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PREFACE

L %
Cr1t1c1sm of

of persuaslon 1n general

\,

adyert1s1ng and other forms of selllng,
centurles

and
1s not a: new phenomenon.
economlsts, phllos0phers

For B
‘and others have ralsed
questlons about the. effects ‘of these act1v1t1es on consumer
ﬁ welfare,i
tq‘:}nature.

; bated 1n the future,

on the functlonlng of economlc sYstems,'and on human
These questlons w1ll probably be d1scussed and de—

too, atnleast a

' - L n‘ \ .

; long as "prlvate enter—‘ -

prlse“ 1s the prlmary bas1s of economlc organlzatlon 1n the
Unlted States and otherddemocratlc soc1et1es

From tlme to

tlme, however, publlc_lnterest 1n the role of advert1s1ng
JS 1ntenS1f1ed and focussed on spec1f1c 1ssues.

l960s and early9l970s,

Inﬂ
cr1t1c1sms of,advert1S1ng, '
for 1ts regulatlon, have 1rcreased steadlly

and proposal R
Thlsltrend has o
been closely related to the emergence of "conSumerlsm,

also to a questlonlng of the 1mpact of telev1s1on on soc1ety
durlng the past :

;20 yearsdﬂw

nd]f”
FOl these reasons,

and perhaps others, questlons about
the role of advertlslng and other forms of

"marketlng o

PER

communlcatlons" h ve agaln come to the fonefront

the late ;? S
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vi
~ we have attempted to: i
. [defi*h‘e ithe ”nat_ure; ‘of the issix‘e—s;'; A DU

‘aof breadth of 1ssues dlscussed or deEth of ey&dence 1ncluded;‘ .
Lr”‘

”IP our selectlve coverage of the subject _we/have trled ‘to

’focus attentlon on: the most s1gn1flcant 1ssues and the most

B

3

- organlze the 1ssues 1nto an overall
framework-'and L

N = summarlze avallable ev1dence bearlng
‘on* the 1°sues. : R ot

‘rThe report ;S by no means "comprehens1ve elther 1n terms‘

PN

arlse fromrcr1t1c1“ms of advert1s1ng»and 1ts effects.f We

support of the newspaper and magazlne publlshlng and radlo/

\
telev1s1on broadcastlng 1nduStr1es.~ These matters are ob-~)

¢ alanced overall evaluatlon of adver—~ak,~
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We are keenly aware of the shor ;

tcomlngs of the report

‘many of whlch are 1nherert 1n the ba51c Concept of trylng to

ifultlmate resolutlo‘

‘the 155ues. The r port w1ll achleve its obJeCtlveSn therefore,:"'

u-lcon51deratlon of the questlons currently belng ralsed«about

»1deal w1th so broad and complex a tOplC w1th1n the 11m1ts of

ftlme and space avallable. The document 1s 1n no sense a.

-fp"flnal report

‘nor is theré llkely -ever to be. any flnal

of the 1ssues dlscussed hereln.;‘.tfﬁf

It 1s 1ntende rather, as a ba51s for dlscu351on\of

't”lf 1t Contrlbutes to a'more orderly, systematlc, and ratlonal

N _JgRobert D. Buzzell R
: AR '"ﬁ;stephen A Greyser -:‘gf_

iAt f{;t j75iCambr1dge. Massachusetts e

: I "‘October, 1971 P
_ S ,




'?Qsome of

dBy d01ng so,;we hope to krOVld

ﬂare ambltlous goals.,ywéx

+Chapter 1
‘ 'OVERVIEW
B ' 'J, ) . ]
l 1 Introductlon-”'ﬁf,_?f‘Fder . fr’ 3:‘ g
me Over 25 years ago, Pru:essor Nell H. Borden”afterda

monumental study ?t advert1s1ng,‘wrote the . follow1ng.

_Advertl 1nj is.under fire ., _ Its ‘adverse ‘;g
. -ecritics’|come from many camps and their |
‘fcé‘wwcomplalnFs tend’ to become. 1ncrea51ngly
',«vehementu..The dlscu5510ns ‘on both: 51des
“have often been c:_racterlzed by sweeplng
"generallﬁatlonjfby paucity of’ fa"t, and .

’j_f by lack of closely-knit logical reasonlng.
‘/ " There has\been much wishful thinking - iR
) .and. rationalization...What is|needed is’ )

."ev1dente bearrng uponhthe 1ss}es...[l 1945]

\the major ebcqomlc and soc1al 1ss"es in: advert1s1ng.

fsome perspectlve for the

\

jappralsal of advertlslng and we hopeﬁ+o 1dent1fy questlons

fupon ﬁhlch further reseArch and thlnklng are requlred These

;ll be satlsfued 1f we make somery~

t

w“ amb1t1ous goals We w111 be Satlsfled 1f we make some;:rgﬁﬁ

'ﬂicontrlbutlon: oward;the”r ul"lmate achlevement‘;h“
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va part of the total selllng—marketlng process.

oruented towards 1ntent or - result””

have generally been 1nterested gr{marlly in the management LT;’ ‘f [‘('4(

_[' [ . el ‘, R P _l,

It may be

1

defrned 1n terms of its. ro & in soc1ety, for example,._“ ﬁ~ﬁ i;t'; ~:_'j,i@

advert1s1ng is a soc1al lnstltutlon that 1nfluences So01a1
values and behav1or. ‘J ;x.ﬁ‘\\*gﬁ. L:'@" L 1bV 'L/b‘

Any deflnltlonq_whether vague or spec1f1c,ﬁor whether

\ 44

reveals much about the~.; ‘d

author s 1nterest in. advert1s1ng.»/&arketers who use advertﬁ ing

&, . R A

oA

cof advert1s1ng act1v1t1es and 1n apPra1s1ng the effeCtlveness Tb:_;ﬁ'f; fﬂ”

‘ of 1nd1v1dual advertlsements and campalgns. Economlsts ;;":vj2»~ai e R

attemptlng to understand how 1ndustry functlons have tended

to evaluate advert1s1ng more broadlyf; What effectSfdoes 1t

have on 1ndustry structure, market conduct, and market performance°f;‘;j?;7f

"~

Soc1al observers,,trylng fo understand how'soc1ety functlons,

‘have compared advertlslng w1th other 1nst1tutlonal 1nfluences J"}*:ﬁ}f

‘on the nature of soc1ety,?such as the”educational system. It‘gf_;"'k#”fwﬁ'”

o . : I

1s not surprlslng that appralsals ‘O advertlslng dlifEl, both'~\\

w1th resPect to matters of concern and to conclus1ons reached ﬂr“l,tff~f 7g

1 2 1 Advertlsl~g As~A Form of . Marke 1nﬂ Communlcatlons%




V{f;are used have also drawn cr1t1c1sm of a nature s1mllar to

‘@that dfawn by advert1s1ng,} We belleve thls tendency w1ll_’

Q Further, we belleve that

'yfcontlnue and may even 1ncrease
‘@Mthe 1ssues Inv6lved 1n marketlng communlcatlons and the R IR

f,ev1dence deeded toAresolve’thos”'lssues are. suff1c1ently

‘s1mllar thatdwe w1shjmo‘emphas1ze 'hese p01nts;throughout

”our~dlscuss1on by adopting an awkward xerm-“?advert1s1ng/

.\l'-

nt 1n thelr students,j?

,h of the=e factors 1nfluences




b ‘/‘/‘ e i E o :
,/-_v : - ¢ Sy v
| | 1.4
- -~ o | .
ffl;3 Nature of thefissues-‘-:f/yi_;*;,f' o \‘

Most apnralsals of advert1s1ng/market1ng communlcatlons

can be classlfled as elther‘_econ;mlc

1ssues 1nclude questlons such as the 1mpact of advert1s1ng

soc1al..' Economlc'/‘

e

o

advertlslng/marketlng communlcatlons. Thus, we belleve 1t

fonsumer'behav1orwand how

w55v151b111ty.f Although estlmates of_the_extent_of.advertls1ng§

'“hmarketlng communlcatlons'4presence 1n everyday llfe vary, there

l]ﬁls‘llttle doubt*that attempts to 'nfluence buylng behav1or f'ﬁf

Hfare hlghly perva51ve 1n our SQCvetY-u It 1s not surprlslng

?xthat SOme people regard the 1mpact of today s 20 bllllon dollar

barrage of. advertlslng as a top1c~worthy of examlnatlon,

A ruir e Provided by eric [
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ol Lo Another po551ble set of r- 1S - forxscrutlnlzlng advertl-*
51ng/market1ng communlcatlont is :entlally 1deolog1cal and

aesthetlc. A substahtlal amount of 1nherent dlsdaln and vt

socretles‘A from the anc1ent AthenlanECOncern over control:lnq——-—

- . "‘vl

~the behav;or of the mercantlle sector down to our own day.

cr1t1c12ed the advertlslng of that era._ [2,)1962];"

Ideologlcal and aesthetlc cr1t1c1sms of selllng lncludlng
X P /
advertls1ng/market1ng~commun1catlons, have created a Skeptlcal

publlc attltude toward the whole nature of advertlslng/marketwng

'communlcatlons,fsHlstorlan Dav1d Potter has_suggested that

A

ﬁfdecency. .
;nstltutlonal re5ponslb111ty, SR
- this ‘lack of finherent social . . i
effpurpose to-balance soc1al power,”“ S

- which, T would argue, 1s a basic.
Eﬁcause for concern’ about thenrole
”;of advertlslng;‘f[3 1954] ‘

e 55*{;72;11 The Tatler, Sept 12— 14, 1710 cited in E. C. Bursk D.“ﬁ
o ' .clark, R. Hidy, The World of Bu51ness (New York Slmon &
R =Schuster,vl962) pps 378-8l.. - PO s R L
: ' "i_3.cr Potter, Dav1d Mo, People of Plenty 'Economic Abundancet,;ff,“:
.- and the American’ Character (Chlcago- Unlver51ty of Chlcagor A
ffPress, 1954)a‘;¢ I N SR L




‘gi-Concern about the'mEthOGS °f Persua51on used in advertlslng/

emarketlng communlcathh g r degree of Success 1s COn-iﬂfw‘

;,;slderable,‘enhancedj_" ik w1de dlssemlnatlon of emotlonally—

Ly

1 4 1 Obstacles to ReSOlvlng the Issues,;egkv;ﬁe:e;;L;;iee;&%f*

[3

The v151b111ty of advertlslng/marketlng communlcatlons

.;T enqu{%en_y,h

th4 p0551b111ty‘;71_‘_>_N'i,:j'vf";""'E

consumerpneeds,

ratlonallty,wgh”ﬁ*

1fferences, 1t 15

Ae pix A 7 ?he Dlalogue That Never
\Harvard Bu51ness Rev1ew vNovember—December,'




e
o a

‘\\\EEESHE‘evenewhen there 15 agreement as to the bas1c nature

' of advertlslng/marketlng communlcatlons 1t 1s dlfflcult to.

Susubstantlate oplnlon w1th fact because of the methodologlcal

V7nprob1ems of d01ng research on advertrs1ng/market1ng commun1ca~

isstabl's;ed unequrvocally, glven

‘:these major research headaches because they contrnue to plague~

o researchers and analysts 1n attempts to reach deflnltlve conclu—:




C ' BT e e e T Ui |
- every comblnatlon oﬁ proﬁtct consumer,'and message 1s avf;‘

3 ’1 RN
Junlque event

L

w1th no p0s51b111ty of generallzatlon.

#VSomewhere between the extremes of“unduly broad generallzatlon ?




acceptance or bellef °and retentlon are all rev1ewed as

-«

eleme%t of:ei"fllterlng }process through Wthh attltudes

BB A .1 7ox rovided by ERIC



Chapter 2

| EFFECTS OF ADVERTISING/MARKETING _ e
CQMMIJNICATIONS ON CONSUMER BEHAVIOR e R B

chapter da&vertlslng 1s.v19wed
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and other:

nceS] ‘work."  These specific model | férmal,
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2.8

EEE

2.2 The Information Filtering Process: = - - S o =

:‘2.2.1 lntroduction;f - o . —— . i

~ This sectioh will.present a framework for. brganizing'the
-.process by wh1ch consumers handle 1nformatlonal 1nputs in maklng
o declslons about purchases. o }fv°f - ‘

. The" framework is not unllkexthe tradltlonal hlerarchy

;of effects“.model Wthh poslts that the consumer information

and purcha51ng process proceeds from awareness of the advertlsement

: /
through knowledgi, 1i% 1ng, preference, conv1ctlon and purchase.

=

We have used a sllghtl; dlfferent conceptuallzatlon Wthh better

descrlbes,‘ln our oplnlon, the process 1nvolved Our framework

@

‘starts w1th selectlve exposure and 1nformatlon seeklng, proceeds

through selectlve perceptlon, acceptance (bellevablllty),

;retentlon, and attltude formatlon.' Attltudes formed in response

to. marketlng communlcatlons (and other 1nfluences) constltute

-

‘one major 1nput 1nto buylng behanlﬂn, o "_ ‘ j“f L
In the process deplcted 1n Exhrblt 2.2, we see informational
élnputs mov1ng through a serles of perceptual fllters. At each

"fllter the number of 1nformatlonal 1nput§ becomes lelnlshed

f¥1n number w1th some belng excluded from the process as they

pconfllct w1th the 1nd1v1dual's ex1st1ng need and[valuébsvstem

/

e@_Often 1nputs w1ll be modlfled by the consumer tofbecome more

',conslstent w1th Q?e 1nd1v1dual ex1st1ng value system.7
. N . T . .
On the left s1de of the dlagram we see varlous advertlslng

ffnd other 1nformatlonal 1nputs (A) (1ncltd1ng 1nformq; sources'

‘ as word-of—mouth behav1or) 1mpact1ng upon (or belng soughtf”
‘,out by) the consumer.' In fhe 1nformatlon seeklnq and selectlve;7
5iexposure fllter (B) 1nputs are recoghlzed oy the Fonsumer and

jmove Lo selectlve perceptlon fllter (C) where, dependlng\upon

" . i‘
”thelr compatablllty w1th ex1st1ng value systems, they/are

B i




'rejected or modlfled.‘-These'four'filters'feed,into the

2,.9’5“ |

e

”’elther ellmlnated modlfled - or retained in their original form.

Slmllarly they 1nteract w1th the acceptance fllter (D) (relatlng

"to bellevablllty) .and the retentlontfllter (E) (whlch includes

memory effects). At each fllter the 1nformatlonal 1nput ‘being

~processed can be- accepted relnforce existing attltudes,_be

attltude fllter (F).
At the attltude fllter (F), 1nputs pass1ng through prev1ous.

'fllters(B-E) w1ll re1nforce ex1st1ng attltudes (l), form or

start to form new- attltudes (3), or confllct w1th ex1st1ng
attltudes suff1c1ently to be ellmlnated from the process (4).

From the many d1fferent attltudes in a person's-

‘perceptual framework some net" att1tude representingﬂ'

conv1ctlon" or "dec1s1on to buy" will emerge. “This w1ll

‘7vprOV1de the llnk between the 1nformatlonal system. and purchas1ng

fbehav1or (G)

'f The consumer s post-purchase act1v1ty (H) w1ll feed back (5)
his reactlons to the product 1nto the 1n1t1al fllter (or any

fllter for that matter) These reactlons then become new 1nputs

';releVant to new purchase d c1s1ons. ‘Feedback may . also occur

‘\

o (7) as the marketer who 1n turn may adjust hlS communlcatlons

,package 1n an attempt to 1mprove the flow 1f 1nputs through i"(‘\ -

,Fl

the system.;w.“ A“lj~ .Ug -

iy

ThlS conceptuallzatlon 1s des1gned to be an organlzlng

'construct Wthh 1s a reasonable hypothes1s as to. what ‘may
happen.“ Many varlatlons 1n the system w1ll occur-and 1t 1s

'~lgenerally conceded that 1t 1s dlfflcult to plnp01nt exactly

‘fwhere 1n the system the fllterlng or modlflcatlon actually hf

takes Place.(f* fz"’, l((i ;hmggfjff;:‘f ﬂ‘” y ;
We w1ll now d1scuss 1n greater detall each of the‘ef

A A A H
B3

“fllters 1nvolved 1n the process. {,M,f~,¢fi'
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2.2.2 Informatlnn Seeklng and Selectlve Exposure - ;

The relatlve role of advert1s1ng vis-a v1s other sources |

e of 1nformatlon is dlfflcult to assessm Certalnly advertlslng

[

vcannot remember, non—advert1s1ng 1nformatlon sources are

‘certalnly used exten51vely by many consum rs.» [4 l967]

" has" more 1mpact in certalngmarket S1tnatlons than in others.’
“It has greater effects for certa1n product categorles, and 1n-

m‘f_some cases certaln brands, than for others., Studles 1n whlch‘

\

!
consumers state thelr sources of 1nformatlon usually lndlcate

fllttle dependence on advert1s1ng.- Whlle consumers may w1sh to”

avold clalmlng or admlttlnq rellance on advert1s1ng, oxr s1mply

(//_..

Faa”

Any complete study of advert1s1ng s’ effects must take

account of the amount of advert1s1ng, the content of the

3

message- the source to whlch 1t 1s ascrlbed and the medla 1n

l

fwhlch the message appears. (See\Sectlon 2 4) Other measurements

would have to be taken to assess equally 1mportant 1nflue ces

~of word—of—mouth behav1or,‘pre-exlst1ng consumer attltudes toward

ﬂdrelatlve welght v1s a v1s other 1nformatlonal 1nputs.,ahn

the brand or outlets 1n whlch 1t 1s sold 1ts prlce the amount~

and content of any personal selllng 1nvolved the amount of
'ffrlsk or reward 1nvolved 1n maklng the purchase, and a ho t of
“'A,other factors. The complex;ty 1nvolved undoubtably contrlbutes

'f;to the lack ofvstudles attemptlng to 1solate advert1s1n‘ s

'?4 A number of studles have found advert1S1ng”to be less‘
, ‘effectlve than other ‘sources 1n certaln s1tuatlons.n Fo& a
l;”:rev1ew,,see-5 Arndt, Johan,f"Word of Mouth Advertlslng/and
" Informa
. “Handling ‘in: Consumer Behavior, Donald F. Cox (ed) - (ElVlslon

”Communlcatlon‘ n:Risk" Taklng and Informatlon

"lof Research Harvard Buslness‘School, Boston,,Mass.,,l967),

r"*"ppo 188-239.




: 1nformatlon to others.‘ ThlS process is con81dered to be an

an. appllance mlght. Lertalnly other 1nformatlon seeklng

o

Consumer Informatlon S-geking= There have been a number

of studles durlng the [last 10 year= iliustrating‘the fact that - -

consumers seek out 1nforw*s;mn rel,‘ant to purchase dec1S1ons

and. are not s1mply paSSewe reclpleﬁts of advertlslng or otner

f'mlnformatlonal lnputS-"‘:a 1963z 6, 1964 and 7 1967]‘

The llterature on 1nformal communlcatlons whlch concerns

e 1tself with word—of—mouth behav1or among consumers prov1des

ample ev1dence of" 1nformatlon seeklng behav1or, "oplnlon

‘ileaders" - those 1nfluent1als who e1ther for the1r own rewards,_

of because they are sought out by others,‘transmlt product ‘

espec1ally 1mportant factor durlng the early stages of growth |
for new. products or brands. [8 1967] ‘

The assumptlon 1s frequently made that consumers W1ll seek i

5out 1nformatlon for those product dec1S1ons whlch they flnd most\

'jlmportant ” The purchase of-a’ low—prlced Supermarket product

may e11C1t llttle 1nformatlon-seek1ng, whlle the purchase of

-t N

kipatterns (1n addltlon to word of—mouth behav1or) may well take o
u”fplace.' These mlght 1nclude more extenS1ve sh0pplng, ‘an’ 1fﬁf~m

“ilncreased attentlon to advertlsements, a rev1ew of publlsbed jf“

'3[5.” Bauer,jR.A.y"The In1t1at1Ve'or the Audlence,F‘Journal of .

iﬂfAdvert1s1ng ‘Research- (New York Adv.‘Research Foundatlon, June
,V,1963), pp. 2 7.‘H R S SR v Co ‘ ;
© .6e  Bauér,: ‘Ree A.‘"The Obstlnate Audlence;" Amerlcan‘Psychologlst,
_ .3?May,‘1964), pp. 319-328. : e ST S
I Cunnlngham, Scott,M; “Perc31ved RlSk as. aiFactor i R T
=~Informal Consumer Commnmlcamlons “in- Risk. Taklng ‘and InSnrmation
Handling.in:Consumer’ BEhEVl@If ;

s_J,;Research ‘Harvard’ Busnness“Schoo_; L
G Bl Arndt Johan, SamELRefErenuE a ;Footnote" pp.k188—239 c

anonald F.e Cox (ed), DlVlSlon of~
967 pr '265-288."
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1nformatlon sources (such as Consumer Reports) and the T,

i

ikasslmllatlon of a var1ety of cues ‘such as prlce product
des1gn, or the name of the reta11 store -In the case of: a
’ low-prlced 1tem of llttle r1sk a consumer mlght s1mply purchase_ .
h the product and use hlS experlence w1th it as- 1nformatlonal
1nput. In the case of a h1gh—r1sk product, Arndt notes that
word-of—mouth d1scus51on is a‘"rlsk-reduclng" procedure
ut111zed prlor "to. adoptlon of the product. The spread (or
r]dlffu51on) of .- 1nformat10n throughout a populatlon is. llnked toward
fjword—of—mouth act1v1ty and has rece1ved extenslve treatment
‘in the 11terature, much of 1t co‘cerned w1th the study of polltlcal_d
'attltudes and the ad0pt10n of new drug oxr’ agr1cultural products.
‘In rev1ew1ng thlS llterature Arndt concludes-~ '

fIn general word-of-mouth emerges as
one;of. the most 1mportant possibly )
.“‘theﬂmost 1mportant source of 1nformat10n
”Qfor the consumer,’ Word-of—mouth may "
both accelerate and’ slow up” product
acceptance dependlng on factors llke
_,;content ‘of. messages and group 3
f;tnorms toward 1nnovat10n. Whlle word—
0 f—mouth may be a ‘carrot to marketers
Vofferlng good products, it may- functlon
;Qas a stick, "should the’ products turn 2
- out to fall substantlally short of ,;Q)f
”??consumers' expectatlons.w [9 1967] B2

IR X \ ;
f‘Selectlve Exposure-‘ Selectlve exposure 1suthe process

Ay




#h

,cons1derably by'"rullng out whole categorles of messages, y.g.,
"1gnor1ng all thlrd .class mall...or use TV commerc1al t1me as an
‘opportunlty to engage 1n a varlety of other act1v1t1es “[10 1967]
- 'There 1s SOme ev1dence that consumers may llmlt the1r,:
-'«ﬁlnformatlon 1nputs in many d1fferent ways. A number of stud1es ,"
h'have 1nd1cated that consumers v1s1t stores a relatlvely small -
f\number of t1mes even for 1mportant purchases such as color o
teleV1slons. Such shopplng stud1es 1nclude [ll 1954] '
[12, 1969],;[13 1966].; It may well be that consumers sub-
‘7,hst1tute word—of—mouth or telephone dlscuss1ons for more '
‘ ‘fdlfflcult 1nformatlon gatherlng 1n "Shopplng around.. _ ,
I/ﬁ ‘y‘ "f,f“ It 1s safe to say that consumers do act in ways whlch will
| attend It 1s llkely that thlS 1s done 1n order to. s1mp11fy L
' the1r perceptual world and/or because they have better uses .
:for the tlme 1nvolved 1s dlfflcult to determ1ne.> |
| Desplte the complex1ty of the 1ssues 1nvolved 1t 1s

fev1dent that the effects of advertlslng/marketlng communlcatlons-hljf i_‘

vﬁare substantlally ximlted and moderated by‘the tendency of the

: yconsumer selectlvely to “ccept only certa1n”advert1S1ng stlmull,‘»’;“

“7and to engage 1n 1nformahlon seeklng from sources beyond the'

chontrol of the marketer'

R ;Bauer and s, fGreyser, Advertlslng in Amerlca,,(Boston,‘”‘

S St e e ‘G- "Pre—purchase Behav1or of Buyeus of Small -
'ERJ(:TVgElectrlcal Appllances,“‘Journal of Marketlng, Vol 30 (October,;g
| “19266), pp. 50 52 VR e e R S LT e
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2.2;3‘ Selectiveﬁperception‘é o ”'_"* ﬂ:‘f" . Tdf-* "ﬁ -

Not all consumers percelve the same thlngs from :
1dent1cal Stlmull such as- an 1nd1v1dual advertlsement ‘This

distortion 15 known as selectlve perceptlon. As Myers and‘;

~Reynolds polnt out ln thelr synthesls of the. Selectlve'

B .

perceptlon llterature~ui.~ ; »‘5,;“,;:1"

7...an 1dea, object, or event tends Sl e
riot even ‘to enter . the. conscious’ L
mental stream unless it conforms,
vmwreasonably well,‘not only‘w1th the
thlngs we" have come to- exPect in’
“our culture and soc1ety,ﬁbut ‘also,
. _ © 'with our own personal interests, .- - o ,
st e Ala*f goals;vand objectlves of ‘the moment. ~ ~° . . T
' 7 . .If it does not, it tends to be cver~ ' ' s e
looked rlgnored, forgotten 1mmed1ately,
or. otherw1se rejected- ‘as far ‘as”.our
‘congcious mind is. concernéd, it'simplyf'
~doesn't. ex1st.,[l4 ,\1967] _ ' o

‘Cox has talked about selectlve perceptlon in terms of
“pred1spos1tlons" notlng that stlmull cons1stent w1th a con—
}fsumer s pred1spos1tlons are more llkely to surv1ve the fllterlng é |
Ufprocess and affect attltudes —-vand,'consequently, behaV1or..~ -

o :’He notes that-

B

‘ Some pe0ple or group Lare more T
‘ C ,1;yﬂm ;PredlspOSEd than others to: be'1n_**”‘
e .o . o fluenced by advertising for a ‘
L f,ipartlcular product or brand

{kThree groups"ou‘factors\which 1nter—uiﬂ,,uﬂlﬁﬁﬁ;f,'l“.ff];F
‘‘act to make an‘individual more (ox . o
¥ﬂless);p_edlsposed‘to_behlnfluenced 73\"" .

\u314 Myers,»James h and Wllllam Reynolds, consumer Béhav;or ana
Marketlng Managen@nt: (Boston“’*Houghton Mn.ffl" ' )




5

‘(l) the phys1cal and econom1c reallty whlch
an individual- exPerlences, (2). his- person--
- allty, and " (3) the soc1al env1ronment 1n
y whlch he llves. rlS ; 1961] o -

Selectlve perceptlon as a’ concept helps explaln theif'
‘”‘latlvely low level of consumer awareness that many adver—

f'fc1s1ng campalgns seem to achleve._ Advert1s1ng recoqnltlon PR
fscores are frequently low and only a relatlvely small number of
edvertlsements appear to make a consc1ous 1mpress1on on the

‘average consumer [16, 1968] Where a product 1s of hlgh sallency,'

’”f.;(hlgher rlsk 1mportance) he 1s much*more llkely to percelve’ v

o stlmull relatlng to that product For example, the~current
kclssues that relate to de*ergent phosphates have undoubtedly
made many consumers more aware of advertlsements for new.
Vdetergent brands.‘ These advertlsements m1ght well have been o ; dﬁ';
llgnored prev1ously.:j ‘ , j L ‘

| The concept ofiselectlve perceptlon is also related to
;fvthe ablllty of an 1nd1v1dual to ascrlbe a broader mean1ng to
'flstlmull than that 1n1t1ally 1ntended by the advertlser.?‘For ]<'

'example, a‘v1sual sketch R




Whlle some advertlsements are more effectlve than others
‘lcln pass1ng through the selectlve perceptlon fllter,vall f f{gl
acvertlsements are mod1f1ed to some extent dependlng upon the:?
.hlmportance of the product and the amount of congruence thatk_f
the message has with’ the consumgrs own value system

SRR ¢° Lest the unlqueness of each consumer =3 1nd1v1duak percep—i

o

- L tual screen be 1nterpreted as negatlng the effects of all4
o ",advert1s1ng, 1t should be noted that there are many groups.ﬂ'
lor market segments whlch share suff1c1ently s1m11ar perceptlons

AT ey

,fregardlng a spec1f1c product category to 1nterpret stlmull’

:_1n a reasonably un1form way.” For many consumers, the purchase B
of some product category %s hot a part1cularly 1nvolv1ng |
:rprocess and some perceptual factors wh1ch mlght otherw1se
" . be’ evoked remaln unlnvolved 1n the process.f The s1ze of
ythe group sharlng common perceptlons is’ fregu ntly over—;”

j,estlmated by marketers but nevertheless, perceptual Stlmull

- can ‘be percelved by more than one consumer 1n a reasonably

_unlform way. n 3"ﬂ

I

- As 1n the’ case of much of our rev1ew of adVert1s1ng s

27

Vilmpact on consumer/behav1or, the 1ssues 1nvolved 1n selectlvelgf,-x. SRAY

“that survive -;_;ga—j{g;e; modified by) selective ~perception



j2,1'8'7»i S

‘ By the term "acceptance,i we are referr;ng to an aspect
;_of consumer responSe that could equally well be des1gnated S 4' N E -
"bellevablllty"”—- namely, 1-he process through which the o D

'fconsumer evaluates stlmull andtdevelops f1nal bellef in

':cl acceptance of an advert1s1ng clalm (We have used the’yqla“

~‘term acceptance to avold confus10n w1th the llterature

\jon "bellefs}"‘a term often used essentlally as a synonym for‘
pjattltudes.—-’whlch W1ll be d1scussed 1ater ln thlS sectlon )

‘ There 1s grow1ng agreement that a.cc .sumer s f1nal ”QwaE%7¥wffvfa
'lfacceptance of a: product clalm 1s the result of a gradual process e ;

~;1n Whlch the degree of acceptance may well mov

u'rom negatlve _“\:f.f¢}f

:(or neutral) to posrétve pos1tlons through success1ve

-

3

’T“re-evaluatlons of the same or s1mllar”st1mu11 over a perlod of

tune.,ﬁ ‘~ﬁ::f“.f'?‘r"‘:»f,VJ'*‘1f JZ‘HVf:~ N'_ff«f-'f\;*

Acceptance, therefore, 1s both a fllter whlch modifles |
{;response to communlcatlons at a glven polntiln tlme,lff ’
f~and also a component of attltude toward such st1mu11 and i?-fl i-.o"fmﬁ
f~toward the brand or product 1tself For example, ‘a consumer‘~anj***ﬁw;
bmay respond to an advertlsement 1n ‘a skeptlcal way whlch - |

‘fmay well 1nfluence hlshbuylng behaV1or at that p01nt 1n tlme. ';jy




"fThe llterature generally reflects a conclusmon that consumnrs _Hf'

are” 1ncllned to test advert1s1ng tlalms agalnst some standard

'v_Qof bellevablllty-m

1‘pass more eas1ly through the fllter., These are
?‘";Maloney as "remlnder messages?, Wthh he c0nclude

. fbelleved eas1ly. Persuas1ve messages almed at changlng

‘ ’...bellevablllty is not an’ ‘inhérent "
" "property of .the advertisement. 1tse1f””‘
- It is not a mystic something that scme:
a . ads_ have and others do not have.
Bellevablllty depends upon the: 1nteract10n
" of. each advertlsement with the consumer's -
‘_at+1tude .and memorles accumulated from
]prlor experlence.; [18 e 1963]

\

L : : - - : e
Messages whlch ale conS1stent w1th ex1st1n' predlsposytlons

d}attltudes,~confllct (by deflnltlon) w1th pre—eX1St1ng attltudes‘f“'

K .

and values and are not SO | eas1ly accepted He notes-,w

. 5,It is now apparent that no advert1s1ng
‘”»5@1s«llkely to ‘be completely ‘believable *

. when its purpose is to change people s

‘ ‘minds. . 1, 1196371 ‘ ,

Maloney s rev1ew concludesjthat changes 1n a ceptance

2 of advert1s1ng clalms;:ome slowly and 'ncludewvarlous stages-QQ




-for 1t were more llkery to say they would serve it thanvju

oo Loy C

R 1

lixa low cost food product those bellev1ng the advert1s1ng

'were those dlsbellev1ng the ad [20, 1962] Interestlngly;'
hthose who were curlous about the bellevablllty of - the LT
“_advert1s1ng were also 11kely to 1nd1cate that they would
biserve the product Thus, curlos1ty may 1n some case 1ead
"i;to the same behav1or as bellef and that trlal 1s a s1mplerig"
f;way of collectlng 1nformatlon ln the case of low rlsk, low'j
ycost products.__These f1nd1ngs should not be generallzed to more
”hiexpen51ve or rlsky products for whlch other 1nformat10n—seek1ng_,'

SN kg
?proceduresisuch as word— f—mouth may be used

The factors affect1ng advert1s1ng acceptance are many

]

‘and var1ed : To mentlon a few -—fthe source of the communlcatlon
iﬂjmay affect acceptabllltyf--fmessages assoc1ated w1th a “hlghly

'credlble" source are more bellevable. On the other“han ‘ ,L”

'defens1ve av01dance or d1scount1ng can occur 1f the soujces ?L
}Qfare percelved to have low credlblllty or to-be untrustworthyveb

u[21 1969] Over tlme, the connectlons between messages and

R VS

ff;fsourCes may become forgotten and the message orlglnally ‘ ;3}<
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K"If “the - audlenCe 1s confronted w1th a: oonmvnlcator who s e

\ RS

”rylng to c0nvert it to a pos1tlon opposed tOlltS own,
1t\1s llkely to see. h1m as b1ased...and come away further

strengthened 1n 1ts own conv1ctlons“: [23 1964]

for example, '?é_ cereal manufacturer who has‘developed_a_'

nutrltlonal theme for his brand but 1f the conéuﬁér“is

Predlsposed to thlnk of cereal as- a m1n1mal ource of *t‘?‘»"

‘"7J nutrltlon, the consumer may not belleve the a vertlser s S !?\"
” message and thus fall to purchase.3 However, he mlght not be

concerned about nutrltlon, or make a "buy deC1s1on on

| AT
- Lt < . .
TRV o R ENe
{
l

an 1mpact on acceptance. The same story or advertlsement'

hln a. sensatlonal pulp maga21ne would for many COnsumers,
have a dlfferent acceptance level than 1t would in a

‘-

_‘ﬂ' prestlge magazlne.» Word—of—mouth communlcatlons frequently;vih~f

Tt

“aare perCelved as hav1ng hlgh bellevablllty.

Clearly the mess age content transmltted has great

lmpact on bellevablllty..fThose messages 1ncons1stent w1th f@‘}'

Full Tt Provided by ERIC.




”Tne extent to whlch s&%h dlfferences can be created depends

T

Bellevablllty has substantlal relevance to the 1ssue of ”3{
dvert1s1ng s ablllty

o_create art1f1c1al" d1fferences among pxﬁudx

: upon consumer w1111ngness to belleae that such dlfferences f&t_g iv(\

l’

do 1n fact ex1st - The 1ength of tlme necessary for - TR
. ~, IR oo
acceptance to evolve, prov1des for many consumers ample ' '

\'”-;opportunlty for testlng .artlf;c;al" dlfference cla;msgjh

e

ifagalnst other data. ,J ,‘ L TR T L

~ . a
e

The acceptance"fllter _iwhen aﬁnlled to the surv1V1ng

stlmull of the selectlve perceptlon process, has a( :
substantlal 1mpact on the number and character of stlmull- )
whlrh are retalned by the‘consumer. ;_“‘7f ‘1-, RS
- ~ - N
et . ':
o . .~ e
I - < Ve
< -
[ 2 . '



2.2.5 Re'ten’tiOn -

‘ﬁcommunlcatlons on consumer gurchaslng behaV1o

“.recently become controver91al is the’ extent to whlch the

‘l1t1me. [24] In examlnlng th1s 1ssue,.our dlscusslon w1ll lnvolve'

One aspect of the 1mpact of advert1s1ng/ arketlng
KWthh has

Eeffects of advert1s1ng/market1nq c0mmun1catlon17pers1st GVﬂr ;waj‘f

- two major t0p1cs'a

(l) Ev1dence on lagged effects of R hfﬁ‘;-;i;wmw~m-
._advert1s1ng/market1ng communlcatlons ' N
on sales (consumer purchases) ‘

f(é)‘EVldence on the per51stence of -
~ advertising/marketing. communlcatlons
'feffects. ’ : :

'EV1dence on’ Lagged Effects of Advertlslng/Marketlng Communlcatlons

‘on- Sales-“iftj T ML T s

L ,
s there ev1dence that: advert1s1ng/market1ng communlcatlons

e

'1n a glven tlme perlod de have s0me effects on c0nsumer

’ purchases 1n future t1me perlods (1 e., do have "lagged effects")°

f"Past research has shown that there 1s often a s1gn1f1cant

‘«statlsclcal relatlonshlp between the amount of advertlslng/

'T‘marketlng communlcatlons 'in a glven t1me per1od and sales of

product in future t1me perlods For example,_an °mp1r1cal;;

;study of the lagr*eq effects of advertlslng

has~been reported by Kr1st1an Palda.‘ At the c0ncluslon of hlS:
study,;Palda stated that the data ...led to the afflrmatlon

_fof‘the potentlal usefulness of the cumulatlve effects approach

\"4

Y - b
ey

‘ -'.., s . . - i . : (\c .

_24 ThlS lssue has become central in recent dlscuss1 ‘é‘
by the._ FTC of poss1ble "correctlve advertlslng.., on.'th
vypremlse\that advertising effects persist over tlme,.the FTCV”

has" prop sed "correctlve“ reoulrements, e. g, that a company

devote 25%- of 1ts advert1s1ng budget for the’ product 1n questlon

to a year-— long campalgn correctlng alledgedly m1slead1ng

- L - i

clalm..». s S \ : : RS . : - !

.

1




e

_dj,f o | .cn = ; 2 24 "témw b
:‘ln the measurement of advert1S1ng effectlveness. [25 ' l964]
another study, D. S. Tull examlned ev1dence bearlng on’the questlon :
‘of the ex1stence of a' caréy—over effect and also constructed |
J_models 1nvolV1ng repPat parchaS1ng and 1mpress1on cumulatlon as

underlylng reasons for a%carry—over effect lull suggestedkthat

3

*there are at least two reasons for bellev1ng that a carry—over
,,effect on consumer purchases may occur.' Flrst 1f advertlslng 1n— h
'troduces consumers to the advertlsed product and 1f certaln of -
?‘,;these consumers become repeat purchasers of the product and develOp
‘some degree of loyalty to 1t there w1ll be a sales carry—over
effect of the earller advert1s1ng. Second ‘a carry over effect Wlll

- occur 1f advertlslng 1mpress1ons "cumllate" over tlme to yleld sales

» results That'lS, repeated eXposures relnforce each other 1n 1n- ]

B

‘;duc1ng the consumer to purchase.;[26 l965] In another study of
‘“dlstrlbuted lags,, Roy"Tastram concluded that there typlcally
,:yale tlme lags, based on: a’ rev1ew of prlor research showlng recognltlon

',’of 1ts ex1stence by advertlsers and researchers y£27 l955“ k

S 25 g Palda, Krlstlan S The Measurement of Cumulatlve Adver—“‘ |
"-ftvswng Effects (Englewood Cllffs, New - Jersey Prentlce-Hall Inc.,*
"'», 9b4) P83, The term "lugg “or-cumulative: effects iss deflned
~...on p. 8 by Palda as: (1) the: effécts of a percelved advertlsement
) ‘whlch 1nf1uences two or more succe551ve purchas1ng declslons of a;
7gfconsumer w1th regard to. a" ‘given: product ‘(or brand of: a- product), or '
,'(9) the effects of ‘an advertlsement Wthh 1nfluences consumer buylng _
3behav1or beyond the perlod of its appearance. “The: term carry-over - g“ )
' _refers to the effects ‘of one exposure to’ advert1s1ng/market1ng S .
~Qcommun1catlons carrylng over to the next exposure. K_”

u;ﬁ26 Tull. D.. S.}"The Carry-Over Effect of Advert1s1ng"l
':Journal of Marketlng,f(Aprll 1965) p. 53 o LT

fg*27 Jastram, Roy W._"A‘Treatment of Dlstrlbuted Lags in’ thevrf“‘
: y“Theory of Advert1s1ng Expendlture" Journal ‘of Marketlng,kVol. XX,
~ iNow -1 (Jhly,,l955) P 36 The references ‘he cites;as examples -
gj'are- N. H. Borden, The Economlc Effects of Advertlslng (Chlcago-‘4
_ Rlchard E Irw1n, Inc., 1942), pp. 105 135, 137, :and .140; E. Too
: w,Gundlach Facts and Fetishes in Advert1s1nq (Chlcago~‘Consolldated
'ﬁfBook Publlshers, ‘Inc., JI931) . pp.‘307 ££.,. eSpec1ally pp. 315- l6-“‘
L. C. Lockley,‘"The ‘Turn-Over of ‘the Refrlgerator Market, " Journal -
of Marketlng, (January, 1938), pp.,211 12' cC. Margolls,b"Traceable
:.Response as a. Method of- Evaluatlng Industrlal Advert1s1ng A Case =
”Q .udy‘" Journal ‘of" Marketlng,‘(October 1947), pp. 202 210. '

j,\l» R
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As 1llustrated by the studles c1ted above, ther% 1s

-‘sc1ence"'work 1n [arketlng that 1n most cases there are txmey

lags ln the relatlonshlp be/yeen advert1s1ng/marketﬁkg ;ﬁ

communlcatlons[and consumer purchases.f A leading a%thorlty

] 1n the fleld as stated:/ 3_3‘KHHT?""¢Lgf”}L”,_f;ﬁ-

-IA s1gn1flcant/problem in: the measurement of _
“sales’ response to . advertlslng is the llkellhOOd
'that the’ sales response to an advertlsement mawy
;contlnue OVer . many perlods, perhaps even years,

i':‘[ze._19693 G e ,,\_; | ai'*-}

However,ilt is 1mportant to note that th1s canry—over/

cumulatlve aspect could arlse even 1f the communlcatlons

‘ effects of advertlslng/marketlng communlcatlons (tﬂat 1s,‘f
lqr recall product knowledge, attltudes about products,3etc )

a

- do not perslst over tlme,,because of "brand loyalty"'(see

Sectlon 2 3 4 of thls:Chapter regardlng brand loyalty)
Brlefly,‘brand loyalty 1s a pattern of consumer behaV1or over

tlme in- whlch a consumer makes repeated purchases of a brand g f%f

effort of the consumerj wxfr'

/-— N

It can be caused byvl(l) 1nert1a ——;ﬁ

"to reduce percelved rlsk and/or brand-ch01ce costs, (2) psy—7i'

wlth the product-'and (3) marketb‘g'_ rategles<—— such as

u.]w number and v“ﬂtrlbutlon of brands, or’contractual arrangements{f'

E]

28 Montgomery, DaV1d B._and Glen L..Urban, Manaqement ‘
Sc1ence in’ MarketlAg (Englewood Cllffs, New Jersey, Prentlce—j['
Hall Inc.,,l969) p. lQ4.gg\‘_ e "‘vf_ : ‘\‘_g«_ ”,
29.’;; Engel James F., DaV1d T Kollat Roger D Blackwell T
Consumer Behav1or (New York Holt Rlnehart and Wlnston, :

| Inc., : l968) pp- 606 6lO

| EKC o

A FuiTon b
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‘*ﬁiBO Palda,ﬁKrlstlan S

:;of consumer response Ev1dence of delayed effects on sales,

'by 1tself does not - prOVlde explanatlon of hy and how long

‘Jfgeffects, Palda refers to thls lack of data-f

””;?have shown that most of as fnrgetiraplﬂly and that dlfferent

Bt - . . -

-'advert1s1ng/market1ng‘cnmmunlcatlons do not measure all level;

'”flagged or cumulatlve effects pers1st over t1me., In concludlng

57hls research on: the measurement of cumulatlve advert1s1ng

Theoretlcal artlcles concerned w1th thls‘ _ «
75W¢_"fwlphenomenon ‘are. not lacking,” but . emplrlcal o
o 'fflnvestlgatlons are scant If: lagged effects
sare present in: many advert1s1ng s1tuatlons, 1t

-follows that an important gap ‘exists. 1n ad-
vertLSLng research [30, 1964]

e REEEIER
b :

It 1s therefore relevant to- c0ns1der other dlmens1ons

o \ e
of. consumer resp@nse to advert1s1ng/market1ng communlcatlons

1.

l”}ywhlch affect pu%chaslng behav1or over tlme

Ev1dence on’ the\PerS1stence of Advert1s1ng/Market1ng
Communlcatlons Effects-”cm-- S T

haer .
,«_.‘\\_

In dlscuss1ng non—sanes measurements of consumer response

”’::to advert1s1ng/market1ngtzmmmunlcatlons over tlme,llt is
;ﬂlmportant to exam%ve behanj-r‘relatlnqmto learnlng and ‘

"?Qrememberlng, s1nce the puxmcse of adwert1S1ng/market1ng com-ﬁl;

;llamunlcatlons 1<'to have c% cansumer learn s0meth1ng and then :i

‘fremember 1t Nﬁmerous exyermments over the years by psychologlsts

In an advert1s1ng context “a study to obtaln ev1dence on ]

4 - IO hwe s P

o Hall
‘31.

‘fAdvert1s1ng ‘Effects’ (Englewooa Cllffs, New Jersey, Prentlce—i,ﬁ

“Inc.,” 1964) p.;85 : SR R : e _
o Lucas, Darrell Blalne and Steuart Henderson Brltt,;.‘iﬂrV

S Measurlng Advert1s1ng Effectlveness (New York New YOrk e &b
—HJMCGraw—Hlll 1963). Chapter 3. E e | o

~‘}
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’ Wlnston, Inc., l968) p. 186

L2270

who developed a des1gn for measurlng what he called'"the

\

rememberlng and forgettlng of advert1s1ng.; Zlelske measured

?

recall of advert1s1ng content at varlous 1ntervals folloW1ng,
exposure to mall advertlsements.‘ HlS results showed a steadlly B
decllnlng proportlon of the audlence recalllng the message

r32 1959] Another study by Stewart however, ylelded somewhat o
dlfferent results., Stewart went beyond recall to measure )

other non-sales varlables of brand awareness, product knowledge,f-u‘.

-t

and 1ntentlons to buy among consumers 1n a test market.“ When

advert1s1ng stopped lt appeared that brand awareness decllned

_ - but product knowledge and brand 1mage remained relatlvely
e unchanged T 33 l964] e S

Any generallzatlons about the per51stence of c0mmun1catlon‘f

'Z‘eff/cts must be quallfled because a varlety of factors, 1n(:;jf

addltlon to the'passage of tlme p Be, 1nfluence recall._gp]

The extent of recall seems to be related to consumers' attltudes*

prlor to exposure to advert1S1ng, their 1nterest 1n the subJect 1'”

:f,of the communlcatiins, and other factors. [34 ]968]

32 ”QT 71elske, Hubert "The Rememberlng and Eorgetting of
Advert1s1ng"'(Journal of MarketlngL_Vol 23 Jaﬁuary. l959)
pp. 239 243.. Lo a : - ST RN

- ) Chapters 7 8 9, : Summarydbased on-.;J T
KrollkowsK‘” Thomas and AlV1n T2 Sllkr"Estlmatlng Short-. .~ * -
Term_Forgettlng of Maga21ne Advert1s1ng (Unpubllshed-»Pre-Q TR

34 | _”J«”James F., DaV1d T Kollat and Roger D.pﬁ‘,r
Blackwell Consumer. Behavior: (New Ybrk Holt, R;nehartdand{;i3

”fk:
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Another factor related to consumers 'rememberlhg/

g, -

:forgettlng over t1me 1s what value effect repetltlon has on:7

‘retentlon.. FxPerlmental work to. date has led to the fvf
‘dglfollow1ng conclus1on-f; retentlon 1ncreases w1th repetltlon. ]
erowever-f (a) repetltlon d1str1buted over several perlods leads

n“;fto greater retentlon than repetltlon concentrated 1n a.*gfﬁ

(b) var1-t10n 1n form style, and express1on N

"*3together Wlth repetltlon of ma1n 901nts, o

h_dmay result 1n greater retentlon than repetltlon of the 1dent1calru
‘d4message, (c) the greater the complex1ty and length ef the
'ytmessagej the greater the amount of repetltlon necessary to, B
‘produce retentlon- and (d) the greater the 1nterference from
‘ﬂcompatlng messages, the greater the amount of repetltlon
Lnecessary to produce retentlon., [35 1970] h;5h=~‘dfgf~;
Determ1n1ng the cr1t1cal p01nt where the Value of further~

‘f!repetltlon beglns to d1m1n19m 1s d1ff1cult For example,‘f'

QHovland Janls and Ke le’ ‘*ter rev1eW1ng several experlments,

dW;‘Repetltlonad -nom~1nfluence the

B : tofloss of attentlon, boredom,_)_} '~‘9f; o
>5and“dlsregard of the communlcatlon.f:[BGQ;:l953y\h~'

., negative, or non-. . .

JConsumer BehaV1or;(Glenv1ew, Illinois,%-*

36 Hovland arl I.,,Irv1ng L Janls and Harold H Kelley,-
Communlcatlon and Persua31on (New Haven, Conn.,.Yale Un1vers1ty
Press 21953) p. 2475 L e e J o ‘
37, ‘Ray, Mlchael L.,.Alan G Sawyer and Edward c Strong o
Ri(j‘"Frequency Effects Rev1s1ted"‘Journal of Advertlslng Research
””“°’Vol ll Number'l"(Februaryffl97l) p.:l6 f““‘@mqfq~gngfvug ‘

’
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. As. a f1nal comment on the Pers1stence of Advert1s1ng/ ;
‘Marketlng Communlcatlons Effects, 1t can be Sald that effects _3\\\\”»
| rare llmlted by consumer characterlstlcs Whlch ranae from | k

'Jaudlence s1ze"to consumer 1ntentlons,‘and that there 1s a:

f"frallty Of memory" [38 l964]_flfover tlme, pe0ple gradually
"forget the actual message.‘ As stated earller, however,g"...there

]lcan later be an 1ncreased (or lagged) effect Of advert1s1ng ‘on ?f'“'*’":

'liattltudeS‘or behav1or 1f pred1spos1tlons are,suff1c1ently favor-ilefd

'iable, 1f the 1n1t1ally unfavorable predlsp081t10ns fade, or 1f S
later experlence suppcrts the message A [39 1964] '

‘Conclu81ons and Impllcatlons for Research-

In the state—of—the—art data on the extent,to Wthh the

"[:effects of adve ‘1srng/ma ketlng’c;mmunlcatlons pers1't‘over— _‘fw

t[methodology,«andithe ilmlted

; ;39 Berelson} Bernard and Gary’A{‘Stelner Human Behav1or-f L
~An Inventory of. Sc1ent1f1c Flndlngs (Harcourt Brace & N A
World Inc., 1964) p. 543 S R e e




&ttltudes comprlse perhaps the most ;mportant

Wt .,

,1lter1ng" mechanlsm affectlng 1nd1v1duai consumer

= respamses to advert1s1ng‘and other\markeﬁlng communlcatlons;

<3The operatlon of'consumer”attitudes 1s two—wa _”

'Tfadvertlslng/marketlng

communicatlons afaect consumer

i};,];attltudeb,. nd conSumerhattltudes affecteresponses to}‘

l‘a&mertlslng/marketing communlcatlons.h‘Thls sectlon w;ll'be

Bt

7)-prwmarlly concerned w1th the 1nfluenCE'ﬁ:;advert1s1ng on
‘corisumer attltudes.;f".'i;f“ 'ff,"

- 1

Attltude research suggests that attltmdes are formed.by
.i‘consumsr reactlonfto”advertlslng'and other'lnputs as these
Qélnputsﬁpass through a ‘serie

of stepsfor illterslln the con—




P P

:,measures of advert1s1ng pe:form”nce.

’1fmeasurable;f Therefore, attltdde surveysqare trequently used as

v 40. _ l96l]

: An att1tude 1s a mental and neural state
,3=iof readlness to respond- organlzedﬁ’ :

‘innfl‘e'oe”on behav1or.,’g-;

Well-developbd attltudes are frequently deflned as,~

1 ifhav1ng three components- the EEQEEEQES component (measured

';[?Qcompo ent (consumers overall feellngsuof llklng or d1s11k1ng)p”




Tt -

,‘ Attltudes also vary "1n'1n1:ensg_tx A housew1fe may haVe
“ but“f’l‘f that brand 1s




For example, a consum‘er who ‘1s










predict changes in market share in time series equations oo

[ 48, 1969]. However, a recent reV1ew of 32 studles focus1ng
‘on the: attltude—behaV1or relatlonshlp concluded that

attltudes are frequently only sllghtly related to overt._behavior

P

[49 19697 Commentlng on this conclus1on, George Day observes B0, 1971]

that it does not mean. that‘attltudes and behav1or are/

completely unrelated ,but it does- 1nd1cate that actual ‘

qgnsumer behav1or is affected by other varlables in adgltlon O
to)attltudes, For egample, cons1der the several factors
‘which may‘ﬁake cigarette amoklng behav1or 1ncons1stent

,.w1th attltudes toward smoklng., As one’ smoker puts 1t5

Clgarettes taste terrlble, cause cancer,
make me cough and offend others. I
. dlSllke terrlble tastes, cancer and
. 'coughlng, and’ offending othersq But I
~  still like charettes,' S T

'>Summarz As suggested by the forego*ng brlef
dlSCUSSlOn, “the questlon of how advertlsrng and otheér n
'vmarketlng communlcatlons affect .consumer attltudes is a -
complex one. The exact effects depend on sevelal factors.

(1) What attltudes are affected by advertlslng
,and other marketlng communlcatlons° These may
" be attltLdes about certaln attrlbutes of the Q:,‘“fﬁ
_product or brand but not others.‘ However,rf -
hadvelt1s1ng can - also afftct attltudes toward the-

... . .product use’ 51tuatlon, or about the _ ‘ 'T.: ‘ ﬁvr e
R Ladvertlse@enta ltsetryubuﬁ notbthe-brand.:>ng\ R .
48 . Assaeli‘H;;fand’G“S; DaY""Attltudes ‘and sz;eéess—as AR 4

Predictors- of Market Share,f Journal of- Advert1s1 esearch,. -

Vql.‘8.;De¢., 1969, pp. 3-10. ORI g T R
49, 'chker,‘Allan N.f’"Attltudes versuS\Actlons"TThe" AT .
/Relatlonshlp of Verbal ‘and- Overt Behav1oral Responses to-v A

. Attitude: Objects,; The Jburnal of SOclal ISSues, Vol. 25

Autumn,_ 1969, PP-. 41 78. S : e e ‘; S e
.50, Day, George, 93;_c1t., l97l, p;;3o, - ' : oL
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(2) The-nature and extent of advertlslng S.
1nfluence on consumer attltudes at any p01nt in
time depends on the broader context of -

'pre—ex1st1ng attitudes. Eycept in . £§}e cases .
of totally new products or brands, any
advertlsement s effects on attrtudes is shaped by
pre—ex1st1ng consumer attitudes. - |
(3) The nature and extentsof advertlslng s
influence on attltudes depends on whether the

Vpromotlonal objectlve &s to form attitudes (aboutg
a new product. feature, a new 1mage ', for the
product) or to change attltudes (from negatlve‘

\fg/‘ : attltudes about the brand to pos1t1ve ones) " .

- Attempts to state flrm generallzatlons on the subject
of advert1s1ng s lnfluence on consumer attltudes 1s o -
further 1mpeded by the W1de varlety cf measures of. attltudes
Whl\h are employed. Results -from one set/ of studles -—'uslng'

. one method of measurlng attltudes —-'may not be ole)i arable_‘

'c?to other studies’ whlch employ dlfferent measurem

procedures. h . ,‘ ‘ﬁvf@ /*
_ However, 1t 1s clear that to some extent advert1s1ng
and other marketlng communlcatlons do play a- role ‘in the";‘f

format;on and modlflcatlon of consumer attltudes - Moreover,'

-

lt 1s clear that consumer attltudes are related to consumer -

-

‘actlons, and that changes 1n consumer attltuhes are related

to changes 1n consumer actlons.‘> .
: Some mentlon should be made of the flnal llnk between-

‘1att1tude and. purchas1ng behav1or. Whlle llttle 1s actually

~known about thlS llnk """ some evaluatlve process seems to take

o

_ place whlch lead‘“to the . evolutlon of a. "net" attltude or
ﬂconv1ct10n whlch lS a malggglnput 1nto the purchase dec1s1on \
vnMany other ron—advert1S1ng 1nformatlonal 1nputs prev1ousl¢ ‘

~“1ncorporated 1nto attltudes may.contribute o th1s flnal llnk

: g EKclct

wll Toxt Provided by ERIC

.mlnor 1nput 1n the case of many purchases.t o _",’h-“*~v‘

R}

advertlslng 1nputs’p se are llkely +o represent a



R \ - i . B . .
T . C. ,

2.3 Buying\Behavior:‘

N

The dlSCUSSlOn in Sectlon 2 2 has dealt w1th the effects
_. of advertlslng/m rketing communlcatlons on consumers' ggatesyv
of mirid: awareness of products and brands and’ their charac—
‘teristics, attltudes, and preferences. As explalned ear11er v
these so—called communlcatlon effects" are of interest

'prlmarlly because they are thought to be related albelt-

1n a complex fashlon, co consumers' eventual purchases of,

_products and brands,jand to the aggregatlve effects of these
:1ndlv1dual purchases~ such ‘as the “degree to which’ total-
’1ndustry sales are concentrated amongra few leadingtfirms
In th1s sectlon,:we turn to_a cons1deratlon of 1ssues~

'-and eV1dence deallng dlrectly w1th the relatlonshlp of

advert1s1ng/market1ng communlcatlons to purcna51ng behav1or.
“Although -as explalnedxln Sectlon 2 1 l there is. no generally
',appllcable theory or model Whlch we ccn use as a framework
ffor our dlSCUSSlon, there are some useful ways of clas51fy1ng

_buylng s1tuatlons in re atlon to the apparent role of adver—

‘t1s1ng/market1ng communlcatlons. , f:‘?f;; <

The effucts of advertls ng/marketlng communlcatlons on:
consumer buylng dec151ons can be evaluated at three dlfferent
levels of aggregatlon--*'w~‘ ’ - R, ’ :

- effects on' total consumpt1 'expendltures,“
. that .is, on .the sum" total. spendlng for-
““‘f*"~*all klnds of goods and- serv1 Ces;.. /o

a, S

- effects on Lotal spené{ng for a\?lven o
. 'category of products or serv1cesk such '
‘as - total purchases of telev1s1on qets,
and - ¥ o
-f‘?feffects on ch01oes of 1nd1v1dual brandsf
'lsuch as: purchases of General. Electrlc f; Jffp .
ftelev151on Sets-a'v"ﬁ : S - :

R .
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We shall begln our review of . the effects of advertlsrng/
marketing communlcatlons on consumer behavior by con51der1ng

the first two. of these three types of effects. '"Selectlve

demand" -- the choice of - competlng brands within a product
category -~ will be discussed’ “below. [Section 2.3.4]

2.3-1"Effects on Tdtal Consumption‘—

Accordlng to one economlst "...bu51nessmen and econo-'
mlsts have few doubts that advert1s1ng 1ncreases consumptlon
for the economy as a ‘whole." [51 1951]_MA1though there seems
to be general agreement that promotlonal act1v1ty has some
'effect on aggregate consumptlon there does not seem to be .
-any clear—cut ev1dence on “the extent of - the effect - Clearly,_'
'advert1s1ng/market1ng communlcatlon is only one of many Ffactors
'1nfluen01ng total consumer demand ' Other in? luences, most of

them probably moretlmportant than_advertlsrng, 1nclude'

. ‘the 51ze and compos1tlon of the populatlon

the level and dlstrlbutlon of personal income
e 1 . :
S changes 1n technology

*changes in life styles -~ such as the. 1ncreased

labor force participation of. marrled women ln S

'-the United States after 1950
‘1f'f'*-:soc1al;t“' | |

nds

Any effort to determlne the effects of advert1s1ng/
fmarketlng communlcataons on total consumer demand by analyz-,'

~1ng changes over a perlod of tlme would be frustrated by thev

~fact that all of the factors llsted above (and many others)
‘are also changlng.. The patterns of cause and effect among
5these factors are. complex.’ They have: not,‘at least to date,

rbeen successfully dlsentangled by avallable statlstlcal
fmethods.f‘flfgﬂ fg’fi’{ ’3w? ! c '

ﬁ'{\‘

ltrﬁans'Brems

Product Equlllbrlum Under Monopollstlc Competltlon

(Cambrldge, Mass.f Harvard Unlverslty Press, ©1951), pp.85-86.
R o e : ) e T SR

SR . —:»~- L S

- . e
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Therefore, we conclude that although some relatlonshlp
does ex1st between advertlslng/marketlng communlcatlons anu.ﬁ
aggregate consumer demand the nature of the’ relatlonshlp |
pls at th1s stage, 1ndeterm1nate. ‘

2.3.2 Effects on‘Primary_Demandffor Product,Categories -

The questlon of whether -=- or to. what extent —— pllmary

;‘gdemand for ‘an - 1ndustry or product category can be influenced

:;fﬁ_by adverﬁlslng/marketlng communlcatlons is a questlon that
has often been dlscussed by trade aSSOClatlonS, farmers'
-_cooperat1ve groups,-and academlc researchers.‘ Certalnly
f there have been numerous attempts to- use advert1s1rg for
;the purpose of lncreaSlng prlmary demand. These attempts

s

"have 1ncluded campalgns to promote the wearlng of hats, to‘~'

stlmulate coffee and: mllk consumptlpn, and programs"to en-

'courage purchase of" va11ous agrlcultural commothles. L

_ In relatlvely fem cases have sthematlc efforts been'

" made to meature the results of prlmary demand promotlon -
of .these, even fewer have been made publlc.? Nell Borden's

major'study, publlshed 1n 1942 is Stlll the most compre—.‘

‘ hen51ve source of eV1dence on prlmary demand effects.

Borden s overall conc1u31on was that--

: _‘L

R “;So far as prlmary demand is concerned the
~industry. studies and:the cases, analyzed jus- ..
S tify. one clear . and lmportant general;zatlon,
S -'ﬂwducts,,whlch are determlned by underlylng
'@*?“”*t:/¢~s0c1al and. eHV1ronmental conditions, are - -
S 7. more significant in determlnlng the ‘expan- "
-~ sion or contraction of prlmary demand than,p;,
“is the use or lack of: use of advert1s1ng.‘ o
1[52.1942] - . Fn T

oy

Commentlng further on. theﬁpotentlal effects of adver-”

tlslng on prlmary demand _Borden has stated thato

_ 52 Borden, Nell H.,;The Economlc_Effects—ofwAdvertl51ng
[]{ﬂ: Chlcago IllanlS Irw1n, 1942)

wll Toxt Provided by ERIC




"1ng —-— and of selllng in general -- is that t makes people

s end lar e- sumson""luxurles“ and "ferOlltleS"f such as'
v P g

-”by John Kenneth Galhralth [54 1958 and 1967 ]. _-f,!f*fpef

53, Borden,

2.41

- Advert1s1ng has been effectlve in:increas--
—ing primary demand when product- -related . -
social, : economic, and technological forces
have been favorable to the expan51on of the .
demand. : , o _ -

- Advertising, no matter how massiﬁe'the'dose
~witl}-not -counteract- strong -changes 1n~demand _”f'w e —— -

which have. been caused by basic changes. in /
social, economlc and technologlcal s1tuatlons
[53,1959] , .

3 3

2 3 3 Needs versus Wants

Perhaps the most frequent of all crltlclsms of advertls-

'want th1ngs they don t need _ Th1s klnd of cr1t1c1sm has been

'jdlrected toward numerous products durlng the affluent 1950's

and 1960 s, ranglng from the "tallflnS" that characterlzed
‘automoblle de51gn 1n the mld flftles to electrlc dev1ces_:
such as can openers and toothbrushes, to various: convenlence

foods 11ke ey dlnners. These and many other. relatlvely L

}‘new products have been c1tedPas 1llustrdtlons of “art1f1c1alv/,

demand created by advertlslng and of "contrlved wants.

At a more global 1eve1, some commentators see eV1dence
of wants outrunnlng‘needs in the overall pattern of consumer‘“
expenultures 1n the;Unlted States - and 1n other Western

Tcountrles, too, for'that matter.- The fact that consumers

ilarge, powerful cars,‘cosmetlcs, and alCOhOllC beverages)—-‘ "7}:

'ﬂwhen-there are urgent needs for more reSources 1n such areas'“‘

R

as educatlon, urban renewal ecologlcal reform, and so on_-—

;is, to some, prlma fac1e evldence of an underlylng dlstortlon e

hln soclety._ ThlS argument has been nade w1th partlcular force

_Nell H., and Marshall Martln V.k Advertlslng

’_r—-wManagement-'Text & Cases (Homewood Ill,,_Rlchard D . Irwink“

v+ Inc., 1959) pp. 45-50.

kﬂ§élbr3Lthﬂ John Kenneth,WThe_Affluent Soclety (Bostonﬂ:’ :_
ioughton leflln, 1958 The New Industrlal State (Boston- S
Houghton leflln 1967) Sy ST R ‘ RN
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In 1lght of the ev1dence rev1ewed 1n Sectlons 2. 3. 1
Jhand 2.3. 2 regardlng the 1nf1uence of advertlslng/marketlng
communlcatlons”on total consumptlon and pr;mary demand, what
“can we say about the;perennial‘issue.of'needs versus wants?

.. Insofar as. the Criticism is based on actual expenditures by

consumers, the avallable ev1dence indicates that (1) many
'factors affect these expendltures-;and (2) advertlslng/
marketlng communlcatlons ueldom constltute a domlnant 1nf1uenceL
';'on expendltures.- " f;’= - « \
| fA’The issue cijneeds versus want; eannot really be resolved
,howevel, by analy21ng actual consumer evnendlturss and factors'
that 1nf1uence them. "Need#" and "wants“ -are psychologlcal |

A
terms,. and they refer to sets of constmer attltudes toward

goods and serv1ces.h A fundemental questlon 1s whether any
‘meanlngful dlstrnctlon can be drawn between the two terms
In the numerous pub11shed commentarles on the subject 'no'
kreally satlsfactory dlstlnctlon has ever been proposed tA“’

-;representatlve treatment is that by h1stor1an Brnold Toynbee,-

iywho suggested that goods and ‘services could ‘be ClaSSlfled_.
. S '\-v
~1nto three groups-,:iﬁf”“~~ S

T T el e

‘;Needs —»the ‘minimum materlal re- . N
Lo qulremento of 11fe._mla.5 IR A
zcenuine”\\;f" T NS S .
!Wants—ﬂ"...wants that we become' aware of e »

'”‘ff;g_spontaneously,‘w1thout hav1ng to - : S

- =--be--told-by -Madison-Avenue- thatmwem"~-"ww;f%ww¥*
. want sémething ‘that we: should. never‘ P
,ffnave thought of wantlng 1f we -

f?had ‘been -left in peace to flnd' _
T T out our” wanto for ourselves./-f'””www

FRSE

B Unwanted R e S
B Demand‘— demand "created" by“advertlslng, Lo
. ;J"'?g*’above and: beyond "genulne wants. :5151'5
[55.1966] o : . o

-55 Teynbee—~Arno§d J.,kAmerlca and the World Revolutlon N
[R&C (New York Oxford Unlverslty Press \l96§) pp.ol44ﬂ4,.1;
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The dlfflculty w1th this - approach of course, is that-‘
few, if any, wants are really "spontaneous." All avallable
ev1dehce suggests that consumer desmres - beyond purely _
b1010g1ca1 requlrements for surv1val -—-are learned from a
wide variety of sources, ‘of which advert1s1ng/market1ng

;-'fcommunlcatlons is only one . Srw;;fl, o - o
- We belleve that there 1,'no operatlonal dlstlnctlon |
'cbetween "needs"‘and “wants,j except in the context of a system

‘of government based on much greater central control than that
“which has tradltlonally been acceptable in the Unlted States_‘r
'and otner democrac;es._In a centrally planned soc1ety,i;needs“‘
can’ be deflned by governmental agenc1es ' But as long asfcon—
,isuners are glven as much freedom of ch01ce ‘ds they presently

'are, no such deflnltlon of “needs"‘seems pos51ble.

2. 3 4 The Brand Ch01ce Process'

2 3.4.1 Introductlon

It is self-ev1dent that a major purpose of most adver-u'
t1s1ng/market1ng communlcatlons expendltuges'—— at least
by manufacturers of consumer products —ﬁlls to 1nf1uence ‘ ‘
%I;‘consumers' ch01ces of brands."Although brand advert1s1ng B i: o
| ‘.;can and no- doubt often does have some effect on “prlmary demand"\\_\J.
“;too,‘lts prlmary goal 1s clearly to 1ncrease the advertlser 'S

"share of market w1th1n a glven product category. Thus, Whlle

‘advext1s1ng for Kellogg s "Spe01a1 K" cereal may have some -
'1mpact on. total consumptlon of ready—to eat cereals, 1ts'
fprlnCLpal objectlve and result 1s to keep ex1st1ng customers

[-,and to 1nduce buyers of Other cereals to sw1tch to.“Spec1al K.

The close connectlon between advert1s1ng and brand

M??rlvalry is reflected 1n the hlstorlcal evolutlon of adver-wmu‘

‘-'tlsjl_ng in: the Unlted States

;j‘fgpubllshed advertls1ng text

f@ﬂtlon brlefly-'
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[An] important marketing effect of the
Industrial Revolution was the. blossoming
' of branded goods.e.\All the changes induced
. by the- Industrlal Revolution...are reflected
in the growth of" advert1s1ng expendltures_ _
'durlng -the__last. -part- of~the—nlneteenth~~~**““W'WV“
century and the first part of the twantiasth.
[ 56, 19711

S
“.

In V1ew of the fact that so much advertls1ng is dlrected
toward 1nfluenc1ng brand ch01ce, 1t 1s not surpr1s1ng that
many of the commonly—v01ced cr1t1c1sms of advert1s1ng/market1ng

communlcatlon are related 1n one way or another, to 1ts

:effects on brand selectlon.ﬁ These cr1t1c1sms are sometlmes’
'stated 1n terms of alleged 1nfluences on 1nd1V1dual consumer
behav1or patterns——‘for example, the clalm that,"advert1s1ng
ds the consumer to attach 1mportance'+o "artifi cial’
;dlfferences among rands; e Alternatlvely, broad assumptlons
.:about effects on brand ch01ce behav1or are sometlmes used
as. a bas1s for cr1t1c1sms of advert1s1ng s overall results.
For eiamble,,some economlsts asselt that advert1s1ng serves
as a barrler'to entry of new_eompetltors, and exPlaln th1s
.end resulf on’ the ba51s of 1ts assumed role 1n creatlng strong ‘,”"rir
hfigbrand loyaltles‘(for further dlscu551on see Sectlon 3 3 lL,‘ :
‘“ﬂ;;“ﬂﬂff Whether the 1ssues are stated 1n terms of dlrect 1mpact.
~on- 1nd1v1dual consumers or 1n terms of aggreJate end results,.

»;any appralsal of the economlc and soc1al effects of advert1s1ng

a

fclearly requlres some cons1deratlon of the role of advert1s1ng
in 1nfluenc1ng brand ch01ce Varlous dlmens1ons of th1s'v#¢~%f7

complex tOplC are d1scussed 1n the sectlons that follow. P

In d;scus51ng the effects of advertlslng/marketlng ;ém%;;;;;;awu

d‘lstlngglsh {"Mhh!

rnbefwééhifW97£YP¢Siquﬁiﬁﬁ%ti¢ﬁs -1n1t1al Eurchases and‘routlne

.,SG:f'ﬂenneth“A. Longman Advert1s1ngA(New YOrk Harcourt
lrace Jovanov1ch Inc., 1971), pp. ll 12 ' -

IToxt Provided by ERI
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purchases. -There is a fundemental d1st1nction between a con-,(

sumer s flrst few purcnases of a product and h*s/her later
purchases, assumlng that use of the prodxu- vecomes. regular.
When a consumer tries a product for the first time, and . for
at least some time'thereafter‘ he/she typlcally experlments,
'makes comparlsons, and generaliy engages in consc1ous.‘system—
atic’ appralsal of alternatlves.‘ LaLer»on, after the_cmnsmmer
has acqulred experxﬂnce Pusshas ;mg and wse patterﬂs“often _ /
become repetitlve. AdVertlslng and - other forms ‘of marketlng
communlcatlon play very dlfferent roles 1n these two situa-
tlons._ For th1s reason, ‘we. deal separately w1th Inl sial
PurchaSes'(Sectlon 2. 3 4.2) and Rmutlne Purcmases (89ctlon
2. 3 4.3). ' '

' W1th1n the°categoryfof:"rout1ne purchases,f advertlslng/
arketlnq communlcatlons may be in ended by ‘a marketer Fto keep
ex1st1ng customers by relnforclng thelr "loyaltaes" to hlS
brand' or to take customers away from other brands by rnduclng
-'them;to "sztch. ‘ Slnce on brand s new-recrults are anotherf
.'brand'o defectors,yloyalty and sw1tch1ng are obv1ously oppo-f
s1te s1des of the same coln.‘ Both of these concepts are

d1scus°ed 1n Sectlon 2 3 4 3

2. 3.4. 2 Initial Purchases - 'u"f*h_:i,(jfyiuf‘. 7,* ﬁ,uffi*,ic;f?
/fw'pfi'f Advertlslng/marketlng communlcatlons affect brand ch01ce '
ufgw__wbehav&er~most~strongiy 1n the case of "1n1t1al purchases"“t-a

the flrst few purchases that a partlcular consumer makes of a
glven product or brand Three types of . "1n1t1al purchase"-'

fdsltuatlons can be dlstlngulshed;‘ new product caterrlES,%ﬁfq'=fp.'u"{,

new brands 1n establlshed product'categorles,:and new customers;;;ﬁ

1 e., consumers just enterlng the*market for a’ partlcular“}*y"

product category.vu

4 ‘EKC

“‘for explalnlng 1ong—term trends 1n sales of a product category,:{[}af"




-;Figure'2.3 depicts'a;typical "life | cycle"'pattern.x As shown
:there, when a hew type of produ“t —7'such as color telev1s1on
'sets or lnstant coffee ~= is’ flrst 1ntroduced -sales typlcally
lgrow sowly at flrst “then :apldly,_and then more slowly again

-h'as consump hom (or owmershlp} approaches a "saturatlon“ level

"1n a glven market St1ll later, sales may decllne as a product

-~

is supplanted by substltutes —— as,_for eXamplev evaporated

Mmllk is belng supplanted bv fresh mllh powdered coffee creamers;

yand pre~fo*wulated infant foods._ These stages are dPS1gnated

\as Introdtctlon, Rapld Growth Maturlty,land Decllne.‘“ p’.~,,
The llfe cycle concept 1s of 1nterest here prlmarlly because

1he stages of the llfe cycle generally Correspond w1th changes

*“1n'the*rolem f%adverttslgg/marketlng ----- communlcatlons and changes

in. the Jevel of expendltures relatlve to. sales volume. As

'~suggested 1n Flgure 2~ 3’} durlng tne Introductlon stage,‘-‘ V:Q_;g
advert1S1ng/market1ng communlcatlons expendltures tend to be ‘
vvery hlgh in relatlon to'sales,,thls ratlo decllnes s1gn1f1cantly
durlng the Rapld Growth phase and then typlcally stablllzes = - »:

*',once a product category enters maturlty.rV;“~;%

g\study of pr oduct 11fe cycles for processed food products

f\that advertlslng/sales ratloswdo,‘ln fact generally

‘_‘follow these\patterns,
to’ support the hypotheS1s.' [37 1966] A slmllar study of
“llfe cyc1es for ethlcal drugs showed that promotlonal expendl—‘
'itures arel“...at a peax 1n the Grcwth Stage then decllne

”-ﬁﬂdurlng the Maturlty Stage [ 38 1967].5ﬂ1¢h"\'f‘:fhf‘fflf% ﬁ”l;ﬁ;"° l‘iumvli

; 57.:Robert D. Buzzell,l"Competltlve Behav1or and Produ“t S e
ﬁiLlfe Cycles," in John: S. erght“and T L.‘Goldstucker (eds ),,,‘pfn
“VNewﬂIdeas for Successful Marketlngi,proceedlngs oF 1966 P

.lERyc\\
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’;fcomparlson w1th expendltures later on. For example, a studyﬂ

lﬂfffl964 showed that-

2.48 . .
Not only do patterns of advertlslng/marketlng communlcatlons '

-

expendltures change over the llfe cycle but so - does the role

played by communlcatlons.« Varlous studles of the effects oflym
"promotlon on the adoptlon of 1nnovatlons 1nd1cate that “mass

: medla" have thelr greatest 1mpact on creatlng awareness of new

Broducts or 1deas durlng the Introductory Stage. {Several
‘studles of spec1f1c lnnovatlons are rev1ewed 1n 59 ’ 1968]ﬁ1l,*?(
- The 1nformat1ve role of-advertlslng/marketlng communlcatlonsph
ntends to decllne 1n later stages of the llfe cycle, as consumers
galn experlence w1th a’ product and - among other thlngs ?4 .

“word of mouth" 1nf1uences become more 1mportant (cf >Sectlon

New Brands-‘The role of advevtlslng/marketlng communlcatlonsyfﬂ

\ "

changes durlng the llfe of an 1nd1v1dual brand in a fashlon .
.’roughly slmllar to that of product category llfe cycles.f When
~fa new brand is~ lntroduced to the market ‘even 1n a well—bf
',establlshed product category ;~ for example, a new brand

of ready—to—eat cereal ——'expendltures on advertlslng and ‘
pother forms of marketlng communlcatlon are llkely to be very
hhlgh (both 1n absolute terms and relatlve to sales) 1n"';

>‘of 127 new processed food productshlntroduced between 1954 and

#jéﬁfanurlng the Flrst Year of Dlstrlbutlon, _,yyfflki7'i”’fﬁ
» ,w.fﬂmarketlng expendltures averaged $1 4 - 7 L ,

vﬁgmllllon per product representlng 437 LR

of annual sales-l;‘”

‘—;1lfDur1ng the Second Year if Dlstrlbutlon hhwf!ffha”ydiﬁlil'

to $961‘ ooo per product or,24% of




Laam,

. _249‘
New Customers- A thlrd type. of "1n1t1al purchase"

Y

51tuatlon, perhaps 1ess[obv1ous than that Lreated by the 1ntro—‘
ductlor of new product categorses and new brands .is the constant L f[ i3e

entry of new customers into- v1rtually eery market Customers‘kf'

enter markets for the flrst tlme when they reach a certaln age B
or. llfe Cycle stage that makes: use of a product necessary, . }
suLtable, or legal or when thelr 1ncomes reach a- 1evel rhatv
permlts new types of expendltures. Malner and Slater, in a

1964 artlcle, pomnted out that every product market 1s constantly

"1n motlon," partly because of the entry oﬁ new consumers
rhey mentlon alr travel w1ne, color telev1elon,:and othex

examples.of 1ndustr1es that have grown rapldly because of an 75

1nflux of newly—affluent buyers [61Hf 964].

A consumer 1s frrst confrénted w1th the need for

brand ch01ce 1n a product category not prev1ously purchased

he/she has ‘a need for 1nrormatlon ——‘and thlS 1nformatlon:fh

comes partly from advert1s1ng and other forms of marketlng
communlcatlon._ It 1s presumably because new buyers are most i"\\\;_,l

receptlve to communlcatlons that most 1arge natlonal advertlsers

tend to concentrate thelr efforts heav;ly on younger housew1ves.fj

To summarlze thlS sectlon on "Inltlal Purchases 1t seemsi;Z‘

clear that:ygr,fy7

”wwge""raThe need for 1nformatlon aﬁbut brands 1s;g;1”;1,-"“"
‘greatest when a consumer s expenlence in

,ﬁbuylng a. product is. E&mlted-f ‘ff?;ﬁmpfﬁﬂﬁfdyﬁf5

‘jConsumers are, accordlngly,

most;receptlvewfj]gxlu

“Markets 1_“
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" - The effects of. advertlslng on brand buylng |
:7behav10r are,»w1thout doubt ————— j-at - max1mummwhm*5

. “durlng the “1n1t1al purcha51ng" phase of o ‘ {p
a consumer s experlence.gzﬁf“r

r;ﬂ2 3. 4 3 Routlne PurchaSlng

ey

For ‘most consumers ln the Unlted States PurchaseS'of ;?Lf"

1f1ed as

most low—prlced non—durable products can be clfge

2rout1ne purchaS1ng_~ The exPerlencer housew1fe,smak1nghher

ﬁ”%weﬂkly vns:t-to a Supermarket or drug store buys toothpaste
‘ 5deodorants -faclal tlssues fr0<en veaetables, and- a w1de
"varlety of other products ‘on a routlne repetltlve bas1s.'

'As Howard and Sheth descrlbe 1t~

FIn the fact of repetltlve brand'

‘choice. dec1s1ons .‘the" consumer;

N - ; :s1mpllf1es hlS dec1s1on process - . R R

w0 by storing relevant information - . 4

5 Leeen and- routlnlzlng the" “decision - | '
' . process.; [ 62 l969] -

v
]

. DAY : P : Tk
The effects of advert1s1ng/market1ng'communlcatlons on -
ﬂlbrand cholce are less clear, and ‘no doubt more varlable for
;routlne purchases than for 1n1t1a1 purchases.‘ Marketers
”fﬁattempt to 1nfluence consumers' buylng behav1or 1n at least
'two ways~‘ by keeplng ex1st1ng customers and by lurlng customers
'away from other brands *‘ ‘The terms‘"brand loyalty"‘and "brand
sw1tch1ng" are w1dely used to deS1gnate the two pattemns of
‘behav:Lor.‘ i R e S TR . '

R}

Brand Loyalvy. The 1mpact of advert1S1ng/market1ng

»communlﬂatlons on'"brand loyalty" 1s of partlcular 1nterest“'
\because .of the alleged connectlon between thlS pattern of:
ehav1or and "barrlers to entry“ in a market (cf Sectlon 3a 3 el) o

;prconsumer 1s said‘to'be "loyal“ to a brand when he/she con—pJ
A
centrates ‘"most" of hls/her purchases of a product category

e T/

-

, ‘éz' ‘John A. Howard and Jagdlsh Sheth The Theory of éuyer
' Behavior (New York, John Wlley & Sdns 1969)", p. 25.
"‘ *Other purposes of advertising, for established groducts,
rected to experaenced“‘consumers -may include dev lopment
ER&C new uses for a product increasing gquantities used per use

N Sl T - >vu

wll Toxt Provided by ERIC
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\advert1s1ng7marketlng communlcatlons.;“

| Efquota 1on from Howard and Sheth
'vfpattern may be a ratlonal way of

for more consclous

Zsome CrlthS of marketlng,

_On thls p01nt

oy ‘JV»ﬂfUate and choose: to. the best of hls ablllty.

.- L2.51

glven perlod of t1 e,, Accordlng to

on that brand overi
thls klnd of behav;or 1s, or may be,_wff

"1rratlonal and nay reflect an under51kable 1mpect of'-; R

Whether sole or prlmary loyalty to'a glven brand 1s

to some extent emantlc questlon.4—'

'definld% AS suggested by the

“ratlonal“ or not 1s,
‘1t depends ‘on ‘how ratlonallty 1s

remtf

abov adoptlon of a routlneg‘

4

bal nc1ng the time requlred

dellberatlve ch'lces agalnst the potentlal

ml ht thereby be achleved

1mprovement 1n satlsfactlon that
economlst George Ka‘ona has suggested thata(

‘~‘Problem solV1ng behav1 r [also called ’ij*_ SR
¢ 'genuine -decision making'] is a relatlvely T
‘rare occurrence e I‘s maln alternatlve'
is. habltual behav1or Is. the consumer L S
:ratlonal or ‘is" . he.’ 1rratlonal°' ThlS_LS o B
oy . not- the rlght questlon to ask,... ‘[The. -
/}_ O ,consumer] is apt to prefer short cuts,‘
. . ' follow rules of thumb, and- behave. in a
L roatlne manner. But ‘he is-also" capable
""" When he feels

that 1t really matters, he -will" dellber~‘r

[ 63,

S Whatever 1nterpretatlon may be placed on brand loyalty,

and however 1t may be deflned operatlonally,vlt 1s clear that

!
;
; any consumers do exhlblt patterns of loyalty to brands.
! tudles by Brown, Cunnlngham, and others have shown that
half or more of consumers concentrate_

1n varlous product flelds,
\
substantlal proportlons\of thelr purchases orni a: s1ngle brand

[a number of these studles are rev1ewed 1n 64, 1968] .
*\«, ; ’
\

The Powerful Consumer (New York McGraw— ‘

., 63, George Katona,
"Hill Book Co., 1260) pp. 140, 145. -~
64. Engel,- Kollat " and Blackwelluﬁgp.;cit,,_pp,”575—7§.

| L L . R L
[ j"»[ L - S y L
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Effects of Advertlslng on Loyalty and Sw1tch1ng.‘ There

xhave been many attempts to develop formal quantltatlve models
?;for analvz1ng and predlctlng patterns of brand 1oyalty and .
7ﬁSW1tch1ng,_e1ther for spec1f1c product markets or for broad L
j'l“classes ‘of products.j [A rev1ew of brand sw1tch1ng models 1sr¥¢:
f;glvau 1n.65 '1969].‘ Vlrtually w1thout exceptlon, these modelsl
assume that one of the factors affectlng brand loyalty and, 4
‘sw1tch1ng 1s the volume of expendltures ‘on advert1s1ng/market1ng
Lcommunlcatlons.g (Sometlmes medla, message coﬁtent aor other»
‘aspects of the nature of the communlcatlon are also taken lnto
T.account ) Thus, although models of brand ch01ce dlffer in’ many

mkresPects they prov1de general support fo,hthe,ex1stence of

‘,some relatlonshlp between advert151ng/maﬂ<et1ng'communlcatlons‘“fQ
"7f‘act1v1ty ‘and consumers' brand ch01ce deGLS1ons.: At the same .

tlme, practlcally all of the brand ch01ce models also 1ncludefff

N s O

szactors other than advertlslng/marketlng communlcatlons45+7such

‘.as retall dlstrlbutlon, prlce and past purcha 1ng behavmorfﬁ~?_

‘ reflectlng the. fact that "ommunlcatlon 1s seldom,’lf ever,,the‘-
sole determlnant of buylng deClQlons.ri o , r .

There 1s some ev1dence, furthermore, that patterns of .

hbrand loyalty can develop qulte 1ndependently of the 1nfluences_:h

'advertlslng and other forms of. promotlonal communlcatlon.‘ Forij;'
'fexample 1nfa study by Tucker, housew1ves were offered cholcesif
'among four'"brands" (labelled L M P 'ang H) of 1dent1cal loaves‘;

‘-of bread , At the end of the sequence ot 12 ch01ces half of
‘;?the women had developed "loyaltles" for partlcular brands

Floyalty be:ng deflned as. selectlon of the same brand three

65. Dav1d B. Montgomery and Glen L. Urban, Management Sc1ence
~in Marketing'. (Englewood Cllffs,‘New Jersey, Pren 1ce—Hall =
1969),_Chapter 2 S L \Q“ _ C N T

wll Toxt Provided by ERIC
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For more tlmes 1n succes51on.k In a/substantlal proportlon of

Y ‘

.;cases, the women‘remalned loyal even when 1ower prlces were,///

';offered for other brands.‘ [66,1964] - |
" _ nghe s1gn1f1cant polnt aboutNEuCKer S\experlment,Qincthe'r"f ilw
'fjcontext of the current dlSCUSSlon,‘ls that'“brand loyalty":f*m“w S
:vdeveloped 1n the absence of any adwert1s1ng or other promotlonal
'act1v1ty. Slmllar results were obtalned 1n a later study by .
*D”McConnell who offered 1dentlcal bott1es of beer labelled w1th

;1e ers of the alphabet at prlces ranglng from $ 99 per 6—pack

~_up to $l 30 Agaln, no adver-1s1ng or other promotlonal

.~J

i_fnfluences were employed. [6%,1%?8] o
l?/t Although both of the studles;just c1ted were experlmental

P

':and were conducted 1n somewhaf "frtlflcmal".condltlons, hey
suggest that the prevalence of brand loyalty patternsvln the
‘7;market place cannot be ascrlbed entlrely jor even necessarlly

prlmarlly, to the promotlonal act1v1t1es of competlng sellers.fﬂhf7“

'“ﬁ;[:fln summary, then,}studles of brand loyalty and SWltChlng f}
1nd1cate that advert1s1ng/market1ng communlcatlons 1s one but

by no,means the onlv’ factor affectlng consumer brand ChOlce

‘ behav1or.- The nature and extent of 1ts}lnfluence clearly vary
- among products,~consumers, and market 51tuatlons. S

_,,J-" TR

*.66. ;‘W T Tucker,i"The Development of Brand Loya‘ty Journal‘\
. of. Marketlng ‘Research, August 1964 pp., 32-35. 0 % e
67+ - J. Douglas McConnell "The Development of ‘Brand- Loyalty.
'An Experimental Study,"'Journal of/Marketlng Research February

/1968 pp. « 13-1(9

EKC
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‘2”4 The Varlabllltv of Advertlslng/Marketlng Communlcatlons
" Influence-' PR \ ‘ L o

“r‘. e S e 5 e

B “,‘: St

Earller sectlons have treated varlatlons 1n the nature
towe * > )
@f and extent of the 1mpacts of advertlslng/marketlng communlca—f"

tlons on the consumer, varlatlons that depend onidlfferlng

attltudlnal and behav1o;al characterlstlcs of the consumer. "ff“

But characterlstlcs of consumers themselves and thelr relatlon—'f

ShlpS w1th products and brands are’ not the only var1ables5u7
’ 1nvolved Effects of advert151ng/market1ng communlcatlons
f w1ll also Vary w1de1y based on characterlstlcs of the
‘ucommunlcatlon 1tse1f 1 e., dlfferences 1n the tactlcal

elements of the company s or brand s advertlslng/marketlng

communlcatlons program;;WMoreHsPeclflcallY; the 1mpacts of

f"°advert1 1ng\w1ll vary byrlevel of expendlture, (sometlmes

known as advertlslng welght“),_by"the‘medla~employed and

by the varletles of message (content and executlon) used

~J‘.‘.~_,‘ R

:;j The purpose/of thls sectlon 1s to treat the PrlnClP%l‘WaYSA

practltloners vary these elements 1n thelr eftorts to achleve o

- max1mum consumer 1mpact. “Consumer 1mpact,1;1t should be

noted agaln,,may mean cd%;unlcatlons 1mpact (e.g., consumer fvﬁ~

‘awareness attltudes, etc ) or sales 1mpact.f3;_

;- These\gharacterlstlcs of advertlslng/marketlng communlca—h7r;

-

tlon represent the tactlcal 1nputs of he marketer. Indeeo,v‘ o

1t 1s 1n the regulatlon of these 1ngut characterlstlcs that K‘wtg‘

"lhexpertlse of leadlng advértlsers and thelr advert1s1ng
agenc1es resldes.; In thelr efforts.to determlne tne o

."rlght" amount to be spent on advert1s1ng, to select the t°”“y"‘

) \



Lt

‘vehlcles (e.g., Tlme j“The Lucy Show"), and to deS1gnﬁand_;95

fffcreate the most effectlve advertlslng messages, advertlsers

SRR and thelr agencles are concerned w1th specrflc market /f?ﬂi

Ts;tuatlons of spec1f1c products and brands, rather than

Effw1th broadly generallzable flndlngs77tEven w1th1n such

:giﬂfspeC1f1C frames, measures of advertlslng effectlveness i
“)regularly employed by advertlsers and agenc1es show that

'f@effects(ln fact vary w1dely

Because of the hrgh sallence to the advertlser and et
agency of callbratlng these 1nnut characterlstlcs 1nm‘,'r

ﬁj’partlcular 51tuatlons,‘con51derable research"effort 1s:

=<?'devoted to asseSS1ng?the consumerlfmpacts‘of varlatlons 1nl‘

iftmore readershlp than one in’ the hack.“ Notfunexpectedly,fﬁ

“gﬂ;rthe vast majorlty of the resea»chsundertaken, and«—— we ;f;f{Ef”
“”uisuspect;e-rth

,ostfdeflnltlve research lnformatlon, on

'ffthe effects of varlatlons of these 1nbut characterlstlcs

,'Ljrest ln_‘cqmpany and advert1s1ng,agency flles‘;:'

It should be noted that although we . have spoken here';?;

”fgﬁ~of the threetinput characterlstlcs separately'

1n fact

q‘*j;tthey are nelther unrelated nor necesSarlly separable,

‘-};;tln ‘terms elther o'fthe advertlser s, tactlcal BRI
‘:f{‘conS1deratlons or the 1mpact on consumers. For example;:'. o
.;,'?hthe overall level Of SPendlng may be affected by whether ;Wf*;fgnhd
Tfrfda dlStlnCthely dlfferent message has been developed-ﬂ_
wh;also,ithe unusual nature of the message 1tself may ”“i
outwelgh a relatlvely small budget behlnd 1t 1n terms
Q .

‘”[]{!:f resultlng 1mpact on the consumer.




“ftop management

Co2lse

Slmply V1ewed the crltlcal tactlcal element 1s the

llevel of spendlng \hIn economlc terms'a

"”ff}sales (short or long term) out

|

'ﬂLEVEL OF SPENDING

Lﬂ(translated by
“media: selectlon e
Cinto” opportunltles"‘
.| for consumeérs .to.
‘j‘see ‘and/or hear

advertlsements)

'? the process b01ls down to ad dollars 1n,'

From the‘standp01nt of the

e seeén

'roughly af

"”MEDIA

o

ll&)—-medlum

R i  MESSAGE

,——5pec1frc vehlcle

ol gjafe*‘

or as v1ewed by company

a

“jQCONSUMER IMPACT

(varlous types,

"7f7xof both'a com- .

munlcatlonq and

1'sales nature)




el 2087

«,2 4 l Levels of Expendlture —'

It seems 1ntu1t1vely‘obv10us that, generally speaklng,n'

more“money spent on advertlslng should result in .more. ?;fl

Jlflmpact on the consume It also“seems 1ntu1t1vely

“*fsome range o

ﬂépéhding?lévels; furtherﬂzncrements generate;h;“”“

v
e

'hj;more than proportlonate consumer re ponse, and flnally, that

;°beyond'some stlll further pOlnt vet addltlonal advertlalng

'fiénﬁ‘_~‘1ncrements agaln generate less: than proportlonate consumer

'ﬁ?ﬁNresponse (although perhaps;s 1ll yleldlng”a return greaterlhah“f

'*j*than the'c‘st of the advertlslng)

'jlf&lso,__*t

ﬁf;they arerconcerned w1th the levels at whlch on any such

3‘curves, the p01nts of crltlcal mass"*o “dlmlnlshlng returns"tf;

y if,A,., o B . consmm Gae
- ZRETURNS = -

;SAL¥555 ' ‘,?(INCREASING THEN ' T T S S PRI o
DECREASING) [the curve descrlbed above]

*?7}$QEXEENP§?URE5ONfADVERTISiNG55“h
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Economlsts and practltloners alike have been unable to

'Z‘?" agree on gust Wthh of; the above relatlonshlps most accurately

reflects reallty.t Howeverlfav“

;Marketlng and the:New»Sc1ence of: PlanhanEFdll;
Proceedlngs,.Amerlcan Marketlng Ass0c1atlonr 1968
69 Shryer,‘;j '

S s ‘The Measurem ni,of Advertlslnq Results"

Journal of Buslness Vo ji20 No.,}; !July, 1947) pp+ 131~l45

_ “TL Palda, K.S8.50 The Measurement of Cumulative AoVe"tlslng'

. Effects (Englewood{Cllffs-nNew Jersey, ‘PrenticeHall,  1964)"
22 Telser,,L -G. ?%Advert1s1ng ‘and- Clgarettes" Journalsof,mwmgg,h4;j
Pollt;cal Economy Vol. (October, 1962)" Pp. 471-499.
73 Slmon, J. L.,Q“Are There Economles of- Scale 1n:--"‘{ o
Advertlslng9" Journal of Advert1s1ng Research Vol 5, 'No;‘z;w.
(June,‘l965) P2 15-20. | ~ Fopt BT e T
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,’_4

There 1s not one 51ngle plece of strong

‘eV1dence~to support the general bellef R RS
pthat lncrea51ng returns exist in: ad-“‘i‘pf O A
vertising. A.very few: studles suggest - Caee¥ T
nthat;there“are 1ncreas;ng returns, but

¢

p;response functlon is: tharlably concave
H;downwardﬁ*" oy

E?Leadlng of the eV1dence Jthe eff1c1ency of
- ‘Vadvertlslng expenditures always d
©o="7 0 - s evenlat 'the“lowedt" levels,ﬂw1th;increased BRI o S b
.0 repetition: and with increased size.of ad- . 0
fuvertlsements (though total’ proflts may con~ oo
*tlnue to! rlse,.ofﬂcourse) e o SRR

tlslng. Whether anﬁ to what extent.thls behavloral”process of

LS

f;accumulatlon resultlng 1n purch,se occurs, as we alscussed 1nvi

¥

-f‘ﬁfSectlon 2 2 lS a subject requlrlng further research

“574 Slmon, T L. Issues ifn the’ Econofics of | Advertlslng (Unlwér51t;
‘ﬁof IllanlS Press, 1970mep. 21 22 el ey et S B e S

o



understandlnq ofmthe product and marketplace con—f;a°

'.dltlons under whlch greater or lesser spendlng on advertlslng
“makes sense 1n terms of consumer 1mpact

o2 2‘:Med1;-fa‘ R

1nput characterlstlcs of a medla plan (wher’) a_ messaqes_f‘;

(how) In thls sectlon we shall treat ways 1n Wthh varla—




i

'1Tactlcal ‘use, of. ‘the media»
such as.. qphedullngj mood

o

LT




<TV offersglmmedlacy end dramat“csrnput but'only llm—Qfxl“’

.‘x -

.1ted tlme to trdnsmlt 1nformatlon, radLo offers opportunltes toe 5““3*

a : . 2T L

ﬁeen

y h actual'knowledgeuaboutwthe relatlonshlp bet
. med \ an 1ce’ For S

example,

’llttle 1s'known 1nVOlve" the

about'medla s‘ablllty to

ness POlle Study

..... . T .

T8 ”””: a NIndustrlalgConferencewBoard BUS1
: [KC;.- 121 (1966) \Part. I, Chapter Lol e




Tr2alsl e
v‘ The reader of the prlnt,medla has gneater L
mlatltude 1n what he pays atten;;on to than

.. The coro‘iw,;
of- course' .

,Lhe attent 1on-grabb1fg‘char
e?medlaf¢fb S e

"ads-which ¢onsumers iconsider

}i Paymond A..

‘Aﬁéf1¢a¢* ‘The /Consumer : Vlew, Dlgest’Edltlon”(Cambrldge, Mass. ,‘[
Harvard Unlversaty,_lges) p.: ' h e




i

K In tneir compilation of information'on ithe @i%férﬁntiél

‘ . ' ol
: F

influence of media olasses and aovertlsements;on consumer
attltudes, Lucas and Brltt refer to a- stud* conducted by the‘
‘mBureau of Advertlslng of the American Newspap%r ‘Publishers'
| Assoc1atlon. 80, 1963]: "The Dally N aper and Its Reading
Puurrc ’obtalned 1nformatlon on’ the qualltles attrlbuted to A

- dlfferent medla based on - tho views of 4,826 peop]e age Llfteen

and,OVer:

High,Ratlngslof Medla by,Adults - ) ' 2 -

: “*Percentages B . Mag- & ... :
. ' Pescrlptlven;atlng Lo " Newspapers - TV azdines- - Radio .
" 1% first to introduce new products.® - 60% 71%  57% =~ 45%
dds 1nterest1ng and imaginative ads." 54 - 66 . 67 37 .
ives a good description’ of" the _____ L . 60 - 57 59 40

' products I need." e T
“Shows good taste in the” advertlslng - S -
it carxies. t .63 47 64 44

"Carries advertising that can be trusted - =58 41 57 40
MTells you all. you need to know when buying 50 - 40. 48 34..
a new product."” . B :
“%t1cks to the facts." = . 63 40 56 - 41
"1;ives useful informaticn.' S .7 58 65 54
-+ "Tells me where I can.buy things." . 83 . .53 41 56
"Is meant for péoble like me." T "'f61 . 52 50 .. 45

' : . o
/*Dercentage represents consumers who ‘rate. the med1um‘5,6,ora7 on

<

o a 7= p01nt scale for each attrlbute;‘;h'.

N i .

) v 3
*\.;w. Whlle newspapers were rated hlgh for carrylng advertlsements

‘\
i

\WHrch are rellable and 1nformat1ve _1t is noteworthy that telev;—‘<
csion and magazxnes led on new products and 1mag1nat1ve appeals..Q
g Thls tends to conflrm the rellance of consamers on newspaper ad—a:'”

P —

A Lucas,‘Darrell Ballne and Steuart Henderson Brltt, Measurlng'j¢g
3nAdVgrtlSlhg Effectmveness»xN Y., N Y.; McGraw-Hlll Book Co., Inc.g &
.1963) p.-344 ' , L _ _ R
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"Vertising for aCCuracy and fof“Specific informationV Likewise,

-\

itelev1s1on and maga21nes apparently serve the functlon 1ntended“’

" by those advertlsers who must stlr new wants for new products

through the' use of 1nterest1ng and ﬁmaglnatlve copy .

e ——

It should be nocted that~the consumer impact of media is
very difficult to separate from such other elements as audlence
'predlsp s1tlons toward the product the‘naturemof the message"
employed and the llke As Fust descrlbed there\are'qualltatlve
dlfferences among the. medla classes and in consumer. reactlons to
these dlﬁferenfes.' As a result many advert1s1ng campalgns .

‘1nvolve mlxed medla classes, so the actual tactlcal dec1slon
1nvolves the type and the ‘mix percentage of various advert1s1ng

' vehlcles W1th1n the medla classes

& .
1Y

_Tactical-useyof the.media-~~ Along w1th deC1s1ons relatlng

4
!

““to the” selectlon of the type and mix of adverfls1ng vehlcles,’
the advertlser must alsowmake dec151ons regard}ng the tactrcal
~use of medla.‘isnch decisions include the;iollowingﬁ |

o 'rPrlnt} schedullng,isize,lposition,aﬁfk
| q .mood (editorial enV1ronment) L;i

,//}:{;sBroadcast;ntschedulzng, length posmtld;

jrp .,l | o 'ig; ‘ \‘d,and cllnate (program env:ronment)

thor example, telev1sron‘commerc1als are 1nsérted 1n a w1de
“r_rvar ety of program-env1ronments; An advertlsek anterested
~H‘in maxlmlzlngﬁthe effectlveness of hls reach to a- partlcularh_

/ e “"":‘*-f;\,, PR N -

audlence trles to choose the p,opel program f01 hls advertlefi

~

d‘s1ng message. n"If program env1 onment affects the rmpact oit'

-~ i . _1
. .

I'

ucommerC1als, then 1t should be taken 1nto account...ln the

e o L : SR L ST e T ﬁ R
f . ! t L . L ' . . . o . . o




2.66.

selectlon and creatlon of commerc1als to best*utlllze t1me

'“‘alreadyj bought. [81,119?11»'By the same token, commerc1als
‘Yin hand'might be refplaced in a more hospltable,medla cl;mate.
The relationship of ad’size to readership.and buying behavior
is another example of a subject of continuing interest and
”:research, In one study,‘Dr. ‘Daniel Starch compared one- page
ard half-page muga21ne advertlsements for a varletj ot pro—‘

ducts and found dlfferences 1n both readershlp and purchase

amounts.ﬁ'[82, 1966]

fConsumer reaction to'tacticalkmedia decisions is

1mportant in the selectlon and ac~ of advertlslng vehlcles..c"

< ' Mty N

“AS»was descrlbed in "Affectlve reactlon " of th1s sectlon,“

te;eV1s1on attracts/compels the most attentlon, but nays tne

/ . P AN
prlce in the form of a hlgh degree of annoyance, print is
i /S

"\‘eas1er to tqne out but ads that do make a consc1ous im-
o presslon_are_seen more., PerbapS'the most masslve,ev1dence

regardlngjthe‘consumer 1mpact of variations in the use of
o

advert1s1ng veh1cles res1des in Daniel Starch s book

synthes121ng 40 years of data on reader

l

‘advert1s1ng., [83,“1966] 'However, the

Lp of prlnt

» esults hold only

For the ads t at he tested and for the prlnt vehlclesx

‘ tested —~‘pr1marlly consumeY magaZLnes ), The k1nds of -

‘- ) . . RO ’ '

81, Kennedy,\John R.\"How Plogram Env1ronment.Affects TV : .
- Commerclals" (Journal of Advertlslng,Reseath Vol ll, No;,l,Ax
ff‘February 1971), 'p. 33. o : : '
T 82. Aqtarch Daniel- Measurlng Advert1S1ng Readershrg and
. Rlesults . (New York New York McGraw—Hlll Book Company, 1966)
, A\”Chapters g'8& 20, -
?y«f83.; Starch, Danlel[ Measurlng Advert1S1ng Readershlg and ‘
' Results A(New‘York New York McGraw—Hlll Book Company,‘l‘o6)

i ' : ‘ . . . : : : A ,,)’
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“conclusions that Starch reached ‘are. typlfled by the‘samples
__ that follow: - . '
| . Thlckness of 1ssues - ads idévery -
‘thln 1ssues of publlcatlons generate. ’ o T
Hh;gher ‘than average”readershlp.scores€. 4;
iads 1n very thrck lSSues generate lower ft,r;_”
 than’ average. scores.k- f : B
‘;'P051t1on of ads’ -- ads/on the outs1de
,(back) cover and “the 1ns1de covers of
magaz1nes yleld hlgher than average
”,readershlp cores' ads in the_ front
- "part of maéaz1nes»score somewhat better
than t se in the—hlddle and pack.
.‘Use of color ---ads in color result in
‘_hlgher than average readershlp (on a
lfcost adjusted bas1s). '
Slmllarly, in TV, practltloner research has sought to

assess such questlons as whether the added Length of ‘a vi

cbmmerc1al results 1n proportlonately greater consumer
R pr g

W.V;attentlon (no), results in stronger ldeﬂtlﬁlcatron of the o

- advertlsed brand (yes),_etc. [84 1976
s q;] R
however,‘as an attempt to summarlze the dlfferentlal

effect of medla, one cannot state w1th any confldence that
&

one medlum 1s broadly more effectlve than others except

i

‘under partlcular product—market-conSumer 31tuatlons.§.AS‘,,
‘,hf”' ';.c nmunlcatLOns research expert Joseph Klapper states~

In. real llfe S1taatlons...(the) relatlve
P .w“t:eff;cacy of the mass: medla varies so
L wldely from one: tOplCal area ~o\ another

yo

184y Broadcasting}fNovember;305#197ng€;j34.‘x

e

h//



thul dlstlnctlo

fdof Marketlng‘Research (August 1964),7pp.

as to defy generallzatlon...Ea"h of the
: mﬂdla ‘has been ascrrbed\varlous
’ - "advantages which are believed, but rarely
' _demonstrated, to be related to that. B
~ medium's persuasive capabilities.  [85, 1960]
2. 4 3 Messages < “ /
/

By far the most varled of the 1nput characterlstlcs»

of advert1s1ng 1s the message 1tself --The-content - and

 —

adve tlslng agency s creatlve task and substantlal human |

energy ahd research funds go iqto the pre—testlng with

consumers of varlatlons 1n messages. ‘Such research seeks;~ﬂ

f
“*executlon of the advert1s1nq message 1s the core of the ‘ i'
5

!

|

|

I

,to evalaate the profpectlve consumer i pact of the messages.

FE

on communlcatlons measures and/or sur ogate sales measures «

(e g., d15p051tlon teebuyL(//“ {
- Both academlc and practltnoner sources attest to. the

relatlve 1mportance of - tbe messcgc ﬂersus the medium 1nvolved‘

or.advert;slng‘welght, For example 1n hrs study of short«
. t . C ¢

'term changes'in"market share Robert D Buzzell made a care--

between 1evel of expendlture and the

fadvertlflng message-l

R ‘yIf anythlng, advvrtlsang message
e fqualnty is more, important. thin.

' the.level of’ advertl51ng expenoJJ”
‘ ture._ ‘Me: T quallty is peird ar

. insignific. nor invariamt, s¢

- _often beén assumed in «odejz
L advert1s1ng grocesc‘" Rt

e

.85. Klapper, Joseph T., The Effects of Mass Communlcatlon
129-30. - | J

i(Free Prass: of Glencoe, 196Q), PO, .

*85. Buzzell Robert ‘Do ‘"Predlctlng Short—Term Changes i

Market Share as a Functlon of’ Advertlslng Strategy" Journal
Z7= 31. EARL AT

‘ R S : N

. RS T . N



~ advertisements w1ll actlvate four or flve tlmes as many

_persons to buy as medlocre or weak ones for thefsams

J88., ‘Starch, D. Broadcastlng (November 30, 1970

‘,York,,Atpeneum, 1963).'

L
Dr. Daniel Sﬁarch'greferring to the 1everage,factor -
in- the message 1 tself wrote‘that on'the'basis of his
jorganization's=exam1natlon of thousands of ads: "Strong_

/

product_ﬁu{87, 1966]* Recent studles of v Commerc1als by o tm;;

Starcthooper reaffirmed a 81mllar conclu51on for that

medium. [88, 1370]

The same;p01nt 1s made frequently by practltloners For'

',example, DaVld Ogllvy, 1n ‘his Confesslons of an Advert1s1ng a

Man empha517ed the 1everage that a strong message can have
,to overcome the. 51ze of the budget behlnd a competlng T

message. [89 1963]

How can we try to, fmrtmout the. relative’impaCts o

corsumers of. varlatlons 1n message content and executl n'>

Candldly L.;‘w1th_great dlfflCUltY.k leferent‘creatlve
gurus of the advert1s1ng “field have thelr own concepts of how
to vary such dlmens1ons of content ‘and. treatment as 1llustra—~

tlon versus copy, headllne verhrs text 1n the body ‘of the

A‘ad kldd of 1nformatlon 1ncluded fcr dlfrerent» 1nds of

products etc.' The range of creatlve elements 1nvolved
1nclu3es- empha51s on consume* benef1ts~ use of product:

demonstratlon, before and after approach use of mu51c

f“emphas1s on slcgan,‘ ~‘clal class orlentatlon of the ad and;

many others., Whrch elelments are 1mportant agaln depends

on the SPECIflC prodUCL~brard~market sltuatlon.
87 - Starch” D Measurlng Advertlslng Readerﬁhlp and Results
 (New:York, McGraw~Hlll 1966)', p.. 176. " T

189L-'Ogllvy, David Lonfess1ons of An Advertlsln Man (New



- " What 1s 1mportant to reallse is not that - there 1s a
slngle all—encompa551ng scheme, but that there are many
dlmens1ons admen themselves thlnk about and’ use in copy.
testlng. Admen assess copVv on the bacis of their models of
how consumers react‘to advert1s1ng,'var1ed approaches employed
1n thlS aspect of the. advert1S1ng process: lS descrlbed in scmwl

detall by Allce Courtney in. her doctoral dlssertatlon study

entltled Communlcatlons Research -and Advert381ng Prac“lce [90 l970]
B Thls subsectlon is’ thln on actual research data. The -
‘reason is™ not the absence of research s1tuat10ns (whlch agenc1es
have 1n abundance), bu rather that research has not usually
beenrgenerallzable. Thus- we must fall back on the often
competlng folklores of . the advertlslng fleld 'as developed by’ )
varlous practltloner experts. One such llSt for 1llustrat1ve

purposes,'ls ‘that of Ogllvy, whlch 1ncludes these max1ms [91 1963]

.o What you say 1s more 1mportant than how you
L say.-it. - S -
. ?_Unless the campalgn 1s built around a’ great |
 idea, it will-flop e ' : c T
Lo k.7_ifG1ve the factS-‘\x”*” ‘ : '
[T €;Make your advertlslng contemporary
J }LIf you are lucky enough to- wrlte a qood ad
~;repeat it untll it stops pulllng
- Never wr te an” ad - you wouldn't wanf your
lown famlly to: read §\~' L *
- -
‘Are. the " e unﬁquely act;onabl&T Are they broadly F—_—

o

p“aappllcable?— we do- not” know, Bat adverthiing people behave?

.as though thls-—- or. thelr own agency s "\%st"jéé'can gulde'y'

B

7?the1r -ads to more effectlve onsumer 1mpact. J,,‘

:gf90. Courtney,_Allce\ Communlcatlons Research and Advertlslqg
, Practice, Harvard Business School doctoral dlssertatlon 1970.
[R&Cﬂl Ogllvy, D. Ednfes51ons of an. Advert1s1ng Mau, New York j

memﬁtheneum, 1963),“€hapter 5': . S e L e




2.5 Summary: | | |
. In ChapterdTwo we eXamined‘the impact ofladvertising/'

marketing.communications on‘the informational'filtering-

:system and purchas1ng behav1or of consumers.A-We discovered>

:that th1s*top1c is compllcated hence dlfflcult to conceptvallze
h“and to‘research”‘ Whlle there 'is no generally accepted 'complete"
. model to’guide dlscuss1on and research there are" partlal o
'f'»models of the two ba51c processes whlch interact “and confllct
w1ch one another-.

.7 (1)  the consumer s purchase dec1s1on—mak1ngA1 TN
‘nprocess (obtalnlng 1nformatlon, evaluatux; 1nformatlon\\x‘;‘
:,formlng and changlng attltudes, choosmng among brands,'

‘and actual purcha51ng),,and‘ T |
(2) the adverflser S dec1s1on—mak1ng process (whether

media to use and how to schedule advert1s1ng).‘
Therefore we dlscussed a wrde varlcty of 1ssues and ev1dence
nlnq these twa processes as organlzlng pr1nc1ples. ‘
We began by presentlng a flow dlagram (Flgure 2. l) whlch l‘
:showed the conceptual relatlonshlps among the major concepts :
1n each of ‘these processes ﬂnd tne conceptual relaulonshlps,“
between‘the two-processes.l we- then turned to an examlnatlonf,:
4"of how adv?rt351ng/marnet1ng commun:catlons affect consumers°

The, plocess most'consumers seem to follow most of the’
/

elme 1n maklng'vf

yrchase dec*clons is essentlal y a problemr

;solvmng process.~'The consumer has goals, obtalns and

¢

evaluates 1niormatlon, makes decmsloﬁs, and acts.o However,
ﬂlthe dlfferences among consumers, products, and Sltuatlons arej

tlsuff1c1ently great that general conclu51ons aScLO what

o

DA

;[ﬂ{y:'-happens cannot be stated with' much confldence...




- Our discussion of tbe'consumer buylng process began

'w1th an examlnatlon of the ways in Whlch consumers receive ---
-and process 1nformatlon ~— which we calledufhe' 1nformatlon
.f11ter1ng placess. We dls"overed that consnmers actively

'seek 1nformatlon, but tnat they selectlvely expose themselves

to the varlous klnds of 1nformatlon avallable to them.-f;

Thus,‘for each consumwr, ‘'some 1nformatlon 1s never recelved , N

1hWe also found that consumers selectlvely percelve the 1nfor—
matlon they - do recelve, that 1s, 1nformatlon 1s percelved o

'd;fferently by dlfferent consumers. Consumers also vary on}

f'the oa51s of what advert151ng/market1ng communlcatlons claims

"they w114 accept reﬂember, or use as’ the basis for actlon.
anch 1ndlv1dual consumer fllters 1nformatlon on the ba51s of
hhls or her ex1st1ng attltudes and bel*efs. For example,

ylnformatlon that is con51stent w1th an 1ndlv1dual s bellefs D

‘is moxre llkely to get through these fllters ea511y than'

1nformatlon that COHfllCtS w1th ex;stlng bellefs.w

. The ways in Wthh attltudes ‘and beilefs are formed'

: and changed and thelr effects on 1nformat10n proce581ng and

,purchase behav1or have been the subject of much resaarch

“gThree components of .an attltude have been 1den“€f1ed Knowledge,_[h

_ ‘feeirngs, and actwon tendenc1es.l We dlscovered hat attltudes

ﬁdelcates that advertlslng/marketlng communlcatlons may -

may vary 1u degree of generallt], 1nten51ty, and 1nter—

'relﬁtedneSs.h Research on_attltude formatlon and change

b

s

aFfect attltudes 1n several ways- (l) by prov1d ng new;’

'1nrormatlon, {2) by relnforc1ng ex1strng attltudes and (3) : L

‘by transferrsng general attltudes to 5pe01f1c 51tuatlons.,h

J'»”Much research has been done on the ways 1n whlch advcrtlslng

por e -



attitudes‘precede behavior'n— or even predict behavior. .
~yWhile’these beliefs have been questioned, research:on~attitudes

has not yielded many conclus1ve generallzatlon\ as to the

reffects of advertlslng/marketlng communlcatlcns. Much more

2%
\
A}

' presearch 1s needed partlcularly on the role of pre ex1st1ng {;x.--

attltudes in the: proceSS1ng of Jnformatlon by consumers. |
What 1nformatlon is remembered and for how long depends
'rn part on how many tlmes an 1nd1v1dual 1s exposed to an'
'advextlsemeut.' Prknough re- entlon generally tends to 1ncreasez
._up to a certaln p01nt Wlth repeated exposure,kresearch on‘_
”%fthls tOplC has uncovered several c1rcumstances in Wthh
hretentlon is’ not affected 1n thlS stralghtforward manner.i
Related to thlS 1ssue, we also’ examlned the lagged effects 7
hof advertlslng/marketlng communlcatlons. We dlscovered that .
ex1st1ng“research suggests that sometlmeshthere is a delay |
between when consumers are exposed to an advertlsement and
gwhen they react by exhlbltlng behaV1or,_tnat is, it appears
‘;consumers sometlmes accumulate 1nformatlon over tlme before

Tmaklng pnrchase de0151ons.

‘Next, we loo}ed at buylng behavlor by Jlstlngulshlng
ufamong three types of demand--(l) total consumotlon,,(z)
”prlmary demand for product categorles,' 1d (3) selectlve
: 'wf':

'»demand for partlcular brands.

Advert151ng/marxet1ng communlcatlons clearly do have"

some. effect Q?jfn flevel of total Lonsumptlon and the naturef‘
'of demand for p;oduct categorles, however, the extent of

;that effect 1s not clear from ex1st1ng research Most Q_f o
%‘observers seem LO agrce that other factors - such as major-
‘soc1al technlcal and economlc tlends as well as populatlon

hERk(}aracterlstlcs may have a more 51gn1f1cant 1mpact on total

Aruitoxt provided by Eic




‘wdeclslon

“consumptnon and prlmary demand At the present tlmr, : N

§
however, 1t has not been pos31ble to 1solate the 1nfluenceJ'

of each of these factors. | |

Advertlslng/marketlng communrcatlons also clearly have
some - effect on the nature of selectlve demand but agaln,
i1t~has been 1mpos51ble to reach any qeneral concluS1on as
'to the extent of that effect ‘

" Brand cho;ce Dehav1or - how consumer select among

’*'fcompetlnq brands -~ hads been a subject of much- concern to

”marketers 1n thelr competltlve attempts to 1mp“ove thelr

7market1ng p051tlons° We 1deutlf1ed two types of brand

i
!

fch01ce'behav1or ,(1) ini : purchase (new product category, /‘

‘newlbrands 1n an establlshed category,‘or new. customers) and
;(4) routlne purchase (purchase of the same brand after an
glnltlal°tr1al perlod) ’ We found that consumers are more |
Zrecepflve to advert1S1ng/market1ng communlcatlons when
?cOnSLderlng an 1n1t1al purchase than when 1n a- routlne._
purchase 51tuatlon.4 An examlnatlon of routlne purchase -
;behav1or anOlVeS the concepts ofabrand 1oyalty and brand
:sw1tﬁh1ng whlch are 1nfluenced bv mahy faetors other than

advert1s1ng/marketrng communlcatlons.g‘j f - L=j ?’_\}‘

oK
What 1ntormatlon 1s*obta1ned, evaluated modifled

“and acted upon by consumers ls 1n large part based on what

,dvertmsers make regardlng the amount of money

/ e

‘*“theyﬂspend fwhat“medla/they use, and what messages they

deslgn."fAdvertlsers' ake such Jec1slons accordlng to thelr

.H\\

/
expectatlons of: cons7mer response, therefore, we next

. examlned .fchanges along these dlmenslons of advert151ng/

market1 g communlcaqlons affe”t consumers._"

' oo, 4 L MY, SV
K . . Lok o ) . ) . N
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We found no conclus1ve ev1dence as to how consumers
react to 1ncreas1ng levels of expendlture on advertlslng/
marketlng communltatlons- that 1s ey1st1ng evidence is

loweak on - the " 1ssue or economles of scale in advert1s1ng.-_:

‘Thore lS strong reason to. belleve, however, that hlgh

\

:expendltures on advertlslng w1ll not necessarlly lead

a

to: max1mum 1mpact on consumers, [

Consumers respond to medla in dlfferent ways based

~on such factors as. the- 1nherent characterlstlcs of - the
medlum (for example, 1ts phys1cal aspects).h_Coﬂsumers ‘ _uwi fé{i/
also react dlfferently on psychologlcal dlmen51ons such- |
as 1nvolv°ment and annoyance. These types of responseq
affect the process of rece1v1ng and evaluatlng 1nformatlon;‘

Mc st research on the dlfferentlal 1mpact of medla has been |

it £

-very spec1f1c to. products or- brands - there,ls almost no

hclear—cut evrdence on the general 1mp"‘tlof media‘charactoristics

' on consumer dec1slon—mak1ng. -v N | »7 R
q}\J.nally, varylng kinds of messages nlearly ajffe{;:*..’(:-f»—.in--U-u—vt ]”g\

some way consumer purchase dec151on-mak1ng.‘~Again, most

il

"“jresearch on thlS toplc has been very spec1f1c to productsmmmwkfemfr

e

-

. and brands, thus we were not able to draw any general

It 1s not our conclu51on that advert1s1ng/harketlng

1conclus ons. e

dommunlcatlons do not affect consumer purchas1ng behav1or;
i

‘“for that advertlslng/marketlng communlcatlons completely ‘, _T#f:

'determlne consumer purchasmng behav1or., Rather,flt 1& clear

’tha advertlslng/marketlng communlcatlonthave some 1mpact on’

73consumer behavmor, but to the‘extent of that Jact varles

'-w1th soc1o-econom1c condltlons, c nsumers, and%advertlslng

0 chnlques.




Chapter 3

EFFECTS OF AI}VE}RTISING/MARKE'I{ING
- COMMUNICATIONS C.i INDUSTRY COMPETITIVE
S R CONDI'IIONS AND BEHAVIOR

3. 1 Introductlon ,l’ o o .J‘h-\‘ﬁa_”

In Chapter TWO | we d1scussed the effects of advertISIng/

2

*mar?etlng communleatlons on tbe attItudes-and behav101 of

consumers.' In thls chaptef W“,shall examlnc the relatlon-w

'Shlp of advert1s1ng/market1ng communlcatlons to the econo-

_'mIc performance of Industrles, that Is, to what extent and
in’ wnat ways do advertlslng/marketlng communlcatlons affect =

fdthe nature and results of Industrlal compet1t10n7- WP shall

‘.\’

iwpreSent concepts and research from the study of Industrlal
organlzatlon —'a br?nch of economlcs f and draw upon our d1s—

cusslon of consumer behaVIor in. Chapter Two to show that no

fgeneral aqreement has been reached on the\exact nature of the

,relatlonshlp of advertlsfngzmarketlng commun1c1tlous to in- -

e

.fdustry competItIVe condltlons; behaVIor, and performance.

Relatlonshlpe between advert1s1ng/marketlng communrcatlons‘t.

eperd ultlmately, on how such communlcatlons Influence\concumer‘

behaVIOr.ﬂ “In splte of thlS,:lt lS sometlmes dlrflcult to show
Lhe connectlor cween poss1b]e economlc effects of adver—w

t1s1ng and the assumptlons about consumer response that loglcally

f?nﬁerlle them.' hconomlsts have generally focused thelr'atten—ﬁ

o .on quant!tatfve dImenslons of lndustry structure and

pelff’ 'nce, as reflected In aggregatlve measures of sales,-'”

[y

rf”es,3advert151ng expendltures, etc.= Thelr studles have

‘ldom been t1ed expllctly to theorles or. to research eVIdence ‘

u-~»." .

on actual consumer behav10r patterns.;‘As a result the lIter—s.W ‘
"Eature of'“lnw

“ERIC_

Tt Providsd by ERIC

K ’And to some\egtent, also on how competltors respond to

'strlal economlcs" has eyolved almost completeL&

e X 4.%,».’—74-7,\‘-, . ) i ; «




‘1ndependently from that deallng/uath consumer behav1or.fl‘

‘ _V In our rev1ew of research dealing w1th the economlc
effects of advert3s1ng/markét1ng communlcatlons, we shall
p01nt out -- whenever po Slble”; the im EllClt connectlons
'between these effect;/énd consumer behav1or. But, in some"
instances,‘these connectlons can only be surmlsed because{h

the researchers dld not state any behav1oral assumotlons Lo

A
1n support of/ eir economlc theorles._

3.l.+ Industrlal Organlzat;on-; An Overuiew—[l:

— — : ————— L Lo
‘-~The~%4£1y515 of 1ndustry condltlons, behav10r 1and;perj

T—

formance is called lndustrlal organlzatlon. Slnce the S P s
e , L

1930 s, the study of 1ndustr1a1 organlzatlon has centered oA !
ar und ‘a three—part model strucsure, conduct, and per-J_ R

form nce. This model, represented in Exhlb1t3 1, has beeni‘“
8 1

; ' [
,‘ver§'1nflue1t1al 1n the. conceptuallzatlon and research of -

\ , , . of
;1ssu s 1n thls fleld therefore,‘lt 1; lmpcrtant to under—uf»

7nd the essentlal aspects of thls model and where aaverm

i':tlslng/marketnng commdnlcatlons f1t in: the model.‘jfff”ﬁ

\

_{;3 1 1 1 - Desprlptlon of the structure—conduct—performancq model , S
J S Baln, an emlnent authorlty 1n the=f1eld of 1ndu§tr1al’!

%WD H \\

' ”organlzatlon, deflned narket structure as follows-‘¥;g

-/

’.vMarket structure refels ,o the organl ~;;" B AP ﬁd,
zational characterlstl s -ofa. market,~.a;;wwa S FERREREY A o
and for- praCthal purpaoses’ Lo those ~g;nﬂrif;1 ff i ' )

; cnaracteristlcs wh h‘determlne the -7 [Tl
‘frelatlons (a) of,seilers in" the' market R

. to,éach other, f(b) of buyers: in'the Pvﬂ“fﬁ ,

. market-to eac;’onnel, (c) of: the’ﬂ?‘”vxj '

2

~i'‘sellers”to t \buyers, and (d)- of:i

,r'?sellers esta ished in the market:
- to: potentlai new firws whlch mrght‘}»;'
eqter lt. {], 1968] ' S

[]Kf:Balb J.s. Indust¥ial Organization Second Eéifioh5kNewtrork}¢?*i'f
e Wl‘ey and Sons, Inc,,al968) p.,? B SRR OURC IR (R

e
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3.4

g h -
i i

The major aspects of" market structure are concentratlon, .'fﬁlﬁ‘j

'condltlon of entry, and product dlflerentlatlon | Concentrat1On;'.

elther of buyers or sellers, 1s a measure of the- proportlon of

B

Tsales, assets, or capac1ty accounted for by the few largest

__buyers and sellers.“ Condltlon of entry to the market referst/”
i

‘?to the ease or dlfflculty W1th wh1ch new f;;ps may enter the /
t

market., The term "barrle”“ to entry"'ls o n used to. descrlbe

Ry

~fthe obstacles new flrms must overcone 1n oroer to enter the-

market Product dlfferentlatlon 1s the\degree to Wthh buyers

percelve dlfferences among the characterlstlcs of competlng
: -

.products. 3x*grq_‘v,ff.,-?" : f‘.-Ah-g;fyirgy_fj*;f’ﬁﬂ»ﬂ p‘»kv‘:ﬁf”

;5

Baln deflned market conduct as 'the patterns of behav1or~l'

that enterprlses follow 1n adaptlng or adjustJrg to the mar—7

<_. --, -

erts 1n whlch they sell (or buy) " [2, l968] Market conduct
'plncludes the followxng varlables. prlce,‘product dlstrlbutlon,
marketlng communlcatlons, and research and development.yf

Market performance refers to the economlc outcomes of- 1n~7f’

f‘dustry behaV1or The outcomes%of major lnterest are the extent

'fto Wthh resources areeffrcrently"allocated,and the extent to

‘“whlch consumer‘wants andaneeds arezsatlsfled el




S - : N RN

what extent thls theoretlcal construct is descrlptlve of real*

F

: 1ty,cont1nues to be the subject of a great deal of controversy

13 l ] 2. Problems w1th the structure- conduct~performance model—

Although the structurc conduct performance model is very
‘useful for our appralsal of the effects of advertlslng/mar~d
aketlng communlcatlons ‘on the economlc performance of 1ndustrles;nd
‘“Vgthere are several problems assoc1ated w1th usxng the model;‘pi'.;}

, > | ‘
V:;There dre three types of prdblems < FlrSt; there a’

e problems

fln puttlng 1nto practlce the concepts used Jn the model IOrr-'

y_example, 1ndustry, , product dlfferentlatlon, and

-consumer

“~‘satlsfact10n.-; Second the varlable,advertlslng/marketlng

'communlcatlons.flts in each of the three tategorles-'lt 1s'

)

fa structure varlable, a conduct varlanle,‘and a performance

=

‘uyvarlable.i And thrd, measurement and lnterpretatlon of the a

- Tl b
SN

-relatlonShlPS among :varlables is very dlfflcultk*“ﬁ

-

-anow examvne each of these problems 1n detall.¢;7a %




‘fbeen used to clas51fy flrms 1nto 1ndustr1es- (i)‘tle’ﬁsé‘f“'

;. in an 1ndustry).ﬂp «'1"",;' - ";[A:' ga,_ o ,-\Q-JA [

‘”comparablllty of approaches taken 1s further compllcatedﬁ,f

;be questlons of geographlcal boundarleu, dlver51f1catlon_f'/“

‘-mand proflts Operatlonal

-f;exempllfled 1n the use of_k
1ent1atlon. : Thls concept embodles complex processes of
QCOnsumer 1nformatlon processlng,nattltudekformatlon andﬁ7iﬁ

hfchange, and brand ch01ce behav10r Wthh we dlscussed an;“?

‘7of s1mllar ‘raw materlals and/or productlve processes, (2)
_ productlon of goods tnat are close substltutes as percelved-

fpby‘users, and (3) self—reportlng (flrms who thlnk they are;.f /

; Lol

~

' A dec1slon as,to‘whlch approach to use or as to the-ﬁ"

Vof flrms,/vertlcal 1ntegratloni and changes over tlme.c

szhlS type of - problem lS also encountered in efforts to'{kpf:'f,s: ﬁ‘lw}h

-

*fmake the\concepts ot concentratlon, condltlon of entry,_zlf-‘a S ;-ijlﬁ

A R

The second type of operatlonal problem é 1nadequateﬁ'fh;:f_;f

';descrlptlon of the phenomenon‘- is more serlous, as_gyff‘p_lnh-’/"

‘é;¢Qnééég]"bibdﬁéﬁ«diff€r¥_xff;f‘
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¢ The second major problem'f the p051tlon of advert1s1ngé

marketlng communlcatlons in the model _1s not serlous once

_»1t is understood That rs “the fact +hat advertlslng/marketlng

'°ommun1catlons f1tS"n dlfferent parts of the model need not

-fbe confus1ng._ As a: structural varlable, advert1s1ng to—sales\”
-&has been used as’ ‘a measure of product d1fferent1atlon, as_‘
eunoted above.- As a conduct varlable, advertlslng-to—sales

phas been used as a dlmensson of non~pr1ce competltlon.,j;:

fFlnally, as a'performance varlable,‘advertlslng—to—sales .‘f,a‘a”ft;

ﬁhas been used as a dlmenslon:of resource allocatloni(that

v

‘;3rsff"exces51ve spendlng on advertlslng 1s often v1ewed

ﬁ7as economlcally "wasteful") Tne use of advertlslng 1n

'?3these d1fferent roles reflects the dipflculty of comlng to_:;~l

3fﬁfgr1ps w1th ltS effects on the behav1or and performance of T

‘;1ndustr1es.:'d?1'




2.0

Ba1n concluded 1n 1968 that.

f...Actual patterns of market conduct-cannot;dﬁf;f“ e
‘be fully enough measured to’ permlt us to. _—
o establlsh emolrlcally a- meanlngful assoc1a—
Sl t10n—e1+her between market conduct and per-
Ty formance or between structure and’ market h o oy
' .consuct. It thus: becomes expedlent to test - T Lot e
directly for het assoc1at10n of market T '
,structure to market performance' 1eav1ng the '
_ L‘,_;detalled character of the 1mp11ed llnkageé
e fj*/of conduct substantlally unascertalned 14 1968]

"‘O\ __/

1:,Further, the statlstlcal method typlcallv employed 1n th1s k1nd

‘;of research 1s regress1on whlchfdoes not permlt conclu31ons as.

W ‘_j_ .
e

-to catuallty Ln any relatlonshlp ““{ﬁ’;‘5;j”i;i}[rﬁPd:f;ffE_~fl  7f1

of adve1t151ng/market1ng

hondltlonsgand behav1or’should be;hﬂiﬂhfifcﬁto

A centra:”concept 1n the appralsal or the economlc.effects

”fof advertlslng/marketlng communlcatlons 1s entltled "market

"_fhconomlsjs:Carl Kaysen and Donald Turner deflned ?f”m@f;tf,: -

‘market power asffollows‘




'fof advertlslng/marketlng communlcatlons.

,3;1;3 An Approach to Advertlslng/Marketlng Communlcatlons

and Market Power~ . . " . “»3 '“;ﬁ S poﬂ-t

.U

Desplte all of - these%problems,‘we belleve that the 1ndus—l
trlal organlzatlon structure—conduct—performance model Comblned

w1th the_concepts of consumer behav1or dlscussed in Chapterﬂhgv

Two w1lluprov1de con51derable 1n51ght‘1nto the economlc‘effects

. We shall test thlS be—pvl

llef by examlnlng the relatlonshlp of advertlslng/marketlng

'“zeconomlc performance.;

,.3{to our knowledge, the otherwdlmen51one of adVertlslng as




nt "Advertising Leads to Market Power..."

\ExamE;es of Assumed Role or.
Effects of Advertls*ng-“i

- | CONSUMER. PURCHASING BEHAVIOR. @ — Consumers ‘perceive dlfferenéesf
S R ~f~*‘:4;f=;*‘f“é Brand loyalty created: e

= Ex15t1ng/advertlsers have 57\‘¢
S j‘advantages , e w""?
- Increasing returnsffavorublg

advertAsers | o

ontlnuel
‘vertlslng_

/. MARKET: POWER

Aflrms to exerc1se more
”jdlscretlon L :

*ﬁthan would e,

sﬂngher,priceS“v
- Less ‘product | true 1f=market’m
' "ere M"more

‘quality and g
competltlve“ L

‘improvement

_ MARKET ' PERFORMANCE



' -advertlslng leads consumers to percelve dlfferencest,,
(real or art1f1c1a1) amOng products ' . A

» p—on the ba51s of these percelved dlfferences consumers - -
o form. preferences for partlcular products and thus de— : e
B “-velop brand loyal_y :

*ﬁ,ff:d?f{—the dlfflculty of overcomlng the eX1st1ng branc loyalty
*"‘fof consumers 1s a magor barrler to entry for new flrms

‘}f-meanwhlle, 51nce blgger advertlslng/campalgns are f_}”
;;dlsproportlonately successful in affectlng consumer, '

SRR ”tpurcha51ng behavior, the company with more money — ..

it .tospendion - advertlslng lS able to outstrlp 1ts

[T “'”"mpetltors O B N S 3 . -

f;éthe‘lack”o‘“new competltlon'plus the fact that‘some I
tfcompanles .get: blgger drlvlng out the small companle% :la;;ft4“1

1 w‘ﬂjresults dn; marhet power :,rg ”_;.J~3; PRy
: ‘V—market power allows-aftlrm to exerc1se ‘more self~\u"
e ‘ s market conduct°”that is,. allows the

"pkﬁ!mflrm to'chargd hlgher prices’’ reduce (or not’ 1mprove)
e 0 product quali ty,fand otherw1se 1ncrease proflts by .o
"_“;'},ijprOV1d1ngf1ess for'the consumer S. money T T




@a.\‘-?' r-'c;;”,c_rﬁ,,_;;'.:.,Tt'

—.

»3;2' The Effects of Advertlslng on Consumer Purchas1ng Behav1or gp

One of the purposes of Chapter TWO was. to convey the‘

.complex1ty of the relatlonshlp of advert1S1ng/market1ng

SO

‘hcommunlcatlons to consumer purcha51ng behav1or.; Consequently,,

’*:emplrlcal researc 1nvolv1ng thlS relatlonshlp 1s dlfflcult

_to 1mplement and _nterpret EXhlblt 2 1 ‘summarlzes the f;rf

:,xconCePtS and relagionshlps dlscuSSed in- Chapter Two.w Thls 3}7”

H_exhlblt 1s reproduced 1n thlSh‘hapter to fac111tate reference

The key consumer behav1or concepts 1nvolved 1n a dlscu581on

')»

‘-ﬂ;of thev advert1s1ng leads to market power argument" are as

fwﬁfollows-“‘-hV
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SR

nvarlables other than e amount of cdvertlslng or 1ts ratlo 4“

_to Sales.. [For further dl&\uSS;on see Sectlon 2 5} fﬂ

’fXa

LB

\

-advertlslng/marketlng comyﬁnzca_lons generally y;e’d‘econom;FS

‘n}research _sometlmes'Seems&to descrjbe'consumer“purcha51ng
ITfpatterns.i The extentﬁof brend loyaltv‘ or conversely the

Emk51tuatlon to sxtuatlon-.f‘

‘7i;extent 0'F brand sw1hchlng)7var1es fr

"W?QVthat 1s, both;the3proportlon‘ £: brand—foyal users t°




ey
i

3.3 .“-}':B‘a_rr.ier»s t’o%.shﬁry‘:“; e ';,g’:
'ffﬁrx']14 The next step in the argument that advertlslng/marketlng

»chommunlcatlons lead to market power 1nvolves the concept of

“"f“barrlers to entrY ;pOne of the effects of expendltures on

iadvertlslng/marketlng communlcatlons, 1t lS clalmed 1s to

}create an’ obstacle or ubarrler" wthh dlscourages the entry e
&Jlt ls (lt ls - -

and less actlve

_JOf new competltors 1nto'a market._ Theﬁ

4i;argued) that there are few_r competltors,

y?rlvalry among them, than would be the case 1f the barrler
B K ;. g ] o ) 3.5‘
"”;mdld not eX1st Advertlslng may ralse barrlers to entry for p}

”nga potentlal*competltori'n;two ways-fﬂ

=uf(l) The oast advertl51ng ofpestabllshed flrms may have
: @lven ‘them 'such a head start: (1n terms of consumer
,‘ﬁawareness,pbrand preﬁerenCes, or \brand loyalty)
__”chat potentlal competltors pero Heothe amount Qf « e
‘Q-tlme and expendlture requlrea'to btaln_a" ufflclent fo”
Lf*market share as’ excessrve*' L 3 o

o ,_“V {There may eX15t¢§H9P 51gn1flcant 1mproveme”ts 1n}ﬂaii$1+"'.
%ﬁgfﬁﬂfjgpjadvertlslng efflclencyw?once advertlslng expendltures

“reach a certaln scale,“that the potentlal competltor

-“7fﬂunt11 he reaches that scale.f

mThe flrst condltlonlanvolves a dlscuss1on of consumer response

’how response Varles w1th level of eXpendl— ~h2'

*,'\~cond1tlons, 1n SeCtlonS 3 3 1 and 3 3}2 resPectlvely{fj‘"h‘l
- At the outset we should note that there may be many
‘:;factors Whth 1nh1b1t the entry of new competltors 1nto a

fglven market or 1ndustry,- For example, establlshed flrms

'

H”ERtC may have fhe folloW1ng advantages.s\prf:ltﬁﬁ\;51ff*“if‘f*3?fi?f




‘F‘”;gCOntrol of productlon technlques v1a patents A T ‘
‘ j'ejcontrol of' superlor produCL deslgn51”**f TP :;// -
"¥“fvownersh1p or. cbntractua1 control of dlstrlbutlon‘57g?;ﬁﬂ"ﬁa1 -
'-Qeggreater Gredlt avallablllty r6] Ef?‘jf73}3]f~ffﬁ,=ftfj,g'*Lj

@Therefore /dec181ons by flrms not to enter an 1nqustry may

jbe based‘on'a'number &f factors other than,‘or 1n comblna—;_f

f"the effects of advertlslng/

ﬂthh_Wlth thelr perceptlonsf

gmarket ng communlcatlons.; Research as to whether and to

fln an’ ln@FStrY ConStltute barrlers to entry'oanew competltlon“”

5shoulE recognlzé the many factors wh1ch affect the condltlon vffﬁﬁlrtf'

‘faeloqusuch;a;er;ce, product de51gn,‘dlstr1butlon, etc.;h_k;c L

-;QLEItlSlng doez”ff“ﬁ

effects,zbut that;jﬁh‘jf‘ :
.af advertlslng 15323tiﬂ( i piFurther, we concluded that

consumer behav1or31n some product categorles doesFreflect

‘brand loyalty and'inertla;ibut that the extenttof that !F,kﬂLVQQJi_\f

E.f For an exten31ve treatmen!ﬂof barrlers to entry, see‘_
Baln “J. S "Barriers. to New Competltlon (Cambrldge4 Mass.,;;~‘”
Hq]{ﬂ:d Un1Ver51ty Press 1956) Chdmter l 6..' : ’

DR
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thoyalty (or amount o“ effort requlred'to 1nduce sw1tch1ng)
?Ehls dlfflcult to ﬁupus nslf‘Consequently, the effects on‘
BT ‘ _

iconsumer behav1ox . hsst and cOntlnued advertlslng by

establlshed flrms/may but'not necessar11y~~— constl—fﬁf”:"i

*’fgtuteha slgnlflcant‘a'vantage to estabiiShed flrms,:thﬁéiij;;;

l»,f@nhlbltlng the entry of new flrms.j_It seems fa ,1y;c;éar;j7

-:gfor example*ﬂthat products such as Coca Cola do beneflt

o : ,_( P
L;ﬁ%ffffffrom the cumulatlve effects of past advert1s1ng asﬂyell asf L
. - . LB e i S e e / — _'______A w,_._,_~<

:ﬁrs,-,féfrom other factors.f&

‘4; .{,‘

\ThlS advantage may seem greater 1f cons1dered over ar

ishort tlme perlod If the extra costs lncurred by thp

. ”fenterlng flrm are treated as investments"eand dlscounteo

“ﬁi;enough money to compete in. the 1ndustry. Economlst %{myﬁw}f%}f

TG Telser commented ‘on. thlS type of barrler.yyjfs

o If a successfuluadvertlslng campalgn does',
“vjrequlre'aplargeycap;ta‘ then,églven the" phe—*

‘nomenon ‘of* credit''rationing, 1tfmay be imp

:for_the small flrm;to'borrow the. wherew1thal
Wnecessary to: advertlse at the’ requ1s1te scale ]
7.7 .. No-one disputes that, as the amount borrowed ,W;;l;f;
JERle‘ff.Vfrlses relatlvevto ‘the® borrowers' equlty,..hel-” R
r . --,1ender demandsj‘;hlgher 1nterest rate. Moreover,‘mg

o




s *for a/glven équlty there 1s an absolute llmltr L

- to the. amouﬁt anyone ‘can: borrow ‘no matter how

. much.interest ' ay offer.to" pay. ' IL does .
. -not- £ y . thatiprofitable adver—: = .
’“htlslng uyyurtunxtles are”theﬂiby 0V9r1°°ked'v* :i

’7 Telser,vL G.f“Advertlslng and Competltlon"‘Journal of
POllthal Economy (December 1964), pp. 557 562 :

=)




ﬁ?prlnt*medla., The second 51tuat10n ? savmngs through astute ﬂ[’

':ht tlme?\forth

“"feffectlve but that thlS onlyfeccurs:over 1




:of scale do ex1st and 1f 'so’ tof'

@ggtﬁ-barr“ers to entry" ﬁForfexample, K A Longman in: hlS










L

3.23

 Conicentration may:bé increased by advertising if: " =

nomies:

dve.

. mentioned

deécisions of .existing :firms

‘Same’Reférence as Footnote 11

[Aruntoxt provided by exc |




ed ‘to, determine w
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jadvertising expendi tures
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'As 1llustrated_1n Exhibit 3 2 we have used somewhat more'

>SPeC1f1c terms such as structure" 1nd conduct"'to%convey ‘.1 1/LJ

<

'the varlous aspects of competltlon that may be related to
advert1S1ng " In sectlons 3. 3 and 3.4 we d1scussed the re—‘

‘-latlonshlp of advert1s1nq to tw0 aspects of market structure

= barrlers to entry and’ concentrat’on . In thls sectlon

we shall examlne the relatlonshlp of advertlslng expendltures“

to aspects of market conduct that 1s, how flrms make dec1slons‘

W1th1n an lndustry._ ,v/‘
‘. 4 ‘ o . . RVt / . N " N

-’ The fOllOWlng d1mens1ons of market conduct W111 be

vd1scussed' - ‘

»F productclnnovatlon

'; dlstrlbutlon

. We shall d1scuss whether and to. what extent the level
of advert1s1ng/market1ng communlcatlons expendltures affects.

the pattern of market conduct in the 1ndustry., Theoretlcally,

if advert1S1ng led to market power 1n an 1ndustry, th1s fact e

would be reflected 1n changes in market conduct For example,

f1rms W1th market power would be expected to charge hlgher

Prlces, and to be less responS1ve 1n changlng Prlces,,than S ff7~+--»W':

flrms W1thout such power., In practlce, ‘it is d1ff1cu1t to

‘1solate the effects of advertlslng/marketlng communlcatlons
practlces on patterns of management behav1or.,’iﬁf)7”? ﬁ pf};x.j

-~ 1.

Marketlng dec131onsasuch as. prlce, product de51gn, and~

d1str1but10n 1nvolve the con51deratlon of many 1nter—related

—

factors Pr1ces are not set on the bas1srof“’“”

factors such as competltlve marketlng behav1or and the gf'

response of consumers to d1fferent comblnatlons of marketlng

varlables must also be welghed ‘ Even so, some research has _ffu‘t?_'i

aeen attempted on the relatlonshlp of advert1s1ng expendltures

to 1ﬁd=cators of conduct oUCh as the fOllOWlng.~ ,




k;'ﬁrice levels (Wholesale‘and retail)

‘cost-price margins

research and‘development expenditures

T ey

extent ofldistribution -

, Backman reported several studles on the effects of
.advertlslng on cost—prlce volume relatlonshlps and statedgt
-that no clear conclu51ons have emerged. (26, l967] Results

f'w1ll Vary accordlng to 1ndustry characterlstlcs | For example,
‘Headen and McKle after a stuay of Lhe breakfast cereal 1ndustry
uconcluded-‘ manufacturers do not engage in prlce rlvalry because

' the consumer 1s not respons1ve to pr1ce as a major determlnant o

.of her purchase behav1or [27 l966] 1":, o

Norman Colllns and Lee Preston examlned the relatlon—
»shlp of pr1ce c0st marg1ns to 1ndustry structure. They
concluded "Concentratlon proves “to be partlcularly s1gn1f~ -
‘1cant 1n explalnlng the marg1ns ‘of the four largest f1rms 1n
fconsumer goods 1ndustr1es in whlch such f1rms obtaln hlgher
lnmarglns than all other flrms. [28 1969], |
The relatlonshlp of advert1s1ng expendltures to product“
',1nnovat10n has also been examlned F. M. Scherer after an;*
ifextens1ve rev1ew of research on thls questlon of product

T . - . Lol

f'1nnovat10n and market structure concluded-'"

LIS

1f126 Backman ,JZ”AaVértiSiﬁg i“d?Competltlon (New York New York IR AR
- .,‘Unlvers1ty Press, l967) “g ,, Dl O g,‘,&;”‘ el ”,gfuffﬂf

©27. Headén, R:S. ‘and J. W, McKle The Structure Conduét,  and
'?QfﬁPerformance ‘of ‘the' Breakfast Cereal: Industry-=1954 1964
‘9(Cambr1dge, Mass.,,Ar hur ‘D. thtle;ﬁlnc /March 1966)
. ‘cited in’National ‘Commission ‘on: Food;MarketlngL Grocery *, fgf,lﬂs,~r~ o
;g;Manufacturlng,,Technlcal Study ‘No .. 6 (Washlngton D_C.1<”; L _j}F 5gf}
"QGovernment Pr1nt1ng Off1ce,,l966) 169 I T F L S

;?8 COlllnS, N R and L E._Preston "Prlce Cost Marglns and

Industry Strunture"‘The Rev1ew of Economlcs and Statlstlcssz
EKc(August 1969) pp._271-—286 - o '

oo e 8 j : L e




A little bit of monopoly pc er,. in the form
of structural concentratior, is conducive to
invention and 1nnovat10n,fpart1cularly when
advances 1n_the relevant knowledge base oc- =
~ cur slowly.v But very high concentratlon
“has ‘a favorable effect.only in’ rare cases, ."_\w
and more often it‘is. apt to retard progress -
by restrlctlng ‘the number of 1ndependent
 sources of initiative ‘and by dampenlng
firms' incentive to gain market p051tlonl S
wthrough accelerated research and develop- == .7~
ment.- leeW1se 1t is vital  that barriers . -
.to new entry be kept at modest. levels.nand .
that establlshed 1ndustry members ‘be ex- .
‘posed continually to. the threat of- entry ?
by technlcally ‘audacious. _newcomers...i.
‘What is needed for rapld technlcal prog- .
,'ress is g subtle blend of competltlon
and monopoly, with more emphasis in.
general on.  the former than the 1atter )
. and ‘with “the role of monopoélistic ele~ - .
ments dlmlnlshlng when rich. technologi-
“cal opportunltles eX1st [29 1970] '

A problem W1th asse551ng the relatlonshlp of advert1s1ng
-pe&pendltures WIth product 1nnovatlon as 51mp1y stated
‘;Whlch came flrstO* Manufacturers may 1ncrease advert1s1ng
ffexPendltures to 1nform consumers of new products Thus,zk
Jadvertrs1ng, rather than leadlng to a reductlon ln product
71nnovat10n act1V1ty, may rac111tate an 1ncrease in such

i act1v1ty Buzzell and Nourse 1n aﬁStudy of behaV1or An-

t1s1ng expend-f

f;the food proce551ng 1ndustry~fshowed”that adv‘f
nhlt s on ds azy ‘the life-c; 1 £.'th brands”;;ifﬁ
= ure o bran r over i e yc es o ose ay -

f’hlgh dUrlng the 1ntroductory stage%and”low durlng thiadecllne

listage.;[30 1966] Whlle they dld not xamlne thekjelathnShlP

ﬁ—v

.“%g Scherer, F M., Same Reference .as Footnote 23, Chapter 15.u

f30}5 Buzzell, -D "and R E M.-Nourse, ‘Product. Innovatlon,,The
"o Product’ Tife CVCle “and Competitive Behav1or ‘in ‘Selected

[]{}:Food ProceSS1nq Industries; 1947‘1964 (Cambrldge, Mass.,'

“Farthur D, Little, Inc. 1966) . : .




3.32 . -
their results -
-

‘ » advertlslng and 1nnovct10n dlrectly,
do suggest advertlslng expend tures may. be a consequence of

-G s

1nnovat1cnal act1v1ty. i »

Any examlnatlon of the :Elatlonshlp of advertlslng to

.

1nnovat10n must 1solate the 1nf1uence of the follow1ng fac—
(2) the .

(1) the competltlve pressure to 1nnovate

tors-
capaC1ty to 1nnovate (large flrms often but not always had
: |

advantages) and (3) the technolog&cal opportunltles for
to our knowledge, has;»

1nnovat10n."mo publlshed research
- successfully separated the effects of these factors i
The 1ssue of the general effects of/advertlslng on /

‘ wholesaler and retaller acceptance has noﬁ been exten51vely
‘researched to our knowledge. However, studles of supermarket
buy1ng behav1or 'such as. that done by D. G. Hlleman and ' . K |

have generally 1nd1cated that ‘the. amount/ Fe“

Rosensteln,

JL.’A}
of advert1s1ng contemplated by the manufacturer 1s of con—' L _
[31; 1961]*-'

51derab1e 1mportance to supermarket buylnc commlttees

there 1s very 11tt1e ev1dence on wh1ch

'"-, In summary,”
base any conclu51ons as to the effects of adver+1s1ng expendr—

tures on market conduct

“;and L A””Rosensteln WDellheratlons mf L Chaln
‘ e" Journal of Marketlng, mml 25, V‘ff7l
52 55 RS f LRt

sﬂ3l




173,6tMarket Periorzance:

L As‘defined iz =ecticm 3. l‘l,l. there are'two“basic
dlmens1ons of'marhet per-trmance- (l) the eff1c1ency of
yresource allocatur“'(usu__ly measured. by proflt levels) and o
L (2) the degree<~f consumer satlsfactlon.ﬁ We shall dlscuss_
1the relatlonshlu of advert1s1ng/market1ng communlcatlons to

',each of these dlmens1ons of market performance in sectlons

.ij3 6.1 and 3 6 2 respectlvely.w

C e

”3;651,ReSourceﬂAllocation'%,v‘
Ideally, resources should be allocated in the most .
eff1c1ent way throughout an ;ndustry and an economy. éIn_"’ |

-theory, 1f thls s1tuatlon occurs, proflts w1ll be equal

throughout the 1ndustry and the economy.~ ThlS theory has -

o been questloned on - the bas1s that the 1evel of rlsk dlffers ﬁy"”

3among 1ndustr1es- however, the degree to whlch proflts appear

out of llne 1n an 1ndustry has been commonly used as an g
,"1nd1cator of a problem of resource allocatlon.,? ' A

The relatlonshlp between advert1s1ng expendltures apd

““resource allocatlon has usually been examlned 1n two ways-a”j

(l) by examlnlng the relatlonshlp of concentratloan“
to proflts and- ‘concentration: to advert1s1ng o
'=expend1tures, ',relatlonshlp between advert1s1nggg=
.fexpendltures,and proflts 1sw nferred and :

!{ZLfby em:mlnlnq,the relatlonshlp of admert1s1ng _
}4;wexmemd_tures to: protlts 1nferr1ng tie process R
fqt{{bY’Whl;h advert1s1ng leads to proflus.f’*v L




;’_73.34‘_ S

The relatlonshlp between proflts and advert1s1ng
‘7.fhas been examlned u81ng data' of the 1nd1v1dual firm, level atlh
. :the 1ndustry level - We shall examine the concentratlon-fA
";proflts llnk 1n sectlon 3.6. l 1 and the advert1s1ng pruflts
,cllnk in secti@nﬂB é 1. 2 - ) o ‘ T
At the outset - some problems w1th the proflt measure.n
Tfshould be recognlzed Flrst 'what number should be used-t
‘1ndustry aggregate proflts or- 1nd1v1dual flrm prOfltS, return i
l-~on assets or return on equlty? The amount shown in accountlng
'1statements 1gnores opportunlty costs rlsks, and (where they
";ex1st) the accumulated favorable effects of preV1ous advert1s1ng/
fifmarketlng commun1catlons To the extent advertlslng expendltures;;f‘
.,Lare 1mproperly treated a expenses 1nstead of 1nvestments (and |
g hence affect taxes); true proflt Wlll be dlstorted f L’ig’ |

;Telser descrlbed the problem as fOllOWS‘-

‘ The problem here is whether or not the.
ﬁ?fmeasured profit rate is & blased estlmate of-

" the true ‘profit rate. . The measured rate .is the
,ordlnary accountlng measure of proflt after‘ﬂ
taxes divided’ by stockholder equlty.; .The" latter

oL o is total assets less debt.; Thegproblem is’ that
“fJ‘ijkﬁstOCkhOlder equlty,understates h;e true_capltal




R

| L. W. Welss attempted to calculate the over—cr under—

Hstatement of proflt and” rate of return 1nvolved 1n the |
~w“expens1ng"fof advertlslng. He . found that hls reSults varled

largely on- the ba51s of ‘the rate of deprec1atlon used |
r‘“The dlfference between true and accountlng proflts 1s greater,
fthe greater the 1nvestment in advert1s1ng,,the greater the
-}rate of growth in ads, and the lower thelr deprec1at10n :”
frate.u [33,‘1969] | | |

i

Second At 1s exceedlngly d1ff1cult to use a measure

"3of proflt w1thout allOW1ng for the effectlveness of the

”1nvestment in terms of other dlmens1ons of market performance

: }such as product quallty 1mprovement and technologlcal 1nnovat10n‘
(both referred to as progre391veness") Kaysen and Turner 8

~commented on thlS problem as. fOllows-ﬁz

PR

eeed standard of proflt performance should depend.~ e
,"not only on the. result of" eff1c1ency,'wh1ch by oo
-~ itself. requlred that the long run @roflt in excessl:3_ -
‘of .the; supply prlce of capltal and entrepre—-. TP U S
"neurshlp be zero, but also-on the” ‘result.of BT R A
‘°*\progress1veness, whlch concelvably mlght call for o
“ilihlgher Ppr f1ts in any 1ndustry deemed;capable of R
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3;6}131{Re1ationsﬁip“oﬁfconcentration'to‘profits -

Jullan Slmon prov1ded one ratlonale for examlnlng the
relatlonshlp of concentratlon to proflts when attemptlng

to examine the: 1mpact of advert1s1ng expendltures in market

performance--

*:"If one cannot determlne advert1s1ng s role o :
dn- concentratlon, ‘then it may be useful to study: L .7
further - the importance of the- phenomenon of ‘concen~. =
‘_;'tratlon If. concentratlon 1tse1f were found to ‘be" . _ :
‘n;relatlvely unimportant;, or. if it ‘were found to be. ,»lf%,ﬁﬁz,-‘ s
{decllnlng, then one: would not worry about advert1s1ng s . =
effect on concentratlon.' [35 ’ 1970] DENE :

e

"-Howevef 1f no relatlonshlp was found between concentratlon

'ﬂl!and pIOfltS,ithls finding would not necessarlly mean that
:.;adve t1s1ng expendltures have no effect on market performance.tf?f"
' Several major emplrlcal studles have been done on ‘the B
concentratlon -‘proflt relatlonshlp.k“ : _\’WA‘“ C
(l) J S Baln related elght-flrm concentratlon ratlos
_“w1th proflt rates on equlty in. 42 1ndustr1es.; He dld not i
L"fflnd a very good llnear relatlonshlp between concentratlon

fand proflt rates although he_dl coveredwln ustrles.W1th an fﬂf}f“”

”’1951]
'”7f511ght1y H;wv.
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; (3) M.;Hall and L. W. Welss took yet another approach
i ﬁslng both proflt measures (return on equlty and return on . : t.-', -
'"asseta), they looked at the relatlonshlp of concentratlon' R

~to proflts for 1ndLV1dua1 flrms rather than for 1ndustr1es.h

Thalr regres51ons tended to conflrm a weak but statlstlcally ».p’

s1gn1f1cant p051t1ve assoc1atlon between concentratlon and

f Thus, the strength and character'of the relatlonshlp of

‘,concentratlon to proflts rema1n open to questlon.

3,6.;,2‘3elafidn5hiﬁa6flaavértiéihg*ekpéhaitufes*to“profits}7, :
Some studles have attempted to examlne the relatlonshlp : umﬁ~f -”""1?;

‘aof the 1eve1 of advertlslngJexpendltures

usually measured

ln terms of the advertlsing—to-sales ratlof

to proflt 1evels.tf]‘

;The major studles on thls dlmen51on are the follow1ng~ﬁ

(l) W. S.f Comanor and T A Wllson used data for'4iiﬂ'

7consumer goods 1ndustr1es 1n an examlnatlon of the relatlonshlp
' between structural measures and performance measures. They

':concluded-7*f¢;fgffn',fmu“aﬁ;ﬂgijﬁ\ t’ﬁfvfdf.i75wi“;¥'

ey




(3}\ The Federal Trade Commlssaon used data on 97 1arge
, ST / .
foodjpanu%acturlng flrms in an attempt to explaln dlfferencesvﬂx.

‘in_ the structures of the markets 1n Whlch ‘the flrms operated
rFlrms' varlabILs were, computed bywwelghtlng the 1ndustry
”Lvarlables by the flrms' relat1ve/part1c1patlon 1n these

flndustrles.f The FTC concluded: 4 '{ 3Tt(:fhjfﬁ, »u' ‘L":bif‘ .

jj_f‘k"{;'y?f” _our- analvs1s clearly'substantlates the=gf;_,ﬁ VoL
a e theory that market structure has ‘a. T R R RN
LR formance.~ Each ‘of. the major- varlables
LT " ‘of market: structure.'{exhlblts a signi-
B 4'> flcant pCS1t1ve relatlonshlp to the
BT profltanlllty of- f”od manufacturlng

V1K

wft{i‘ markets as welluas by 1ts 1mpact on f'u
E .?f’entry 1nto these markets.'g{41. 1969]




339" » -
R ~ ‘ f'advert1s1ng belng a symptom of hlgh
‘uproflts, we must radmit. failure on, thlS'
. score.. We. should also: emphasize a
o third possibility suggested by the
R . high correlation between: advert1s1ng
‘ 4and market growth rates,-namely, that
3both hlgh proflts andi%high advert1s1ng
“are:a result of high: market ‘growth. :
“7];rates (or,;ultlmately, hlgh rates of
‘ﬂlf‘new product lnnovatlon) [42 l97l]

f,m

: e I ‘ SRR
On the basrs of these studles, lt appears there is. a :
relatlonshlp between advertlslng expendltures and proflt rates.
Ll However, how should thlS general relatlonshlp be 1nterpretedd
‘ ‘1 S

1\_“3; Do these results support the "advertlspng leads to market

S j power argument" dlagramed 1n Exhlblt 3 295 The pOSltlve TR LT ‘

, | assoc1atlon of advert1s1ng expeidltures Wlth proflt rates

N RN may generate speculatlon on the market power argument but
V’ N ——

2 does not offer conclus1ve emplrlcal supportw
362 onsumer-Sa '

P

\,.

e ,,3 ~Whether and to what extent advertlslng/marketlng

communlcatlons affect the level of Pconsumer satlsfactlon"‘~f P
. 2 o ’
L ;

ls an lssue that to our knowledge, has not been tackled

UThisﬂls{not surpr1S1ng because the term 1s€ihfﬁ*
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P

7 ?Even 1f a conclu51ve relatlonshlp of advertlslng to

prlce were demonstrated thehquestlon remalns as to whether
_.the over-all level of. consumer satlsfactlon has decreased
l'For examole one theory of advertlslng p051ts "advertlslng

add° value to the product Thls theory, 1t 1s cla1med ‘takes

.;nto account the p5ychologlcal d1men51ons that advertlslng

'may convey —-,such as 1mbu1ng a product w1th “style"‘or"

f"status.ﬁ. M. Mayer,‘a proponent of thls frequently postulated ';j: 'Q,
theory,vstated he belleves 1t explalns why some«advertlslng ’ o
campalgns are more successful why Some products are more :'

-advertlsable, and why 1dent1cal‘products are percelved

- PR

dlfferently.,
o g.;——wg.;.successful advertlslng adds a. new; “g;}d; f].;;f'_v S :55
S e oo yalue' to the” product Only this = - "0 SRR e

. hypothe51s can account -for ‘all of" théi.i

~observed facts.: Other theorleSié—" :
fesPeclally the’ argument that advertlslng _

.. "creates wants" --— leave, Some facts . .. S R
':ff'unexplalned...except in extreme. cases..°‘7rl L N
©. 7 .7 the value added by advertlslng is small - L e
4mﬁf¥~>9}"i*~;"lln relatlon to those values whlch the k

Parenthetlcally;_




v1ews on' a’ number of 1ssues related . S : ‘
'jto advert1S1ng,Lthey tend. to be more. - o -
‘antl advert1s1ng on this 1ssue than  ©... :
~on others. : I o A, -
}_-Second the proportlon of consumers *}.r‘“""~ LS
+ . holding this’ attitude has 1ncreased '
. . somewhat in recent years,,although
it st Stlll below the level of the
"o§;71930 s._ [46 1966] L

T

g, e e

o

lGreyser and Reece summarlzed the results of two surveys

'th years apart of bus1nessmen s attltudes toward the ff;iﬁffhwf

"economlc effects of advert1s1ng w1th the follow1ng table-\:f

‘Advertising and certain economic issues’ ' 47, 19711 . |

2

7

VPcrccnug’c.’ of 1961:

o : T P IR Lo Pcrccnngcofxgﬂ
L e R ’ - itespondents who sajd:.

o o sl e 7T e Y respondents ' who say
SRR e Alternatives . . . s Agr‘:c\;‘-‘f Canltsay ' " st;grc:

Can’tsay . - ; Disagree

felopment of markets s Sbéeds xt i-,j -
new Product.s CEe e

ctofr products ‘ Betterones: .. .. . - Tss L o T

the pubhc o

T standard ' %‘,nags;'s‘i;j;' )

ct'on p_ripéé; :

FullText Provided by enic [R8
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In our dlscu551on of the economlc effects of advertlslng/

..;

I ﬂ marketlng communlcatlons 1n Chapter Three, we focussed on

;u%f‘@ S the allegatlon thk“ advert151ng expendltur through the L _jﬁ”*

creatlon and malntenance of market power,jlead to@less satls-h;gﬂfh

R factory econom1c performance.7 Our,dlscu551on of theglssueS‘*

and ev1dence 1nvolved 1n thls argument_was basedﬂlargely on '

ground for examlnatlon of the economlc 1ssues.lQuL

,f‘ ~{ The structure»conduct-performance model 1s based on the

follow1ng p051t°d relatlonshlp.hthe way in whlch an 1ndustry Afiﬂf

r-

1s organlzed‘(structure) 1nfluences the pattern of behav1or

of 1tslmembers (conduct) Wthh 1n turn 1nfluences the aggregate




B Y
a relatlonshlp between advert1srng and structure or advert1S1ng

and conduct

/Market power e belng 1n a pos1tlon to act w1th consuder~
ably more dlscretlon 1n such areas cS pr1C1ng“and product |
:; 1nnovatlon than al"competltlve" market place would allow ——~}ug’ﬁ

was central to our appralsal of the economlc effects of.

G advert1S1ng/market1ng communlcatlons.y In fact, we looked at‘
the ways 1n whlch advert1S1ng expendltures___y lead to market7 ’
power by examlnlng the follow1ng 1ssues~u’; ~ \ 'f‘

| (l) What effects do advert1S1ng expendltures ‘have on ‘the
- brand preference and purchas1ng behavior: of consumers7 can’
; brand loyalty be created and malntalned°‘ Do advertJS1ng
expendltures become 1ncreaS1ngly marglnally effect1ve7 |

(2) To what extent do the advertlslng act1v1t1es (past

present ‘and antlclpated) of establlshed flrms 1n an 1ndustry

l./-"

tablf”_edmflrms bulld up such favorable consumer patronage

g through advert1s1ng that potentlal entrants percelve 1t cost fwi-
prohlbltlve,}o jOln the 1ndustry° Do large—scale advertlsers :%“f
reallze such efflClenCleS (through cost—sav1ngs and pr0portronately
hlgher consumer reSponse) 1n adyertlslng that the blg advertlsers
get blgger.and eventually drlve out smaller flrms° ﬂ" ” '
7 (3) Do advert1S1ng expendltures, by keeplng out new'¢,7" ‘y‘¥y:
competltors ( barrlers to entry) and by dr1v1ng out ex1st1nguwh L
small competltors lead to 1ncreased lndustry concentratlon°5_l

Our analys1s of the flrst of these 1ssues - consumer

\”g,-reSponse to advert1s1ng-—— was essentlally a recapltulatlon
‘x?:?ﬁf of Chapter Two w1th emphasls on the 1mpllcatlons of three'
N LV phenomena.'cumulatlve effects, economles of scale 1n advert1S1ng,

and brand. loyalty. In Chapter Two we concluded that cvmulatlve

effects and brand loyalty can and sometlmes do result from ]',]3
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;:advert1s1ng campalgns although other 1nfluenc1‘g factors

;;must be cons1dered ‘ ThlS means establlshed firms may be'w

J-entrants.- Whether,'and to what extent ‘economlvs of scale

fﬂhor 1ncreas1ngly marglnally effecﬂiye advert1s1ng, may exlst

-able to take advantage of thelr head start over potentlal ,:

‘,has not been resolved by emplrlcal research If in. some‘

1M,c1rcumstances, eCOnomles of scale ex1st, large—scale advertlsers

\may be‘able for thlS reason to get blgger and thus drlve out
(or keep out) smaller—scale advertlsers. '

On. the second 1ssue —-'condltlon of entry —-—we dlscovered o

. more spetulatlon than fact as to advertlslng s role’ Advertlslng
Lfls one of many pos51ble barrlers to entry thus maklng it |

T;dl flcult to relate conclu51vely entry dec1s1ons w1th the level

‘that advert1s1ng may create barrlers tc entry through capltal

orequlrements (amountrrequlred to flnance a worthw11e campalgn),

1-5brand 1oyalty (g1v1ng establlshed flrms a head start), and cost

‘efflclenc1es (for exampltv through medla buylng SpeClallStk‘aﬁdf

{pmultl—brand 5plllover) Whether, to what extent and unde

5 ’J!7, 4

:‘what condltlons advertlslng expendltures create and malntain :

'5barr1ers to’ entry hac not yet been emplrlcally determlned

i

The th~*d 1ssue - thé relatlonshlp of advert1s1ng ex?A

pendltures w1th the 1evel of concentratlon 1n an 1ndustry —-)F]”

'w_has been a subject of sPeculatlon and research because 1t 1s‘i{h;'
"fgenerally belleved that a concentrated 1ndustry (because 1ts,fhl )
rmembers possess markét powerylachleves a less satlsfactory o

.?}level of economlc performance than an unconcentrated\lndustry.wyl'

'Thus, concentratlon has been used as the Chlef 1nd1cator of—
. / \

';the pOSaeSSlon of market power. Emplrlcal attempts to relate ; af

advert1s1ng expendltures to concentratlon levels have been-; -
E . \1 . & ) . \_ . L S . . . . v
\. B . . - d N . ' . L E g . _;“':
AN ' LT T S S

~.'of advert1s1ng expendltures 1n an 1ndustry._ It has been clalmed“y‘»



B
’1nC0nClu51ve- No Clear relatlonshlp or lack of relatlonshlp
uhas been demonstrated de plte e great volume of research

consequently, the role of advertlslng_exPendltures 1n

's:the~f1rst step 1n the “1eads to less satlsfactory economlc“w
»'performance“ argument —-.that 1s that advertlslng changes |

e the structure of ‘an. 1ndustry —— has not been clearly shown."h

-fyDesplte ‘a conslderable amount of research effort the 1mpact
;of adVErtlslng on the structure of an 1ndustry is Stlll an
Lopen questlon requlrlng much more 1nvestlgat10n. | . L

| Qur” dlscu5slon of the relatlonshlp of advert1S1ng ex—"ﬁ
vflpendltures to dlmen51ons of market conduct 1ncluded the _;,7%”4

| *ufollow1ng-1ssues- R7fﬂ ;?, rfjf'ﬁ‘a‘ ";ﬂ‘

N

(l) Do adVertlSlng exPendltures 1ead flrms to set hlgher

.;prlces? o 'f*f_ Rt
',T (2) Do advertlslng expendltures d scourage product |

dmaovationz Tt Tt
(3) Do adVErtlslng expendltures affect patterns or

..dlstrlbutlon? Afdﬁ*;jff””ﬁﬂpfvl%“lrf"‘ftn\fjﬂ = 7" ﬂ%f

o

We found Very llttle publlshed research on these 1ssues.'
7We attrlbuted the lack of general research to the dlfflculty
‘“jof untangllng the cor@lex marketlng management dec151on—mak1ng

‘process.“ Consequently, even 1f a pos1t1ve relatlonshlp was

‘5‘demonstrated between advertlslng and one of the conduct varlables, erf

c«there are no clear—cut guldellnes for 1nterpret1ng such a
flndlng-‘whlch is the cause and Whlch the effect°f We dlscovered

';i“ that research results on pr1c1ng, product 1nnovatlon,,and "

) o dlstrlbutlon suggest thaﬂ'advert1s1ng expendltures are related
1n some way to market conduct Varlables- however, ‘a great deal

more 1nvest1gatlon 1s requlred before anythlng more deflnltlve‘VJR,

Q «may De Sald




- Our diScussion/of advertlslng and market performance‘

ncluded the follow1ng 1ssues-.f | _ }
(1) Are adjﬁrtlSlng expendatures p051t1vewy related to S

proflt levels?r wﬂ,wi:pperﬁd,'r_,-%g_‘w% J~XbﬂLe-ffW:

(2) Are advertlslng exPendltures negatlvely related to‘

A}

the level of consumer satlsfactlon prov1ded bv an 1nduStry7

The flrst 1ssuef7f the relatlonshlp of advertlslng ex—:‘\

pendltures w1th 1ndustry proflts et 1s a questlon'of the ‘fﬁeﬁf"
| .

'efflclency of resource allocatlon._ If proflts are not equally

dlstrlbuted among 1ndustr1es “1n theory, resources are not

| ,allocated efflclently., Our rev1ew of several major research

[

- studles revealed that these appears to be a pOSllee relatlon—ﬁff¢7

Shlp between advertlslng expendltures and proflt

fortunately,;on the bas:s of ex1st1ng research there 1s no

/

'd_way to determlne whether thlS relatlonshlp is causal or

]jfvalue—la&en nature of the term consumer satlsfactlon.~"

.

of advertlslngrexpendltures to consumer satlsfactlon., We

sPurlous. For'example, one approach to thlS problem would

be to" examlne the relatlonshlps of“advert1s1ng to concentratlon;‘"

and of*concentratlon to proflts as an attempt tao: uncovercthe

nature of the relatlonshlp of advert1s1ng w1th proflts._"dvg ;;&v

&

However,@attempts to relate advert1s1ng to con*entratlon and

concentratlon tO Proflts'have been 1nconclu51veg‘¥4¥mﬂm

We found novgeneral emplrlcal research on the relatlonshlp L

attrlbuted +h1s 51tuatlon to the mult1—d1mens1onallty and ”efpj;-

L : \ .
A llmlted amount of research has been done ‘on’ some of the

e e e e e B

‘elements of consumer satlsfactlon such as prlre levels.; Some‘“f

relatﬂonshlps have been suggested by statlstlcal and oplnloh QJ”

g research however, there seems to be no way of evaluatlng thei;'

'51gn1f1cance of these results 1n terms of overall consumer

rates.- Un-c;fﬁ~9"



. "'k/ :

'zsatlsfactlon. We dld not even flnd general agreement on a

concept of consumer satlsfactlon. Work 1n thlS area seems

‘vvto be just beglnnlng. km{f¥fbfﬁ~rﬁglajgﬁ

We also discussed some of the major llmltatlons of the‘7

B :",
1

i'__structure-conduct—performance model-fnamely, deflnltlonal

measurement,,and 1nterpretatlon problems.utThese problems,

comblned w1th confllctlng research results cause ‘us- to say

O

ﬂfwhether, nd to what extent advertlslng expendltures are

irelated to market performance have not been conclusmvely deAw

lﬁvtermlned We conclude by Saylng .xﬁxy_lltilé Ji_ﬁn¥$_$39

“g;adnerrlslng__n 1'dustry structure, behavidr;:énacnénfarmancé::,ﬁv

\\
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_ . Chapter 4 ‘ . .
e EFFECTS OF ADVERTISING/MARKETING
Lo | COMMU‘NICATIONS -ON SOCIETY

4 l Introductlon-‘fo‘;ﬂvpf;ttff“ﬁngg;ﬂ‘..f; N

In Chapter Two we examlned the effects of advert1s1ng/

“—“marketlng communlcatlons'onﬁ“

'nsumer purchas1ng behav1or.¢,f9

'?fIn Chapter Three we examlned some of”the economlc 0 -
.ﬁ-ellmpllcatlons of advert1S1ng/market1ng comnnnicatlonsr ‘f
In th1s chapter we shall appralse advert1s1ng/market1ng
r communlcatlons from a soc1al v1ewp01nt g Whereas 1n fff
W Chapters Two and Three we were prlmarlly concerned w1th
the effects of advert1s1ng/market1ng comnunlcatlons on: -

purcha51ng behav1or, 1n thlS chapter we shall examlne some n
j of the reactlons of members of soc1ety to the nature and

’fﬁ‘content of attempts to 1nfluence purchas1ng behav1or and

whether and to’whatﬁextent advert1s1ng/market1ng

'fﬁﬁwﬁicommunlcat/onsZdttempts affect;the values and 11fe—$tyles h_‘:-ﬁquﬁﬁ'

of members‘of SOClety.:ff

‘EQhefsocial'issuesfwe;shaliﬂdiscﬁsSﬂi-*,7* s

g gconsumers )
'jﬁplnformatlon

Q These are major 1tems‘among_a l‘ng llst of soc1a1 CrlthlsmS =

- ER&Clevelled at ddvertlslng/marketl‘g;c mmunl‘atlons., John Myers,~

Full Tt Provided by ERIC




“—“marketlng CQmmunlcatlons on consumer purchaslng behaV1or.f,f?

Chapter 4

EFFECTS OF ADVERTISING/MARKETING
COMMUNICA'I‘IONS ON SOCIETY

o
o AN

4 l Introductlon‘ ?”f :Jﬂh ;pgff‘g'ff c h,WM;Qﬂ

In Chapter Two we examlned the effects of advert1s1ng/

In Chapter Three we examlned some of the economlc
eflmpllcatlons of advert1s1ng/market1ng communlcatlons.
In th1s chapter we shall appralse advert1S1ng/market1ng

communlcatlons from a soc1al v1ewp01nt : Whereas 1n

R

Chapters Two and Three we were prlmarlly concerned w1th
the effects of advertlslng/marketlng comnunlcatlons on:

purcha51ng behaV1or, 1n thls chapter we shall examlne some

. of the reactlous_of members ofhs001ety to the nature and

‘jf*content‘of attempts_to 1nfluenCe purchaslng behav1or and

'Jf;,yicommunlcat/ons-

5. l,.
|

whether and to what extent advertlslng/marketlng

'ttempts affect the values and llfe—styles}?'

of members"of s001ety.;7'”

levelled at ddvertlslng/marketlng communlcatlons.f John Myers;~f¥u;’“”

\\'

R&C)f the, soc1al 1ssaes" he found dlscussed 1n several

‘°adVertr81nq textbooks.‘ Thls llgt,Q*K"A
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R

'"k“matter"”of adveftl

enample, concern W1th the‘soc1a1 acceptablllty of an:attempt to e

behav1or 1s a matter 1SSUE,'W5118 concern

5 1nf1uence purcha51ngf

Nw1th the soc1a1 acceptabillty of t:e way 1n Wthh that attempt

_to 1nf1uence LS 1mp1emented 1s a manner lssue.. Although thls ‘f“fh ;

ﬁ“j»approach 1s appeallng because of 1ts q1mp11C1ty, 1n practlce ;f“'

”'thls dlstlnctlon 1s not aLWays eaSLly made”hﬁEof['xample,

’Vﬁjan advertlsement that is: truthful but prov1des onlyﬁpart_of -

Our”tregtment of " soc1a1 1ssues»

David Potter lamented

T

i i g
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4.10
beings affect. each other' s'behaVior  But it -is
equally certalnly not the least satisfactory There .
may be something in it from which the fastidious B -
intellect shies away. But at least it is among v :
‘the most humane™@f the means of'social influencei £5, .1960] -
Very few people would argue”'we‘believe' that advertising/market—
ing communications are completely unacceptable forms of persuaSion
" Rather the controversy centers about the acceptability of
persuasion ip all s1tuations for all people, the particular'
‘methods employed and the extent of advertising' s persuaslve

power.

4, 2 2.2 The llmlts of persuaSion -

Otis Pease asked the follow1ng questions as to the_‘

-'atceptability of advertiSing under diffcring conditions-

CIs it [advertiSL ] ‘good: for all.times and . -”A L
‘Junder all c1rcdm ances? What about a period o
of high 1ncome but- insufficient ‘production, as
e . in a time of military action abroad? What about
" an occasion of grossly distorted national.income?
. : - 'What about the soc1al value of urglng large numbers
L. of Americans “to- -desire- perfectly legitimate goods
- and services which are beyond their. present capaCity
to acquire and in c1rcumstances where a mal—' -
distrlbution of employment, education, and 1ncome
makes it imposs1ble for . them to translate their
:,des1res 1nto effective action° [6, 1969] ‘

« C

“Arnold Toynbee, an oft—quoted critic of advertiSing, would

¥~w;§i'~? probably reply that seldom,‘if ever, is. the persua31ve element of

TR advertiSing/marketing communications atceptable-f*%_,
AdvertiSing is'an’ instrument of moral as. well X

L ,;as 1ntellectual fmiseducation.. nsofar as ‘it.

fff—fwv“ ST succeeds in- influenCing people’ s minds, it

_conditions them not tor think for themselves and

~\

fﬁl“»1.5.5Tg§iiﬁ;;waiter,isamegReferéﬁce asﬁFootnote"i;

\

EIRET ‘ ‘\,_ bl

ff4j6 ‘Pease Qtls 2, "AdvertlSlng EtthS° A Persistent Dilemma,
‘ .Arizona ReView (October 1969) ¢ e ,

‘&‘

) S I : B .
b R : it



' persuas1ve element of . advert1s1ng is that advertlsers are not

4,or non—ex1stent ~In a recent popular book Charles Re ﬁh_*“:

”./f Is- there.any wonder that we have riots? [‘9,f1970ﬂ7

S A U5 b

not to choose for themsélves. It is intentionally
hypnotic in its effect. It makes people - N
suggestible and docile. {7, 1962] S T

At the -other extreme, there is the v1ewp01nt that there 1s no.
questlon as to the proprlety of advert1s1ng/market1ng . “
communlcatLonsr Leo Greenland, an advertlslng .agency pres1dent

recently s ated that he belleves the major problen with the

very good at it: - ‘ | : El -
The most dlsgraceful StatlSth in our buS1ness

is the one that says 85% to 90% of all advertLS1ng
1s lneffectlve, 1gnored _not remembe“ed and acted
~on! Our business is.to manipulate people -- to
~st1r human yearnlngs, to. use human motlvatlons to
sell goods.‘ It is not only our bus1ness but , k

‘everyone's business.  [8 ; l97l] '
Under what circumstances, then, is- th persuas*ve aspect of

-

advertlslng/marketlng communlcatlons, leav1ng a51de the

Tquestlon of methods, most'questlonable? The most—c1ted condltlons

are as follows: " (1) when the consumer is nottable to satlsfy

é'his/her;desires, (2) when the prOduct or’serviCe is not needed

or ‘wanted, (3) when the persuas1ve neans is. unknown to, - or only

Very subtly consc1ous to, the rec1p1ent, and (4) when the

dlfferences among competlng products or serv1ces are sllght ST }

‘:jcommented on thlS flrst 1nstancef

..lit [advertlslng] 1nflames the desires -
of the poorwithout: offerlng ‘them" any SRR e
satlsfactlon at all... A contlnual dlsplay 2

of better llVlng is’ paraded before them. .. o

L.

(. I S L e . . } '“-V.‘ .

i
]

. . ‘ - e B . . ° n
; ! . . e

§ K
o A

;,7 Toynbee, A J.,’"Is lt Immoral to Stlmulate Buy1na7" oD f”%,ﬁw
“Printer's Ink, (May ‘11, l962) L .

., 8, As quoted in Advert1s1nq Age,‘ (February, 1971) p 130 \ ,
*[Worthy of note 1is the fact Greenland mlsquoted and m1s1nterpreted

- the. study from Wthh hlS‘"StatthlC was cited! TR T :

°,‘9 Relch Charles A., The Greenlng of Amerlca (Random House, 1970)
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John Aenneth Galbraith made a s1m11ar obserVatlon as'
to advertlslng s role in matchlng satlsfactlon w1th do51res' _ﬁ o

’Advertlslng and salesmanshlp - the management \5
~of consumer demand -- are vital for planning in-.

‘ the industrial system.. At the same time, the~f
,wants so created 1nsure the serv1ces of the ﬁ
worker. Ideally, his- wants are kept sllghtly

» in excess of “'is ‘income. »Compelllng 1nducerents‘

- “are then pruevided for hlm to go into debt. The

' pressure of the resul ing debt adds to- hlS
rellablllty as a worker. [10, 1967]

' The second 51tuatlon —~-when products are not needed or

N 'wanted“>~;5 complex. ThlS questlon hlnges on the dlfferencev,

between "needs" and "wants The dlStlnCtlQn 1s 1mportant be—
‘fcause persuadlng people\to buy thlngs they ”don t wanL," "don t
need or "shouldn t buy" are dlfferent allegatlons Bauer and

Greyser addressed thlS questlon as follows-'

. : oot L T - : b
‘ o N
To say. that people have bought somethlng they ,
"don't need" probably (t ough we don't. really . _.-
" know) means that the commentator has in mind '
”some level of necesslty" beyond whlch a person
mav stray in a discretiohary fashion. It is = - .
novc clear,ihowever, what degree of condemnatlon ‘
A is involved in stating that: a personubought
ey SOmethlng "he didn't need"J;. To say that N _ ,
' "v"Vpeople have bought somethlng they "shouldn t B o A

h condemnatlon, though a condemnatlon ouched in ,
—the norms of the observer. /On’ the otaer hand to_
.- say. people bought somethlng "they dldn\t want" is
'Mpotentlally neutral. in the sense that it is ‘
~ conceivable’ that the observer thlnks somAtlmes .
- persons should be pefsuaded agalnst the1r~w1shes.~7_f“ o
to buy thlngs (e.g7; medical iiiSurance) that are R
- "good' for them" ... However, ‘we know from.the = .- . .
?Jcontext in.which the Statement: is. made that BRI o
o advert1s1ng persuades persons_to buy thlngsvthatﬂérf S
‘-rthey don t want“ 1s ln fact always -ar condemnatlon.;[ll 1868JT

: lO Galbralth J K., The New Industrlal State (Houghton leflln,.
, '1967) p. 281 , o T -h“,,sn, ” ST N
_j[}K}:l Bauer,,R A. and S A Greyser, Same Reference ‘as. Footnote 3.

ulText Provided by ERIC \
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To what extent do s1tuatlons occur in Wthh advertising/

»marketlng communlcatlons 1nfluence peOple to buy things. they
"don't need" "don't want" or shouldn t buy"’ CrlthS '
are prone to p01nt to' one or two Spe01flC examples is the

bas1s for maklng generallzed cla1ms\on th*s 1ssue. For

ekample, vaglnal deodorants are a relatlvely new type of‘; ’
product that has been heav1ly advertlsed dur1ng 1970 71.
’Certaln commentators clalm that demand for. thlS product is
contrlved- the product is not needed or. wanted and that
;advertlslng conv1nced women they "must have 1t" An artlcle

to this’ effect c1ted a drug company sales manager as’

.

*‘ev1dence'

iﬁ?The average- Amerlcan female, I thlnk feels she s
‘quite clean. . She takes lots of -showers and . baths - '
‘and uses. bath oil.and all that. ‘It isn't untll
_ this is brought to her attention that she might have_
— vaglnal odor or does have vaginal- odor that (she
,reallzes) there 's:one area ‘she’ hasn'! t taken care of.
[12, 1969] o ' ““””“"“y'”‘,-_. e \ S

Factual determlnatlon of the accuraCy of. such allegatlons

’1s d1ff1cult, if not 1mposs1ble. It would be necessary to e

.examlne the complex process of reconc1llatlon of wants/ )
y‘needs w1th avallable products and serv1ces.f In practlce, each'
“fls adjusted ‘as Walter Taplln observed | k

'Flttlng goods to wan*s 13 obv1ously a matter of
»adjustment on two . s1des. ‘The goods may be '
-~ . adapted to the wants,-or the’ wants may be
' - adapted to the goods. The idea that wants . are
S flxed “and: must be met entlrely by: ad]ustments‘,f ,
B SR on- the productlon side is an' error. - Certainly - -
g o the! varlety_of products may be 1ncreased in the-™
‘ ‘ Tattempt to meet Lnd1v1dual needs more accurately,
- .. .. and. var1ety may . also be" reduced in order, by.
T e cheap mass productlon, to pu+ the product w1thln
L xtho reach of more people, even though some may '

: 112;‘sclark}lM,,as]quoted’in Harvard.Crimson October 18, 1969.
LT e T T T N RN B At S




have to forego the exact- adaptatlon of the
'product to their -personal needs. A But -these are
not the only, and not necessarlly the best, ways
of bringing about the adaptation. There is still
the possibility, whlch is likely to be more
‘economicel "and may well be more satlsfactory in,
every respect, -of - alterlng the wante..‘

- Wants may be altered merely by persuadlng the
- consumer to think a llttle longer,'un whlch ‘case
he may arrlve at a more accurate 1dea of what he”
‘thlch he has ‘hitherto ‘been” 1gnorant and SO dlscover,
that he’ can Teet his orlglnal want.more accurately
,;than he at flrst thought poss1ble.’ He may even
be persuaded ‘to drop one ‘want and adopt another . L
1nstead ox . ‘to’ alter- ‘the whole pattern of his- - = P
“expendlture‘-- ‘though such feats of persuasion ~ B
~ -are rare. The total outcome may-be that he is . -~
‘better off. All these conjunctures. are possible - .
within the field of persuasion, and the fact that -
“they are possible carn hardly be: regarded as :cause
for indignation. = But this seems . to be as far as -
"alterlng the want" can go without: running close
to the llmlt of persuas1on. [13 1960] '

Mayer took a stronger p051t10n--

The notion that advert1s1ng can somehow "manlpulate"
‘people- into. buylng products +hey shOLTH ‘not buy

is both arrogant and nalve. It has been proven
~ false repeatedly by’ advert1s1ng s lnablllty to" , R e
“keep an inferior product afloat or to. sell ™ . . JEUE IS
,agalns* primary trends.‘[l4 1958] AR '

‘Posser Reeves, another advert1s1ng executlve,argued that y
.‘advert1s1ng 1s not all—powerful-‘-"If the.product does not ,
'ymeet some ex1st1ng des1re or need of the consumer, the . .fft
gadvert1s1ng w1ll ultlmately fall . [15, l961] On the otheg

hand Ralph Nader has cla1med that advertlslng 1s powerful

13. maﬁrih, Walter,ﬂSame Referenc= as Footnote 2 ‘._i”wh ‘ “‘f.;“ﬁ;ﬁﬁ”
14y Mayer, M. “What is Advertlslng Good For°" Harper s
-Maga21ne,fVol. 216 (February, 1958) pp. 25= 31,7

i:£]{U: ,;5.; Reeves, R Reallty 1n Advert1s1ng (New York 1961) p.‘141 ”‘fffﬂyfﬁl




4,15 .
/" The fact, of course, is that these ads work. -
They are persuasiVe."They}are'a‘speCtacular
- example of applied social science. They do
change people S purchas1ng hab1ts and tastes. o
They ao reallocate consumers resources. [16 1970]

. Againy we are faced w1th two. questlons-' What do people'
thlnk happens ana what actually happens’ In Chapters Two
and Three we dlscussed the 1mpact of advert1c1ng/market1ng

.communlcatlons on consumer behav1or from the standp01nt of

consumers and companles.\ Nell Borden concluded that consumers

whave expectatlons of advert1s1ng., “v.ﬂk‘ ;‘-' . o ‘.’.‘f“

.~ .. - The study of spec1f1c advertlsements showed N
‘ - consumers- to be sens1t1ve to many: ‘of the falllngs‘ B SR
of - certaln types of. advertlslng ‘then current. For T
“most of these failings- they had a wide -tolerance, . ”
expectlng advertising. to. be b1ased but they had o
llttle toltrance for statements that they regarded‘i*~ _ ol
s.untrue. They possessed a fa1rly strong belief L
{fhat advertising- should be true and 1nformat1ve. ' ' '

- (17, 1942]

fWe shall examlne the 1nformat1ve aspects of advertlslng/

marketlng commun;catlons 1n sectlon 4 2 3 however,,rf
rden S sta+ i nt-cch es one of the themes of Chapter Two -—

“ consumers are not helpless 1n the face of attempts to‘

iflnfluence thelr purchas1ng behav1or, nor are advertlslng/ -

hmarketlng communlcatlons the only factors 1nfluenc1ng ;ﬂ'

SO Tdhf tbelr behav10r.‘ As wllbur Schramm stated Qf ,wly‘t' .h"iﬁ

, Any glven communlcatlon that comes to an adult :
B f'ﬁ‘r ‘enters into a-situation where- mllllons of " -,'af“”"*
S bfcommunlcatlons have come before, where group sl o
“f_norms are’ already 1ngra1ned and where. the:;-.;.];"“T];{“‘-"~_:~wff?
- mind is already made up-and the. knowledge jg;~i;r,‘5f;“ ' B
“‘“lstructured on: most cubgectsL ‘of - 1mportance.‘~ ‘ EERON
w‘_The new: comnunlcatlon 1s therefore usually not

| As quoted 1n Advertlslng Age (December 7, 1970)

W,fBorden, N. n., Same Reference as Footnote 4 ’~“Q‘?*~ T S




an earthshaklng event but merely another drop
in the long slow process . that forms .the
stalactltes of our personalltles.. [18]

to’ 1ndlcate that the consumer recognlzes the intent of
‘advert1s1ng/market1ng communlcatlons and 1s well able to
protect hlmself/herself agalnst the persuas1ve onslaught.‘
1Commun1catlons researchers such as Joseph Klapper ha:
l‘reported fandlngs that sugge the qudlence is not
helpless.‘ {l9 1960] Many critics have- acconted the'
:‘hpurported ablllty of the'consumer to. evaluate and d1scount

the ClalmS of - advertlslng/marketlng communlcatlons.- For

‘_example, Galbralth stated

{..because modern man is’ exposed to a large
~ wvolume of ‘information of varying degrees of
-unreliability...he establlshess :
- a system of discounts’ which he- applled to
‘ various sources . almost without thought.. .the
dlscount becomes nearly total:for all forms of,
5 advertising. . The merest child watching " telev1s1on
Hdlsmlsses the” dealth .and status-g1v1ng claims
of a breakfast: cereal as'“a commer01al"«{20rl1961}’

_giﬁowever, questlons have been ralsed as to whether the;t_uu.
: conSumer 13 always able to protect hlmself The thlrd e
f;flnstance ‘in’ whlch the‘persuas1ve nature of advert1s1ng/ _,tlpiﬁ_':‘
.emarketlng communlcatlons\ls questlonable “o when the "”_
ﬁ?hconsumer 1s not aware he/she 1s be1ng 1nfluenced - becamelhl‘_
a SUbjeCt of concern w1th»the publlcatlon of Vance Packard' i’”

n;JThe Hldden Persuaders ln 1957 [21 1957] _e_hpf”?lff'

."'_‘_k, Toew

l"flS Schramm,3W1lbur [Source not located] e
~/19{. Klapper, Joseph ‘The Effects of Mass Communlcatlon ,f
=f(”lencoe, Ill<n01s- Free: Press, l960) i - ol

20 Galbralth “J. K;AfSame Reference as Footnote lO pp 325-326
21 Packard Vance The Hldden Persuaders (Pocket Pooks Inc.,‘”l
1957)w;:' o ; « R R o

u L
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V‘Advert1s1ng was deplcted by Packard as - all—powerful -- the

- :
unseen manlpulator of the emotlons and deeply-rooted o .

o

des1res of. the 1nd1v1dual The unwarranted scare about

subllmlnal advert1s1ng caused further publlC concern.‘vIn
_1959 Louls Cheskln reported |

’~Stud1es...conducted in the last 12 years show
) conclu51vely that. 1nd1v1duals -are 1nfluenccd by
radvertising without belng awart of that
. influence. An individual is motivated to buy .
»fsomethlng by an_ad,. but he. often does not - kriow
what motlvated h1m [22 1959] I :
'Defenders of advert1s1ng countered Wlth protestatlons of
good 1ntentlons and clalms that advertlslng was not all— |

,powerful For example rEalrfax Cone,‘an advert1s1ng executlve,'

A’. , argued- co ', . ”; . - .

ngdvertlslng is not-.a plot. ‘Nor .are most advertising
people wily- plotters. ‘Theéy are.salesmen, i print
. and over the air. And Jjust as most’ good salesmen~
in-person seek. to know all they’ can about their ‘
prospectlve customers,‘so do most manufacturers and
their: salesmen—1n-advert1s1ng undertake to’ learn -
~all they can about thelr prospectlve customers.; -
reasons- flrst,,to flnd out what peOple know abou+
'sf ”products (and serv1ces), and second to flnd out
. what- peoole want in. products (and serV1ces) that may
>not br°turrently there. [23 1958] o

"7Thls?“h1dden persuaders"‘controversy 1s further‘.h
compllcated by the suggestlon that even Af much advert1s1ng

s;ftoes not get attentlonﬁor change attltudes, 1t may Stlll be_a'

“:ttf;eFfectlve ln 1nfluenc1ng buylng behav1or. Alfred POlltZ

"'?522 Cheqkln, . Why People

:advanced what he called the "famlllarlty pr1nc1ple" Wthh

A"’x

f'states that somethlng.;hat 1s known 1nsp1res more confldence

e belleved the 1mp11catlons f5w

- uy"(New York 1959) p 5&
'.23 ‘CeneiiFa M.”"Advert1s1ng_ls‘Vot a Plot" The Atlantlc
(Januarv.‘1958).p SRR S ) IERCTRES
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A plece of. advert:s:ng Wthh does nothlng else S
_but mention the ‘name of. the product will contrlbute
somethlng to- the sales of that product, 51mpr

by creatlng an awareness of the brand name : that

generates this minimum amount of &onfidence.
[24, 1960] : '

_.Fﬁrbert Hrugman has extended thls llne of thlnklng with

recent emplrlcal work relatlng the degree of “1nvolvement"t'
_’of the Vlewer ‘with the 1mpact of advert1s1ng or perceptlon
of product characterlstlcs. [25 1965] Does the consumer
puerect defenses agalnst th1s form of J_nfluence'> ThlS is a |

'-*'.toplc for future research

[ -

o In addltlon to behav1oral research and theorlzlng as
-to the persua51ve 1nfluence of advert1s1ng/market1ng "
communlcatlons on consumer behav1or, reseatchers have asked
consumers and buS1nessmen thelr Oplnlons about the ablllty
of advert1s1ng to effect unwanted control over people s.' |
behav1or.‘ The results of these stvdles are not all dlrectly
'fwxﬁpfcomparable due to the d11ferences 1n wordlng employed _
' j?however,tas shoWn 1n EXhlblt 4 3 they do 1nd1cate the extent
.if,:nand stablllty of publlC concern as to advert1s1ng s 1mpact ‘

",p“on behav1or ; Bas1cally,'these data show that advert1s1ng

.t

-“fils cons1dered to have' _‘lderable persua51ve power to‘¢;

‘pcreate wants to Whlch the publlC Wlll be re pon51ve.°;The’"

v.;percentages varv somewhat,,but the publlc seems clearly

'fto take an ant1—advert1s1ng p051tlon on the persuas1on 1ssue._w
Vool

The fourth 1nstance 1n Wthh the persuas1ve nature'

'lof advert151ng 1s questlonable 1s the use of advert1s1ng to <

-

N ;ﬁJournal Of - Marketlng,r : h 5, ﬁif{ October, 1960) s
Lo 250 KrugmantHo E. ., "The" Impact-ofuTelevis1on Advert1s1ng'7
‘ ,4*Learn1ng Wlthout Involvement"' Publlc Oplnlon Quarterly e
S (rall, 1965), pp.‘349-356 ey T e EU T S

e
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Bus1n s Rev1ew Study,

E3n1b1t 4 3
- PUBLIC OPINION@ e THE RPSUASI“E E“FELTS OF ADVERTISINu } .“‘ -
. Per Cent Agreeing
,,Do you th1nk advert1s1ng leads people'f o o R
 to buy things they don't need or can't "
afford" (Qallup, 1939, "1%40) ‘
1939 "'. . T 8o R
1940 _ SR -2 S B
J';ff,Advert1s1ng leads people to: buy thlngs R ' t ?\
-they don't need or can't afford (Ohio o ‘
State Study, 1950) N ; B0
, o s yooos
t'Most advert131ng Just tries’ to get . ”;“ff“.“LVV"fff
.‘people to buy ‘a lot of things they . e
= don' t really need. (F1e1d Callfornla : : o
-~53011 1953, 1961) _ Co e
| 1953 ‘,;,“_f‘,‘ L o asT
"1961 T 59
‘,‘Advert1s1ng creates de51res and wapts
- that: otherWLse wouldn' t ex1st (Harr1s,‘ R R R
,_4.1962) - 7‘k“_x‘_;,.; a0 e -
'thdvert1s1ng often persuades people to DT S i
f;buy thrngs they shou:dn t buy. (AAAA**1964)+ 730 -
4‘”Advert1s1ng often persuades people 6 :
.,3ibuy thlngs they dor eed: (Harvard » A
?,Bus1ness ReV1ew Study, 1971)+_;ﬁj FRNE j}‘,»;gsyj
L . SERCC TR : r”‘ ‘d.ﬂ~: A ST .
iis-td;,;Advert slng often persuades people to . .L;;
R . buy- things. they don't want - (Harvard RS
1971)+ ;

4frop1nlons,:,,4 e
x*general publlc'

“Source from‘Greyser):S A ‘and R A Bauer "Amerlcans

°;,and Advert1s1ng- Thlrty Years of Publlc Oplnlon" The Publlc
DV A e e Ly i ey i e e e s A s e ) .




[ fJ,The Federal Trade Comm1531on complalnt aga1ns LTTfs
Wonder Bread 1llustrates the concern; with’ artlfdcial
dlfferentlatlon," as well as the drfflcultyrof setting

| stmmdards as to what constltutes meaningfu -(and;hence

‘% S promotable) dlffereﬁces among produc [261 Th1s tOplC :
‘ | lr. is very 1mportant - we shall examlne it further 1n ) ‘er -
3 sectlon 4.2.3. “‘.: X S :;"‘” %';;1“ T R
T . . . “ X . Lo - : . ~ . Uxif».
4 2.2.3 Summarv - - e ‘Jgj' ,"1 o ® an

Although acceptable ln pr1nc1ple as a tool ‘0 selllng,

the persua51ve nature of advertlslng/marketlng communlcatlons'
lhas been questloned in. four s1tuatlons- o @f
r;”~"" (l) ‘when d1rected at consumers unable to purchase | R o
D the: advertlsed producte"Afrgi,;‘v SR e ‘in .

(2) when the product or service 1s seen as "not
© 'needed" or "not wanted- :

(3) when the persuaslve means 1s unknown or only\3 - L .}
”"very subtly consc1ous to the rec1p1ent-_and ‘ E

(4) whenﬂthe dlfferences among competlng products o
., are: sllght or. non—ex1stent ;L.‘-.” "”T mg~~r;~3~“ﬁ,i _ N

N ¢

In each £ these 51tuat10ns, behav1oral research and publlc } - d’ \\<

N

oplnlon‘pr‘v1de but 1mperfect guldellnes as, to the sgfi‘f7

acceptable llmlts of persuas‘on 1n adVertlslng.;_‘?-

‘*\Hi




'_~2?7".' Taplln,

T,Even so, advert1s1ng/market1ng communlcatlons clearly have

4, 2.3 Informatlon’— -”'wd“ o ST 'VA.‘i T

4.2, 3 l The dlStlnCtlon between;persuas1on and 1nformatlon -
In the precedlng dlscuss1on of persuas1on, we made an. -

"art1f1c1a1 d1st1nctlon between("lnformatlve“ and "persuas1ve";

'”aadveLt1s1ng/market1ng communlcatlons._ Whlle th1s dlstrnctlon‘t =

'1s often made it 1s v1rtuallv 1mp0551b1e to dlstlngulsh -ﬁ"“@urf

‘f,The loglcal and pract1ca1 dlfflcultles w,#,;:‘~\H'
‘involved in any attempt to separate‘ e o
v 1nformatlon from: persuaslon,... arise.
“from: ‘the fact that the two. concepts
u‘shade 1nto each other.‘ Any d1v1d1ng
- line between 1nformatlon and persuas1on_“,7 .
~ .nust, ‘be art1f1c1al an arbltrary mask: M“ﬁ"m“5
o made for the purposes of d1scuss1on.k‘[“7 1960]

M sy : |

i between “the two in practlce.~ As Walter Taplln observeds.f oyl gy

an’ 1nformat10na1 role.: Albert Frey stated-,y"Advert1s1ng fallsi;M;

G to accompllsh a major soc1al objectlve 1f 1t does not: a1d 1n—*”'

:'ubtelllgent selectlon of goods and serv1ces by buyers._ [28 1961} |

Just what k1nd of 1nformat10n a1ds or obstructs "1nte111—

»wgent selectlon"° Agaln, there are a number of dlmens1ons

that must be examlned.

:Walter, Same Reference as Footnote 2 i

3 Frey, Albert:W.ﬁ,Advert1s1n
Press Co,,. Thlrd Edltlon,11961)




- First, there is the issue of truth 1tsetf-
is literal truth the standard by which false
adveLtlslng 1s determ1ned° [4 2. 3 2] )

o= Second there is the 1SSue of deceEtlon-=?What
‘constltutes a- deceptlve or mlsleadlng advertise- -
- ‘ment? Mlsleadlng to whom° “Is-an advertlsement
};deceptlve if- it possesses the capaclty to-- :
'v(mlslead or 1f 1t actually mlsled someone? [4 2 3. 3]

"—fcmThlrd - to what extent should advertlsers be
' “‘.allowed to exaggerate- what 1s acceptable
Euffery“’ [4 2 3 4] A ;g Vq j“'

) °

‘—,w‘Fourth there is’ the 1ssue of “the whole truth“j“7~»f"

“what 1nformatlon (whether to the. advertlser s
‘advantage or. not) should be dlsclosed° [4 2 3 5]

kY

| We shall now examlne each of those d1mens1ons 1n turn.
4.2.3.2 Truth 2 o | y d‘ d

Conceptually, the flrst 1ssue - trutb or . falsehood of

‘advert1s1ng/market1ng communlcatlons —4 1s the S1mplest. ‘

“,Presumably, a Clalm 1s true or 1t 1s not whether a lack of

:QThe FTC has attempted to curb 1nstances of false advertlslng/
i,marketlnq communlcatlons for over 50 years.h [29 ;l954]

uass1st 1n such efforts, the FTC recently moved to requlre

17ﬁadvert1sers to prov1de,substant1atlon of clalms [30 1971]

‘“7‘trutnfu1ness is: apparent to reclplents 1s a separate questlon ST
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| requlrements for advertlslng clalms. [31 1971] It has been ;1

dargued that it 1s d‘cflcult LO substantlate "lalms such’ as

"makes you. feel more attractlve "‘but Chrlstopher Cale, in a :
study of consumer reactlon to "truth ‘in advertlslng"‘stated .
i ~ he belleved that benchemark data can be developed for most .
”g;.;!‘ ‘ clalms and that preventlng untruthful advertlslng would not
| | hbe very dlfflcult [32 1970] ' " | |

‘ The 1ssue of deceptlon in. advertlslng/marketlng communl— ;f%"

17;15 . catlons 1nvolvesrsevera} sub—questlons-' 1ntent of the advertlserf

e

w\.

”, EaC1 X of the advertlslng/marketlng communicataons to

‘:Adecelve or mlslead the fact that someone may 1ndeed have

\

. been decelved or mlsled and the standard of judgment to ~TH

o use (for example capaclty to mlslead whom°)

In the past,\charges of deceptlve or. mlsleadlng advertlsrng& NG

grequlred demonstratlon of 1ntent (that 1s the advertlser set

/.

)‘@OUt to mlslead) or. Of occurrence (that 1s someone was mlsled)

; ]fRecently,.the empha51s\has beenfon the caEacltz to mlslead
f “’f7or deceive, whether or not ths actually occurs. Rlchard
{%'?,(“iffPollay summed up thlS trend as f01%%WS-{Tj;¢;gfijm Kf
gf;?a'[fff,fgf_ﬁ'TThe central judgment in ‘cases of" deceptlve
*@4L;fﬁff?*J'f‘s:;fadvertlslng involves not so much the~ ..
; ST B ~characterlstlcs of the consumer but the;‘”f EE TR
4 ...  characteristics of ‘the advertisement | ¥ .
A ST . dtself. The evolutlon 'of -thought has |

SR SUPRES :_i“l{_aajtaken away :the necess;tj f‘showzng‘ "
SRR ’]Q;i\fﬂ qlntent to decelve andfhas even removed

fﬁ*3i[‘ 31 Greyser,.S.A and B B Reece o BuS1nessmen Look Hard‘
R At Agvertlslng" Harvard Business . Review, i (May~June, “1971)..:
'?‘,~ngjB2. /Gale .Chrlstopher ‘Truth in: Advertlslng-f The Consumer
L Vlew (Unpubllshed Doctoral Dlssertatlon,“Harvard Busanebs
o JSdhOOl 1970) :




- the’ necess1ty of demonstratlng that
-~ ‘someone in’ fact has been deceived.
‘The current crjiterion is the capaclty
. or. tendency to decelve. 'All that seems
necessary for a degmenL,of deceptlon,v_ "a
. is fow -an advertlse(ent to have poten-
u‘tlal for belng percelved by some consumers‘_ ‘ : L
- in a way that 1§ discrepant with the trué ' L '
o v"offerlngs by.the advertiser.. - The . llkell—}é
'© hood of such a perception does \not- seem .
f_to be in questlon. [33 l969] S

‘ﬁ

Thls‘approach does: have some problems. First’ as we dlscucsed

‘fln Chapter Two, behav1oral research has shown that perceptlon ]

¥
AN

:\?f*; i is 1nfluenced by the message 1tself the context of the""

‘hfmessage ’soc1al 1nfluence, and pegsonallty character1st1cs.=f7h
'ofSecond‘.even 1f the effects of all of these factors could be -

= lsolated whose 1ntelllgence, c1rcumstances,tand so on;”hould

'¢be used as the standard - the capaclty to decelve or mlslead

7;whom°' Thlrd most advert1s1ng/market1ng cgmmunlcaflons are

ftaddressed only to part of the market;_nowever,.the medla avall— “
Q;able generally do not allow careful selectlon ‘of whlch 1nd1v1duals:

‘ rare exposed to the advert1s1ng., Consequently, some 1nd1V1dualsle;N

S nfjmay be exposed to an advertlsement not 1ntended for: them and

’?'flnd 1t mlsleadlng.% To what extent is’ the advertlser responS1ble°"

.4 2 3 4 “ufferz

‘The questlon of what constltutes an acceptable level

T e

_*oﬁ exaggeratlon or puffery is also a compllcated one. -

tSym ols and 1mages ‘are 1nterpreted accordlng to. the

ST
empectatlons and values of . the re01p1ent of the communlcatlon._i

-,

_Theodore Lev1tt argued that the consumer wants and needs

«ﬁ;33u JPollay, R. W.,."Consumer Protectlon and - Advert1s1ng"
v Bulletln of". Buslness Research, (July, 1969). :

\,
.

- Ad ert1s1ng/market1ng communlcatlons are symbollc communlcatlons.',."



4.25 R : )
exaggeratlon in advert1s1ng/market1ng communlcatlons-~
‘Rather than deny that dlstortl n and
exaggeratlon exist in: advertlsnng, 1n R oo
this article, I. shall argue that™ -~ . )
'embe1llshment and- dlstortlon are among : R o
‘ adver+1s1ng S- leqltlmate and socially:
de51raole purposes, and, +ha 11eg1t1macy
. in advertlslng conqlsts onlynofu VR S )
ffals1flcatlon\w1th larcenous 1mtent...1t e
‘is-difficult as a practical matter to draw -
the: llrm between legltlmate dlstortlon'
and - essentlal falsehool...fhe bonsumer
R , suffers from an old dllemma.L/he wants
v T _,"truth but. heralso wants and needs the
P ' ' ,allev1at1ng imagery and tant llZlng promises
.of the advertlser ~and de51g er., 134, 1970]

Two recent FTC cases 1l1ustrate the dlfflculty of determlnlng;m.-lj.T
"the amount of puffery that 1s acceptable 1n 1nstances where .
'Wthe product does not appear to offér unlque beneflts to the
bfconsumer, but the advert1s1ng seems to. convey that -

. lmpre551on.m The ITT- Contlnental‘Baklng Wonder Bread case

,.wwas mentloned 1n sectlon 4 2 Auother 51mllar case

| 1nvolved the Shell Oll Company s clalms forJts platformate
-ad 1t1ve.; The FTC maxntalned the same addltlve was foundz
in other gasollnes, therefore,.lt was- clalmed to be unacceptable
'pufferj for Shell to advertlse as’ 1f thlS addltlve was : '
\unlque to Shell gasollne P | R A .

4 2.3. 5 Dlsclosure -

ﬁi'. The fourth 1ssue ——‘what 1nformat10n should be
]

dlsclosed - 1s related to the prev;ous three 1ssues.,

B
Flrst what 1nformatlon about product compos1tlon, price or -

potentlal health hazards should be prov1ded?‘_D1sclosure, &
ﬁvrequlrements, such as those of the Food and Drug Admlnlstratlon,;«\
f:are des1gned to protect the publlc from dangerf howevel,

these requlrements may also decrease the p0551b111ty of

34, LeV1tt Theodore'"The Morallty (?) of Advertlslng
0. Harvard Business Rev1ew (July—August 1970).




4. 2‘6 - T T
q{"telllng only part of the truth "_ While the 1mbasiéion‘g
of- such dlsclosure requlrements is often reslsted the

ba51c 1dea 1s not new, and the requlrements tend to be

Ahsqggested as: a remedy for false and nlsleadlng advertlslnc
Under thls sugqested remedy —-‘known as-‘correctlve advertlslng

L‘an advertlser would (l) admlt that his” prev1ous advertlslng

. was false or mlsleadlng and (2) presentithe~"truth" | o
Al*hough thI; remedy has been sought 1n several recent FTC

fj"cases, only one c e“has been se tled w1th the. correctlve
,advertlslng remedy.j [35,a197l] ] % J‘,Qv7k |

‘4 2. 3. 6. Publlc oplnlon surveysié'ﬂﬁw'

Is the general publlc concerned about these 1ssues rewW?ff

5qard3ng 1nformatlon 1n advertlslﬁg/marketlng communlcatlons°f'

”'yBauer and Greyser found the publlc was concerned-* “We;_llke
~-other: 1nvest1gators, found that one of +he most frequent

y‘reasons c1ted for belng annoyed w1th advertlsements has o

5fjaccepted ln tlme. Second _after—the fact dlsclosure has been'i .

7{do w1th the accuracy w1t} whlch advertlsements reflect reallty"wwf‘

/

[36,‘1968].. A summary of publlc onlnlon survey flndlngs

v

regardlng "truth 1n advertlslng lS presented in EXhlblt 4 4

In

e ~—4 25 3w7 umma"y e«n iﬂ-:j | |
T We have dlscussed spveral of the dlmenslons of the

“?ﬂlnfornatlve nat &e of advertlslng- “-;'fh”nﬁf*¥
TR / L

- f-truth gsubstantlatlon of clalms) _ _

”A_mlsleadlng and; decepflve 1nformatlon (1ntent o
- capacity, standard and event) ' !

jﬁ,puffery (llmlts)

o\, — ‘. - -
.35, For further detalls, see Cohen, S. E.,_"Correctlve Ad
"~ Scene Gets Clarlfled in Current L1t1oat10n" Advertlslng Agev,

(May 10, 1971). S

\

364, Bauer, R.% and S A, Greyser SamefR@férence_as'Footndte 3.




’A.i Truth and Standards in General

irfMost advert“s1ng statements are based/on reasonable facts or ‘f
ﬂﬁﬁ%%%ée

‘exaggerated claims.: Whlch do you flnd nost often to be‘ 2 -
:(Sales Management, Sept 1, 1938) S fff”t:f O -
| e | e 1934_‘ S - T
. Reasomable - -~ __ TEig *[” Az o

, Exaggerated yf‘y ”‘i _’49, | ._f,\j, 58, |
'hyOn the whole, do you belleve advert1s1ng today 1s truthful’- (Lédiés”
‘Home Journal May 19, 1939) y 3 : ~

'v¢y¢s_'-;%~" SRR sy

.‘thow much advert1s1ng 1s m1s1ead1ng°f (Consumer Attltudes toward
- DlstrlbutlonJ 1946) o e -

.At least half .~ -\ 35
“Less -than half T35

' ‘W.Practlcally none ff*.*”~f"63JYJ

R

‘ff /%* r‘~=,Pract1cally all fwff\_x”: ; %iv

- 'Advertlsements,present a true plcture of the product advertlsed.kye:hﬁ“{f
jg(AAAA 1964)*~;: S ~ : . . ‘v‘,yi,rlﬁv.r,f ok BT
: e Generally or partlally agree 47%,: i o

'"fﬁg‘ Truth and Standards Today and Yesterday y”‘

”dlls advert1s1ng more or, less truthful than 5 ynars agO’ (Gallupr 1939;#394&
o S e 1939 T 1940 . |

, .~ More . o -»'i>‘ 469% _.'-“ 50% S
Less . ﬁ.:;f;, 2 e - EEE

”'5Present day advert151rg 1s much ﬁgtter than that of 4 6 years ago.~V'
(Consumer Attltudes toward Dlstr utlon, 1946) :

~ Doubtful L 20 T

Don t know L | . oo 10 _g L R

T . : S TS

Advertising'tc",y is more truthful than it was three years ago.l L
(Oth State Study,_l950) R 5 o s u5;,_‘.“ e
-,n[f-’ More +ruthful o f_‘; '4l%h[ o o

o . Less"' truthful e ;_,vﬂl‘lSj .
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the same, comparea w1th ten years ago’

- - - ngher R ‘ L o
©e o e About. the’ samelef“mffl
.”Lower R 1 M

‘ ""DOI’l t know - ; . L
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g‘fliSources-'Wrom Greyser,'s A and R.A Bauer “Amerlcans and eﬁ{yl~‘fﬂ.
=”p:;Advertlslng. Thlrty Years of Publlc*Oplnlon" The' Publlc ‘ '
_igplnlongguarterlv, Vol (Sprlng, 1966)

e
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V;advertlslng and advertlsements~K‘

‘ CAL29 L
dlscrosure (whole truth and correctlve) \

Further, we brlefly mentloned some publlc oplnlon research

results. In thls context, one of the major flndzngs of

»the Bauer and Greyser study concerned the publlc s reactlon;
”'-to 1nformatlonal

problems versus other cr1t1c1sms of

‘J;The net lmpact of the reasons glven for .
i’f;llklng or, dlsllklng both advert1s1ng and _
’advertlsements is as’ follows~” the necess1ty
for ‘an. 1nformat10nal functlon is recognlzed
2 -;yand ads and advert1s1ng are approved of - .
5*for fllllng this role.-

Dlsapproval comes
*‘ln part for def1c1enc1es Ains thlS J

e‘;nformatlonal role,‘but more from.the fact
~'that ‘ads: themselves are- unpleasant andI
‘ﬁlntru51ve._*[37 1968]

We shall now turn to these other sources of cr1t1c1sm of ‘
;f the nature

nd context of advertlslng and advertlsements.
‘ a : ' . -y . o
.: “ ! (e
;’, SRR ‘[“'
e ; . = ‘

»Bauér,dR,A{dand S}A;zdreyser{;Same Reference as Footnote 3

e -
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.44 gaste - v
""34 2 4 P Introductlonfér‘“

RS . e X [ ' K . - B n oy
— I s : 3

Much of the anno“ance expressed w1th regard tofﬁf,” T

Lﬁadvertlslng/marketlng‘communlcatlons 1s concerned w1th '

vheggfthe manner of presentatlon of promotlo:al messages. fihéu,

follow1ng table,,summarlzed from Bauer“andGreyser S:ﬁfﬂ.”

study, presents some of the reasons people do not llke

?efeﬁd‘ w//advertlslng. ,,qﬂh TN
- : S REASONS WHY PEOPLE

Percent*

' Advertlslng s: 1ntru51venessjff)“" jfw 4096 L
’ﬂQ;fUntruthfultof’exaggerated fi - 26fgg55:n>’ .
©Silly, 1nsults {_1 -QlI
:Offensave o! ﬂ;;: _;fB&;
.ngh pressure selllng ;.m -le
“iIncreases prlces 4 f: ,;3f. '
g e o :

Crears
(N) 1 846‘_;1'}&{

* Dercentage_s do not add to 100 because som
: more than one answer ‘ ‘ . AR

‘°jOther reasons

Nrespondents gave

R..A.‘and S. A. Greyser Advertlslng in’
The eonsumer View (D1v151on of Research Harvard
School 1068),,»vw- » = L - s

dlfflcult to flnd a, term whlch adequately conveys

e L et
all/the dlmen51ons of the manner i‘ﬂwhlch advertlslng/

ks IS »r.

garketlng communlcatlons are presented to tﬁ/ publlc._ Whlle‘g“

;rﬂﬁ.l_gj"lt mlght be . p0551ble to cla551fy technlques and c1rcumstances : .
| o 7i.ﬂln great detall the ba51c questlon 1s;pdo the advertlslng/ 71,.i' &
:/fj‘%;marketlnq communlcatlons COHfllCt w1th standards of soc1ally[“’ﬁ,>{r
,,/a sacceptable behav1or9‘ In short, are- the ads in bad taste’ﬁf | B

“For want of a better term, we shall use "taste"rto descrlbef'
1these ethlcal, moral and aesthetlc con51deratlons regardlng~‘*

Q '\the manner 1n whlch advertlslng/marketlng communlcatlons' Wwf
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are handled.gwi'”i‘

'“’Advertlslng/marketlng communlcatlonc may be

2N

..,“

‘,}jg,f‘ﬁﬁ'fgjeﬁtheqf1nappropr1ateness of the occas1on or T e

w0t - Context in which ‘the" promotlon occurred ' .o Tl
ol oo (fof .example,: contraceptlves on Saturday pyff: o o
‘:,;_V,~V‘jgf~ﬂrf_f_mornlng) [sectlon 4.2.4, 3] S <

%pobjectlonable appeals (for eXample,kexcess1ve;.
b;use of fear or ex) [sectlon 4 2 4] :

however,

“"aartlstlc standards ﬁ»are_problems 1nvolv1ng mores and

5;thete/ogeneous populatlon.’

'r’ldea of bad taste., Who dec1des for whom hat_ls soC1ally

‘-c

commerc1als a Chlld may be exposed to on telev1slon7yf7ﬁ».:jﬁafff?

Second _whatever the,standards of taste\(or tastefulnessL;b-

R _are, they change over tlme f'Perhaps the most strlklng

'bﬂfL- h_bfg example is the change 1n general standards 1*egardlng the ‘;Rjy
e :‘manner of dlscusslon of personal hyglene and sexualy_' B _‘“
P _;behavlor in advert1s1ng/market1ng communlcatlons. In th1s°~'“”
| jpartlcular lnstanCe, 1t becomes partlcularly dlfflcult to

’pseparate the promotlon from the product (as w1ll be

CERIC.
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4d“d1scussed subsequently 1n sectlon 4 2 4 2)

‘4 2 4 ZV“ Product'versus advertlslng

Suppose cr1t1c1sm were v01ced that an advertlsement fw5"

~'fj:for a’ vaglnal deodorant spray was 1n1"bad tasteP"h What

“71sithe cause of th t‘ rit1c1sm7* PerhapshtheIPrOdUCt 1tself

"ffwaSuobjectlonable, or the expllclt treatment glven 1t 1n

fOrganlzatlons such as the Telev1 1on Code ev1ew Boa

E""constantly grapple w1th such problems ‘VFor rnstance,‘at one RS

'ugtlme vaglnal deodorants and hemorrh01dal remedles werei""

'not acceptable produchhcategorres for teleVaS1on advert1s1ng

réﬁ;fq°dhﬂfsubject to Codejduthorlty.ﬁ However,‘recently thlS ban has

.hfbeen llfted*subject to restrlctlons such as'“sexual themes

i‘;@hn";';Uor connotatlons“are to be av01ded" ' [38 197l]

el

j38 ' Natlonal Assoc1atlon‘of Broadcasters Code News, Vol 4;
Number -4, (June - 1971) . Vi R R IR

P
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Theoretlcally there are~bas1cally two ways 1n Wthh ‘_E;h

'f(for example, by a government agency)._lln pract1ce, neltherhjsﬁl

‘1approaches ls found ln a pure form

Nﬁfjadvertlsing‘for C1garettes‘1n 1971 exemplify soc1al

hefad“e tlslng/marketlng communlcatlons;‘"

“ffor a. pro uct fThe major p01nt here is‘that advertlsers may

e

'”;_ijflnd“themselves under

‘;ttack not because of the advert1s1ng,‘

but because of the produyt 1tself

”u'4 2 4 3 The advert1s1ng occas1on7;;a

Whlle the publlc may have no‘unfavorable attltude toward{f,

:fﬂthe product belng promoted 1t may react'with annoyance at
"githe lack of,taste shown 1n the tlmlng of the presentatlon of
che advert1s1ng/market1ng communlcatlons. For example, some

a»people may flnd the promotlon of laxatlves at dlnnertlme in




'/ fallowed lf any,“l at certa:Ln ti_mes

;follow1ng questlon, asked 1n a 1971 Roper-study, does not i
jclearly sepdrate these 1ssues-’”a

ﬁtQNow Ifdvlike to ask you' abouf:co ;:i *T
"jon chlld'envs telev151on programs;‘?

f commerc1a1s,'by'and 1argeg
fthen and th;nk chlldren 1earn from*some

‘Q}of chlldren°‘




Total
Sample

People who have chlldrennlyr
Under 6 e 6 16 *H:Both under
years{old‘; ' =

7 0n chlldren s programs-” i

.Shbuld be no commerc1alsiﬁy

\All rlght to haveethemiffg“"

,_Don t know oruno answer L8

P

The 1ssues 1nvolved 1n

’-ﬁ'to chlldrenf:re,complex,

thsectlon 4‘3.7l:

‘“*i3g; 1971]

advertlslng/marketlng communlcatlons

we W1ll examlne them 1n more detall 1n

(June,

1971).;n;jkf




S

always so much what 1s 1n the ad as what the v1ewer brlngsh‘iag

to 1t The use of phrases

-




. g - L ) ‘ . s " ~M_

vllke appetlte appeal R
: : we.fhould useﬂffff?‘

fHowever,'sofdo deodor/nt and moufht?

‘f40 f Posey,,ChesteréAmerlcan Assoc1atlon of Advertlslng Agenc1es

°VEastth Annual Fonference, New York Clty) 1968
R R PR L )
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EXHIBIT 4 5

i
_ ‘ j : co
REASONS WHY CVRTAIN ADVERTISEMENTS ARE CONSIPERED_ANNOYING
' responses) l g ‘

(Open—end

Stimulus qualities of ad . o : _ , . 73%
Intrusiveness: Heard o. seen it too often | .

Disliked people ' ad, their
voices, music ‘

, ! - 42%
~iInternal repetition . g
Too long.or large
Toc loud - - : : ; E
\ Insult to intelligence: Silly, r1d1culous absurd o
o Talked down to me, patronizing 5 19¢ = °
Unreal situation or demonstratlon -
Content 1mnact Unlmportant sales argument , )
vade me feel depressed -3 -12§
Borlng ‘ - 3 e
‘ Copfa51ng 2
"Informatlonal fallu"e B o | o . 36
' Mzsleadlng false dlshonest fake demonstratlon 13 | |
bon't believe..claims - . S i A
‘Contradicted experience with the product . 6 .
*5Eyaggerated product s ablllty ' _ ) 6
fmoral concern . o o - o 10
' Type of - product should -not be advertlsed J ‘“»?f6>p'

Ad . is bad. for chlldren B T A
JEvaluatlve" | - | | l\x 9
"d Ad is poorly wrltten or performed . o .5

PR All ads for thls product say the same thlng, A
ajf3@<~f look or sound alike . !
Other~answers 3 . 'f~‘ o .fif“f”‘ Ldi ‘ W ) ‘g
't'"If was just annoylng" or ‘no. further answer ‘= - ;f‘f'“ .5
. | R A A S R P S 138%
ST e N B ‘ (,,_ 25 126 ads)

o Percents add to more than lOO% due to multlple mentlons

"Source: Bauer, RaaA.dand S A Greyser Advertlslng in Amerlca.i
_ The ‘Consumer View,: (D1V151on of. Research Harvard Bu51ness
1->‘Sch0orﬁ.Boston‘ 1968) Ce TR :

- b e
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T ’ o Y
of the viewer}apparently.assumed;h;\ihe advertiser. That is,
.some.oritlcs of aduertislng[marketing communécationsfcomplain
“about;the slmple—mindedness‘pf the*proﬁotional message,
claiming that their'intelligence has beeﬁiinsultedf””The core

of this type of argument is that mass ~dvertisers aim at the

- : X : - ‘ - :
_ lowest common denominators in human beings. Consumers and ._ -
: businessm\; often feel.their~intelligence“is being insulted
f ! Bau r_and Greyser, in ‘the survey of consumer att1§udes,
found that .a frequent cr1t1c1sm of the nature of certaln
advertlsements was the . percelved ‘insult to the respondent su'm
1ntelllgence.- Thelr results are presented in Exhlblt 4.5.
b ' Grevser and Reece, examlnlng the ohange in attltudes off
ks @bus1nescmen toward advert1s1ng over a lO—jear perlod reported
the folTow1ng*. ) ‘ R .
'Compared w1th.ten'years?ﬁ AR " g o
ago, would you say-there. Percentage of respondents who answer:
: L
is a ¢reater, a smaller, ' : S About 4
or about the same. Ny Smaller : “the same \ ‘ .Greater
proportion of... -, proportion proportion %, proportion

‘ ' x‘} o
- Ads which' themselves are 7 - o o e
‘in bad teste W 29% 25% : 4 6%

W‘Ads for objeotlonable L S S
products ‘;~,‘_ S 2y 38 4l s
Ads whlch 1nsuit the . . et o e i*L o "‘,.‘ .
| publlc s 1ntelllgence o200 s 280 - -
"‘Ads whlch ;nsult your ?’ ‘,i: S ,‘; ﬂ S :afffp' i
_;'1ntelllgence ‘4';u. ""‘_‘18" ... 25 7 .57
' Ads whlch are 1Er1tat1ng { .- - ‘-'Vééwieg}w o 54

- pa1, 197110 -

- e e b . o o . T ; VL ' N . ‘ .. .o Al .“\ o " & :
e s - RTINS E et N . I - # ) W . o .

g
ok = — 7 ~ T z : .
R 41 Greyser,‘S._A and B Reece‘"Bus1nessmen Look Hard at.
E ?7 Advert1s1ng" Harvard Bu51ness ReV1ew (May—June, l97b -
x \‘.(, 2 : o T ﬂ _ ,
G | i
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. Other types of appeals than sex and teal used in
adwert1~lng/market1ng communlcatlons have beén CrltIClZedv
For example, some cummentators lament the use of
materlallstlc or "life lsn 't complete unless you own one-
of’ these ap;‘als. One- upmanshlp ("own-a-better-one-than-
youvenelghbor“)appeals have also been attacked Other types
of appeals that could ‘be dlscussed w1th regard to thelrr
Lastefulness 1nclude- ethnic ar)pealc ‘and role portraylnq

or stereutyplng appeals.r‘Mat rlallsm, ethnlc groups,;

and role portrayals W1ll be looked at in sectlons 4.3.3

ey,

and 4. 3 6
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4;2)4;5 Techniques - E . e . RN Y

Greyser and Reece found that three- fourths of the execu— -

tlves they surveyed believe that repetltlon-has been substitute

= I

for 1maglnatlon in much of today s advertlslng" [42, 1971}

%" Bauer and Greyser ‘found the major source of consumer annoyance

W1th advertlslng was 1ts 1ntru51veneso_~¥.advertlsenonts seen

_ or_heard too often, too long or too loud, and_that,haver

‘unpleasant peop1e, v01ces or mu51c.f [43, 1971]

-

Advertlslng executlve Paul Harper bellevec advertlsers

haVe resorted to more;‘strldent and perhaps questlonable methods

" of attentlon—seeklnq because of the prollferatlon of products”-

'fand promotlon, and the_consequent neeﬁ to be‘"heard above the .

crowd:® .. T R

T Just as surely “as our c1t1es are beind - enveloped
N in smog and othgr forns of filth, so is the {"
COmmunlcatlo nv1ronment becomlng more and,
. more clutter d -and obscured. It is becomlng
" ‘harder and harder to attract and hold attention
and implant an. idea...® Part ‘of-the orobrem
is. the prollferatlon of 51m11dr prodxctg.‘
There’ are 33 advertised: brands of deodoran_s
in the U. s.:and they all- do Fust - anout the .
same. thlng. In.the past- two‘“ears,‘elght
fbrands ‘of enzyme deterqents have been launchwd.
it is estlmated that $50 OOO 000 is berng ‘
/" .spent ‘to advertise them, and they do Just

Li/-"ohabout ‘the same thlng. ‘There are rrow- 22
' - "brands’ of ready-to- ~eat. ce Lals belng .
“advertised agalnst the sa. . ma: ket and

'they offex only superf1c1ar novelty."[dél~ 19701

However,‘whether or not the rltatlng technlques" such as -

rrepetltlon andhattentlon-seeklng deVLces (such ‘as loudﬂess) are

A

‘.‘.

.»‘;,

i'42.‘5:.Grey:sser,'S‘'A.‘-,”anc‘l"‘fa''B -Rééce; Same Rnference as Footnote 31.
“h“4§uffBauer, RAA. and S.R: Greyser Same Reference as Footnote 3.

*144;fﬂﬂarper, Paal as quotcd 1n Advert151ng Age date not 1ocated
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mj>\\ understandable from the advertlsar 5 p01nt of.- v1ew‘ffor
i example, to get ﬁresults as discussed in Cnapter Two or:

- beCa se of technical problems),,the questlon -remains as to

.whether such advertLSLng/marketlng communications are soc1ally

f' ’ acceptable. Dlscuss1ng, let_alone documentnng, such an. -
issue is difficult. For exunple,_on the one hand, .the ,
2eiecutlves sdrveyed by Greyser and Reece belleved hard-sell

Y 8 i

- promotlon that pounds lta meSSage home is not necessary,-

o yetr\on otper hand they Pllt ju;t about evenly on f {

whether the most effectlve televrs1on commerc1als are the"

most annoylng. [45 l97l] N

The results of any survey of consumer attltudes are

p*edlctable in large measure—g people w111 not llke

somethlng that annoys them, by deflnlthf ‘ Oplnlons are

llkely to dlffer, howeveralaboat’fﬁﬁ cxtent of 1rr1tatlon_
cavsed by‘one ?artlcular advertlsement or to dlffer 1n ax
ﬁ
-comparlaon of 3 veral advertlscments on. the Jlmen51on of

PR o tastwfulness of the technlques used ’ For example, perhaps
- an. 1nfrequtnt telev151on v1ewer would be less exposed -and .

hence less ups et by the repetltlon of commerc1als.' Another oo
factor 1nfluenc1ng oplnlons as to the tastefulness of '

advertlsrng/markttzng communlcatlons ls the nature of the -

{.- . medla// As d1scus$ed ln Settlon ,.4 2-;”some medla (such _ho_

TN

S as telev151on) are less controllable by the audlence than

others (such ,spapers) asa,,“¢ce are VLewed as more

'waed out ln Exhlblt 4 5,

lntrus1ve“_ Intru51veness qi~

is a hlghly dlSllkEd 1‘“T

communlcatlons.' Consequently,ia technlque such as repetltlon}——
’of a theme or the very dee ac e u51ng a medlum such asii'ﬁi‘_'

telev151on, whlchjls regarded as lnherently 1ntrusrve, may for‘

that reason.alone be- con51dered ln bad taste whereas uSLng the

‘same- technlque in another medlum may.be qu1te acceptable.T
e ST ST . 5 B, : '

. - =
e

':455'c@réysér;,g(A;*ahdgg;g;fﬁer:e,fsaﬁeﬁﬁéferéhCGuaS%foothotei3l
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An argument frequently heard when d1scuss1ng 1rr1tat1ng
,technlques 1n advertlslng is tbat 1rr1tat1ng ads are more
‘effectlve and ‘hence are the price the publlc must pay to have
'advert1s1ng support the medla.; The assertlon that 1rr1tat1ng
‘advert1s1ng/market1ng communlcatlons are necessary evils 1s_'f
worth examlnlng B Oplnlons are llkely to vary with C1rcumstances

~and wlth the questlon asked :'l s o f o i;fg

» Some technlques used to galn attentlon and recall ;4 such a
repetltldn -~ can backflre, thus renderlng thelr use a hlgh

"ersk strategy. On the other hand it is not economlcally
practlcal to ‘use each advertlsement only once._ It 1s

! i",expen51Ve to prcquce advertlsements - partlcularly teleV1s1on

| - ~commerc:Lals -fsand expen51ve to run them. Perhaps there 1s;¢v

i some opportunlty to reduce these cbsts, but the fact remalns

h~that advertlsements in the long~run must payoff for the

{

/

i

companies u31ng thﬁm. Even so, do consumers have to put upg
- with annoyance? ;me ev*dence available is'not clear; for
example, the follow1ng questlon asked of consumers by the | -

" Roper Organlzatlon ‘alls to prov1de a full range of

alterna lves and thus only EAItlallX bolsters the argument

,fthat anncyrng charqcterlstlcs 1n advertlslng/marketlng
-]communlcatlons are necessary. ' -

'leferent peoole have all sorts'of things, both" P
‘good and bad, to say about. T. V. commercials. -—= .
o - for exampie -- ‘that they are in poor taste, .. . .-
STy that they are 1nformat1ve thatfthey(" o
| ' are amus1ng, that there are too many
- of them,uetc.: Now ever 1h1ng con51dered
do"you -agree o= dlsagr e that having
commerC1als on T.V. igfa fair price -
7,to pay for uelng able to watch it?’~

s

oA R
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.vpresenta‘ Jn, that thls 1s understandable, and that to- some .

'4?'jpextent thls 51tuaf on 1s not complctel) avoﬂdable.<

“
4.43
" Nov. = Nov.  Jan. Nov. - Jan. B
1963 1964 1967 - 1968 1971 -
" Agree 7Ty 818 80%- °  80% 80%
Disagree =~ 14 - .10 .‘;"‘9‘ - 10 - 10
Déd't Know - 9 9~ 11 - 10 10

[46 l97l]

',"

Such a questlon leaves the respondent who wants tvlevr on,

w1thout an apparent alternatlve to the annovsng qualltres

'of advert1s1ng/market1ng communlcatlons., Fur*her,_as

,jdlscussed 1n Chapter Two,hconsumer behaVLor research has not
Cyet been able to dlscover whether, in general less 1rr1tat1ng"lh
‘(at least to the majorlty of the audlence) advert1s1ng/market1na> :

- communlcatlons are or can be as effectlve as . (or more effectlveha;.’

than current advertlslng/marketlng communlcatlons.

4.2, 4 6 oummarx ;f S f.; , 1«?'~‘7

In sec lon 4, 2 4 we have revmewed several dlmenSLons of

1

"taste" -—‘a conceot used to refer to the soc1al acceptablllty

of ‘the ways in whlch advert1s1ng/market1ng communications are

presented These dlmen51ons 1ncluded o R | L

‘_éﬁacceptablllty of the product,

‘ioccaalon and context C L e o - @
yeiappeals, and \(
S : N S oo
- xechnlques'\' vﬂ#,r'\_‘,V S -,,‘ e
: ,\ - . . B .

i

In’Sﬁmmary, we- foudd that advertlslng/marketlng communlcatlons

can be and often are consxaered 1n bad\taste because of

o

~46. The Roper :Organizution; Same Referefice as Footriote 39. . - -

e e e

. . . - i . .
‘0.' . . " | | . .
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,4_3 Impact of Advert1srng/Ma ketln, Communlcatlons on values

and Llfe Styles-‘

4.3, l Introductlon -

- in an” examlnatlon of what lmpact advert1s1ng/market1ng com-«

,;;"llfe—styJe" to convey more than Just purcha31ng behaV1or) ;

-a social. V1ewP01nt - In thls sectlon we. will broaden our

‘munlcitlons ‘have on +he values and behaV1or (here called

In Chapter Two we examlned the impact of advertlsrng/
marketlng communlcatlons on purchasrng behav1or from the
viewpoint of spec1flo products or product classes. In
Chapter Three we examlned the 1mpllcatlons of the use of

’advert1s1ng/market1ng communlcatlons from an economic Vlew-
wp01nt. In thls chapter, Sectlon 4 2, we looked at the

?natdre of advertlslng/marketlng communlcatlons efforts from

forus btlll further to bulld on all the orecedlng material -

of members of s001ety The 1ssues 1nuolved are the most

llmportant -~ and at the same/tlme 4he most drfflcult to

resolve - of the rssues treated 1n thrs r?port

Of the many values or llfe~stylerpatterns wrth which

advertlslng/marketlng communlcatlons have been assoc1ated,'

those most frequently dlscussed 1nclude the followrng e S

’é_Materlallsm, nstant gratlflcatlon, and e L
* level of consumptlon [Sectlon 4 3 3] o b

,“f‘Moral ethlcal, and aesthetlc standards
| [4 3.4] R , o

i’~!Conform1ty and leGCSlty [4 3 5]
v—fInterpersonal and group relatronshlps :'”j"
[4. 3 6] L S ‘

fﬂé ChlldrE“}'4 3.7)

. et

s

‘The 1ssues comprlslng these tOplcs, although the subject of

Q_frequent debate, ‘have not been researched 1n much depth

"Conseqwentkym our dlscuss1on, Wthh w1ll undoubtedly appear
; brlef erely reflects the pauc1ty of knowledge on: tnese o

¢

e
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topics. We will begln by examlnlng the andamental questlon

.underlylng these issues: that is, do advert1s1ng/marketlnq
N communlcatlons create or reflect the values and ’lr:—styles

of members of soc1ety°

4. 3.2 Creatlon or Reflectlon of Values and Life- Styles ~

\\ To what extent do advertlslng/marketlng communlcatlons
have the power. to effect. changes in people s basic values
and behav1or’ We have encountered -this questlon, in various:
forms, throughout our d1scuss1on of advert1s1ng/marke 1ng _

- communlcatlons. ~For- examole, in Chapter Two, wé addressed -
the 1mpact of promotlonal efforts on prlmary and selectlve -
demand. ‘We found that the. factors Whlch affect demand are
numerous and | 1nter-related - and that advertlslng/market—'4’

lng communlcatlons constltutes ]ust one of these 1nfluences..

S

,‘-,‘-

. We dld not uncover any emplrlcal eV1dence that would
4'19;L" rescolve one wWay or ‘the other the’ issue of creatlon vs. re-'
flectlon f publlc values.- ‘Most wrlterqun thls tOplC ‘seem
“to belleve Lhat advertlslng/marketlng communlcatlons areyi"'
1mp11cated to §9mg extent 1n Value/behav1or orlglnatlon -
generally, an undeslrable s1tuatlon from the v1ewp01nt of - T
soc1al commentators.‘ Most observers_agree,,however, that “y
advertlslng reflects prevalllng llfe styles to a cons1derably |
greater extent than it creates them “P. A, Baran and P. M.

SweezY,'after an extenslve reV1ew of advert1s1ng knr ledge'

Ln Brxtaln and the Un1ted States, concluded' " 'liff “/‘-’;1w 5*?“‘

o .
el R ) i : . L
. rﬂ : BRI ! N

) It 1s cruclal to recognJ7e that advertlslng
. dnd mass media programs. 5ponsored by and re-
. " lated to it do not. to any 51gn1flcant ‘extent
e ﬁ«create values or produce-attitudss but rather -
reflect existing values ‘and ploit prevallrng‘ -
“attitudes. . In so d01ng thz&exndoubtedly re- -
¢ 1nforce“them and .contributé to their propaga~'
L ~_ tion, but they c#nnot be considered to be thrir
Y s 7. taproot. Therewas wide” consensus among specllllsts
. that advertlslngmcampalgns succeed not if they seek
"to change  people's attitudes,  but if they manage,
“to f1nd by means of.motivation research and simi-
» lar., procedures,;a way of llnklnq up- w1th ex1st1ng

{-ERJ(jA" , flfattltudes.;‘ k‘ R w‘ﬁ:f‘_y@»f‘u.

o' B B - ' .’l‘ - : PR




~‘asoC1ety base generallzed arguments on ver‘s

contrlved"
’way bottles — that through advertlslng,and control over
o,dlstrlbutlon, rompanles have createﬂ a
'”throw—lt-away attltude. {49, 1960] - However, Packard'

446‘

S\atus seeklng and snobb&ry° sorlal
rac1al ~and sexual discrimination; . -
egotism-and unrelatedness tc others;
envy, . gluttony, avarlce,_and ruth-
lessness in the .drive’ for. sel‘—,
advancement -- all of” these atti-~
-tudes are not generated by. advertls—
ing but are made use of and appealed
'to in the, contents of advertising
’ mater1al....~ Advertising, being a-
,re1nforc1ng and prollferatlng mech-
anism, can neither be held respons1ble
‘nor absolved of all respons1b111ty for
_prevalllng attttuoes,vcultural standards,
.and values. 47, 9b4] '

.. Neil Borden, summariiing'hisffindings; stated:

- Cousumers’® wante for products have been
: determlned by the character of consumers
~and the1r ex1st1ng environment. - Adver--
tising has not changed people's basic
characterlstlcs, nor has-it appreciably
~-. changed the’ env1ronment.” It haé merely’
played upcn consumers' buying motives to
intensify desires or to build- favorable
.attitudes toward products. In kelping
~to usher in- 1nvent1ons and in speeding

'vup demand for some “products and slowing
down contractlng demand fox others, ad~.: .

.vertising has had an effect in altering
consumers’' living habits and attitudes. .
In this way 1t has had: an: effect on the
env1ronment [48, 1942] ‘ g

EX

A

Many commentato,s on. the effects of adVertlslng on

| For 1nstante, Vance Packard alleged that companles have,

use~1t—once and—

"@c1flc examples.

the demand ‘for eonvenlence roducts such as one-,

47 .‘

| ?‘48

a9,

Barari,. P A, and P M. Sweezy, "Thesec on Advert1s1ng,’ Science
and Sc- 1ety: Vol 28 ‘No.1, (1964) pp. 20- 30. B SR

Borden h Hs, Same Reference as Footnote 4

Packard ‘Vance,- The Waste Makers {Dav d McKay Company,

1960) Chapter 5.

o
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: diECUSsion lacks substantiation, as-do most other treatments

of the 1ssue of creatlon or reflectlon of values and llfe-

B styles.

'4.3.3 Matei allsmj‘Instant Gratltlcatlon, .and Level of L
Lonsumptlon - » .

A manr,concernAof many‘analysts of American.societyy
_is its- materialistic nature.‘ Materlallsm, simply stated,
" is the tendency to value the possess1on of | products. “Por
;example, if we malntaln that teenagers value hlghly the "?2/
‘fposse551on of radlos and rec rd playels, we are ascribing
to them & materlallstlc attltude. A soc1ety may. be descrlbed
as materlallstlc if such attltudes are prevalent throughout
. 'socxety - The. extent of materlallsm can. be evaluated for a L
‘7fg1ven soclety (for Axampl*; a comparlson of the amount spent
‘:on products,to ‘the amc spent on the arts) or compared be-

‘ tween socletlea,(for ¢ ample, a comparlson of such expend1~‘

‘,tures in two. countrles)
: - ,

‘The relatlonshlp of advertlslng/marketlng communlcatlons
b‘,to the exten+ of materlallsm in’ a soc1ety has been the subject
ﬁf‘ j"of many vehement attacks on advertlslng.' Cr1t1cs of advertis--
11ng have asserted that advert1s1ng generally cc1veys to members
‘of a soc1ety that there is a: solutlon for, every problem and
’that the solutlon 1s a materlal one.‘ Vance Packard put 1t

2 /

- /

Ythls way-' \:?'ff pf;pu‘f.ff' e

&_ e ...standlng 1n *he way of any 51gn1f1cant ;#x?ff
AT ~j . shift in the American style of life is the )f
"r*“all-perv ding commercrallsm~of the env:ron—'vf,
. 'ment inTwhich" they live and breathe.w Americans"
‘ consequently are unde fairly constant: pressure
to appralse thelr llﬁF catlsfactron on the bas;s \
of materlal posse351ons. [Sb, 19h0] :

“.Further, it has been allege that not only does ad\,rt1s1ng
cause people to wanL materlal possessrons, but it also causes:

;, e;,:, them ‘0 want ere and more'mw 1t creates perpetual dlssat15~f‘
; ,factlon w1tn the status quo‘ 's. E. Mollson, an’ Engllsh wrlter,

o summarlzed thlS tendency as follows'
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.Advertising has promoted the revolution of
rising expectations... advertlelng more than——

. any factor has made the luxuries of yester-

-dey the. necess;tles of today. LSL 1965]

- It -has also been alleged that advert1s1ng/marketlpg communl—
‘cations have fostered the demand for "instant gratlflcatlon,
that is, advertlslng/mar]etlng communlcatlons makes people
ant products and serv1ces now" ¥~ whether they ‘can. afford
yﬁthem or mnot. ,Thls tendency,_whlre dlfflcult to document
1probably ex1sts howéver, it is. unllkely that promotion 1s
the sole cause -- _many- other factors are Jnvolved such as‘
1ncreased cred1t avallablllty, more extens1ve use of. d1sPlay

in self—serv1ce stores, etc.qd T'; B R W e

‘If advertlslng/marxetlng communlcatlons do create or
relnforce the drive for 1mmed1ate possess1on of more and -
more material goods regardless of ablllty to pay for them, | Lo
“4his effect is of particular concern in. the case of dlS“ »
m‘advantaged groups such as the poor . Federal Trade Commls—;.'
/Sloner Mary Gardlner Jones discussed the 1mpact of adver—
HtlSlng on the pocr as follows-s' B . - o SRS

, ...the soc1al pressure dn them to consume s -
~is almost 1rre51st1ble.:.the only sense R ‘ L
;of status which is in .any way available to . *'?h'k o N
“them is through the possession of ‘the material L BN

: ~accoutrements of'our economy.....an’ automoblle,“y_ T
o seW1ng machlne, a Tv. set....[52, 1969] R At

S o | (. 1“~_:;\Qgg-_ R

Bauer and Greyser, 1n their recent book stated that. . -~f1 yf -
it was. 1mportant to: separate the tendency to atgulre materlal ‘”4;'&"
goods from the use to whlch the materlal goods are put Thelr‘”

dlscu351on of materlallsm 1ncluded the " follow1ng remarks.‘~’ Tt s
L S ; : ST E e - « ‘ ; v

51° MOflSOn, SIE. ‘The'Oxford Hiskory of the Amerlcan People L
“ (New York: Oxfordenlvers1ty Press, 1965) P 892 : e

52 Jones, Mary Gardlner, “The Cultural and Soc1al Impact of .
' - Advertising ‘on American Soc1ety“‘ a -spee¢h before lhe Trade,

e .Regulation "Round Table o%f the Association of Amerl an. Law ‘ .
R4 Sohool San Franc1sco, Callfornla, ‘released Decemb'r 29, 1969 =
as  uaoted in John Myers forthcomlng -Social Issues 'Win- ‘
Advertising, (New York,;. “American As3001atlon of’Advertlslng

‘ 'Agencies, 1971) Chapter One.‘;'t. : T s ‘;{;ﬂ
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*~D1scuss1ons of tLe ﬂart that advertlslng and
marketing in general play with respect to
v E@terlallsm are .invariably garbled: It is.
— difficult to tell whether the matter of: concern
" is the predllectlon of people in our soclety
to acquire- materlal goods or the funct18ns
.which material goods play in the soc1ety.7
. Close attention to many of these arguments
. has’ conv1nced us that. a frequently over—fﬁ:
looked central issue is that in our. soclety
materlal goods serve. many functlons which"

By

are served in’ other fashlons,ln other societies... o

“It is perplex1ng 1ndeed that the. cr1t~c1sm
. of & materlallstlc soclety becomes most
.. 'heated when the discussion turns to the
fact that people ‘use materlal goods‘to
vsatlsfy what are generally cons1dered to-
- ‘be- nonmaterlal motlveé ' Perhaps the dls—
t1nct1ve feature ‘of our soc1ety is. that
. while, there axe so many materuflfthlngs‘
which may afford ego. gratlflcatlon or o
rserve as symbols of status, there. is little
_stable agreement ds to’ Wthh objects should
‘serve t}ese functlons... R

‘Thls ent1re issue can well proflt from - ht: -GVV“

. “fresh thinking. Many values and expectatlons
' of odur soclety -are probably involved. One
of them is’ the notion that material objects
~have-a s1ngle c}ear cut "prlmary functlon" 44h~
.such as’‘that an automobile is a means’ of- |

f;transportatlon =-.and" that 1nvestment of
resourc’ * anythlng beyond th1s yprlmary
ufunCth is in some‘sensef"bad“ " Other

societies desP1te hav1ng obv1ously less
‘material wealth, nevertheless do not share
hthls”assumptlon. :
L o o S
‘r”gardless of what reevaluatlon nay emerge

1 om a’ new conS1deratlon as. to the nature of
our: materlallstlc soclety,llt 1s lnescapanle
. e that advertising plays an important role in
B T £ “Advertiging ‘is:the chief means of

SRR ~"communf%at1ng and relnforclng) to people

e -

i
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B P , 6.probable that as long: ag/those S Y
.+ -  reasons are ones . whlch ‘the culture: I, -
g recognlzes, e. g., t At a ‘given . t
a symbol of stat s, it is- hnllke~
ly that advert SLng can or will .
be preventeq/from appedllng to g
. ~ such reaso . If we regard as
*;/-‘f; : - .\ﬁundeelrap ‘these materialistic .
e - S . " 'values f"our SOCletj, we must

A RS ‘ look. bekond advertlslng for - R L
| o chdh??4}[53 1968] oo

‘ L ‘*va’Walter Taplln approached the ouestlon of materlalwsm

i

sllghLly dlfferently--“ ‘f;' N S o ”Q.i‘"“ S AP P
, R oo ' | l
e
,~Most of the thlngs we want are- , , o A
'not materlal but’ mental. - We e - S e
1t states of mind. The ad- R A
rtiser, beginning.with a . e 0
) materlal object which is to SR IR o
"be sold, suggésts the states . - 00T BN
_ ' of mind which may be aoﬁleved e B
., - . 7 by the purchaser.... You can: " . - o 5
S ~ either rejoice that human - - 0 o)
S e vbelngs have wants, and that ‘ o
‘other: human belngs try to . X
‘satisfy them and be paid - L O N AR
. for ‘their trouble, or you s . L R
R can deplore the nacure~of ”Q‘u;ff '
e fhumanlty 54, 1960] /[#‘jj'l

Another argument heard in- r gard to. the lmpact oflll""

fm‘ <

”advertlszng/marketlng communlcatl‘

s’ on the materlallstlcf7’
“aature of soc1ety is that advej lSlng is’ the "lubr;cant
?;44 "'that keeps ‘the ecoromlc mach'ne mov1ng to,support a hlgh ‘
g S"standard of llVlng., Suppofiers of thls pOSltlon often'pff3ﬁ "‘
g‘fj :;toverlook its ba51c weakness., As Bauer and Greyser put "%#{v“
CE 7'“7§1Jr \;, . , R

53; Bauer, R. A.\and S.A Greyser, éame:Refereﬁoe és¢chtno£e13j»~°4 i
pp. 367-368. . . SRR AN

P
o e
N '

ot 54 Taplln, Walter,'Samegﬁefereﬁée;qup@otgote;2{7f
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...Advertising men cannot rest their \\\\\
case that advertising's ability to S
"move ! goods" is an ultimate justlflcatlon.
Some advertising men are so convinced.
of the present role of advert1s1ng in our
economy that they can see no possibile _
‘alternatives to existing arrangements. i oL
It does not follow, for example, that
even an improved material standard of
- living is dependent on an ‘increase in ourl
'Gross National Product. GNP is a measure e
v of transactions within the economy which: ‘
has nothing per se to 4o w1th what is
produced, or with the rate at which the
nation's wealth_ls being deprec1ated [ 55, 1968]

4.,.4 Moral, Ethical, and Aesthetlc Standards

In gection 4.2 we dlscussed the moral ethical, and aesthetic

nature of advert1S1ng/market1ng cormunlcatlons In'this section,
we shall discuss the effects of aa&ertlslng/marketlng communlcatLOnsl
on moral ethlcal and aesthetlc standards- that is, the crlterla
by whlch people evaluate ideas and hehav1or - 1nclud1ng promotlonal '

3

behav1or. - T \-

- Do advertlslng/marketlng communlcatlons lead to lower moral
standards (for example '1ncreased seXUal perm1551veness)7 Do advert1s1ng/
‘marketlng communlcatlons lead to lower ethical. standards (for example ‘
llncreased decelt in relatlonshlps)7 Do advert1s1ng/market1ng
communlcatlons debase ‘aesthetic values (for example decreased‘
appreclatlon of classical mus1c)> These are dlfflcult questions
to dlscuss let alone . resolve. For example how mlght we evaluate

the follow1ng assertlon by Reverend Re . McCracken7.

o It is obv1ous ‘that llttle thought is given -
o . -to the effect of advertlsements on character

. 'Bauer, R A. and §. A Greyser Same Reference as Footnote 3
‘p. 368, ‘
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In some instances, not only truth,
but taste and decency are at .a dis-
count. The advertisers have some- .
thing to sell.and they mean to '
seld it. The profit motive over-
rides ethical considerations. I
have no hesitation in saying that
this is ore of the most pernicious
and vulgarizing influences operating
at the present time on American
manners and morals. [56] '

We might approach this argumentﬁlog;cally. For exanple, we

might‘argue that the marketing of nationally branded products
requires a large measure of trust between the consumer and the
manufacturer, and that advertising'helps,create‘and maintain
such trust. Yet, as-apparent'in cur discussion of false-and
misleading advertising'in section 4.2.3, we could also argue
.the opposite. Or we mlght approach McCracken's pos;tlon
Aemplrlcally, at least to the extent of, measuring the opinions
of various groups on the questlon. For example, Greyser and
~Reece“in their study of businessmen found that they split
quite evenly cn the question of whether advertising improves

or lowers the general level of taste in society.

195,

) \ 7/ This is:
©o Iswe L Alternatives ) ) True .. Don’t know False
7
_Impacton public taste ‘Downjrades it o 41% " . " 13% ‘ 46% ‘
- Improves it , 37 - Is - 48 [57, 1971]

o

There.is,no eﬁpirical evidence*tc‘indicate the exteﬁt7tc;Which
'advertising/ma:keting communications do, ih fact —;‘as‘disé,
"tinguishedAfrom ;Egglgg e— affect moral, ethical, and aesthetic‘

standards. Given the multlplLCLty of 1nfluences on Lhese stand—sﬁy

-ards, lL seems unllkely that any clear cut measurement of theses

.effects can ever be made.

56. McCracken, R.J., "Ad Persuaders Are Pern1c10us " Printers“ink,
Date not located : o

EJ&;;, 57. ﬁ?syser, S.A. and~B.B; Reece, Same;Reference,as Foothote 31.
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4.3.5 Conformity and Diversity =

Another chardedagainst5advertising/marketing communi-
cations is that promotional.efforts have pushed. americans
toward the mediocrity that results from conformity. Adver-
tising;ie aimed.at the masses, this argument would go, and
is designed to get everyone to do the same thing -- buy the

same appllance, subscribe to the same magazine, go to the

same mov1e. However, no advertlser no matter what his 1ntent
has been able to sell everyone.  If a product has a 60 percent

" share of the market and advertﬁeing'has'played some part in
obtaining that franchise, can we say advertising has increased:
the level of conformity in societ§ -- or contrarily, has‘adverQ
'tisind decreased the 1evel.o? individuality? If advertising
.helps manufacturers offer greater variety of proddcts, does this

constitute an assist towards decreasing the general level of con-

formity; that 1s,»does the Eroliferation of products allow greater

,opportunlty for members of the soc1ety to express thelr individual-

itv? Verv little empirical-data is available on_these gquestions.
Some opinion research has been done; for example, Greyser

and Reece discovered businessmen were divided on whether

advertlslng "leads to unlfornlty of taste among consumers,
[58, 1971] ‘

o

4.3.6 Tnterpersonal and GroﬁpvRelationships -
AN ) .

Do advertlslng/marketlng communlcatlons strain relatlon—
ships among . 1nd1v1duals of dlfferlng age race, rellglon sex,
income, - etc.? Should advertlsements portray soc1ety as 1t is
or as the advertlser thinks it should be° In thls trme_of

: [ o -
protest it is not surpr;sing,to find advertising/marketfng

1),

58. Greyser, S.A.'and'B.B;‘Reece; Same Reference as Footnote 31.
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Communications being accused of chauvinism by one group ér
another. For example, women's liberation supporters .ave
argued that advertising portrays a stereotype of the roles
women play, thus -(perhaps) conditibning women to accept
inferior positiohs in society as housewives, maids, depend-

ents, and decorations. [59, 1970]

A recent study by Alice Courtney ‘and Sarah Lbckefeté
on the roles portrayed by‘women in magazine advertisements
revealed that there is some jugtification forythe charges
made by feminists as to the nature of»advertising; however,
the effects of advertising‘on the learning and acceptance
roles were not examined in the Courtney and Lbckeretz“

o research.

....there were few individual advertisements
studied that could be considered offensive
to women. ' Yet, the totality of the picture
presented did reflect some cliches about

" women's roles that are considered by fem-
inists to by highly unflattering. [60, J971]

In recent years, tﬂére,has'alsb been agitatibn over4the?
portrayal of ethnic groups -in advertising/markéténg communi- '
‘cafions, For exémple,'Mexican~Ameri?ans‘wéfe upset in 1969
over the Frito-Bandito commercials, énd Italian—Amgricané
complained about an Alka-Seltzer commercial stereotyping

‘italians.

The rélationship‘of,advertiSing/marketing_commdnicae'
tions to racial problems has also been a subject of concern.

R

For éxample, does the use of white mddels, black models, or

'53. For example, see D. Grant "Women's Libs Fume at 'Insulting
- Ads': Ad Gals Unruffled, " Advertising Age, (June 27, 1970):
60. Courtney, A.E. and S.W. Lockeretz "A Women's Place: An
Qo Analysis of the Roles' Portrayed by Women in Magazine Advcr-
x‘ tisements" Journal of Marketing Research,(February~197l).'
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‘some of elich in advertising influence racial attitudes? If
the use of'integrated'commercials helps the civil rights
movement, should advertisers be’required to have such com-
‘mercials regardless of their impact on sales? [61, 1970j

In 1969, Advertising Age reported the conclusions of a study

done by the Metropolltan Applled Research Center:

Telev151on 'is too 1mportant an influence
on the lives of our children to ignore
1e fact that commercials educate in
ays not intended by their sponsors...

If commercials reinforce stereotypes

‘or racial. superlorlty, they damage
individuals as well as society. If
commercials show blacks as Full mem-
bers of American culture, they help
prepare us for that future. Finally,
if blacks and whites are shown to-
gether in commercials, some of the
barriers to desegregation will be
breached. [62, 1969]

Obviously, thers is a need for much reseeroh on these questions.:
In the meantime, we can expect changes 'in advertising/
marketing‘commnnications content to be demanded on the basis

| of "falrness" of- representatlon of dlfferlng VleWpOlntS.
Thls congept currently called the- "equal_tlme doctrine,"
malntalns thatlgroups with‘opposing‘viewpointsito those’
expressed in the media be allowed a reasonable  osortunity

to present their views. (63, 1971]

6l. For a discussion:of the nature of the black market,
s€e R.A. Bauer and .S.M. Cunnlngham Studies in the Negro
Market, ' (Boston, Marketing Science Institute, 1970)

,62._Advertlslng Age, (September 30, 1969). :

63.'For an account of a recent controversy 1nvolV1ng the "equal
time doctrlne" ‘and env1ronmental protection, see "Court Rule

+to Widen -Ad Time Use Causes 2larm, Confusion" in Advertising
Aae {Diretiiedt O 1971y v 1 . )
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4.3.7 Children -

Currently cf special concern is the'question- how dof
advert1s1ng/market1ng communications affect chtldren° This
questlon may be examlned in two parts. First, to.what extent

‘do advertising/marketing communications-affect the Qurchasing

behavior (or demands voiced forvpurchasing behavior) of

children? Do marketers "exploit" the relative lack of
..SOphistication of children? 1Is it ethical to attempt to

influence cnlldren7 Second, to what extent do adVertising/

marketing communlcatlons affect the llVlng behavior =- values

and life~styles ~~ of chlldren? Do marketers "corrupt" .
children by inculating socially unacceptable values?
These questions afe not easily resolved because they
are value-laden and difficult to research. Further, it is
ohly recently that interest in these qnestions has become
widespread enough to encourage much work in this complex |
dreat For years researchers and writers assumed implicitly
“that children reacted'to advertising/marketing communications
in much the same way'as their parents, ekcept that children
were more‘vulnerable.y ThiS‘assumption has not been qustified -
by recent research - chlldren seem to react dlfferently.
Estlmates vary as to how much time , chlldren Spend
’ watchlng teleV1s1on- however,‘these estlmates do show that
chlldren are exposed more to telev1s1on advert1s1ng than to~any
other form of advert1s1ng/market1ng communications. It is
not‘surpriSing, then, that researchers and critics have,
 focused their attentlon prlmarlly on tele ision advert1s1ng.
Unfortunately, early work on telev1s1on s effscts on chlldren
'dealt with the effects of program content rather than commercial

content. Only recently/have the effects of telev1s1on advertising

on children been a subject of major research.

[Kc

wll Toxt Provided by ERIC
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Research on children ahd televisionvadvertising is more
-complicated than research on adults and television advertising. -
First, interviewing and_self-reporting techniques are difficult
to administer and interpret, particularly with young children.
iSecond, reliability and validity problems arise in laboratory
experiments due to children's reactions to a strange experimental
environment. Third, the observations of children's behavior
by parents often contain biases that are difficult to allow.
for in interpretation. Fourth research or effects of

communication on adults cannot Simply be generalized o

children. Most research with adults focuses on attitude change
as a measure of the efficacy of communication messages (such

as advertisements) . Children should not be expected tc have
strong, fixed attitudes, however, So findings from such

studies with adults are not applicable to children. More
relevant variables forfresearch concern l2arning, that is,

the gradual accumulation of knowledge and formation of
attitudes which result from exposure to mass media.

- .In 1964, J. U. McNeal did a study on the consuming
behavior of children. He.reached the following conclusions
regarding their‘reaction'to television advertiSing:l

. There was increas1ng dislike and mistrust
~of television ads as the children increased
in age ... Half of the five - and 'seven -
year - olds and over three-fourths of the
nine-year-olds reported negative feelings-

toward television commercials. They
believed that the ads are, in general,

"untruthful, " “Aannoying," Y'silly,"
"repetitious," and take too much time

W



from the program in progress .. Despite
their dislike for television commercials,

over half of each group [5,7, and 9 year—
olds] bought, or asked their parents to

buy, many of the goods they saw advertised...
With increasing age, there was an inereasing
‘tendency among the children not to want

the goods that they saw advertised on
television. By age nine, this negative
feeling was prevalent among 35 percent of
“the subjects who thought that advertisements
' exaggerated the quality of the products. [64, 1964]

‘

. i
To our knowledge the most complete study of chlldren

and telev1slon advertising is a progect directed by Scott

Ward of the Marketing Science Institute. [65, 1971] Ward

has reported six individual pieces of research and is currently
conducting further work in this area. His findings shed much
;ight on some of the issues involving children's reactions

‘to-television advertising; therefore, we shall summarize his

major conclus1ons ; - _ i

- between seCOnd and fourth grades children !
' not only begin to discriminate between programs
and commercials, but also begin to understand '
“the intent of commercials. (This is a tentative
finding, since ‘it is based on small sanple re-
sults in a clinical interview setting.)

//‘/ '
64. McNeal J. “U. children as Consumers (Bdreau of Business
'Research Unlver51ty of Texas, 1964)
65. Ward, Scott; Progect Dlrector, Effects of Telev1s1on
-advertising on Children and Adolescents, /Marketlng Science
/ -

Institue, (July, 1971).

/

f
i
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by sixth grade, children have relatively
well-developed attitudes toward ccmmercials --
they respond to them in terms of the message
and evaluate advertlslng in terms of its
relevance to them -- they select that to

which they'll pay attention and believe.

(This is a tentative finding, since it is
based on small sample results in a clinical
interview setting.)

contrary to many people's opinions,

children do not "tune in" to commercials
(i.e., increase attention to them relative

to program fare) . All children sampled
between 5-12 years of age generally show

a decréase  in attention to commercials,
although younger children (5-7) show the least
decrease in attention, while the eldest children
(10-12) show the greatest decrease. There is
some variation in attention due to the

product category being advertised.

children do form positive and negative
attitudes about advertisements --— generally
adolescents are quite cynical about television
advertising, feellng that commercials are .
not straightforward, often hypocritical,
and frequently in bad taste. However, they
have positive attitudes toward commercials
seen as "funny." _
, v | "
although many mothers believe the effects
of. television advertising on their children
are reflected in requests for products by
- their children, television advertising is
neither the sole nor necessarily the most
influential determinant of children's wants
and purchas1ng behavior.

- adolesc¢ents acquire consumer attitudes and
skills from television advertising -- such
consumer le@rning occurs as . a function of
the quallty\hf'telev1s1on advertlslng use
(i.e., motivations of reasons for watchlng

- commercials) more than simply as a funCtlon'
of the quantity of medla use.



- black and white adolescents do not differ
markedly in their responses to telev151on
advertising.

- intelligence was a better predictor of
recall of commercial themes and slogans
than exposure to television advertising.
Sinee Ward's project was limited to one yeaf, he was unable

. to examine in much‘detail the broad guestions of the impact

of television advertising on the values and life-styles of

children. Such questions as "does television advertising

teach children to begome hypoeritical?" Wete not addreesed.

Ward did discover that children and adeiescents had reasons

for watehing television advertising: to learn about products,

tobiearn about which people use what preducts, and to

vicariously enjoy watching how other people live. His con-

clueions suggest much further reseafch is needed ——'particularly‘
‘resedrch that monitors indi;idual children over a period of
 years to ekamine the effects of television advertising rzlative

to other sources of informatien (such:as schools),onuthe
5.6evelopment of values and life-styles.

Research such. as Ward's ehows that the question of children's

vulnerablllty" to advertising is COmplex indeed. Since
chlldren ‘seem to be able to dlscrlmlnate between commercials
and programs at an early age; 51nee they form attitudes apout
eommepeia;s: and since they generélly “tune out" from watchiﬁg
commercials, it would seem that th y are not "heléless
victims" of telev1sxon advertlslng\ However, the subtle

:learnlng processes which occur may be viewed as a signlflcant

source of 1nf1uence \




4.4 Summarys:

In our review of the impact of advertising/marketing
cemmunications on society we discovered a great'many issues
and very little e idence, Consequently, we chose to examine
. what appeal to be the ma]or issues and to present a w1de
‘varlety of !evidence" 1ncludlng some oplnlons of wrlters,
advertising- practltloners, censumers, and bu51nessmen.‘

The issues may be ordered in severai ways -- all of them
arbitrary in\our opinion. In order to facilitate dlscuss1on,
we chose to examlne the nature and content of advert1s1ng
(what advert1S1ng is and how it is done) somewhat separately‘
from the soc1al acceptability of : 1ts effects on the values'
and life- styles of members of soCLety. We did not mean to
imply that there is a neat dividing line between what advertising

v

" is and what it does. ]
The lack of "objective empirical evidence" is probably‘

the result of three problems: (1) the difficulty of

nnravelllng - eSpeclally statlstlcally -~ the 1nterrelat1on-

- ships of theylnnumerable factors which influence values and

behavior* (2) the lmpOSSlblllty of determ1n1ng the total

1mpact on soc1ety of advertlslng as an institution; and (3)

most important, the valuenladen nature of the varlables.

The third problem - the value judgment problem -~ is essentially

this: who decides what\is acceptable for whom? |
-A‘discussion ofhthe\social effects of advertising “poils

down to an examlnatlon of the components of the following

two questlons- ‘;‘m@‘ ‘\'



' (1) How "powerful" is advertising? Does it substantially
affect the lives of people by influencing them to

believe and behave differently than they would with=
out kaving been exposed to advertising? If 50, is

_ its influence posrtlve, negatlve or mixed? _

(2) "Ih addition to its’effects on purchasing behamior‘
(the subject of éhapter Two), what effects does o
advertising have on the values and 1*i‘e—-styles of |
members .0f society as reflected in thelr “living
‘behavior?" are these’ effects de51rable cr undesirable?
In Chauter Four, we attempted to 1nd1ca+e the con@lex1ty of
these guestlons by examlﬁlng the impact of both the content
and presentation of advert1S1ng on different groups in
society under differert conditions. \One clear conelusien
that emerged was that the soc&al acceptablllty of advertlclng
:gvarles markedly — among lnd1v1duals, among groups, and
among situations. Consequently,'there are few generally
agreed upon limits as to the nature and content of advertising‘
and as to the manner of‘presentatiohuof advertisingoxk
We began our discussion of the nature and content of
advertising by looking at persuasion. ‘We discovered that
while in‘principie the attempt to influence purchasing
behavior is acceptanle to most people, in practlce there
are several Situations 1n which the yersua51ue aspect ,of

advertlslng has.been questloned //The sltuatlons we considered .
: : o e : ’
are as follows- - . ‘///(-
. (l) When advertr51ng is. dlrected at consumers unable to ‘
: TN

purchase the advertised products-

o5

:(2) . wWhen the product is not needed or Wanted}' ) o
- e \ . “ . ‘ N !: . . N . ' . % .

| o b N




";(ﬁ ‘ (3) When the persua51ve means 1s unknown or only very
7 ;7 g I subtly consc1ous to the recrplent and B l?

R W]?en Ehe dlfferen‘—‘e"” among 'Competlng products are

,/ L "T:f~‘ sllght or non—exrstent |
:. : Our examlnatlon -of each of these srtuatlons revealed no clear
B consensus as ‘to. exactly what constltutes soc1ally unacceptable__j
‘per”ua51on in’ advertlslng. In partlcular, there seems to be fdjﬁ
wsno emplrlcal way of determlnlng Whether and to what extent o
advertlslng 1nfluences people to. buy thlngs they do not. want
or do not need SRR __7"1"".l gyﬂ- o h |
; Although ‘we arbltrarlly dlstlngulshed between the persua—
'h?slve and 1nformat1ve nature of advertlsrng for purposes of
i wdlSCHSSlOn,-SUCh a dlStlnCtlon 1s very art1f1cral, and 1n
#ﬁb : practlce, often 1mpossrble. The two characterlstles shade'
lento one another. - df | Hli‘ e =‘h lmf“ | |
Even so, advertlsrng clearly has an. 1nformat1ve functlon. j

—eagy

We examlned four\major 1ssues regardlng the 1nforhat1ve |
— .

faspect of advertlslng.f These 1SSues are as follows-

yf(l) Truth - Is llteral truth the standard by whlch o

....

'\

‘¢(2) Deceptlon - What constltutes a deceptlve or mrs—

y:leadlng advertlsement>' Mlsleadlng to whom7'

?(3) Puffery/—— To what extent should\a yertlsers be“

”‘allowed to exaggerate?‘

(4) Dlsclosure - What 1nformatlon, whether to the

Nadvertlser s advantage or not, should be dlsclosed°




4.64

| e

‘ We dlscovered that all of the 1nformatlon 1ssues 1nvolved
&
_the need to set standards - of truth, 1ntelllgence,-exaggera-

‘publlc oplnaon surveys have revealed a substantlal amount
‘of cr1t1c1sm regardlng the. way in whlch 1nformatlon 15'
prov1ded in advert1s1ng, very few general guldellnes have :
"emerged as to how to evaluate the 1nformat1ve aspects of
n/-advert1S1ng/market1ng communlcatlons. ! -
| We employed the term "taste“ to descrlbe the moral
‘hﬁ;ethlcal, and aesthetuc aspects of the content and manner of
”uppresentatlon of advert1s1ng/market1ng communlcations. We
recognlzed three problems encountered 1n determlnlng the |
llne between good taste and’ bad taste- (l) 1nd1v1duals vary;
'w1dely as to what 1s con51dered 1n good or bad taste- (2)
"jstandards of taste vary over tlme .and (3) there are semantlc'
problems 1n the measurement of tastefulness.{' | R
1“f We- dlscussed the follow1ng reasons for whlch advert1s1ng/_
o marketlng communlcatlons may be/COns1dered as of questlonable‘
taste.f7‘:y__ T _ | . ,‘
//// the promotlon of an objectlonable product-
( ) the 1nappropr1ateness of the occaSlon or context
| in which the promotlon occurred-’ S '
;3/?* L
LT //(3) _objectlonable appeals-‘and
; (4) the excess1veness o the technlques used
~We dlscovered that advert1S1ng 1s frequently and vehemently j
cr1t1c1zed for lack of good taste, but that determlnatlon
: of the reasons for such crltlclsm 18 often qulte compllcated

R \;To general standards appear to ex1st

[Kc L,

. o / o
w;__-:‘__-...:.tlon,._.and...lnﬁormatlon completeness.“HTherefore,malthough e



f“'ShlpS

_;wnmemberszf;soc1¢ty&w;£he;valges‘andhllfe—styles conS1dered thlM;WMcll

t

Next,‘we turned our attentlon to the 1mpact of advertlslng/

\
marketlng communlcatlons on the values and llfe -styles of

included materialism, moral, ’ethical} and aesthetic”stand'rds;

-conform;ty/d1vers1ty, and lnterpersonal and group relation-

s

. Illustratlve of the fact advertlslng may affect varlous'”

groups- in dlfferent ways we- dlscussed the- ways in whlch
advert1s1ng may affect the. value acqu1s1t10n and behavxorn
of-chlldren. " The effects.of advert1s1ng/market1ng communl—,‘
catlons on values and llfe—styles, although the subject of

much speculatlon and debate, have not been researched in

‘mmuch depth _
Theahey questlon underlylng these issues is" the followmng . N

'do advertlslng/marketlng communlcatlons create or reflect :

“the values and llfe styles of members of SOC1ety° Most

observers agree that advertlslng does both but that it

'reflects prevalllng values and llfe—styles to a cons1derably

f greater extent than it creates, them, |

| “-One of the major soclal crltlclsms dlrected at advert1s1ngv
1s/that advert1s1ng fosters materlallsm - the tendehcy to"

‘fvalue the possess1on of goods. Whether or not the tendency

" to acqulre materlal goods 1s separated from the use ‘to thch

the goods:3re put ‘1f advertlslng leads people to valuev,_
goods, t/gwant more and more goods, ‘and to want them 1mmed1ately,

then this)impact on the values and llfe—styles is of partlcular

2

‘concern in the case of dlsadvantaged groups. uWekaund vir—
'tually no - ev1dence w1th Wthh to” evaluate the alleged rela—f
tlonShlp between advertlslng and materlallsm, elther in

general or for speclflc types of consumers. o



Slmllarly, we were unable to evaluate whether, and to -
whaf extent, advert1s1ng/market1ng communlcatlons changed
;;:il:illnmoral,wethlcal and“aesthetlc standards;caffected;thecﬁlwqQW“;WQLMl_
extent of - conformlty in soclety,‘or stralped 1nterpersonal
-and group relatlonshlps. Many allegatlons have been made;
few answers have been Sought e et e i e
Our review of the effects of advert1s1ng/market1ng
communlcatlons on the behavior and development of children
-centered about two questlons,' Flrst{ do advertfeers-explolt
- the relative“lack_of _sophistication of children‘to @ake
fthem.huv and consume products?. Second, to_what‘extent do
_advertiSers corrupt‘children by~teaching‘them’socially
-/'unacceptable values° In the past'51t was often assumed
fthat chlldren react to advert1s1ng in ways S1mllar to adults.
Recent research suggests they react dlfferently because
they are acqulrlng rather than changlng values and attitudes.
" While researchlng chlldren 1s exceptlonally dlfflcult
what llttle work that has been done suggests chfldren are
not as vulnerable to telev1s1on advert1S1ng as most CrlthS
.seem to belleve. By 51xth grade it appears mos ‘chlldren
'understand the 1ntent of telev1S1on advertlslng, selectlvely
attend to commerclalsz “and dec1de what clalms they will
‘believe. | " SR

n conclus1on, we relterate our plea for. cautlon in

.maklng statements or bas1ng pOllcy on assumptlons regardlng

the soclal effects of advert1s1ng/market1ng communlcatlons : K




Chapter 5 ‘
TOWARD. A BETTER UNDERSTANDING OF ADVERTISING

We believe it is impc: .cant to understand advertising -

why it is currently a major element of our competitive

'economic_system‘!how it is used, and what effects it has on

‘e

-should be 1mplemented

our society,! Throughout thlS review of issues related to
advertising and other forms of marketlng communlcatlons,'

we: have emphaS1zed4that very llttle is known about its

~ econ mic and social effects, but- that’ there s ‘ho lack of

speculation. Consequently, proposals for regulatlon and

change of: advertlslng all too frequently are debated on the

basis of what some people think rather than what anyone knows

about the effects of advertlslng.‘ A better understandlng of

..advertlslng would enable all partles concerned to reach some
:measure of agreemen as to what, 1f any, changes are needed

what effects these changes would have, and how these: changes

It should be ev1dent from our rev1ew that it 1s dlfflcult

. to resolve the many guestlons about the effects of advertlslng.

There - are some slgnlflcant obstacles to overcome, as discussed

EN T

-in Chapter One. One major obstacle lS the lack of agreement
as to what are the 1mportant issues, what are their

“1mpllcatlons, and what would ccnstrtute adequate ev1dence to

. .

resolve these 1ssues. L 'f‘ j y

Accordlngly,'we have attempted to shed some llght on the

nature of the 1ssues, in-an’ effort to fac1lltate meaningful

and thoughtful discussion of them. We have trled to deflne,

relate, and organlze many of the questions asked and issues

'ralsed about the economlc ‘and soc1aI effects of advertlslng»——‘_~

and we have' summarlzed much of the avallable ev1dence bearing



on these issues.

‘It is important to note that we have focussed on

cr1t1c1sms of advertlslng -— ‘the allegatlons that

\\A kadvertlslng has negatlve effects -egrather\than on the alleged

positive effects of advertlslng. Further, this report is

\ _‘nelther the_last word.nor the‘complete word about‘the
\ economic and social. effects of adVertiSing - It is 1ntended
\\_as a basis for dlSCLSSlon and as a stlmulus to further
investigation. - - - . ,MMWWW;WMAMW,mf.uwmmmfwwﬂ:, 1
We hope_this report will bhelp alliparties concerned
- to deal more constructively with the fundamental issuegof
what changes, if any}iareineeded;in‘the ways in which
busineSS cOmmuniCatesawith its customers;< Nearly everybody
‘agrees that some regulatlon'—— by government and by bu51ness
itself -- has been ‘and- w1ll contlnue to be adv1sable. Thus,
the questlon becomes what. are the rlght kfnds of regulatlon-.
that is, what can bus:ness and government do to best ‘serve
T.the 1nterests of soc1ety regardlng advert151ng7 » fj

We: belleve there is a press1ng need for dlscuss1on and for

Alinformatlon. We need agreenent as. to what are ‘the 1mportant
1ssues'that must be resolved We need more and better
‘1nformatlon as to what effects advert1s1ng/market1ng
communlcatlons have on our economy . ‘and soc1ety ‘as a whole'
and whether those effects are cons1dered benef1c1al or not,

" Only in. thlS way can government formulate and implement
better publlc oollcy regardlng advert1s1ng and other forms of

N " ' marketlng communlcatlons, bus1nessnen use advert1s1ng more

wisely, and researchers contrlbute meanlngfully to a |

L "contlnuing process of learnlng about thls 1mportant and complex»

topic.




j ' : . ' N

\

Robert D. Buzzell ‘is Professor Harvard Bu51ness"8chooiw—and”;“_”

-MWWMvExecutave—Drrector;“M“rketlng Sc1ence Institute. Among ™ hlS books
are Mathematical Models and Marketlnnganagement and (cé\author)'
Marketing Research and Information Systems and Marketing: \ An
Analxs1s His many. artlcles include "Predlctlng Short Term\Changes
in Market Share as & Function of Advertising Strategy" in the Journal

of Advertising Research and the Alpha Kappa Psi award-winning Journal

.of Marketing piece’ on_'De0151on Theory and Marketlng _Management .’ :
His professioneal activities include having been a natiordal Vice
Fresident of the American Marketing Associstion.

Stephen A. Greyser 1s Associate Professor, Harvard Bus1ness School,
and project adviser to the Marketing Science Institute in thefflelds
of consumerism and advertLSrng,communlcatlons.' Among his books are
"Advertising in-America: The Consumer View (co-author)iand the forth-
coming Cases in-‘Advertising -and CommnnlcatlonsiManagement He ‘conducted

~ and authored the Harvard Business Review's. 1962 and 1971 studies of

" businessmen's attitudes toward advertising-®and has published numerous
other articles in the advertlslng and marketlng communlcatlons field.
His professional activities include . service. as -a national Director
of the American Marketing Association and (currently) as the natlonal
v1ce pre51d°nt of the Amerlcan Academy of Advertlslngau ‘ v

»Mlchael Pearce is a doctoral..candidate at the Harvard Buslness

School and & research staff member . of the Marketlng Sc1ence Institute.
A former 1nstructor of Marketing at \Canada's Unlvenslty of Western
Ontario, he also holds.. .& Canada Counqll Fellowship for 19T71-T72.
Marketlng and publlc policy is his fleld of research spec1allzatlon.-

“~

Dr. Scott M. Cunningham is a member of the Harvard Buslness School
. Paculty and Associate Director of Research at the Marketing Science
Institute. His research and writing have focused on. .consumer
behav1or, notably as co-author of Studies in the Negro Market
publlshed by MSI in 1970, ‘and as author of several -articles on
"risk-taking'" in consumer’ behav1or, which were included in Risk
- Taking and: Informatlon Handling in Consumer Behavior' (Boston,
Division of Research, Harvard Business School, 1967)

' Avon Miller is a member .of the Marketing Science- Instltute research
‘staff. Her primary interests are in the area of marketlng
communlcatlons. : :




ERRATUM: Appraising .the Economic and Social-Eff&cts of Advertising

,ummMichaeleeafEEfWQEoﬁt M. Cunnirgham, Avon Miller

) Massachusetts-Ave; et October, 1971
bridge s

achusetts 02138

617 491-2060 The report entitled "A.praising the Economic and Social

Effects of Advertising," which you recently received, contains

an error which we should like to ccrrect.

"in;the discussion of "general models of consumer behavior"
on page 2.2, we quoted an appraisal of the Howard-Sheth model
by Engel, #ollat, and_BlackwelL. ' This quotation does not reflect

its authors' evaluation of the “#heorv as prs=sented in Howard
, y p

and Sheth's l969ibook, The Thecry of Buyer Behavior.

The 'quotation was based, Iinstead, on an earlier and much

~ less fully-developed version.of the Howard Sheth work.

L T;WAttachedMiswaérevisedwversion-oﬁvpage 2.2 which is, we

b ‘T believeJ 2 mors= accu;ate and fair smatgﬁent" Please add'this

\ to your copy cf the reporﬁ. )

Vo ‘We offer dgr apologies to Professors Howaxd, Sheth;-Engél,

t

\ - Koilat,'and Blackwell for the anachronism in the report..
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- Revised Version: Page 2.2

One of the best—knownigeneral mOdels‘of consumer behavior
.proposed - thus far is that'deveioped by Howard and Sheth. Whilé
it is useful as a general description of the process of consumer
brand ckoice, the Howard-Sheth. model -- atvleast in its current»
stage of development -- does not-seem suitable as a comprehens1ve
framework for analyzing the issues covered in thi§ chapter For
one th;ng, the theory proposed by Howard and Sheth deals only

with brand choice and closely relatediaspects of consumer be-

~havior, it does not purport to éxplain total ‘consumption or
aggregate purchases of ‘a product. As discussed in Sections 2 3 1
Land 2.3.2, these are 1mportant 1ssues in any assessment of the
overall effects of advertlslng _ ; . .

As of late 1971, the Howard-Sheth model must also. be re-
garded. as a very tentative explanation of. brand choice behav1or,
One reviewer p01nted out, in his appraisal of‘Howard and ‘Sheth' s
book, that the_theory.contains "
“hypotheses." [2, l97l] | '

' Flnally, the Howard Sheth model does not deal expllc1tly

...literally hundreds of untested

with some of the key aSpects of advert1s1ng s’ 1nfluence on_
consumer behavior that appear cruc1al to an appraisal. of its
economic effects —- such as the relatlve 1mpact of varying:

amounts of advert1s1ng and the nature of delayed or "lagged"

responses to advert1s1ng messages.

2. Stewart W. Bither, Review of "The Theory of Buyer“
Behavior," Journal of Marketlng, Vol. 35, no. 1 (January
1971), pp. 102-03. SR




