic so 5o eps whiFh should be followed to cet the most use-
fui informazico - . “se |

Here is ¢ = .ct N of the'steps thaf s%ould‘be'followed in planning.
and executing ;v .ing resear<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>