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CHAPTER 1: INTRODUCTION 

 
“I have discovered the most exciting, the most arduous literary form of all, the most difficult to master, 

the most pregnant in curious possibilities. I mean the advertisement. It is far easier to write ten 

passably effective Sonnets, good enough to take in the not too inquiring critic, than one effective 

advertisement that will take in a few thousand of the uncritical buying public.”                  Aldous Huxley 

 

This work originates from a personal passion, an interest which has always 

accompanied me through my studies and growth: advertising.  

In a world where communication is more and more a weapon of influence, whichever 

influence we are talking about, advertising is not only a way to effectively 

communicate, but also a form of art.  

Several times I found myself stuck in front of TV, (and I was not watching a movie), 

or youtubing the last commercial for this or that brand. My personal consideration of 

advertising as art is reflected in the choice of many companies to put their advertising 

campaigns in the hands of the most creative and original directors of the movie 

scene. Michel Gondry shifts from “The eternal sunshine of the spotless mind” to Air 

France or HP. David Linch from “Mulholland Drive” to the launch of the new Sony 

PlayStation.   

This passion brought me to make the choice of spending one year abroad in 

Copenhagen: Denmark, the cold new America, as I used to call it with my travel 

mates! There, I had the chance to experiment with a new culture and communication 

background, while taking numerous courses concerning advertising. One in particular 

gave me the possibility to consider a new approach to communication, the 

neuropsychological one. 

Furthermore, this paper draws on my work experience as account executive at 

Young & Rubicam, Milan, where I could get the real feel of what doing advertising 

means.  

With rare exceptions, advertising succeeds in affecting me. It touches my inner 

chords, arousing an emotion. Being emotions one of the major closed books of 

humanity, I decided to challenge myself to open it and read the advertising chapter. 
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1.1  Preface 

 

The measurement of advertising effectiveness is a matter more and more relevant in 

the marketing choices of any company. The reasons leading to this growing 

importance are three-fold: 

1. Investments in advertising have incredibly increased in recent years and this 

growth shows no signs of arresting. In 2006 advertising spending has been 

estimated at $385 billion worldwide (TNS Media Intelligence), forecast to 

exceed $500 billion by 2010 (Global Entertainment and Media Outlook: 2006-

2010, a report issued by PricewaterhouseCoopers). 

2. The recent economic crisis has suggested the necessity for communication, 

and advertising in particular, to adapt to a changed social environment. 

Recessions are uncertain times for consumers: brands should discover new 

ways to build trust and provide value, even through advertising. Moreover, 

data (Inside WPP, 2008) showed that during recession only a third of 

companies cut their advertising spend - by an average 11% - while two thirds 

increased it. Around 60% of those increasing spending did so modestly, by an 

average 10%; the remaining 40% made a big increase, average 49%. All the 

businesses saw a reduction in their ROI during the recession, albeit it was 

slightly greater (-2.7%) for the big spenders, than for those who cut their 

advertising (-1.6%), and however those making a significant increase in 

advertising spend saw their market share rise by an average of 0.5% of the 

market (and the implication of this is that their profits would be greater in the 

future). King noted that “businesses yielding to the natural inclination to cut 

advertising spending in an effort to increase profits in a recession find that it 

doesn’t work” (Biel and King, 1990). 

3. The media set has gradually evolved: billboards, television and press (the 

three traditional advertising media) are now flanked by street furniture 

components, printed flyers and rack cards, web banners, mobile telephone 

screens, shopping carts, web pop-ups, skywriting, bus stop benches, human 

directional, taxicab doors, roof mounts and passenger screens, musical stage 

shows, subway platforms and trains, and the backs of event tickets and 

supermarket receipts, just to mention a few. Any place which an identified 

sponsor pays to deliver its message through a medium is advertising. 
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Consumers are bombarded by advertising, overloaded with information, images and 

persuasive messages in every spot of their life. In this overcrowded communication 

environment, companies need to know whether the money they invest in advertising 

has a return or not. 

Moreover, in the past years, advertisers have made greater use of emotions in their 

campaigns. The same focus on emotional features have happened for the most part 

of communication tools, the organization of events included, but it is particularly 

evident in advertising. In fact, it is believed that the employment of emotions could 

make a hit in the consumer, touch him on a raw nerve, obtain his involvement and 

commitment. 

In cocnlusion, emotional advertising, that is to say the type of advertising with high 

content of emotions or an emotional execution, has proved to work better than 

rational advertising, in reference to certain measures. For instance, according to a 

research (2006) made by Millward Brown, one of the world's leading research 

agencies expert in advertising effectiveness, ads with the highest Awareness Indices 

are more likely to be based on emotional premise than a rational one. 53% of the ads 

with the highest AIs contain only emotional messages, while only 12% contain purely 

rational messages. By contrast, 46% of ads with the lowest AIs contain rational 

messages. 
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1.2  Objectives 

 

After an introduction on advertising effectiveness, which unfurls diverse concepts, the 

objectives of this paper are: 

1. To delineate the role of emotions in advertising, differentiating between 

aroused and represented emotions: in fact, advertising might cause an 

emotional response in the consumer notwithstanding its content or execution, 

or contain emotional core ingredients; 

2. to analyse how emotions work in consumers’ elaboration of advertising 

message: to achieve this purpose, we will make use of consumer behaviour 

and neuropsychological models; 

3. to describe the characteristics of emotional advertising, that is the type of 

advertising, opposed to informational advertising, with an high content of 

emotions or an emotional execution; 

4. to highlight a link between aroused and represented emotions, by theoretically 

prove that represented emotions in advertising generate an emotional 

response;  

5. based on our theoretical conclusions, to furnish empirical evidence of 

emotional advertising effectiveness through a field study: whether emotional 

advertising is more effective than rational advertising, notwithstanding it refers 

to a high or low involving product or service category. 



7 

 

CHAPTER 2: ADVERTISING EFFECTIVENESS  

 
 “Half the money I spend on advertising is wasted; the trouble is, I don't know which half."  

John Wanamaker 

 

If we look up for the meaning of advertising in any encyclopaedia, we will find a 

definition akin to the following: “Advertising is a form of communication that typically 

attempts to persuade potential customers to purchase or to consume more of a 

particular brand of product or service” (Wikipedia). This definition hides an implicit 

supposition: besides taking for granted that advertising will foster sales, it forgets that 

between the fruition of the advertisement and the potential consumer behaviour there 

is a long way.  

Being advertising part of the Marketing Mix and being broadly accepted that the 

primary responsibility of marketing is to optimize the Marketing Mix itself, we can 

deduct that advertising must be effective. Therefore, the crucial point is to understand 

the meaning of advertising effectiveness.  

 

2.1 Effectiveness paradigms 

 

Advertising effectiveness is a recurrent subject, which renews thanks to advances in 

theory and methodology. Generally speaking, in relation to the subject matter, there 

are different paradigms and approaches. 

a. Economic paradigm 

The measure of advertising effectiveness is based on Chamberlin’s theory of 

marginal costs (1953). Advertising is considered as a production input which may be 

combined with other marketing variables. The final goal is to increase sales and, in 

order to reach it, the best combination of factors is enough. Dependent (sales) and 

independent (advertising) variables are in a direct linear relation, that is to say that no 

sale augmentation can occur without a major investment in advertising. What 

happens between advertising and sales is a black box. 

b. Sociologic approach 

Advertising is a communication instrument able to affect opinions, attitudes and 

behaviours of individuals and social groups. It follows that an advertisement is 

effective when it accomplishes to produce a social change. Just like in the economic 
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paradigm, sociology does not comment upon the process taking place amid, but 

makes reference only to the final result. Therefore advertising effectiveness can be 

measured through the shift in the system and in social values (Moingeon and 

Bernard, 1993). 

c. Semiotic approach 

The object of investigation of the semiotic science is the message itself, with no 

reference to the consumer and the degree of influence on consumer behaviour. In 

the crossroad of sign, signified and signifying, some semioticians favour the linguistic 

message (Barthes, 1964; Durand, 1964); other the visual one (Eco, 1970; Scott, 

1986). The crucial moment is the creation of the message: if advertisers succeed in 

developing a high quality message in accordance with semiotic canons, then the 

advertisement is effective. 

d. Psychological approach 

Psychology finally takes into consideration the consumer, as the receiver of the 

message (Mittelstaedt, 1990). Motivation is the driver of consumer behaviour: it 

follows that, for their advertisements to be effective, advertisers have to observe 

consumer behaviour, seize consumers’ intrinsic motivation and insert it in the 

message, consistent with the scheme behaviour-attitude-motivation (Kammoun, 

2001). This approach represents a significant advance with reference to the previous 

ones, as it states that consumers and their characteristics cannot be ignored when it 

comes to advertising effectiveness. However, the approach does not give a 

satisfactory answer to why consumers voluntarily expose themselves to the 

message, how they decode and memorize it, and in the end make a choice. 

e. Psycho-sociologic approach 

Both the message and the receiver of the message are taken into account. The study 

of advertising effectiveness goes on the basis of the analysis of the ad’s effects on 

the process of attention formation, memorization and attitude (Helfer, 1993). 

 

2.2  Conceptual models 

 

Advertising effectiveness is a controversial issue, and it has been explained by 

different conceptual models, which could be attributed to three main schools of 

thought: 
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1. Cognitive models: advertising effectiveness corresponds to the ad’s power of 

persuasion. In this context, persuasion is a notion related to cognitive aspects: 

it may be defined as the ability of the message to trigger the generation of a 

number of (positive) cognitions regarding the product or service at issue. 

Consumers’ preferences are linked to intrinsic product attributes, which are 

explicitly declared in the advertising message. Being the nature of the product 

decisive for the ad to be effective, the analysis of advertising effectiveness 

varies depending on the category of product. The primary requirement of the 

message is information: it follows that, according to this paradigm, advertising 

works especially in the case of durable or high involvement goods, that is to 

say, when it reduces the perceived risk (Wright, 1973; Fishbein and Ajzen, 

1975; Lutz, 1975).  

2. Affective models: advertising not only influences sales, but also, and to a great 

extent, affects the formation of product and brand image. To differentiate from 

previous analyses, affective researchers generate their models around 

intangible conceptions: for instance, it has been discovered that concepts like 

familiarity and feeling could explain certain behaviours. According to the Mere 

Exposure Effect Theory (Ong Wong and Fortin, 1999), the formation of 

consumer preferences and consequently his choice are not just based on the 

information conveyed by the advertising message, but rather on the feelings 

and emotions aroused in the consumer with the view of the representation of 

the brand. Advertising effectiveness can then be measured in accordance with 

two indices: the Attitude towards the brand and the Attitude towards the ad 

itself. This concept will be explained in details later in the paper (paragraph 

3.2.5): however, it is appropriate to remark the significance of the bond 

between advertising and brand image. 

3. Dualistic models: persuasion is the result of a process which can be more or 

less complex, both cognitive and affective. Persuasion can be facilitated, or 

even accelerated, by a certain number of mediating variables. According to 

Rothschild (1984), a stimulus or a particular situation provoke a condition of 

motivation, excitement and interest. Information research and decision 

complexity are consequences of the aroused state. Taking into account both 

cognitive and affective aspects, these models are dualistic. Petty and 

Cacioppo (1986), the authors of the Elaboration Likelihood Model, which will 
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be illustrated further on the paper (paragraph 3.2.4), distinguish between two 

routes to persuasion: the central route and the peripheral route. Briefly, central 

route processes are those that require a great deal of thought, and therefore 

are likely to predominate under high elaboration conditions. On the other 

hand, peripheral route processes rely on less elaborate, less conscious 

activity, probably with more feelings involved. Likewise, Batra and Ray (1985) 

discriminate between two components of attitude: the first is utilitarian and 

relies on beliefs; the second is hedonistic and relies on feelings, emotions, 

impressions or moods. 

 

2.3  When ads work 

 

The most recent contribution on the subject of advertising effectives is by J.P. Jones. 

In his book “When ads work” (2007), he states that advertising works only when it 

influences consumer purchasing behaviour: “A commercial is nothing more than a 

piece of paid-for communication with a behavioural objective” (Jones, 2007). This 

means that, according to Jones, advertising is effective when one or more of the 

following situations occur:  

� non buyers are persuaded to become first-time buyers; 

� current buyers are convinced to buy more of the brand than before; 

� existing users and their buying levels are maintained; 

� the process of sales reduction because of competitive pressure is slowed 

down or delayed; 

� buyers are persuaded to pay a premium price for an advertised brand, even 

though sales in units may not necessarily be increasing. 

Jones’ position is categorical: measures of psychological impact of advertising 

campaigns such as their effects on brand awareness, image attributes, and 

advertising recall, are considered to be poor predictors of ad performance. 

Notwithstanding his implicit consideration of a direct relation between advertising and 

sales, Jones describes what he calls Alpha One Brands, that is to say brands with 

unusually successful advertising campaigns, by using elements which are clearly 

psychologically driven. Based on his observations, the Alpha One campaigns are all 

different from each other and the brands themselves cover a wide range. However 

the campaigns share to a remarkable extent three characteristics: 
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1. Intrinsic likability: the ad catches and holds the viewers’ attention by giving a 

reward for watching. The commercials may be using entertainment, 

commitment, irony, incompleteness or surprise: the viewer is persuaded to  

form a bond with the advertiser and the advertised brand. 

2. Visual rather than verbal elements: the ad  communicates through images and 

symbols. With regard to this, Leo Burnett stated: “We can all point out to many 

cases where the image is remembered long after the words are forgotten” 

(Leo Burnett). For this reason, television is the preferred media when it comes 

to creating an emotional connection between the consumer and the brand. 

3. Communication of the promise in terms relevant to consumers: the functional 

advantage offered by the advertised product must be perceived as relevant by 

the consumer. This happens in two ways: the advantage is broadened in the 

consumer’s mind into something much more emotional or the product is 

related to the consumer’s day-to-day life. 

Briefly, in successful campaigns, the rational features of the brand are almost 

invariably demonstrated. Advertising provides the consumer with a post-purchase 

rationalization, a justification for a preference that may have been totally non rational. 

This is what psychologists call the reduction of cognitive dissonance.  

Coming back to what advertising effectiveness is or should be, some, as Jones, 

might expect it to be linked to focusing on a single objective, but Peter Field and Les 

Binet (2007) have shown that the more successful a campaign is, the more 

objectives it is likely to have had. Both findings contradict Fletcher’s (2008) and 

Jones’ claim that the only objective of advertising is sales. In fact, direct response 

aside, no advertising ever directly affects sales. It affects brand equity, which, later, 

may affect sales or support the price premium or maintain consumer buying habits, 

and so forth. That is precisely why it is so important to know what the objectives 

were, and how difficult they were, before judging effectiveness. 

We may recall an article appeared in the Journal of Marketing and dated 1961: the 

authors, Lavidge and Steiner, discourse about the function of advertising. “Obviously 

the ultimate function is to help produce sales. But all advertising is not, should not, 

and cannot be designed to produce immediate purchase on the part of all who are 

exposed to it. Immediate sales results (even if measurable) are, at best, an 

incomplete criterion of advertising effectiveness. In other words, the effects of much 

advertising are long-term. […] However, if something is something is to happen in the 
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long run, something must be happening in the short run, something that will 

ultimately lead to eventual sales results. […] Ultimate consumers normally do not 

switch from disinterested individuals to convinced purchasers in one instantaneous 

step. Rather, they approach the ultimate purchase through a process or series of 

steps in which the actual purchase is but the final threshold” (Lavidge and Steiner, 

1961). 

Notwithstanding almost half a century has passed and many shifts have occurred in 

society and technology, the article is still up to date.  

We may conclude that advertising can then be reconducted to three major functions: 

1. Generate awareness and knowledge through information or ideas; 

2. generate favourable attitudes and feelings towards the product through liking 

and preference; 

3. produce action (the acquisition of the product) through conviction and 

purchase. 

These three functions imply the existence of different steps, guiding the consumer 

from awareness towards purchase. However, the final step has not to be considered 

as the most important one: the advertising strategy will be projected compliant with 

the company’s final objectives. Moreover, the three functions do not come 

necessarily in sequence: it is true that a consumer must know the product (or at least 

see it) before make a purchase; but it is also true that a company could want to 

change the image of a product (or a brand) already well-known through the 

generation of new attitudes.  

In conclusion, based on what we have affirmed in the chapter, it is necessary to add 

to the traditional ones some new functions of advertising, which can be however 

correlated to the sphere of attitudes: 

� communicate a change in positioning; 

� generate a different brand perception/enhance brand equity;   

� state brand power. 

We may conclude that, if an advertisement is capable of reaching any of the above-

mentioned objectives, it is effective. 
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CHAPTER 3: THE ROLE OF EMOTIONS IN ADVERTISING:  

                  AROUSED AND REPRESENTED EMOTIONS 

 
“A vast sector of modern advertising does not appeal to reason but to emotion; like any other kind of 

hypnoid suggestion it tries to impress its objects emotionally and then make them submit 

intellectually.”               Erich Fromm 

 

In order to be effectively used in advertising, emotion has to be understood as a 

concept. This is not exactly an easy task, since no discipline has yet achieved a 

single universally accepted definition of emotion. A wide variety of theories have 

been proposed, reflecting to a large extent the philosophical stances of different 

schools of psychological thought: evolutionary (Darwin, Tomkins, Izard, Plutchik, and 

others), psychophysiological (James), neurological (Cannon, Damasio, LeDoux), 

dynamic (Freud), behaviourist (Watson, Tolman, Skinner, and others), arousal 

(Leeper, Wenger, Young, and others), cognitive (Mandler, Lazarus, DeRivera, and 

others), among the others. 

Etymologically speaking, the English word emotion is derived from the French 

émotion, deriving in turn from Old French esmovoir, which means to excite, coming 

from Latin ex + movēre, to move out. In this regard, the American Pragmatist William 

James stated that “The emotions aren't always immediately subject to reason, but 

they are always immediately subject to action”: whichever the origin of emotion is, the 

result is action in any case.  

In consumer behaviour theory, several definitions for emotion have been proposed, 

including: 

� “A mental state that arises spontaneously rather than through conscious effort 

and is often accompanied by physiological changes” (Lazarus and Lazarus, 

1994); 

� “A mental state that has a strong feeling component” (Goleman, 1980); 

� “A process, a particular kind of automatic appraisal influenced by our 

evolutionary and personal past, in which we sense that something important to 

our welfare is occurring, and a set of physiological changes and emotional 

behaviours begins to deal with the situation” (Ekman, 2003); 
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� “A valenced reaction to events, agents, or objects, with its particular nature 

being determined by the way in which the eliciting situation is construed” 

(Ortony, Clore and Collins, 1990). 

From the definitions above, we may infer that there is a significant relation between 

emotions and behaviour. For this reason, emotion should be considered as an 

integral aspect of the communication activity.  

 

Pertaining this paper to the role of emotions in advertising and being the subject so 

extensive, it is necessary to narrow the field of study. In fact, in advertising emotions 

may approached at least from two different points of view:  

 

1. emotions which are aroused in the consumer by advertising: notwithstanding 

the ad’s content or execution, advertising might generate an emotional 

response in consumers’ elaboration of the message. We will explore the 

emotional reaction to advertising through different consumer behaviour 

models, and draw attention to situations when advertising works better if it 

arouses an emotion. 

 

2. emotions which are represented in advertising: advertisements are different 

one from each other according to their content, purpose and execution. Even 

though Zeitlin and Westwood (1986) assert that “No campaigns are devoid of 

emotion”, we may agree that some advertisements make more use of 

emotions than others, as much as some ads are more effective than others. 

Therefore, we will delineate the characteristics of emotional advertising, that 

is to say that type of advertising making large use of emotions. 
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3.1 Aroused emotions: the role of emotions in the e laboration of 

      advertising message 

 

"Researchers have not yet found a way to quantify the effectiveness of emotion, but I have come to 

believe that commercials with a large content of nostalgia, charm, and even sentimentality can be 

enormously effective...  hasten to add that consumers also need a rational excuse to justify their 

emotional decisions."               David MacKenzie Ogilvy 

 

According to Lombardi (2008), before entering the whole marketing mix outcome, 

advertising has two major effects: first it is exposed to the target, then it is elaborated 

by the individual. Emotions play a decisive role in both the above-mentioned phases. 

For what concerns Exposure, before reaching the consumer through the use of mass 

media, advertising has to overcome two categories of barrier: 

1. objective barriers, that is to say not depending on the individual: 

a. material – technical difficulties, competition between media, advertising 

crowding, etc 

b. semantic – alteration of message meaning because of the context 

2. subjective barriers, linked especially to the selective exposure phenomenon: 

people keep away from communication of opposite hue, individuals prefer 

exposure to arguments supporting their position over those supporting other 

positions (a sort of horror vacui, we could say). 

Exposure has not to be taken for granted: in fact, it represents a first success with 

current advertising crowding, consequent consumer confusion, crisis of the 

advertising market and general indifference of the public towards the most of ads. 

Lombardi states that, just like breaking news, environmental disasters or scandals, 

advertising has to explode, emotion has to hit the headlines. 

On the other hand, Elaboration depends both on the subject (selective perception - if 

people are confronting unsympathetic material, they do not perceive it, or make it fit 

for their existing opinion), and on the strategic direction adopted by the brand 

(motivation communicated by the ad). 

The elaboration of the advertising message may be analysed through several 

interpretative models, which originate from two areas: 

1. Classic consumer behaviour theory: these models rely on the assumption that 

reason and emotion are opposite concepts. Such hypothesis does not derive 

from scientific evidences, rather from the traditional consideration of man as a 
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dual being, always in unstable balance between cognitive and affective 

motives.  

2. Neuroeconomics (neuropsychological theory): this discipline is based on the 

empirical study of human brain. Experiments have proved that rationality and 

emotion are not opposite concepts: according to the recent paradigm shift, 

emotions do not interfere with rationality, but emotions cause rationality.  

Thanks to the above-mentioned models, we will further analyse the functioning of 

consumers’ elaboration of advertising message, where emotions might play three 

different roles: 

1. Emotions are not explicitly prefigured in the model: the model is totally 

cognitive-based or emotions are just implied (these models are not considered 

in this paper, since they have been theoretically surpassed); 

2. Emotion supports cognition: emotions and cognitive elements cohabit in a 

dualistic system; 

3. Emotion is the major factor in advertising elaboration and consequently 

influences directly its effectiveness: cognition is bypassed.  

In the next paragraphs, we will try to highlight when emotions are a conditio sine qua 

non for advertising effectiveness: the theoretical conclusions will represent the 

premise for the consequent field study. 
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3.2  Classic consumer behaviour models 

 

“Feelings are not supposed to be logical. Dangerous is the man who has rationalized his emotions.”       
                  David Borenstein 
 

 “The degree of one’s emotions varies inversely with one’s knowledge of the facts.”  
         Bertrand Russell 

 

As we may infer from the quotations above, the traditional theories in the field of 

consumer behaviour see emotion and reason as opposite one to each other.  

The models, renowned milestones of consumer behaviour, will be all examined in the 

light of the role of emotions in the advertising elaboration process. 

 

3.2.1  Hierarchy of effects: emotions in high involvement and impulse buying 

 

According to this classic psychological model, applied to advertising by Lavidge and 

Steiner in 1961, behaviour may be divided into three components or dimensions: 

1. The cognitive component, linked to the intellectual, mental or rational states; 

2. The affective component, associated to the emotional or feeling states: 

3. The conative or motivational component, related to the striving states, that is 

to say the tendency to treat objects as positive or negative goals. 

The components of consumer behaviour are directly connected to the three major 

functions of advertising (information, attitude, action), which in turn are connected to 

the six steps consumers should be moved by advertising force. The model may be 

summarized in the table below: 
 

Table 1: Hierarchy of effects summary (Lavidge and Steiner, 1961) 

Behaviour 

components 
Advertising functions Steps 

Cognitive (A) Providing information 
Awareness of the existence of the product 

Knowledge of what the product has to offer 

Affective (B) Generate an attitude (favourable, 
towards the product/brand) 

Liking of the product 

Preference for the product over all other 
possibilities 

Conative (C) Favour an action (purchase) 

Desire to buy, conviction that the purchase 
would be wise 

Actual purchase 
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According to the model, the path from awareness to purchase is linear: the steps 

follow one after the other in a straight sequence, and the same holds true for the 

behaviour components. The use of emotions and the arousal of feeling states serve 

the purpose of generating a favourable attitude towards the advertised product. Yet, 

this affective step is only consequent to the objective of producing a cognitive state 

through the supply of information. 

However, the classic hierarchic sequence is not always necessarily observed.  Roy 

elaborated the Expanded Three Order Hierarchy Model (1982), which points out the 

possible sequences taking place according to the type of product, the medium, and 

the message content.  
 

Table 2: Expanded Three Order Hierarchy Model Summary  (Roy, 1982) 

Type of 

hierarchy 

Sequence 

order 
Type of product Medium Type of message 

Learning 

Response Model  
A�B�C High involvement 

Reflective media 
(E.g., Press) 

Rational 

High 

involvement 

hierarchy 

B�C�A High involvement Audiovisual Emotional 

Dissonance/  

Attribution 

Hierarchy 

C�A�B Equivalent products 
(no differentiation) 

Reflective media 
Rational (Reduction 

of cognitive 
dissonance) 

Low involvement 

hierarchy 

C�A�B 

A�C�B 

C�B�A 

Low involvement 
Television, above 

all 
Emotional 

(Impulse buying) 

 

As we may infer from the above-presented model, emotions play a primary role in 

every type of hierarchy: the functioning of the process is the same in the Lavidge and 

Steiner’s Effects Model (emotions aroused by advertising generate a change in the 

attitude towards the product). However, this role turns to be decisive when it comes 

to High involvement hierarchy. Consumers usually follow this sequence for products 

which are high involving (especially in terms of price and status), but do not require 

rational reassurance. The message appeals on feelings and emotions, and tries to 

make an emotional breach in the consumer. The consumer is seduced (B), he will 

desire to test the product (C), then he will give satisfaction to his knowledge needs 

(A). 
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Emotions have a significant function even in the Low involvement hierarchy, when 

the sequence turns to be Conative-Affective-Cognitive. It is the case of low 

involvement goods, which consumers purchase on a impulse buying. For these 

products, we may think for instance to a pack of chips, emotions could create or 

strengthen the bond linking consumer and brand, through the presentation of a 

particularly positive or entertaining image of the product, with the use of an invasive  

medium such as television. 

Concluding, in the Hierarchy of Effects Model, emotion and cognition cannot prescind 

from each other: they cohabit, and support each other in different manners according 

to the type of advertised product and level of consumer involvement. 

 

3.2.2  Vaughn model: feeler consumers and the feel-learn-do sequence 

 

In 1980 Vaughn proposes a model, which serves as a referral source for the 

advances in the study of advertising effectiveness. The model draws on the four 

traditional theories of advertising effectiveness prevalent in the 1950’s: 

1. “Economic: a rational consumer who consciously considers functional cost-

utility information in a purchase decision; 

2. Responsive: a habitual consumer conditioned to thoughtlessly buy through 

rote, stimulus-response learning; 

3. Psychological: an unpredictable consumer who buys compulsively under the 

influence of unconscious thoughts and indirect emotions; 

4. Social: a compliant consumer who continually adjust purchases to satisfy 

cultural and group needs for conformity.” (Vaughn, 1980) 

The previous consumer behaviour theories, and in particular the Hierarchy of effects 

model, are surpassed with Vaughn’s understanding that: 

� Consumers may proceed imperfectly through the Cognitive-affective-conative 

sequence: not only the sequence might be non linear (as we have seen in 

Roy’s adaptation of the model), but consumers might also stop and restart, 

and even make mistakes; 

� Feedback would allow later events to influence earlier activities: in substance, 

men are learning beings; 

� Consumers could skip the process entirely and behave illogically. 
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The latter point gives rise to interesting considerations on the role of emotions in 

advertising.  

Vaughn introduces two new theories: consumer involvement and brain specialization. 

The first, although already present in the theoretical framework, is deepened: 

consumer involvement “suggests a continuum of consumer interest in products and 

services” (Vaughn, 1980). Products requiring high involvement are those important in 

money cost, ego support, social value or newness: they involve more risk, 

necessitate an attentive decision moment and demand greater use of information. On 

the other hand, low involvement products arouse little consumer interest, do not 

require much information: the perceived risk is low and effort in decision-making can 

be reduced accordingly. 

Brain specialization advocates that anatomical separation of the cerebral 

hemispheres of the brain leads to specialized perception of the message. The left 

side of the brain is responsible for the cognitive (thinking) function: it is more capable 

of handling linear logic, language and analysis. The right side is responsible for the 

affective (feeling) function: it is more intuitive, visual and engages in synthesis.  

The FCB (Foote, Cone & Belding Communications, Inc.) Grid  proposed by Vaughn 

uses consumer involvement (high-low) and brain specialization (think/feel) as the two 

dimensions for classifying product categories. This classification suggests that 

purchase decisions are different whether thinking or feeling is mostly involved. In 

addition, different situations also exist, resulting in decision-making processes which 

require either more or less involvement. The product category matrix is fabricated 

using the above-mentioned dimensions.  
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                         Table 3: FCB Grid (Vaughn, 1980) 

 
 

Even though a “feel” step is implied in every consumer choice situation, Vaughn 

explicitly assigns a prominent role to emotions in Quadrant 2, in the intersection 

between High involvement and Feeling, where the Feel-Learn-Do sequence occurs. 

The product decision is involving, but, differently from Quadrant 1, an attitude or 

holistic feeling matters more than specific information. In fact, involvement is related 

to the person’s self-esteem. In this case, creatives may seek an emotional arousal in 

the consumer through executional impact. 

We may conclude that, according to Vaughn’s model, rational elements and 

emotions generally support each other; however, when it comes to high involving 

feeler situations, emotions play a prominent role. 
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3.2.3 Rossiter and Percy Grid: motivations and brand recall 

 

In 1987, Rossiter and Percy propose a bi-dimensional grid, updated in 1997, in order 

to predict and plan advertising effectiveness. Apparently, the model resembles the 

FCB grid by Vaughn; in reality it clearly represents the improvement of the latter. The 

dimensions used for evaluation are the level of involvement with the product or 

service, and a set of motivations. 

As we have previously seen, the involvement dimension is shifted from Vaughn’s 

model. However, the FCB Grid implies a rather arbitrary construct of involvement. In 

Vaughn’s model, involvement is evaluated according to three scales: decision 

importance, degree of thought required (not to be confused with the think/feel 

dimension) and perceived risk of choosing the wrong brand (Ratchford, 1987). This 

means that only consumers who have already bought the product category (existing 

users) are considered in the conceptualization. Moreover, product-category 

involvement and brand involvement are mixed up: however, a consumer could be an 

experienced buyer of the product category in a way that it has become low 

involvement, yet become highly involved when a new brand enters the category. 

Conversely, the Rossiter-Percy Grid defines involvement purely in terms of perceived 

risk (Nelson, 1970), also taking into account that experienced consumers and 

inexperienced consumers have different choice processes. “Specifically, involvement 

is defined as the risk perceived by the typical target audience member – who could 

range from a completely naive non-category user to a very experienced loyal buyer 

of the brand – in choosing this brand on this (the next) purchase occasion.” (Percy 

and Rossiter, 1991). Furthermore, the new approach makes an empirical and 

dichotomous distinction between low and high involvement: if the consumer regards 

the choice as being sufficiently low in perceived risk to simply “try the brand and see”, 

involvement is considered to be low; in contrast, if the consumer judges the brand-

choice decision as being risky enough to be worth processing advertising information 

at a more detailed level, involvement is considered to be high.  

 

With regard to motivations, Rossiter and Percy distinguish between two general 

types: 

1. Informational or drive-reduction motivations: they avoid or reduce problems by 

providing information, and for this reason they are considered “negative” 
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motivations. These negatively-originated motives are: problem removal, 

problem avoidance, incomplete satisfaction, mixed approach-avoidance, and 

normal depletion. Each of these motives is operatively distinct and has 

different implications for advertising message strategy. 

2. Transformational or drive-increasing motivations: they promise to “enhance 

the brand user’s sensory, mental or social state” (Percy, 1991), and for this 

reason they are considered “positive” motivations. These positively-originated 

motives are: sensory gratification, intellectual stimulation (achievement, 

mastery), and social approval. 

 

The Rossiter-Percy Grid (RPG) uses awareness as a necessary condition for the 

effectiveness of advertising and replaces the “think/feel” dimension with a more 

directly motivational one (“information/transformational”).  

As we have previously seen, two dimensions (“involvement” and “think-feel”) are 

used in the FCB Grid to frame consumers’ attitudes (toward products). On the 

contrary, the RPG dimensionalizes consumers’ attitudes (toward products and 

brands) adopting two dimensions: "type of decision/involvement" and "type of 

motivation" (Rossiter et al., 1991), as shown in the following table. The RPG 

separates between affective and cognitive attitudes by discriminating between the 

"purchase motive which caused the attitude to form initially" (Rossiter et al., 1991). 

Furnishing information about the product and brand can satisfy consumers’ 

"functional" motives, and "transformational" motives can be fulfilled by the "promise 

to enhance the brand user by effecting a transformation in the brand user’s sensory, 

mental, and social approval" (Rossiter et al., 1991). In the RPG, the necessary 

communication objective for advertising is brand awareness prior to brand attitude, 

whereas the FCB Grid is an attitude-only model. 
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                              Table 4: Rossiter-Perc y Grid (Rossiter and Percy, 1987) 

 
 

Differently from  the FCB Grid, which is a model focused only on attitudes 

representing how consumers evaluate products or brands, the Rossiter-Percy Grid 

posits brand awareness as a necessary precursor to brand attitude. The Model does 

not specify whether brand awareness is a cognitive or emotional concept; however, 

we may infer that, being based on information, it is a primary cognitive process. Yet, 

as we will observe later, emotions could contribute to and support brand awareness. 

Brand awareness is a basic communication objective for advertising: actually, brand 

attitude has to be maximized conditional on the prior establishment of brand 

awareness. In fact, it is considerably useless to develop through advertising a 

favourable consumer attitude towards a product or brand, unless the ad first makes 

the consumer reliably aware of the brand either before or during the choice situation. 

With regard to brand awareness, the Rossiter-Percy Grid distinguishes between 

brand recognition and brand recall. The first occurs when the product is chosen at 

the point of purchase: the brand has to be recognized among a wide range of 

different items – that is where package or brand name should be emphasized in the 

creative execution in order to hit the consumer’s memory. The latter occurs when the 

brand, in order to be chosen, must be remembered before the point of purchase: the 

consumer has to reach the point of sale having already made a clear choice. Here 



25 

 

the advertising execution has to encourage associative learning (Allen and 

Janiszewski, 1989) between the category need and the brand name: several 

advertising devices such as bizarre executions and jingles are usually recommended, 

when it is required to increase brand recall.  

Although emotions are not explicitly prefigured in the model, emotional aspects are 

implied in the above-mentioned execution devices. According to different authors, in 

fact, emotions may play an interesting role in brand awareness, especially in respect 

of brand recall: as we have previously seen, according to a 2006 research by 

Millward Brown, ads with the highest Awareness Indices are more likely to be based 

on emotional premise than a rational one. Based on a large sample of television 

commercials, Thorson and Friestad (1989) concluded that the more the emotional 

intensity in a television commercial, the more likely recall was to be higher. Thorson 

(1991) noted also that the intensity of consumers’ emotional response influenced 

attention, advertising and brand liking, and learning. Still, Ambler and Burne (1999) 

found that affect (emotions) enhances long-term memory of TV commercials and 

advertising with high affective components have better recall following a single 

presentation, as well as after 28 days. 

Furthermore, Rossiter and Percy propose a remarkable relationship between 

involvement and liking of the advertisement. This suggestion will turn out to be 

particularly interesting when we approach the neuropsychological theories later on 

the paper (paragraph 3.3). Briefly, the authors advise that low-involvement 

advertising, especially in the case of transformational motivations, has to be liked to 

be effective. The same does not hold true for high-involvement advertising, where 

liking is not a necessary condition. 

In conclusion, the variables affecting advertising efficacy, according to the Rossiter-

Percy Model, are three-fold: 

1. The nature of the product (high or low involving); 

2. The brand strategy (informational or transformational); 

3. The particular experience of the consumer. 

According to Lombardi (2008), this means that the same product may belong to any 

of the four quadrants, depending on the chosen target, the communication strategy 

and the perspective the brand would like to adopt towards the consumer.  
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3.2.4  Elaboration Likelihood Model: emotions to increase motivation and key 

          element in the peripheral route 

  

In 1993, Petty and Cacioppo present a new theory, the Elaboration Likelihood Model 

(ELM), summarizing many empirical studies testing its various propositions. It is a 

model of persuasion, concerning how attitudes are formed and changed. Central to 

this theory is the elaboration continuum, which ranges from low elaboration (low 

thought required) to high elaboration (high thought required). The attitude change 

is the consequence of a cognitive procedure, where emotions may however 

support the persuasion process, as we will examine later. Depending on the 

extent of elaboration, different processes might mediate persuasion, what they 

call the two “routes to attitude change” (Petty and Cacioppo, 1986): 

1. The central route, which involves persuasion through what the authors call 

“message elaboration”, basically, scrutinizing the content of the argument and 

then changing one’s attitude on the basis of the merits of the arguments (e.g., 

a speech, an advertisement, etc.) in a systematic way. Under these 

conditions, a person’s unique cognitive responses to the message 

determine the persuasive outcome (i.e., the direction and magnitude of 

attitude change). 

2. The peripheral route, which involves attitude change based on cues irrelevant 

to argument quality. These processes often rely on judgmental heuristics 

(e.g., “experts are always right”) or surface features of a message (e.g., the 

number of arguments presented) or its source (e.g., their attractiveness). 

Which route is taken is determined by the extent of elaboration, as we have 

previously asserted. Both motivation - “strong desire to process the message” (Petty 

and Cacioppo, 1979) and ability - “actually being capable of critical evaluation” (Petty, 

Wells, and Brock, 1976) determine elaboration, together with the level of 

involvement. Here it is purposeful to underline that, according to the ELM, what 

creates involvement is the personal significance that the individual ascribes to the 

object (Antil, 1984). Motivational factors include, among others, the personal 

relevance of the message topic, accountability, and a person’s "need for 

cognition", i.e., their innate desire to enjoy thinking. Ability factors include the 

availability of cognitive resources (e.g., the presence or absence of time 
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pressures or distractions) or relevant knowledge needed to carefully scrutinize the 

arguments.  

Message elaboration is most likely when people are both able and motivated to 

process the argument: on the higher-involvement level, individuals elaborate data 

through a central route. One’s ability of processing the message through the 

central route is a function of the message’s nature (e.g., level of complexity, 

repetition, etc.), situational factors (e.g., environmental noise undercutting 

concentration), and personal variables (e.g., previous knowledge) (Petty and 

Cacioppo, 1989). People are best able to process complex arguments when they 

are well informed, have schematic understandings of the issue, have no 

distractions, and when repetition sufficiently familiarizes them with the arguments. 

They are motivated when the issue is personally relevant, they are forewarned of 

the persuasion attempt, and/or have a predispositional need for cognitive activity.  

On the other hand, when one or both of the above-mentioned conditions 

(motivation and ability) are missing, and on a lower-involvement level, individuals 

elaborate data through a peripheral route. Persuasive impact is then determined 

by cues peripheral to the arguments, environmental characteristics of the message, 

such as “the perceived credibility of the source, the quality of the way in which it is 

presented, the attractiveness of the source, or the catchy slogan that contains the 

message” (Petty and Cacioppo, 1986; Miller, 2005). 

At this purpose, we may cite what Robert Cialdini (2001) has called “the weapons of 

influence”, which might be regarded as six types of peripheral cues in relation to 

message elaboration:  

1. Reciprocation: the receiver is somehow obligated to agree with the message 

because of some past experience or information.     

2. Commitment and consistency: individuals tend to rely on thoughts held in the 

past (“I felt like this before and I feel like this now”). 

3. Social proof (peer pressure): the actions and words of others are likely to 

influence a receiver of a new message.     

4. Liking: people are easily persuaded by other people that they like. They may 

be physically attractive, charismatic, or charming.     

5. Authority: the speaker has some power over the receiver, be it an expertise in 

the subject matter or possibly an overbearing attitude.  
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6. Scarcity: Perceived scarcity will generate demand. If the message will only be 

around for a short time, then the receiver should seize it before it disappears.     

As we may easily infer, all of above-stated influence tools rely on an emotional base, 

even though they presuppose a cognitive effect. We might then conclude that 

peripheral route processes are based on less elaborate and conscious activity, in all 

probability with more feelings involved. 

According to Petty and Cacioppo, attitudes formed under high elaboration are 

stronger than those formed under low elaboration, that is to say that they are more 

predictive of behaviour and information processing, more stable over time, and more 

resistant to persuasion. The central route elaboration produces remarkable and 

lasting effects on brand and product image. Contrarily, the efficacy of peripheral route 

elaboration is of minor significance and less duration. However, in the absence of 

motivation, it is of no use to thrust the individual, it is rather preferable to stimulate 

peripheral elaboration. Although the attitude change may be temporary, it could be 

enough to encourage action. The consumer would then have some more experience 

with the object of the message. Later, when the message is repeated, it may have a 

better chance of surviving through the central route and change attitudes 

permanently. 

Once more, emotions function as support to cognitive elaboration, with different 

weight in central or peripheral route. 

 

3.2.5  Models of Ad Attitude: a wide spectrum of emotions as an antecedent of  

          attitude towards the ad 

 

The interest towards Ad Attitudes originates in the late Eighties, together with the 

birth of pre-testing activities and the implicit assumption that, to some extent, factors 

associated with the content and/or execution of an advertisement have an impact on 

the eventual effectiveness of that ad. The underlying idea is that Attitude towards the 

Ad (AAD), that is to say the affective construct representing consumers’ feelings of 

favourability/unfavourability towards the ad itself, has a mediating influence on brand 

attitude and purchase intention (Mitchell and Olson, 1981). Lutz, MacKenzie and 

Belch (1986) have been the first to suggest a comprehensive summary of the 

existing models, which may be reconducted to four alternative hypothesis:  
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a) Affect transfer hypothesis 
 

 
 

AAD is defined as a “predisposition to respond in a favourable or unfavourable 

manner to a particular advertising stimulus during a particular exposure occasion” 

(Lutz, 1985). The attitude towards the advertisement has a direct one-way causal 

effect on the attitude towards the advertised brand, which consequently influences 

consumers’ purchase intention. Park and Young (1984) reported that AAD dominated 

both cognitive response and expectancy-times-value measures in the prediction of 

AB under low involvement and “affective involvement” conditions; however, under 

conditions of high “cognitive involvement”, AAD did not have a significant effect on AB. 

We have to treat this last statement cautiously: actually, recently emotional 

advertising has been used especially in the case of high involvement goods, such as 

cars, high tech, and telecommunication.  

The Affect Transfer Hypothesis represent a real innovation in consumer behaviour 

models of advertising elaboration: it is the first case where the cognitive stage is 

completely bypassed in favour of the influence of non-cognitive (emotional) factors 

itself. As we will point out later in this chapter, Ad Attitude is considered to be the 

result of emotional responses. 

 

b) Dual mediation hypothesis 
 

 
 

The attitude towards the advertisement affects both the attitude towards the brand 

and brand cognition, which means that a favourable Ad Attitude increases even 

information processing and awareness of the brand. AAD then influences brand 

attitude both directly and indirectly. Perception of the source of a message are seen 

as leading to an attitude towards the source, which in turn governs cognitive and 

affective reactions to the content of the message. The Dual mediation hypothesis can 
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be viewed as asserting the alternative possibility that central and peripheral 

processes are intertwined rather than substitutes for one another.  

 

c) Reciprocal mediation hypothesis  
 

 
 

Attitude towards the advertisement and attitude towards the brand influence each 

other in a reciprocal way: not only a positive attitude towards the ad favours  a 

positive attitude towards the brand, but also the latter may influence positively the 

exposure to the ad itself. The Reciprocal mediation hypothesis is essentially a 

balance theory account of the causal relation between AAD and AB, where “a balance 

configuration exists if attitudes towards the parts of a causal unit are similar” (Heider, 

1946). The relative strengths of the causal flow is expected to vary across consumers 

and situations. For example, in new product introduction, one would expect a 

relatively stronger flow from AAD to AB, because the ad may represent the first 

exposure of the consumer to the brand. In contrast, for a mature brand, which 

consumers have had previous experience with, prior brand attitude may be seen as 

exerting considerable influence on consumers’ reactions to advertising: hence, AB 

would be causally dominant over AAD (Burke and Edell, 1984). 

 

d) Independent influence hypothesis 
 

 
 

This last model assumes no causal relationship between AAD and AB; instead, 

following Howard (1977), AAD and AB are postulated to be independent determinants 

of purchase intention. AB corresponds to the evaluative component of the brand 

concept, that is to say the “subjective meaning” attached to the brand by a consumer 

and primarily made of perceptions of the motive-related properties of the brand (i.e., 

product attributes). Brand Attitude is then considered a cognitive factor.  
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However, AAD coincides with what Howard calls impersonal attitude, namely all 

aspects of purchase situation that are salient at least momentarily but are not 

enduring properties of the brand, advertising included. Ad Attitude does not 

presuppose a cognitive process, while it leaves space for the involvement of feelings 

and emotional states. 

 

The Communication Model in Ad Attitude Theory. The models of Ad Attitude have 

devoted increased attention to the emotional aspects of consumer behaviour. For the 

first time, the unidimensional (prevalently cognitive) view of affect prevalent among 

consumer researchers is broadened to encompass the full spectrum of emotions 

which characterizes responses to the consumption of products in general, and the 

communication effects of advertisements in particular. These emotional reactions 

include not only liking and disliking, but also love, hate, fear, anger, joy, sadness, and 

so forth, almost indefinitely (Holbrook and Hirschman, 1982). 

The communication model assumed by the new approach recognizes emotional 

responses as mediators of advertising effects, as follows: 
 

                   Table 5: Communication Model (Ho lbrook and Batra, 1987) 

          
 

The model supposes a forward flow of effects from ad content through various 

intervening variables to brand attitude. It leaves open the issue of whether ad content 

and emotional responses exert additional direct effects above and beyond their 

indirect effects via the intervening mediators. The potential direct effects are 

indicated by question marks in the diagram.  

Contrarily to the previous studies, the units of observation in the present approach 

are the advertisements themselves, rather than individual subjects or respondents.  

The underlying assumption is that individuals respond relatively homogeneously to 

advertising: ads with certain kind of message content tend to produce certain 

emotional responses, these emotions shape attitude toward the ad, and the latter 

affects attitude towards the brand so that some ads attain higher scores than others 

on the criteria attitude measures.  
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Hoolbrook and Batra (1986) have established three plausible dimensions of 

emotional responses evoked by advertising: 

1. Pleasure (e.g., pride, affection, gratitude, joy): commercials judged high on 

pleasure evoke cheerfulness, love, nostalgia, and other pleasant feelings. By 

contrast, commercial with negative scores remind consumers of pains and 

expenses, thereby producing an aversive reaction. 

2. Arousal (e.g., interest, activation, surprise, involvement): commercials judges 

high on arousal portray people engaged in dangerous, exhausting, or frenetic 

activities demanding considerable physical energy. Conversely, low arousal 

commercials deal with rather dreary and unexciting matters of household, 

cleanliness or personal hygiene.  

3. Domination (e.g., helplessness, sadness, fear, disgust): high domination (low 

dominance) commercials show people not in command of their lives, or in 

situations of imbalance or failure. 

The model demonstrates that pleasure, arousal and domination clearly mediate the 

effects of ad content on AAD, and that the above-mentioned emotional dimensions 

together with AAD partially mediate the effects of ad content on AB.  

 

In conclusion, we may affirm that affective responses clearly supplement the 

cognitive responses more often studied in the communication research: in fact, they 

appear to be antecedents of the attitudes towards the ad, and consequently to have 

an indirect but significant impact on brand attitude. 

If we now redirect our attention explicitly to consumer behaviour, we may noticeably 

distinguish between two types of emotional response: 

� Responses to the product as seen through the advertisement: these reactions, 

such as trust and affection, continue long after advertising exposure. These 

product perceptions (e.g., “A brand I trust”, “A brand I like”) are the basis of 

brand attitude. 

� Responses to advertisement itself: these reactions, such as nostalgia, delight, 

irritation, etc., occur at the time of exposure and their effect is distinct from 

that of emotional product connotations. 

As we have previously observed, there is evidence that suggest that emotional 

arousal enhance communication. However, in some cases, emotional responses to 

the advertisement may interfere with message communication. It has been attested 
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that a negative relation occurs when the emotional tone is not consonant with the 

product message, as for instance in misapplication of sex advertising, inappropriate 

spokespeople, and so forth. Finally, major effectiveness has proved to arise when 

emotional responses to advertisement and product appear to interact in a synergistic 

whole, when “the brand becomes a tangible manifestation of a transient emotion” 

(Zeitlin and Westwood, 1986); recalling the previous model, when attitude towards 

the ad turns into attitude towards the brand. 

To conclude with the models of Ad Attitude, we may affirm that, in the Dual Mediation 

Hypothesis (2), in the Reciprocal Mediation Hypothesis (3) and in the Independent 

Influence Hypothesis (4), emotions support cognition, and they both influence 

consumers’ purchase intention. On the other hand, in the Affect Transfer Hypothesis 

(1), rational elements are bypassed in favour of a prominent emotional response. 
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3.3  Neuropsychological theories 

 

“Your reason and your passion are the rudder and the sails of your seafaring soul.”          Kahlil Gibran 

  

As we may infer from the quotation above, the first change introduced by the 

neuropsychological theories is the consideration of rationality and emotion not as 

opposite concepts, but as two forces keeping pace and going towards the same 

direction. Du Plessis (2005) calls it the “paradigm shift”: from Emotions interfere with 

rationality to Emotions cause rationality (emotion is the antecedent of reason). Such 

an assumption derives from the study of human brain and behaviour as a result of 

determined stimuli. 

 

3.3.1  Distinguishing emotions from other motivational and affective constructs  

 

Another innovation brought by this new theoretical frame is the effort to make a 

distinction between emotion and the other affective notions.  

Even though many authors, Bagozzi (1999) for instance, tend to consider emotions, 

feelings, attitudes, moods and even personality as an overall variable under the 

name of affect, all the above-mentioned concepts are mental processes, which 

significantly differ one from the other:  

� Personality is the set of personal traits differentiating an individual from 

another in behavioural patterns: it is expected to be fairly stable (Plutchik and 

Kellerman, 1974); 

� Attitude is an evaluative judgement: it is a hypothetical construct that 

represents an individual's like or dislike for an item (Erevelles, 1998); 

� Moods are longer lasting states, rarely directly associated with any particular 

stimulus and generally of lower intensity than feelings (Hansen, 2007);  

� Feelings are the cognitively conscious or unconscious counterparts of the 

basic underlying physiological emotions (ibidem); 

� Emotions are unconscious responses to stimuli objects in the environment or 

to changes in inner states of bodily needs and cognitive activity (ibidem).  

To conclude, we may affirm that, notwithstanding the traditional literature and 

models, feelings and emotions are not identical concepts. Emotions influence how 

people judge things in their environment. As Rossiter and Percy have outlined, they 
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have positive and negative sides: they give rise to positive and negative responses. 

Emotions are basically inherited mechanisms and largely bodily directed. According 

to Hansen (2007), feelings depend upon emotions, and influence consumer choice 

as much as emotions do, although in different ways. To summarize, while feelings 

are activated by emotions or body states, may be conscious or unconscious, partly 

controllable, and often find expression in non visible mental reactions, on the other 

hand emotions are activated by internal and external stimuli, unconscious, not 

including cognitive activities, not controllable, and often find expression in visible 

body reactions. 

 

3.3.2  A neuropsychological approach to emotions: Damasio and LeDoux 

 

"My own brain is to me the most unaccountable of machinery-- always buzzing, humming, soaring 

roaring diving, and then buried in mud. And why? What's this passion for?"                     Virginia Woolf 

 

Neuropsychologists have analysed human decision-making and found that emotions 

always play a role, in simple as well as in complex choices. Goldman (1993), 

Damasio (1994), Gazzaniga (1998), LeDoux (1998) and McGaugh (2003) assert that 

emotions should be seen in the light of the development of the brain: actually, they 

can be traced to the pre-reptilian brain, where the most basic, elementary, controlling 

processes occur. 

 

Damasio’s theory.  Being a neurologist, Damasio’s observations are supported by 

numerous clinic cases: human brain should not be studied without taking into 

consideration the organism it belongs to and its relations with the environment. The 

study of cognitive functions, and of conscience in particular, has been affected by the 

philosophical tradition dating back to Descartes. What the author calls “Descartes’ 

error” - “I think, then I am” - consists in the conception which absolutely separates the 

mind from the body, attributing to the first a non material fundament. The decisional 

process is often far away from a meticulous analysis which takes into account pros 

and cons of any choice. Especially when it comes to complex problems, consumers 

tend to employ a decisional strategy based on the results of past experiences, in 

which they recognise some analogies with the present situation. These experiences 

leave some traces, not necessarily conscious, which then recall emotions and 

feelings, with positive or negative connotations. These traces are called “somatic 
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markers” by Damasio: somatic because they concern corporal experiences, at a both 

visceral and non visceral level; marker derives from the idea that the above-

mentioned corporal state constitutes a sort of mark or label. 

Therefore, the choice is conditioned by the somatic emotional responses perceived 

at a subjective level, which are used, not necessarily in a conscious manner, as 

indicators of the efficiency of a certain perspective. The somatic feelings normally 

accompany the expectations of the decision results: feelings are somehow part of the 

marker placed on every option. In this way, the somatic markers function as 

automatic tools facilitating the selection of biologically advantageous options. 

The link between the rational system and the emotional one is confirmed from the 

neurological practise. Thanks to a number of experiments on brain-damaged 

patients, Damasio proved that the absence of the most common emotions connected 

to social living (pre-reptilian brain damage) makes decision making almost 

impossible. Notwithstanding the integrity of superior cognitive faculties such as 

attention and memory, patients are unable to choose in situations concerning their 

own and others’ interests. 

From an evolutionary point of view, emotions are physiological responses, which aim 

at optimizing the actions undertaken by the organism. Damasio concludes that 

conscience (rationality) represents a fundamentally auxiliary aspect in human 

biological endowment of environmental adaptation.  

This assumption has remarkable effects on advertisement message elaboration and 

consequent advertising effectiveness. All the models analysed in the first part of this 

paper should be read in the new light of Damasio’s discoveries; furthermore, some of 

their assumptions should be discarded. The author not only affirms that emotions 

influence the modus operandi of numerous cerebral circuits, deeply altering corporeal 

and cerebral responses; but also that, if a distinction exist between a certain type of 

rationality and emotion, nevertheless people will not utilise the rational strategy when 

it comes to making a decision: rationality necessitates much more time and effort 

than the average man has at his disposal. Decision occurs thanks to the somatic 

markers, which focus the attention on the possible negative result an action could 

lead to, and function as automatic alarm signals. Emotions and feelings have been 

linked through a learning process to foreseen future results and sceneries. 
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LeDoux’s theory. LeDoux uses the term emotional processing to refer to the way 

the brain enables people to stay alive, remain healthy, find food, and suitable mates. 

He suggests the existence of circuits located between input and output systems 

which translate environmental information into specific responses, whenever certain 

stimuli occur. In fact, emotion may be defined as the process by which the brain 

determines or computes the value of a stimulus, proposes that something important 

needs our attention, and advises the organism to take action. LeDoux’s 

conceptualization is not far away from Damasio’s vision, even though it re-introduces 

cognitive steps in the message elaboration (relevant information and meaning 

evaluation of the stimulus). 

Information received by the sensory systems activate emotional circuits, which 

evaluate the meaning of the stimulus input, and then output specific emotional 

responses, by triggering output circuits. A given circuit is only activated when the 

sensory input contains stimulus information relevant to its operation. These detection 

and reaction processes take place automatically below the level of conscious 

memory. 

 

 
 

 

Although LeDoux’s theory of emotional experience is based on studies of fear, it is 

meant as a general-purpose theory, applicable to all kinds of emotional experiences. 

The activation of emotional-processing systems by emotional stimuli has two 

consequences: 

1. the automatic programmed response (e.g., running away from danger); 

2. the activation of goal directed systems, based on either past learning or 

instantaneous decisions. 

Talking from an advertising perspective, in order to be effective, an advertisement 

has to produce both the above-stated emotional reactions. In particular, it has been 

proven that memories established during emotional situations are often more vivid 

and enduring. 

Moreover, once that an emotional habit is learned, the brain procedures involved in 

expressing it become simpler. For example, LeDoux has proved that, after we have 

learned how to avoid a specific danger, fear is no longer aroused.  

 

Relevant information � Activation of emotional circuits � Meaning evaluation of the 

stimulus � Emotional response � Action/Behaviour 

            Table 6: LeDoux emotional processing  
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3.3.3  Emotion, incidental learning, brand equity and memory: an introduction 

          to Ad-Liking 

 

According to Du Plessis, Chairman of Millward Brown South Africa and author of the 

book “The advertised mind”, advertising works by establishing feelings, associations 

and memories in relation to a brand. These associations should come to mind when 

thinking about a brand, ideally when considering a purchase, if they are expected to 

have an effect on behaviour.  

Du Plessis’ innovation consists in the introduction of a cognitive learning process, 

guided by emotions. Emotions stimulate attention, therefore helping to generate and 

reinforce the associations created by advertising. In fact, emotion in advertising 

works through incidental learning, that is to say not deliberate. Generally speaking, 

incidental learning is unintentional or unplanned learning, which results from other 

activities. It often occurs in the workplace and when using computers, in the process 

of completing tasks (Baskett, 1993; Cahoon, 1995). It may take place in several 

ways: through observation, repetition, social interaction, and problem solving 

(Rogers, 1997). According to Rogers (1997), this "natural" way of learning has 

characteristics of what is considered most effective in formal learning situations: it is 

situated, contextual, and social. Most of the learning related to brands and 

advertisements is incidental: consumers do not sit down in front of TV and decide to 

learn, it simply happens, as a matter of facts. As in any type of learning, repetition (in 

this specific case, repeated exposure) has a significant influence on memory, and 

consequently on awareness and recall.  

Du Plessis’ position is even stronger: he suggests that advertising contributes directly 

to a brand’s equity. In Asker’s definition (1991), brand equity is “the marketing effects 

or outcomes that accrue to a product with its brand name compared with those that 

would accrue if the same product did not have the brand name”. In Du Plessis’ vision, 

brand equity is shifted into “the sum of all feelings, associations and memories 

related to a brand”. Exposure to a brand through advertising triggers related feelings, 

associations and memories to create an initial emotional response, which then 

shapes a more rational consideration of the purchase, as summarized below: 
 

 

 Exposure � Emotional response � Cognition � Behavioural reaction 

Table 7: Du Plessis' Communication Model (200 5) 
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Brand memories are stored in a way which resembles an untidy “overstocked 

cupboard” to which the brand is the key: hearing the brand mentioned, seeing the 

logo, watching an ad, any of these may turn the key and open the cupboard door. As 

the door opens, memories and associations flow out, until it is closed again. Useful 

tools in order to manage this efficient chaos are recall and recognition. Recall 

involves digging into the memory and bringing back information on a stimulus-

response basis. It needs prompting with cues to help consumers retrieve what they 

are looking for - this technique approaches the memory indirectly. Recognition is a 

process which occurs in thinking when some events, processes, patterns, or objects 

recur. Thus, in order for something to be recognized, it must be familiar. This 

recurrence allows the recognizer to more properly react – direct approach. As a 

matter of fact, recall and recognition are used to dredge memory for traces of 

awareness of an advertisement or brand, and are the input of almost every pre-

testing practice. 

In terms of brand equity, advertising plays two important roles: 

1. It creates new associations for a brand. In this case, a positive emotional 

response and repetition are likely to increase the probability that the new 

impressions will become established as part of the brand’s equity. 

2. It keeps existing brand associations fresh in consumers’ minds, by stimulating 

the automatic referencing process or focusing the attention on the same 

associations in a new light. In this manner, the right feelings, associations and 

memories will fall out of the cupboard when it is needed. 

Coming to the crucial point of Du Plessis’ theory, the average rate of learning in 

advertising is governed by four factors: 

1. The emotional response created by the ad: the degree to which people like an 

advertisement will determine the degree of attention and influence the 

response to what is shown and said. 

2. How well the impression created by the ad is established in relation to the 

brand: only if the associations are stored as memories related to the brand, 

they will have an effect. 

3. The number of exposures and the interval between exposures to the 

advertisement: frequency has to be accurately planned in order to meet the 

advertising objectives.  
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4. The degree to which the new impressions must compete with existing 

memories to become established. To return to the cupboard analogy, if there 

is already a lot in the cupboard, the ad may need many more exposures to 

force its associations to the front than if there is nothing in there. 

In reference to the subject of this paper, we are interested above all in the first two 

points, which concern the role of emotions. In order to understand the principal 

concept of this new theory, Ad-Liking, we will now delineate the general framework, 

and then explain it in detail.  

Emotion governs all behaviour: driving our unconscious reactions, but also 

determining what becomes conscious. What consumers pay attention to, what they 

remember, has a permanent impact on the contents of our brain, that is to say that 

what they have paid attention to and remembered in the past is more likely to 

influence what they will pay attention to and remember in the future, as in a feedback 

system. Then, the first task of an advertisement is to be attended to, so that it can be 

remembered. Since emotions play a key role in directing attention, we may infer that 

the objective of advertising is to evoke an emotion. All emotions may be analysed 

into one of two basic emotions, which might be described as positive or negative. 

Human beings, consumers, are programmed to seek positive emotions, and avoid 

negative ones. It follows that, in order to be effective, advertising has to generate 

positive emotions: advertisements have to be liked. 

Brain experiments have proved that the physiology of interpretation of a perception 

passes the limbic system where an emotional attentioning reaction takes place. At 

this point, the perception receives an emotional tag (or contextualisation). Thus, 

when interpretation takes place, the processor knows “I like what I see, because I 

enjoyed it before”, or, “I fear what I see because it previously caused pain or 

discomfort”. Recalling Damasio and LeDoux, we may affirm that, because of the 

knowledge of previous experiences’ emotional results, people react rationally, that is 

to say they do things that make them feel good rather than bad. When researching 

the effects of Ad-Liking, we should look at a simultaneous interaction of brand liking, 

Ad-Liking, ad-noting and behaviour, and how these affect noting and interpretation 

separately. The influences are separate, but simultaneous, inter-active and simple. 

According to Gordon Brown (2006), being attention passively-driven, consumers are 

more likely to give attention to advertisements they like: since they are more likely to 

like advertisements for brands they use, more attention is given to these 
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advertisements. People are unlikely to process the advertisement at the time of 

exposure, and even to review their perceptions of the brand each time they see a 

new commercial. The brain simply stores memories by way of exposure. All 

memories are stored due to exposure. Conscious learning is only a considered 

approach to repeated exposure. 

Brown explains that shoppers go to a shop, walk down the aisles, being prompted by 

the area that they are in to consider “we need dog food”, “we have enough 

preserves”, “we do not have babies so we don’t need baby food”. When they identify 

a need for a product category, they will mostly pick the brand they have used before - 

simply because the brand they used the last time “comes to mind”. 

Once in a while the consumer will stop and think about which brands to buy. The 

process of scanning the brands on the shelf will involve interpretation, which is an 

involuntary process of neurons being recruited, which includes the interpretation 

being encoded with an emotional reaction. 

We may conclude that Ad-Liking and Brand-liking follow each other in a virtuous 

circle, as shown below: 

 

 

This relation is similar to the Attitude towards the ad/Attitude towards the brand link 

delineated in paragraph 3.2.5, with the difference that the concept of attitude does 

not imply a positive or negative specification, whereas Ad-Liking implicates a positive 

consumer response. 

In all cases the emotive experiences come to the fore to set the context inside which 

the rational interpretation takes place. Each time, the experience - whether it be 

product usage, product purchase, friends’ comments, advertising exposure - will also 

contribute to the emotional background of exposure to the brand, which therefore 

sets the context for the interpretation of the next exposure. 

 

3.3.4  Ad-Liking as the strongest factor in predicting advertising success 

 

In 1998, in the Journal of Advertising Research, Butch Rice argues that “Liking does 

not cause noting, neither does noting cause liking. Usage causes both.”, that is to 

say that people who love the ad do not buy the product, but people buying the 

product love and note the advertising. In 1995, Nigel Hollis, with a less extreme 

Ad liking �� Brand liking 
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position, rebuts that “Like it or Not, Liking is not Enough”. However, the Advertising 

Research Foundation’s Copy Research Validity Project (1990) - the most 

comprehensive investigation of the predictive validity of TV commercial copy-testing 

measures ever conducted -  shows Ad-Liking to be the most predictive measure of 

advertising effectiveness. This finding is a strong statement with regard to advertising 

effectiveness, and intends to cancel all the previous effectiveness paradigms.   

In 1991, Haley and Baldinger carried out a research about the efficacy of copy-

testing methods: their objective was to discover which of the following measures was 

more predictive of advertising effectiveness (each measure is described by a number 

of components): 

a. Persuasion (brand choice, purchase interest, consideration frame, overall 

brand rating); 

b. Salience (top-of-mind awareness, unaided awareness, total awareness); 

c. Recall (recall brand from product, claimed recall from full set of cues, related 

recall from product category cue, related recall from full set of cues); 

d. Communication (main point communication, ad situation/visual, sales point 

communication, main point situation); 

e. Liking (one of the best seen lately, like/dislike); 

f. Commercial Reaction - Diagnostics (positive, e.g., “I learned a lot from this 

advertisement”; or negative, e.g., “This advertising insults the intelligence of 

the average consumer”). 

The research started in 1977 and employed and ad-hoc committee of researchers 

and advertisers. For what concerns the research method, ten commercials (five 

brand pairs) were tested via each of the six copy-testing methods: for each pair it 

was known that one of the commercials was producing significantly more sales than 

the other. Between 400 and 500 people were interviewed in each cell, thus totalling 

between 12,000 and 15,000 interviews. All respondents were members of the target 

groups as defined by the brands being advertised. In most cases these were simply 

category users. The products advertised were all packaged goods in the food and 

health-and-beauty-aids categories. The brand names were all established brand 

names, and for each of them television was the predominant form of advertising.  

Notwithstanding the confirmation of copy-testing as a valid method to predict 

advertising effectiveness intended as incremental sales generation, the Copy 

Research Validation project verify that multiple measures are needed and all types of 
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copy-testing measures have predictive value. However, the project suggests a 

prominent attention to likability. The finding is with no doubt surprising: actually, until 

that time it was generally believed that the function of advertising was to sell and that 

whether the copy was likable or not had little to do with it. Moreover, there were well-

known examples of ads considered to be abrasive by most people, which were 

nevertheless reported to be effective generators of sales. 

With the support of the 1990 ARF Copy Research Workshop by Jim Spaeth of 

Viewfacts, the high correlation found between likability and the awareness index by 

Gordon Brown of Millward, and the study by Alex Biel, author of the article “Love the 

ad, buy the product”, Haley and Baldinger establish likability as the most predictive 

measure of advertising effectiveness: if consumers like an advertisement, they are 

more likely to buy the advertised product. 

Furthermore, from the factor analysis conducted by Haley and Baldiger, it emerges 

that liking, persuasion and recall are strongly linked to each other. We do not have to 

underestimate this finding: in fact, being persuasion and recall effective predictive 

measures of advertising effectiveness, the strength of Ad-Liking consists in its double 

effect on efficacy. Ad-Liking functions in a both direct and indirect way: it directly 

influences advertising effectiveness (this concept will be clearer with Biel’s 

hypothesis on how ad-likability works, explained in the next paragraph), and it 

indirectly affects advertising efficacy through the intermediation of persuasion and 

recall, i.e., if consumers like the advertisement, they are more likely to recall the ad at 

issue and to be persuaded by it. 

Ad-Liking is illustrated by two different models: Biel’s Model of Ad-Likability and the 

COMMAP Model of Communication, which will be described in Paragraph 3.7. 

Biel (1990) offers the following hypotheses of the working processes of Ad-Liking: 

a. Commercials which are liked get more exposure: consumers are less likely to 

start a process of selective attention, if they like the advertisement in question; 

b. Commercials are brand personality attributes and affect sales through their 

overall contribution to the reputation of the products: advertising is one of the 

elements involved in the formation of brand image; 

c. Advertisements which are liked are given more mental processing (liking is a 

mediator): ad-likability favours the positive result of cognitive processes; 
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d. Liking is a "gatekeeper" to whether or not the ad is processed at all (liking is a 

moderator): ad-likability is considered to be a sort of “conditio sine qua non” 

for cognitive processing; 

e. There is less counter-arguing against ads which are liked: ad-likability reduces 

cognitive dissonance; 

f. Liking engenders trust: ad-likability fosters source credibility; 

g. Liking the commercial translates directly to liking the brand (emotional rub-off): 

this point might be seen as a translation of the Attitude towards the Ad/Attitude 

towards the Brand direct relation; 

h. Liking evokes a gratitude response: consumers buy the product to reward the 

advertiser for likable advertising. 

Thanks also to his previous studies at the Ogilvy Centre for Research and 

Development (1985), the author found that people who liked a commercial "a lot" 

were twice as likely to be persuaded by it than people who simply felt neutral towards 

the advertising. As we may infer from the hypothesis above, Biel supports the 

argument involving the idea that attitudes towards brands are two-dimensional. Some 

attitudes are utilitarian - based on a more rational evaluation of the product's 

attributes; some are emotional and influenced by factors such as brand familiarity 

and subjective impression, which have little to do with product attributes. However, 

likable advertising has an impact on persuasion because a likable commercial affects 

the emotional component of consumers’ attitudes towards the brand. If they like the 

advertisement, they are more inclined to like the brand by means of a simple 

conditioning process. While liking the advertising is by no means a guaranteed route 

to consumer persuasion, the notion of "like the ad, like (and then buy) the product" is 

one that certainly deserves some merit. 

 

 



45 

 

3.4  Represented emotions: emotional advertising 

 

Now that we have made the point with aroused emotions, we may start our 

digression concerning represented emotions. As a matter of facts, advertisements 

differ from each other according to their content, purpose and execution. 

 

3.4.1  Content of emotional advertising 

 

The first distinction occurs between informational and transformational advertising. 

Puto and Wells (1984) define an informational advertisement as one which “provides 

consumers with factual (i.e., presumably verifiable), relevant brand data in a clear 

and logical manner such that they have greater confidence in their ability to assess 

the merits of buying the brand after having seen the advertisement”. It is important to 

underline that an advertisement can be designed with the intention of providing 

information, but it does not become an informational ad unless it is perceived as such 

by consumers. This means that it may be difficult to make an a priori distinction 

between informational and transformational ads.  

On the other hand, a transformational advertisement is one which “associates the 

experience of using (consuming) the advertised brand with a unique set of 

psychological characteristics which would not typically be associated with the brand 

experience to the same degree without exposure to the advertisement" (Puto and 

Wells, 1984). Thus, advertisements in this category "transform" the experience of 

using the brand by endowing this use with a particular experience that is different 

from that of using any similar brand. It is the advertisement itself which links the 

brand with the capacity to provide the consumer with an experience (or the emotion) 

that is different from the consumption experience that would normally be expected to 

occur without exposure to the advertisement. 

Transformational advertising is comparable to other psychological descriptors often 

applied to advertisements (e.g., mood, emotional, feeling, and image advertisements) 

in that it is essentially affect-based rather cognitive-based. 

According to Burke and Edell (1987), when the ad is high in transformation and low in 

information, feelings will be more important than semantic judgments of the ad’s 

characteristics. When the ad is high in information and low in transformation, the 

contrary holds true. 
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3.4.2  Purpose and execution of emotional advertising 

 

Another important distinction occurs in relation to the advertising strategy. Chaudhuri 

and Buck (1995) differentiate between four strategies, each responding whether to 

syncretic or analytic cognition. Syncretic cognition or "knowledge by acquaintance," 

“cannot be described but is known (perceived) immediately by the person and may 

consist of sensations, bodily symptoms, drives and affects, such as happiness, fear, 

anger, and disgust” (Chaudhuri and Buck, 1995). It is holistic, synthetic, right brain 

oriented and derived from direct sensory awareness. On the other hand, analytic 

cognition or "knowledge by description" “results from the interpretation of sensory 

data and involves judgments about phenomena” (Chaudhuri and Buck, 1995). It is 

sequential, analytic and left brain oriented (Tucker, 1981).  

Therefore, the advertising strategies pointed out by the above-mentioned authors 

come as follows: 

1. Product information strategy: the ad presents product information in a 

favourable way. According to Lavidge and Steiner (1961), this type of 

advertising is the starting point for the formation of attitudes towards a brand 

(beliefs and overall evaluation), which consequently leads to behaviour in the 

hierarchy of effects theory. This process of the creation of beliefs and 

judgments about brands is also the process of knowledge by description, 

which produces analytic cognition. 

2. Spokesperson strategy: the ad employs a spokesperson or the typical 

consumer. Consumers may use simple decision rules such as buying a brand 

name, buying the brand advertised by an expert, attractive or trustworthy 

spokesperson; or buying the brand that most people use. Moreover, 

spontaneous affective cues, such as spokespersons, may elicit heuristic 

processing and generate syncretic cognition. 

3. Mood arousal strategy: the ad uses spontaneous (nonverbal) cues.  

Persuasion is almost on a subliminal level and the attempt is to create 

involvement with the advertisement by using affect-laden appeals like family 

appeals, sex appeals, humour, etc. The classical conditioning strategy results 

in syncretic cognition. 

4. Status and social appeal strategy: the ad casts the promise of gratification or 

the threat of sanctions whether the consumer is going to use the publicized 
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product or not. The use of nonverbal cues, such as the delineation of social 

rewards and status appeals represent vicarious learning strategies that result 

in syncretic cognitions concerning the emotional benefits of advertised brands. 

It is now clear that, with the exception of the advertisements focused solely on 

product information, emotions are fundamental pillars for the advertising strategy to 

be effective. 

 

To conclude with a proper summarizing definition, which we will find useful also with 

regard to our field study, we may state that emotional advertising has a 

transformational content and a syncretic execution. It transforms the experience of 

using the brand by providing the consumer with an advertising experience itself. 

Information about the product is not an indispensable element: rather, in reference to 

information, we strongly see emotional advertising as opposite to informational 

advertising (where informational advertising is advertising only providing the 

consumer with information, in terms of content).  Executionally speaking, it makes 

use of affect-based appeals, such as sex-appeal, family or friend appeal, humour, 

music, poetic devices, etc. 

 

3.4.3  The role of represented emotions in communication 

 

According to Zeitlin and Westwood (1986), emotions may play three separate and 

distinct roles within marketing communications: 

1. Emotion as a benefit: emotions may be important benefits derived from a 

product or brand. The purchase or consumption of a product or specific 

category might occur for emotional reasons (e.g., using seatbelts to create a 

sense of safety thus reducing fear, drinking beer with the guys as a symbol of 

affiliation). Furthermore, many brands seek and attain an emotional 

positioning: whenever a product or a brand has to fulfil emotional needs, the 

central objective of marketing communication is to imbue that brand with the 

relevant emotion (e.g., Coca-Cola “the Coke side of life”; Heineken “Made to 

entertain”). 

2. Emotion as a message carrier: in testing the emotionality of a wide variety of 

television commercials and print advertisements, it has appeared that 

emotions may sometimes communicate a product or brand benefit, without 
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being themselves benefits. An emotional tone might draw attention to a 

message, make it memorable, or illustrate the benefit in action (e.g., Sony 

Bravia). The evocation of emotions among a target audience may thus be a 

means to communicate a brand’s benefit.  

3. Emotion as a direct influence on attitude: in certain cases, the use of emotions 

in communication has proved to have a direct effect upon attitudes. For 

instance, thanks to the classical process of conditioning, when the brand 

name is consistently presented in conjunction with the evocation of an 

emotion, the brand comes to evoke the emotion itself and have an authenticity 

that comparable competitors lack. An interesting example may be Nike, which 

for years has associated its logo and name with the claim “Just do it”, coming 

to globally represent power and ability to succeed.   
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3.5  The link between aroused and represented emoti ons 

 

In many of the consumer behaviour models we have previously considered, we might 

find a connection between the arousal of emotions in consumer response to 

advertising and the representation of emotions themselves through the ad’s content 

or execution. We will now delineate the relation between aroused and represented 

emotions according to almost each of the above-described models. 

 

3.5.1  Vaughn’s model: emotions for a positioning change 

 

Vaughn’s model is the first explicitly presenting an existing relation between emotions 

aroused by advertising and an attitude change towards the brand or category. 

Creatives might seek executional impact as a strategy to reach the emotional 

involvement of the consumer: dramatic print exposure or image broadcast specials 

may  induce the consumer to feel the product, to become a “feeler”. The effect of 

advertising is likely to be non literal: consumers might register an attitude shift, and 

emotional arousal is difficult to test according to classic effectiveness indices. 

The model has not to be interpreted in a rigid manner: brands who once were 

positioned in a certain quadrant, by virtue of belonging to a determined product 

category, are not necessarily stuck in their positions. New advertising strategies may 

help brands moving from one quadrant to another, as shown in the table below: 
 

                     Table 8: Adaptation from Vaughn , 1980 
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This adaptation of the FCB Model allow us to understand further implications of 

emotions in advertising strategy: the creation whether of an emotional or rational 

advertising campaign may move a certain product from being low-involving to high-

involving (X), or a consumer from an emotional choice to a rational one (Y).  

For the first situation (from low-involvement/thinking to high-involvement-feeling), we 

could choose a campaign which shaped the history of Italian advertising frame: 

“Dove c’è Barilla, c’è casa” (a slogan translated with “The Italian Choice” in English-

speaking countries). This successful campaign, started in 1987 with the famous 

commercial featuring a yellow-raincoated girl collecting a kitty from the street and 

finally reuniting with her parents, succeeded in turning a commodity into an added-

value product. Barilla pasta is not described according to taste performance or 

nutritional values, but rather as a symbol for family ties and tradition. The image 

remains in everyone’s heart, the pay-off is commonly recalled and still employed in 

Barilla’s campaigns (Appendix A, I). 

To conclude with the feeling-thinking shift situation, we might consider the recent 

advertising campaign by McDonald’s: the worldwide legendary pay-off “I’m lovin’ it!” 

has turned into “The taste of quality” or “Let’s keep the city nice. Use the trash can” 

(Appendix A, II). The famous fast food, which has always levered on its emotional 

values such as the American dream or the possibility to satisfy a whim, understands 

that consumers are overwhelmed by emotional benefits and direct its communication 

campaign towards a rational end. McDonald’s hamburger is not only tasty, but also 

made of quality meat. McDonald’s is not only an entertainment place, but a 

responsible company. 

 

3.5.2  Rossiter Percy Grid: motives and emotional states 

 

One relevant improvement in the Rossiter-Percy Grid consists in considering not only 

positive feelings, but negative ones as well. Making reference to Bagozzi and Moore 

(1989), the RPG considers negative feelings as necessary for advertising to be 

effective when the product or brand purchase decision is negatively motivated. Both 

negative motives (“informational” in the attitude grid) and positive motives 

(“transformational”) incorporate feelings. Negative motives generate negative feelings 

but subsequently may also induce positive feelings; positive motives instead need to 

generate only positive feelings. Negative affect is caused by an aversive event such 
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as a consumer problem occurring. Although negative, this causes motivational drive 

to increase, which energizes the consumer to remove the aversion by solving the 

problem through acquiring information about product or brand choice and then 

buying and using the chosen item. Drive or motivational level is thus reduced, and 

the consumer returns to the equilibrium state and action ceases (Rossiter, Percy and 

Donovan, 1991). As shown in the table below, a set of emotions corresponds to each 

motivation state: 
 

          Table 9: Motives and Emotions Grid (Rossi ter, Percy and Donovan, 1991) 

Typical emotions that might be used to portray each motivation 

Motives Typical emotional states 

Informational motives 

1. Problem removal Anger �Relief 

2. Problem avoidance Fear � Relaxation 

3. Incomplete satisfaction Disappointment � Optimism 

4. Mixed approach/Avoidance Guilt � Peace of mind 

5. Normal depletion Mild annoyance � Convenience 

Transformational motives 

6. Sensory gratification Dull � Elated 

7. Intellectual stimulation  Bored � Excited 

8. Social approval Apprehensive � Flattered 
 

If we analyse the table, we may easily understand that each of the above-mentioned 

motives is operatively distinct and has different implications for the advertising 

message strategy. The model suggests that a specific motive, such as the promise of 

a problem removal, might arouse an emotional shift, in this particular case from 

anger to relief. However, we could see the process on the way round, that is to say 

that the use of a specific emotion in advertising could arouse a particular motivational 

state. For instance, an advertisement which features a character overcoming his fear 

of something might produce the sensation of problem avoidance in such a manner 

that the consumer may feel the advertising experience as a promise of the brand. In 

this way, we may avoid the traditional separation between informational motivations 

and emotions: the conventional paradigm consistent with the categorical association 

“information-reason/transformation-emotion” might be overtaken. Emotions are 

capable of influencing consumer behaviour even when the brand strategy levers on 

rational motives: in fact emotions function as support drives to information. 
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According to the authors, all advertisements  represent a balance between rational 

and emotional stimuli: for instance, as to high involvement/informational advertising 

tactics, “correct emotional portrayal is very important early in the product life cycle” 

and “for target audience who have objections to the brand, it would be advisable to 

consider a refutational approach” (Rossiter, Percy and Donovan, 1991). However, as 

we may clearly deduce, the emotional portrayal of motivation grows to be significantly 

relevant when it comes to transformational drives (e.g., “Emotional authenticity is the 

key element and the single benefit”); while the benefit-claim support for perceived 

brand delivery achieves major importance with regard to informational motivations 

(e.g., “Benefit claims should be stated extremely”). 

 

3.5.3  Elaboration Likelihood Model: emotion as support to motivation and  

     key element in peripheral route 

 

According to the ELM, with regard to advertising effectiveness, emotional drives may 

affect consumer behaviour in two different ways: 

1. The use of emotions in communication might increase consumers’ 

motivation, and consequently favour the central route process, which, as 

previously asserted, has more significant and durable effects on brand 

image. Bearing in mind what we have learned with the Rossiter-Percy Grid, 

there is a considerable relation between emotions/emotional states and 

motivation: they may in fact influence each others. 

2. Emotions are the key element in the peripheral route process. Many of the 

peripheral cues affecting attitude change cited by Petty and Cacioppo attain 

to the universe of emotions: music, visual, humour, surprise, attractive 

spokeperson (his reliability however is a cognitive factor). The message 

attempts to grab attention by making the receiver think about something that 

he is already familiar with, and has positive thoughts about, such as sex, 

money, or a star. We might consider as an example the phenomenon of 

celebrity endorsement, that is to say every form of communication featuring 

a celebrity, who does not function as an expert in the product field, but rather 

attracts consumers’ consideration because of his being famous or important 

or beautiful. What is the link between the magnate Bill Gates, and Coca-

Cola? The pop-star Britney Spears and Beyonce, and Pepsi? The football 
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champions Totti and Gattuso, and Vodafone? The list may be long, but we 

will not find any particular connection: simply, the use of celebrities in 

advertising has proven to be successful. Referring to Cialdini’s attitude 

change framework, we may state that celebrity endorsement embodies at 

least three out of six weapons of influence: social proof, liking and scarcity. 

With rare exceptions, celebrities are status symbol, appreciated by the 

public, and of course rare! 

 

3.5.4  Models of Attitude: the emotional content of advertising 

 

Lutz, MacKenzie and Belch (1986), authors of the comprehensive summary of the 

existing models of attitude, have the merit for having found a set of six factors, 

describing television commercials in relation to their emotional content. From their 

point of view, in fact, advertising might be: 

1. Emotional: the advertisement has a subjectively evaluative content, with high 

loadings on strongly vs. weakly emotional, emotional vs. rational, and trying to 

create a mood. 

2. Threatening: the commercial suggests a solution to a problem, shows a 

benefit, tries to arouse fear or anxiety, uses strong vs. weak appeals, or 

invokes safety themes. 

3. Mundane: the ad has high loadings for expected vs. surprising, dull vs. 

entertaining, weak vs. strong novelty appeals, and mundane vs. creative. 

4. Sexy: the advertisement uses sex or erotic appeals, sexy vs. sedate 

executions, or aims at dreams and fantasies. 

5. Cerebral: the commercial shows high loadings on company image or 

reputation, weak vs. strong sensory appeals, cool vs. hot, and newsy or 

informative material. 

6. Personal (personally relevant): the ad aims at capturing personal content, as 

in using a product claim perceived as self-relevant or containing information of 

interest to one-self, using appeals to health or well-being, and referring to the 

general product rather than the specific brand. 

The explicit recognition of different types of emotional content and their arousing 

specific emotional states represent an additional step forward of the models of 

attitude. 
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3.5.5  Damasio’s theory: the use of somatic markers in advertising  

 

According to Damasio, in order to be effective, advertising has to make use of 

somatic markers: ads should arouse an emotional state connected to consumers’ 

personal experience and act as an alarm bell. 

We may try to interpret a commercial according to this theoretical framework: the 

2007 TV commercial for the new Fiat 500 (Appendix A, III), for instance, appeals to 

numerous values, historical periods, events and outstanding Italian personalities, 

distinguishing between good and bad, what people would like to be or not to be. 

Exactly in this important distinction, we may find the alarm bell: the spot suggests 

that people first, consumers then, can make a decision: they are authentically 

legitimated to choose what they want to become, in which way to realise their 

potential, how the world may change and evolve. Whether they opt for the new old 

little car or not, the Fiat 500 belongs to everyone, just as their own choice belongs to 

themselves. We may expect that if consumers choose the advertised car, they make 

the right choice: the somatic marker calls on the typical Italian’s past experience and 

foreshadows the possibility of a general redemption.  

The message elaboration and consumer behaviour process might be summarized as 

follows: 
 

    Table 10: decisional process consequent to the New Fiat 500 commercial 
 

Somatic markers Emotional 
response 

(Eventual impact on more 
cognitive aspects of the 

choice) 

Behavioural 
response 

Representation of 
Italian past 

“I want to be the 
good Italian” 

“I think the advertised car is 
valuable from different points 

of view” 

“I buy the new 
Fiat 500” 

 

 

3.5.6  LeDoux’s theory: well-learned emotional states and surprise  

 

Starting from LeDoux’s findings, elicited in paragraph 3.3.2, we may infer that 

advertising might take two directions in terms of emotions: 

1. Lever on well-learned emotional states, by reinforcing the emotional bond 

between consumers and the brand. The strength of the advertising does not 

consist in its ability to astonish consumers, rather in the capacity to take 

advantage of consumers’ emotional memory. To this purpose, we may cite all 
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those brands which have always or for a long time used the same emotional 

mood. Nike, for instance, has used the same emotional tone since 1988, when 

at a meeting of Nike’s advertising agency Wieden and Kennedy, Dan Weiden, 

speaking admiringly of Nike’s can-do attitude, reportedly said, “You Nike guys, 

you just do it.” The rest, as they say, is (advertising) history. The “Just Do It” 

campaign seemed to capture the corporate philosophy of grit, determination 

and passion, but also infused it with something hitherto unknown in Nike 

advertisements: humour. Nike had always been known for its detached, 

determined, unsentimental attitude. Since the new claim has introduced, Nike 

started to represent self-realisation  and achievement. Celebrity endorsements 

also appealed to the consumers’ sense of belonging and “hipness”, as Nike 

became a self-fulfilling image prophecy: “If you want to be trendy, wear Nike; if 

you are trendy, you are probably wearing Nike”. Consumers are not surprised 

anymore by the emotional touch conveyed by Nike advertisements: rather, 

with a new commercial, they feel reassured in Nike’s corporate image. They 

know what to expect, and every new exposure the feeling gets stronger 

(Appendix A, IV). 

2. Make use of (emotional) surprise, in order to catch consumers’ attention and 

arouse a new emotional state. An amazing and famous example of the use of 

surprise in advertising might be the 1995 Levi’s Drugstore commercial, shot by 

director Michel Gondry (Appendix A, V). With a techno background, mute 

scenes in the years of American Depression, a black and white decayed film, 

initially in a subjective shot, a boy enters a drugstore in order to buy a box of 

condoms. The women present are shocked, and the shop owner smugly 

smiles. Temporal jump: it is night time, the same boy arrives in front of a 

house, a girl is waiting for him and says hello from the balcony. The boy 

knocks at the door, and… surprise: it’s the owner of the condom shop to open 

the door! The successful surprise-spot holds the record for "Most awards won 

by a TV commercial” and has helped Levi’s to establish an image of 

irreverence and independence, which accompanies the brand even now-a-

days. The commercial has also introduced a new trend based on surprise 

elements in Levi’s’ communication campaign, e.g., Levi’s Tainted Love by 

Spike Jonze (2006) or Levi’s change (2007) commercials. 
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3.6  Meaning of Ad-likability: Biel and the COMMAP Model 

 

For the purpose of this paper, Ad-Liking is the most representative example of the 

bond existing between ad content, emotional response and advertising effectiveness. 

In fact, the general implication of the model may be summarized as follows: 

  

 

 

 

 

 

 

 

 
 

The concept of Ad-Liking is not new to advertising literature. However, previous 

assessments of likability were based on impressions more than on research. For 

instance, according to Jones (2007), advertisements are likable “when they offer a 

reward for watching”: his research, however, is founded on whether the author liked 

the ads himself, nowhere asking other people any judgment about how much they 

liked commercials. 

Differently, Biel and Du Plessis offer two models of ad-likability, based on their study 

of consumers’ evaluation of advertisements. In particular, Biel has analysed the 

commercial database assembled at Ogilvy Center for Research and Development, 

while Du Plessis examined the Adtrack database, where, at the time of his research, 

30,000 commercials were stored, dated and measured. 

 

3.6.1  Biel’s model: Love the ad, buy the product 

 

In 1990, Alexander Biel accomplishes an advertising research, covering a broad 

range of product categories and major brands (food, beverage, medicine, household, 

personal care, consumer services or 

durables). He finds that ad-likability has five dimensions, each of which is illustrated 

by a number of ad descriptors : 

1. Ingenuity - clever, imaginative, amusing, original, (not) silly, (not) dull; 

Emotional elements in ad content or execution 

 

Ad-Liking 

= 

Emotional response 

 
 

Advertising effectiveness 
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2. Meaningful - worth remembering, effective, (not) easy-to-forget, (not) 

pointless, true-to-life, believable, convincing, informative; 

3. Energy - lively, fast moving, appealing, well done; 

4. Avoid people rubbing the wrong way - (not) seen a lot, (not) worn out, (not) 

irritating, (not) familiar, (not) phony; 

5. Warmth - gentle, warm, sensitive. 

The first remarkable finding of this study is the fact that commercial liking goes far 

beyond mere entertainment. While a lively, upbeat approach does make a 

contribution to liking - particularly in the food and beverage category - it takes a 

second seat to the more critical factors of how relevant and meaningful the 

commercial seemed to people. Additionally, leaving people with a warm, glowing 

feeling is only weakly related to commercial liking. Briefly, the ad-likability categories 

could follow an order of relevance, as shown below: 

 

 

 

 

 

 
 

The author believes that viewer involvement and perceived relevance are factors 

which significantly link commercial liking to persuasion. People like commercials 

which they feel are relevant and worth remembering: these same two elements could 

very well increase persuasion. Secondly, while the examined commercials differ a 

great deal from each other in their degree of ingenuity, an original or novel approach 

by itself seems to have little impact on how well a commercial is liked - again, 

speaking to the more substantive nature of commercial, likability goes a step further 

than pure entertainment. This is not to say that a new twist to an old topic cannot be 

well-liked. However, based on Biel’s findings, relying exclusively on that strategy as 

the route to likability would not be advisable.  

Moreover, liking has been found to be a function of product category, at least to the 

extent that food and beverage commercials are better-liked than the other categories, 

which tend to get more neutral ratings. Further, somewhat different factors drive 

liking for these two broad categories. Relevance is critical for both, but an energetic 

execution plays a more important role for food and beverage commercials, while 

1. Meaningful (in particular, worth-remembering and not pointless) 

2. Avoid people rubbing the wrong way (in particular, not irritating) 

3. Ingenuity/Originality 

4. Energy 

5. Warmth 

Table 11: Biel’s likability model  
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avoiding irritating executions is an equally important rule-of-thumb for non-food and 

beverage commercials. The presence of animals can have an impressive impact on 

how well people like what they see, while also driving up the warmth scale and its 

relationship to commercial liking. However, taking the animals out, warmth 

significantly diminishes in importance. Finally, while the sample of commercials was 

indeed representative of prime-time advertising, coverage in consumer durables and 

service categories was poor and the author would hesitate to generalize the findings 

to these categories without further research. 

Academic studies would advise similar caution for other reasons. Growing evidence 

suggests the relationship between liking and persuasion is strongest in low-

involvement categories such as fast-moving consumer goods, where the emotional 

component to persuasion is proportionately more important than the deliberate 

consideration of product attributes. Consequently, Biel concludes that his studies are 

based on product categories which are most affected by the liking phenomenon as to 

advertising effectiveness, and that the relative conclusions are most appropriately 

applied to fast-moving consumer goods. 

Coming to the point of this paper, we may now observe how emotions come into play 

in this new frame. All the five dimensions delineated in the model envisage a possible 

role for emotional elements. The dimension which is more concerned with emotions 

is Warmth – we may even consider it a totally emotional category. Commercials 

scoring high grades on Warmth communicate a sensation of closeness, caring 

relationship, sense of belonging: their reference to emotions is unequivocal and 

explicit (e.g., Calzedonia “Speriamo che sia femmina” – “Let’s hope it’s a girl”, United 

Colors of Benetton, Baci Perugina). The model shows that commercials high in 

Warmth and low in all the other dimensions are not likely to be appreciated “a lot” by 

consumers, that is to say that Warmth is a necessary but not sufficient condition to 

likability. In the Ingenuity and Energy dimensions, the role of emotions may be easily 

understood by analysing the single components of each category. In the Avoid 

people rubbing the wrong way dimension, the most important aspect to underline 

concerns the possibility for the advertisement to irritate consumers: it is absolutely 

not advisable to play with emotions in such a negative manner to annoy the public. 

The emotional promise should not be unattainable or too far away from the average 

consumer: the emotional message must sound authentic to consumers and touch 

their inner chords. Finally, in the category which turned out to be the most relevant to 
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likability, Meaningful, there should be a balanced  ratio between emotional and 

informative aspects: being information a essential point, emotions should be used to 

convey a proper message, to strengthen the informative content itself. The model 

suggests that the most effective way to use emotions in advertising is to render them 

a support tool to relevant information. 

To this purpose, we may regard as effective advertising all those communication 

campaigns which have a social implication. We do not have to think to social 

communication itself (e.g., anti drug or anti alcohol commercials). Rather we should 

consider consumer good or service advertisements using an emotional tone to 

support a promotional message. The 2004 Telecom Italia commercial featuring 

Gandhi may be inserted in this context: it takes just a few words to recall it and feel 

the power of this successful spot. Real images and words of the great Mahatma are 

magically transferred to nowadays, when laptops, wireless connection, headphones, 

big screens, briefly the Information and Communication Technologies, are at the 

order of the day and, ordinary people, us, can listen to his words. On a black screen, 

just one question: “If he could communicate this way, how would the world be today? 

Communication is life” (Appendix A, VI). The advertisement carries relevant 

information to consumers: the service at issue, all the communication media likely to 

log to a telephone connection, is coherently unfurled during the spot. The message is 

meaningful, significant, stuck in consumers’ memory, as the hundreds of 

communication blogs and the (positive) critic wave aroused by it could confirm. There 

is no need to highlight how many emotional facets the above-cited commercial 

appealed to. 

 

3.6.2  The COMMAP Model of Communication  

 

In 1994, Erik Du Plessis reported the results of his research based on Adtrack 

database: Adtrack researchers had taken seven advertisements for which they knew 

the liking scores from the Adtrack database, and asked 400 respondents to rate them 

using 32 statements (these statements were themselves the result of factor-analysed 

measures to establish the underlying dimensions which explain how viewers respond 

to advertising). The consequent mathematical model predictive of an advertisement’s 

likability was then validated at a copy-testing level.  
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The model, called COMMAP (from COMmunication-style MAP), may be represented 

as shown below: 
 

                                    Table 12: COMMA P Model of Communication 

 
 

Each of the dimensions in the model comprises several items, which have been used 

as ad-likability measures. Furthermore, the names of the dimensions themselves are 

likely to sound familiar, since they basically reveal a typology of advertising. An 

important implication is that Ad-Liking is not a single dimension of an advertisement 

separate from these mentioned here, but it is a composite measure. As we may infer 

from the model, Ad-Liking is not purely emotional or necessarily implies 

entertainment elements, just as Biel found out. Ad-likability is formed by seven 

factors, which are described now in detail: 

1. Entertainment: commercials obtaining a high score on this dimension may be 

fun to watch and listen to, clever and engaging, making use of enthusiasm, 

etc. Entertainment can be achieved by humour, but also by the use of 

arresting characters and several other ways.  

2. Relevant news: this dimension does not simply classify the commercial as 

containing new information, but looks especially as whether the news has any 

relevance to the consumer. Problem-solution type of advertising especially 

falls into this typology. 

3. Empathy: this broad typology applies especially to lifestyle type and 

aspirational advertising, where consumers are shown the kind of goods they 

might posses, the experience they might have, the lifestyle to which they can 

reasonably aspire. 
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4. Confusion: according to Du Plessis, confusing commercials are the most 

common mistake creatives make in designing advertisements. This type of 

advertisements are distracting, require too much effort to be followed, are too 

complex to understand, and do not have a proper balance between words and 

images. 

5. Familiarity: this aspect basically measures how boring advertisements are. 

One aspect is whether a specific ad has been on air for a long time and 

consequently has “worn out”. However, even a new commercial may be 

considered worn out if the same approach used by it has been done in other 

product categories.  

6. Alienation: this dimension considers all those advertisements which tend to 

move consumers away because of their being irritating, annoying or making 

exaggerated claims. Moreover, while confusing advertisements are mostly 

ignored by the audience, alienating ads are not ignored: they create a 

negative halo around the brand. 

7. Brand reinforcement: this factor refers to reciprocal relation between 

advertising and brand image. Not only an advertisement affects consumers’ 

perception of the brand, but also the existing perception of the brand 

influences consumers’ perception of the relative advertisement. Once again 

we may recall the Attitude towards the Ad/Attitude towards the brand link. 

As we may understand from the graphic representation of the model, likability may be 

created by either high Entertainment, Empathy or Relevant news; while it is 

negatively influenced by Familiarity (boredom), Confusion, or Alienation. 

Entertainment is the opposite of Familiarity: entertained viewers will not be bored. 

Relevant news and Confusion are the contrary one to the other: little will be learnt 

from a confusing commercial. Empathy and Alienation are opposites. Viewers are 

unlikely to empathise with alienating ads. Relevant news and Empathy correlate: 

relevance is frequently supported by Empathy. Alienation and Confusion show a 

relationship: confusing ads often irritate people. Finally, Brand reinforcement 

measures the attitude of the respondents to the advertised company. 

The COMMAP Model attempts to explain the performance of ads through their 

likability . Likability is the extent to which the objective of Entertainment, Empathy or 

Relevant news is achieved without Confusion, Alienation or Familiarity.  
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The model is dynamic, recognising that the way people view a commercial will 

change over time (i.e., ads wear out and become boring over time). 

 

In conclusion, we may state that emotions come into play in the COMMAP Model in 

three different ways: 

1. as we have seen in the previous paragraphs, in Du Plessis’ model, 

emotions guide attention: emotion is the antecedent of any cognitive 

process; 

2. Ad-Liking represents an emotional response: notwithstanding the fact that 

both cognitive and emotional factors contribute to Ad-Liking, we cannot 

deny that liking is an impulsive spontaneous phenomenon;  

3. two out of three factors positively impacting on Ad-Liking, namely 

Entertainment and Empathy, are basically emotion-based: that is where 

emotions are represented in ad content or suggested through ad execution. 

 

For all these reasons, we decided to set the COMMAP Model of Communication as 

the basis for our field study on emotional advertising effectiveness. 
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CHAPTER 4: EMPIRICAL EVIDENCES: ADVERTISING – A ROA D TO EMOTION 

 
The climate of recession of the last years seems to suggest a strong point to 

advertisers: recessions are uncertain times for all – consumers, brands and 

agencies. In particular, consumers are looking for reassurance from those around 

them and brands can also take on this mantle. Consumer uncertainty also provides 

marketers with a strong emotional hook if used in a trusted way. Sympathy, empathy, 

and a feeling of “helping the consumer out” can be very strong marketing messages 

in these times.  

Recent IPA research in the UK (Inside WPP, 2008) has shown that emotion-based 

models of advertising and communication are more effective and are more likely to 

yield strong business results than rationally based models. This means that emotion 

should be placed at the core of communications campaign, not just as a bolt-on. 

While emotion-based models are most successful in buoyant markets, recessionary 

periods cause anxiety, insecurity and feelings of risk for consumers that are all strong 

emotional hooks for marketers and brands to explore. 

Recently, a research (IPSOS Advertising Trend, 2005) has been conducted in order 

to study consumers’ opinion about the ultimate advertising trends. The results may 

be summarized along a number of different dimensions, as we will delineate in the 

next paragraphs. 

 

4.1  On price  

 

Today, price information is more and more a focal point in the advertising message of 

many brands, no matter which product category is advertised. However, in a moment 

of recession, this might not be the right approach: actually, it may generate confusion 

in the consumer. The willingness of the brand to communicate a sense of closeness 

to the consumer might be taken as the doubt of having been defrauded in the past. In 

fact, just one consumer out of two recognizes the brand’s good intention in 

communicating price information: 73% of respondents affirm that if a brand 

communicates a price reduction, they would think they have been paying more than 

necessary in the past. Moreover, 80% of participants say that brands which do 

advertising are more expensive and consequently do not deserve their trust. Finally, 

the brands which opt for conveying a message of convenience do not necessarily 
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help the consumer to make the right choice: only two respondents out of five 

recognize a guiding function to these brands in a recession period.   

 

4.2  On creative style  

 

According to the consumer research, the advertising message should be (in order of 

importance): 

1. Informative. Advertisements must contain clear, proper and exhaustive 

informative elements about  the advertised product. 

2. Reliable. Credibility is fundamental for advertising to be effective: however, 

it has to be accompanied by a creative style which is synergic with the 

product promise and benefit.  

3. Realistic – keeping a link with reality. Consumers ask advertisers to 

identify themselves with the ads: evasion and surrealism do not seem to 

be welcome. In a situation of uncertainty, nothing is safer and more 

tangible than ordinary life (even though, this may be read through coloured 

lenses). 

4. Funny – making the consumer smile. A smile is an encouragement and an 

invitation, a starting point for a relation of trust between the brand and the 

consumer, a sign of alliance in a moment of insecurity. 

5. Involving. Consumers need stories which engage them. Narrating means 

ordering some thoughts, offering a model, reassuring. Everyone would like 

to recognize himself in a story which could be his own, to see represented 

his world, dreams and fears.  

 

4.3  On irony 

 

Humour has always been considered a double edge weapon in advertising, 

especially in periods of recession. Irony has something to do with discretion and 

detachment. An ironic attitude is a conscious choice thanks to which it is possible to 

avoid an excessive and blind adherence to reality. In a moment of serious crisis of 

values, irony represents a necessary key of interpretation of ordinary life, an 

instrument  to keep a safe distance from events and at the same time not to abandon 

hope and optimism. In fact, what emerges from the survey strengthens the positive 
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feelings about humour effectiveness in advertising. 79% of respondents affirm that 

they stop to watch with pleasure an ad which makes them smile. 67% state that they 

feel closer to the brands which communicate with a humoristic tone. 66% of 

participants think that an ironic commercial helps to take the heat out of the present 

situation. Only 20% of them believe that ironic advertising is annoying because today 

there is nothing good for a laugh.  

 

This research seems to suggest that nowadays informational advertising is not 

enough: information is a requirement which is essentially taken for granted. In this 

particular moment, consumers are not willing to renounce to reassurance and 

hopefulness. Today more than ever, they seek an emotional bond with brands.  

If used in a proper manner, emotions might be the key to build a strong relation with 

consumers, no matter of low or high involvement. 
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CHAPTER 5: FIELD STUDY  

 
In the light of the literature, thanks to which we have come to the conclusion that 

emotional advertising may in some circumstances be more effective than rational 

advertising, the objective of this field study is to analyse whether today emotional 

advertising is more effective regardless of consumers’ level of involvement and 

product or service category. 

In particular, through the administration of the questionnaire and the data analysis, 

we will test the following theses: 

 

1. emotional advertising is more effective than rational advertising: based on the 

ARF Ad-Liking premises, this is equivalent to say that emotional advertising is 

better liked; 

 

2. thesis n°1 prescinds from consumer involvement: emotional advertising works 

better notwithstanding it refers to a high or low involving product or service 

category. 

 

 

5.1 Preface to field study 

 

Making reference to the personal work experience at Young & Rubicam Milan, many 

Italian great brands opted for institutional commercials focused on values and 

closeness to the consumers for their 2009 advertising campaigns. According to the 

media centre analysts (MediaEdge, 2008), an optimist and emotional advertising 

message is the right choice in a moment like this for the following reasons: 

� Consumers are aware of the present critical economic and social situation, 

and they do not want advertising to remind it again and again: they prefer a 

step over, where the brand communicates to be able to give them an helping 

hand; 

� brands are terribly frightened about their future and the right way of advertising 

in a moment of recession: the most obvious choice is to communicate a 

rational, clear and informative message, notwithstanding product or service 
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category and consumers’ needs. However, a message of continuity with the 

past may facilitate the brand to stand out from the crowd. 

 

 

5.2 Method 

 

The empirical research took place through the creation and administration of a 

questionnaire, composed by open and multiple choice questions, which had been 

submitted to a sample representative of Italian Internet population. 

The analysis of literature provided us with the context for the creation of the 

questionnaire (Appendix B): in particular, our field study takes its routes from the 

ARF Model of Ad-Liking, according to which Ad-Liking is the best predictor of 

advertising effectiveness. The index of Ad-likability is unfurled through the COMMAP 

Model of Communication frame. 

 

5.2.1  Participants 

 

Being this field study the result of a collaboration with Human Highway, an online 

market survey company based in Milan, the questionnaire has been administered to 

their panel. OpLine, Human Highway’s panel, has been built with the objective of 

representing the Italian Internet population being more than 15-year-old. The 

description of the universe is furnished by a base research counting 2,000 cases, 

conducted with the CAPI method within Italian population.  

The online administration method of the survey provides us with the possibility to 

obtain a complete and homogeneous sample of Italian Internet population. 

Respondents did not receive any remuneration.  

In total, more than 900 participants took part in the study, however only 469 of them 

completed the questionnaire in every section. For this reason, we decided to 

consider our sample to be composed of 469 respondents.  

The sample may be described as follows: 

� Gender: 49,3% men and 50,7% women; 

� Age: from 15 to 78, with an average value of 39 years-old; 

� Study qualification: 60,7% college diploma, 15,3% graduate degree; 12,7% 

secondary school diploma; 
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� Job position: they are for the most part employees, students or self-employed; 

� Geographical origin: they come from almost every Italian region, but mainly 

from Lombardia, Lazio and Campania; 

� Internet usage: 63,8% of them connect to the Web every day. 

As we may easily understand from the brief description above, the sample is wide-

ranged: this supports the significance of our analysis (Appendix C, I).  

 

5.2.2  Design 

 

The questionnaire is composed of five parts: 
 

1. Consumer behaviour towards product or service choice. Before testing 

consumers’ involvement on the category and appreciation of the commercials, 

we have to understand which is their buying position. Actually, the respondent 

might be a buyer, an influencer on others’ choice, only a consumer, or even 

not interested in the specific category. For this reason, the first question for 

each of the three category blocks asks participants whether they are: 

a. responsible for the choice of the product; 

b. not responsible for the choice, but express their preferences; 

c. not responsible for the choice and do not express their preferences; 

d. not users of the product, but want nevertheless to express their 

preferences; 

e. not users of the product and not interested in expressing their 

preferences. 
 

2. consumer involvement. According to the models we have previously 

explicated, emotional advertising may result in major effectiveness if applied to 

specific involvement situations and goods. Being one of the theses of this 

survey the possibility that today emotional advertising prescinds from 

consumer involvement, we have to ask respondents whether a specific 

product category is considered to be low or high involving. In fact, an a priori 

consideration of a product category to be low or high involving would result in 

a serious bias for the survey itself. In order to measure respondents’ 

involvement in relation to the three categories in the questionnaire 

(automobiles, toothpastes and financial services), we have selected four 
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variables impacting on involvement. These variables have been converted into 

questions and asked to the respondents. 
 

Variable  Influence on involvement  

1. time dedicated to the purchase 

decision 

+ 

2. elements and information considered 

before the purchase choice 

+ 

3. expectations on the product/service + 

4. price sensibility/influence of price on 

consumer choice 

- 

 

 

The first three variables influence involvement in a positive way, while price 

sensitivity negatively affects involvement. 
 

3. Ad-Liking. Ad-Liking, which has been extensively unfurled in the previous 

chapter, is taken as a measure of advertising effectiveness. After two open 

questions about respondents’ appreciation of the commercials, Ad-Liking is 

tested through the model provided by the COMMAP Model of Communication. 

The Index is composed of six dimensions, each of which has been 

investigated through a number of statements, as shown below: 
 

 

Dimension  Statement   Influence on 

Ad-Liking 

Entertainment  1. I think the ad was fun. 

2. The ad caught my attention: it is the kind of 

commercial which keeps running through your 

mind after you have seen it. 

+ 

Relevant 

news 

3. The ad told me something I didn’t know about 

the product: now I want to try it. 

4. I learned something I didn’t know from the 

commercial. 

+ 

Empathy  5. The commercial was personal and intimate (it 

was acting out what I feel at times). 
+ 

Confusion  6. The ad was too complex, difficult to watch and 

listen at the same time. 
- 
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Familiarity  7. This kind of commercial has been done many 

times before – it’s the same old thing. 
- 

Alienation  8. The ad did not demonstrate  the claims of the 

product. 

9. The commercial didn’t have anything to do with 

me or my needs. 

10. The ad irritated me. 

- 

 

 

As we have explained in the previous chapter, Entertainment, Relevant news 

and Empathy positively affect Ad-Liking, while Confusion, Familiarity and 

Alienation have a negative influence on it. Each of the statements have an 

equal effect on the final value of Ad-Liking. 
 

4. final check. In order to test the truthfulness of the previous answers 

concerning Ad-Liking, we concluded the questionnaire with a final check 

section, asking the respondent to express their preferences between the six 

commercials for every factor describing Ad-Liking (i.e., “Which of the six 

commercials was more fun?”).  
 

5. respondent profiling. Ad-Liking and emotional response may both depend on 

individual differences, such as gender, age, educational level, etc. It is of 

primary importance to analyse the correlation between these individual 

variables, consumer involvement and Ad-Liking. Respondent profiling is 

already part of OpLine panel information. 

 

5.2.3  Materials 

 

Starting from a long list of product categories, we selected three out of them, in order 

to encompass a large spectrum in terms of consumer experience: 
 

Category Product or 
service 

Area Price 

1. Automobile  product Durable High 

2. Toothpaste product Fast Mover Consumer 
Good 

Low 

3. Financial services  Service Finance Commission 
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As shown in the table, the three categories (automobile, toothpaste and financial 

services) differentiate in terms of being a product or a service, area of belonging and 

price request. 

For our survey, we opted for television advertising instead of press, because 

television is more likely to establish an emotional bond between consumer and 

brand, while printed advertisements usually furnish rational explanations (Chaudhuri 

and Buck, 1995). The authors in fact proved that TV commercials require a major 

activity of the right hemisphere of the brain, where syncretic cognition occurs.  

For each of the three chosen product categories, we selected a pair of TV 

commercials: one commercial is rational, while the other one is emotional. In our 

survey context, the differentiation between rational and emotional advertising occurs 

in terms of content, as described in paragraph 3.4. If the ad is providing the 

consumer just with product information, it is considered rational. On the other hand, if 

the commercial makes use of appeals other than information (i.e., music, images, 

humour, sex appeal, etc) in order to communicate the product’s benefits, it is 

considered emotional. 

 

The following table presents the selected advertisements, and provides a brief 

description of them: 
 
 

Category  Type of adv  Brand  Year Description  

Automobile  Rational Volkswagen 

Polo 

2007 A group of young people enters a 

Volkswagen dealer, asking for the 

price of the new Polo. The seller 

answers, and the young people are 

astonished by the cheapness of the 

car (Appendix A, VII). 

Emotional Alfa Romeo Mito 2008 Signs and symbols appealing to the 

Love story sphere follow one another 

at the rate of Technologic by Duft Punk 

(Appendix A, VIII). 

Toothpaste  Rational Aquafresh 2008 The scientifically proven 

characteristics and new design of the 

toothpaste are portrayed by a 

computerized succession of the oral 

cave images (Appendix A, IX).  
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Emotional Mentadent 2008 A girl needs some help for her house 

moving: thanks to her sparkling smile, 

a number of guys lend her an helping 

hand (Appendix A, X). 

Financial  

services 

Rational Mediolanum 2008 The bank spokesman mentions the 

difficult economic situation and furnish 

appropriate information about how the 

bank he represents may be the 

solution (Appendix A, XI). 

Emotional BCC 2008 A man enters a cab and starts making 

weird requests. The taxi driver refuses 

to accomplish them, and the man 

concludes: “My bank is different” 

(Appendix A, XII). 

 

 

 5.2.4  Procedure 

 

As to consumer behaviour towards product or service choice, we selected only the 

respondents who had answered: 

a. responsible for the choice of the product; 

b. not responsible for the choice, but express their preferences; 

 d.   not users of the product, but want nevertheless to express their  

       preferences. 

In fact, it was of no interest to make the other respondents (c. not responsible for the 

choice and do not express their preferences; e. not users of the product and not 

interested in expressing their preferences) proceed with the survey, as they were not 

active choosers or influencers. 

 

As we have described in paragraph 5.2.2, in our analysis consumer involvement is 

composed of four factors, each of which is supposed to have an equal weight (this 

choice is arbitrary, and will be broadly explained in paragraph 6.2): 

a. time dedicated to product/service choice 

b. considered elements and information 

c. expectations on product/service 

d. price sensibility 
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Since a, b and c have a positive influence on involvement, while d has a negative 

impact, consumer involvement may be described by a linear function, as follows: 

 

IC = (a * 0,25) + (b * 0,25) + (c * 0,25) – (d * 0,25 ) 

 

Consequently, consumer involvement occurs within a scale going from -0,5 (lowest 

involvement)  to +3,5 (maximum involvement) . We ideally set the average value of 

+1,75 as limit control between low and high involvement. 

 

For each one of the product category of the survey (automobile, toothpaste and 

financial services), we have calculated respondents’ involvement, and then observed 

the average value and frequency distribution around the limit control value. In order 

to remedy the impossibility to assign to each factor impacting on involvement its 

effective weight, we have correlated Ad-Liking with every single involvement variable: 

the absence of correlation would be a verification of the strength of the linear function 

of involvement, as we will delineate in paragraph 5.3.4. 

 

As to ad-likability, in our survey Ad-Liking is tested through three questions: 

1. how much did you like this commercial on a scale 1-10? 

2. what did you like of this commercial? (open answer) 

3. COMMAP model of communication frame (ten items described in the previous 

paragraph) 

Apart from the study of Ad-Liking as a measure of advertising effectiveness, we are 

also interested in studying the correlation between ad-appreciation (questions 1 and 

2) and the model of Ad-Liking (question 3). 

Ad-appreciation is analysed through the average of respondents’ answers and the 

observation of participants’ comments about commercials. 

On the other hand, in line with the COMMAP model of communication, we suppose 

the Index of Ad-Liking to be composed of ten factors, having the same weight and 

impacting in a positive or negative direction on Ad-Liking, as we have underlined in 

the previous paragraph: 

 

LAD = (a*0,1) + (b*0,1) + (c*0,1) + (d*0,1) + (e*0,1) -  (f*0,1) - (g*0,1) - (h*0,1) - (i*0,1) - (j*0,1)  
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where: 

a. I think the ad was fun. 

b. The ad caught my attention: it is the kind of commercial which keeps running 

through your mind after you have seen it. 

c. The ad told me something I didn’t know about the product: now I want to try it. 

d. I learned something I didn’t know from the commercial. 

e. The commercial was personal and intimate (it was acting out what I feel at 

times). 

f. The ad was too complex, difficult to watch and listen at the same time. 

g. This kind of commercial has been done many times before – it’s the same old 

thing. 

h. The ad did not demonstrate  the claims of the product. 

i. The commercial didn’t have anything to do with me or my needs. 

j. The ad irritated me. 

 

Consequently, Ad-Liking occurs within a scale going from -2 (lowest liking)  to +2 

(maximum liking) . We ideally set the average value of +/- 0 as limit control between 

low and high liking. 

For each one of the commercials shown in the survey (Volkswagen Polo, Alfa Romeo 

Mito, Aquafresh, Mentadent, BCC and Mediolanum), we have calculated 

respondents’ Ad-Liking, and then observed the average value and frequency 

distribution around the limit control value. 

Again, in order to remedy the arbitrariness of Ad-Liking linear function, we have 

studied the correlation between Ad-Appreciation and Ad-Liking: when this correlation 

exists and it is strongly positive, we have analysed the relation between Ad-

Appreciation and the 10 variables impacting on Ad-Liking. The linear regression allow 

us to highlight which factors have the most weight on Ad-Liking, and consequently on 

advertising effectiveness (paragraph 5.2.4). 
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5.3  Results 

 

5.3.1 Category 1 – Automobile 

 

The table below summarizes the percentage of respondents in relation to consumer 

behaviour towards the product (automobile) choice: 
 

Respondent behaviour towards the choice of a automobile  % out of 469  

a. responsible for the choice of the product 75,7% 

b. not responsible for the choice, but express their preferences 14,5% 

c. not responsible for the choice and do not express their preferences 1,7% 

d. not users of the product, but want nevertheless to express their 

preferences 

3,6% 

e. not users of the product and not interested in expressing their 

preferences 

4,1% 

f. Something else 0,4% 

Total 100% 

a + b + d 93,8% 

 

This means that 93,8% of respondents were selected to proceed the involvement 

section about automobile in the survey.  

From our analysis, it comes out that the average consumer involvement, calculated 

according to the function described in paragraph 5.2.4, is 2,2076.  
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This value is significantly higher than the limit control (1,75), suggesting that 

“automobile” is a high involving product category. However, it is more relevant to 

observe its frequency distribution: 

 
 

If we observe the cumulative percentage, we may easily understand that less than 

28,3% of respondents have an involvement value lower than 1,75. We may then 

consider “automobile” as an high involving product category.  

We might now proceed to analyse Ad-Liking for the Automobile Category. 

In terms of Ad-Appreciation, that is to say the judgement of commercial liking freely 

expressed by respondents, the table below summarizes the results for both the 

brands showed in the survey: 
 

Brand commercial  Type of commercial  Ad appreciation average value (1 -10) 

Volkswagen Polo Rational 5,76 

Alfa Romeo Mito Emotional 6,35 

 

If we consider the Index of Ad-Liking, as described in paragraph 5.2.4, the results for 

each type of commercial come as follows: 
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Brand commercial  Type of commercial  Ad-Liking  Index ( -2; 2) 

Volkswagen Polo Rational -0,1520 

Alfa Romeo Mito Emotional 0,2789 

 

From the frequency distribution of the values of Ad-Liking, we infer that: 

� 51,6% of respondents disclosed a value equal to or lower than the limit control 

for Volkswagen Polo; 

� 29,6% of respondents disclosed a value equal to or lower than the limit control 

for Alfa Romeo Mito. 

Before commenting upon these results, it is important to highlight that in both cases, 

there is an interesting correlation between Ad-appreciation and the Index of Ad-

Liking: 
 

Volkswagen Polo � Pearson correlation = 0,685 

Alfa Romeo Mito � Pearson correlation = 0,669 
 

These data support the strength of Ad-Liking Index, while confirming that the Alfa 

Romeo Mito commercial is better liked, and therefore, according to the model, more 

effective. Moreover, this correlation provides us with the possibility to observe which 

factors among the ones impacting on the Ad-Liking Index have the most influence on 

Ad-Appreciation. To this purpose, we applied the Linear Regression Tool, where 

Beta represent the weight of influence on Ad-Appreciation. 

As to Polo commercial, according to the Linear Regression Analysis (Appendix C, II), 

Ad-Appreciation is significantly explained by 4 factors (the remaining 6 factors are not 

considerably impacting): 
 

Dimension  Statement/Factor  Beta % 

Entertainment  2. The ad caught my attention. +0,456 41,15% 

Alie nation  10. The spot irritated me. -0,315 28,43% 

Empathy  5. The commercial was personal and intimate. +0,193 17,42% 

Relevant 

news 

4. I learned something I didn’t know from the 

commercial. 

+0,144 13% 

 

It is significant to notice the importance of the Entertainment dimension in a positive 

direction and the Alienation dimension in a negative one. However, Entertainment is 

caught in its more rational acceptation: the ad is not considered particularly fun, but it 
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attracts consumers’ attention. Furthermore, Relevant News is included among the 

principal influencers of Ad-Liking: this is consistent with the nature of the commercial, 

which is extensively informative.  

Handing to Alfa Mito commercial, three are three factors considerably affecting Ad-

Appreciation, and as a result, consistently with the model, Ad-Liking and 

effectiveness (Appendix C, III): 
 

Dimension  Statement/Factor  Beta % 

Entertainment  1. I think the ad was fun. +0,439 52,06% 

Entertainment  2. The ad caught my attention. +0,295 35% 

Empathy  5. The commercial was personal and intimate. +0,109 12,94% 

 

As we may infer from the data above, Entertainment is a decisive element for Alfa 

Mito advertising effectiveness: this dimension explains almost 87% of the 

commercial’s Liking. Moreover, it is significant to notice that, in this particular case, 

all the three factors appreciably influencing Ad-Liking belong to the area of feelings 

and emotions in the COMMAP Model: this may be read as a confirmation of a strong 

link between represented emotions (the emotional nature of Alfa Mito commercial) 

and aroused emotions (the emotional response in the form of Ad-Liking caused by 

the commercial itself, which merges into its major effectiveness). 

Finally, we decided to take a step further and observe Ad-Liking values in a limited 

sample: since both the cars we have chosen for our survey direct to a young target, 

we considered only respondents younger than 36 years. The values of Ad 

Appreciation and Ad-Liking relative to the selected respondents may be summarized 

in the table below:   
 

Brand commercial  Ad appreciation average value (1 -10) Ad-Liking  Index ( -2; 2) 

Volkswagen Polo 5,60 -0,1881 

Alfa Romeo Mito 6,64 +0,4494 

 

If we compare the above-reported values with those concerning the entire sample, 

we might easily notice that the divergence between the two commercials, in terms of 

both Ad Appreciation and Ad-Liking, appreciably increases. This means that Alfa Mito 

commercial is even more liked by the target it is addressed to, compared with Polo 

commercial. Therefore, we may conclude that, according to Ad-Liking paradigm, it is 

still more effective. 



79 

 

5.3.2  Category 2 - Toothpaste 

 

The table below recapitulates the percentage of respondents in relation to consumer 

behaviour towards the product (toothpaste) choice: 
 

Respondent behaviour towards the choice of a toothpaste  % out of 469  

a. responsible for the choice of the product 98,5% 

b. not responsible for the choice, but express their preferences 0,2% 

c. not responsible for the choice and do not express their preferences 0,2% 

d. not users of the product, but want nevertheless to express their 

preferences 

0,2% 

e. not users of the product and not interested in expressing their 

preferences 

0,2% 

f. Something else 0,2% 

Total 100% 

a + b + d 98,9% 

 

This means that 98,9% of respondents were selected to proceed the involvement 

section about automobile in the survey.  

From our analysis, it comes out that the average consumer involvement is 1,0363.  

 

This value is significantly lower than the limit control (1,75), suggesting that 

“toothpaste” is a low involving product category. It is however useful to observe its 

frequency distribution: 
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If we look at the cumulative percentage, we can easily infer that more than 76,2% of 

respondents have an involvement value lower than 1,75. Then, we may consider 

“toothpaste” as a low involving product category.  

We might now continue with our analysis of Ad-Liking for the Toothpaste Category. 

In terms of Ad-Appreciation, the table below contains the results for both the 

commercials showed in the survey: 
 

Brand commercial  Type of commercial  Ad appreciation average value (1 -10) 

Aquafresh Rational 6,26 

Mentadent Emotional 6,98 

 

If we consider the Index of Ad-Liking, the results for each type of commercial come 

as follows: 
  

Brand commercial  Type of commerci al Ad-Liking  Index ( -2; 2) 

Aquafresh Rational -0,1098 

Mentadent Emotional 0,3733 
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From the frequency distribution of the values of Ad-Liking, we know that: 

� 42,4% of respondents disclosed a value equal to or lower than the limit control 

for Aquafresh; 

� 22,8% of respondents disclosed a value equal to or lower than the limit control 

for Mentadent. 

As for the previous category, in both cases, there is a significant correlation between 

Ad-appreciation and the Index of Ad-Liking: 
 

Aquafresh � Pearson correlation = 0,782 

Mentadent � Pearson correlation = 0,714 
 

Again, the strength of Ad-Liking Index is confirmed: Mentadent emotional commercial 

is better liked, and consequently more effective. 

Once more, this correlation provides us with the opportunity to apply the Linear 

Regression Tool in order to study how the ten items forming Ad-Liking influence Ad-

Appreciation. 

As to Aquafresh commercial, Ad-Appreciation is considerably explained by 4 factors 

(Appendix C, IV): 
 

Dimension  Statement/Factor  Beta % 

Relevant 

news 

3. The ad told me something I didn’t know about 

the product and now I want to try it. 

+0,225 24,47% 

Entertainment  1. I think the ad was fun. +0,313 34,02% 

Familiarity  7. This kind of commercial has been done many 

times before. 

-0,203 22,06% 

Relevant  

news 

4. I learned something I didn’t know from the 

commercial. 

+0,179 19,45% 

 

Just as in the case of Polo informational commercial, Relevant News is a 

fundamental dimension in Aquafresh Ad-Liking: in fact, here it is further more 

significant. Both the items belonging to the informational sphere in the COMMAP 

Model lead: this is of course dependable on the informative nature of the commercial. 

It is interesting to highlight the presence of Statement 7 as the principal negative 

influencer: the critic of having seen this type of ad too many times is actually 

rationally-based. 

Coming to Mentadent commercial, the factors significantly affecting Ad-Appreciation 

are six (Appendix C, V), as follows: 
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Dimension  Statement/Factor  Beta % 

Entertainment  1. I think the ad was fun. +0,428 38,04% 

Alienation  8. The ad did not demonstrate the claims of the 

product. 

-0,160 14,22% 

Entertainment  2. The ad caught my attention. +0,186 16,53% 

Alienation  9. The commercial didn’t have anything to do 

with me or my needs. 

-0,112 9,95% 

Empathy  5. The commercial was personal and intimate. +0,127 11,31% 

Familiarity  7. This kind of commercial has been done many 

times before. 

-0,112 9,95% 

 

Once again, we have to notice the predominance of Entertainment in a positive 

direction, and Alienation in a negative one. In particular, the Entertainment dimension 

itself explains more than 50% of Ad-Appreciation. However, it is interesting to 

highlight how both the Alienation statements could be correlated to the absence of 

information in the commercial. 

 

5.3.3  Category 3 – Financial services 

  

In the table below we find the percentage of respondents in relation to consumer 

behaviour towards the service (financial services) choice: 
 

Respondent behaviour towards the choice of a financ ial service  % out of 469  

a. responsible for the choice of the product 56,5% 

b. not responsible for the choice, but express their preferences 23,5% 

c. not responsible for the choice and do not express their preferences 1,7% 

d. not users of the product, but want nevertheless to express their 

preferences 

0,0% 

e. not users of the product and not interested in expressing their 

preferences 

16,8% 

f. Something else 3,2% 

Total 100% 

a + b + d 80,0% 

 

This means that 80,0% of respondents were selected to proceed the involvement 

section about automobile in the survey. This percentage is significantly lower than for 
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the other two product categories (automobile and toothpaste): however, it may be 

easily traced back to the nature of the service, especially in a period of recession.   

We infer from our analysis that the average consumer involvement is 2,3731.  

 

This value is considerably higher than the limit control (1,75), suggesting that 

“financial services” is a high involving product category. However, we should observe 

its frequency distribution: 
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By examining the cumulative percentage, we may easily recognize that less than 

21,5% of respondents have an involvement value lower than 1,75. We can now 

consider “financial services” as an high involving service category.  

Progressing with the analysis of Ad-Liking for the Financial Services Category, in 

terms of Ad-Appreciation, we might sum up the results for both the commercials 

showed in the survey, as follows: 
 

Brand commercial  Type of commercial  Ad appreciation average value (1 -10) 

Mediolanum Rational 5,04 

BCC Emotional 6,08 

 

Getting to Ad-Liking, the table below recaps the results for each type of commercial: 
  

Brand commercial  Type of commercial  Ad-Liking  Index ( -2; 2) 

Mediolanum Rational -0,3124 

BCC Emotional 0,1772 

 

Observing the frequency distribution of the values of Ad-Liking, we know that: 

� 55,9% of respondents disclosed a value equal to or lower than the limit control 

for Mediolanum; 

� 37,1% of respondents disclosed a value equal to or lower than the limit control 

for BCC. 

Just like the previous categories, in both cases, there is an important correlation 

between Ad-appreciation and the Index of Ad-Liking: 
 

Mediolanum � Pearson correlation = 0,655 

BCC � Pearson correlation = 0,731 
 

We may conclude that, even in this situation, BCC emotional commercial is more 

liked, thus more effective. 

Talking about the influence of each factor on Ad-Liking (Appendix C, VI), as to 

Mediolanum commercial, we may order the impacting variables as follows: 
 

Dimension  Statement/Factor  Beta % 

Relevant 

news 

4. I learned something I didn’t know from the 

commercial. 

+0,351 36,71% 

Entertainment  1. I think the ad was fun. +0,332 34,73% 

Alienation  10. The spot irritated me. -0,273 28,56% 
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Consistently with the informative nature of the commercial, Relevant News explain 

almost 40% of the bank’s Ad-Appreciation. The consideration of the spot as fun 

should not surprise: the spokesperson, who has been the protagonist of many 

episodes of Mediolanum communication campaign, might arouse a certain liking (or 

dislike!). Finally, as we will observe later with the BCC case, the feeling of irritation 

towards the ad may be correlated to the nature of the service, especially in a period 

of economic regression and crisis.  

With regard to BCC commercial, the factors notably influencing Ad-Appreciation are 

four (Appendix C, VII): 
 

Dimension  Statement/Factor  Beta % 

Entertainment  1. I think the ad was fun. +0,488 48,95% 

Empathy  5. The commercial was personal and intimate. +0,187 18,76% 

Alienation  10. The spot irritated me. -0,171 17,15% 

Relevant 

news 

4. I learned something I didn’t know from the 

commercial. 

+0,151 15,14% 

 

The relevant variables for BCC commercial’s Ad-Liking are the same as 

Mediolanum’s. However, Relevant News has an appreciably lower weight: this could 

be explained by the nature of the ad, which is essentially emotional. Furthermore, 

differently from the previous bank, Empathy has a significant role: we have to keep in 

mind that the commercial makes reference to “One’s own bank” (the claim is “My 

bank is different”) – a value which evidently should not be set aside in a moment of 

particular financial conjuncture and general loss of trust in financial institutes. 

 

5.3.4  Final checks 

 

In order to reinforce the validity of the results, which seem to confirm our theses, we 

have to statistically remedy the intrinsic bias of Consumer Involvement and Ad-Liking 

linear functions. 

 

As to Consumer Involvement, we assumed that: 

� Each of the four factors impacting on involvement have the same weight; 

� Ad-Liking prescinds from consumer involvement. 
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To prove both these assumptions, we correlated the Ad-Liking value of each 

commercial with all the four items describing Consumer Involvement, according to 

their product or service category of belonging.  

The results of the Pearson correlation may be summarized as follows: 
 

Category 1 – Automobile 
 

Consumer Involvement on 

AUTOMOBILE/Commercial Ad-Liking 

Volkswagen Polo 

Ad-Liking 

Alfa Romeo 

Mito Ad-Liking 

1. time dedicated to the purchase decision  0,080 0,104 

2. elements and information cons idered 

before the purchase choice 

0,075 -0,032 

3. expectations on the product/service  -0,006 -0,021 

4. price sensibility/influence of price on 

consumer choice 

0,050 -0,086 

 

Category 2 – Toothpaste 
 

Consumer Involvement on 

TOOTHPASTE/Commercial Ad-Liking 

Aquaf resh Ad-

Liking 

Mentadent Ad-

Liking 

1. time dedicated to the purchase decision  0,005 0,123 

2. elements and information considered before 

the purchase choice 

0,063 0,224* 

3. expectations on the product/service  0,014 0,179* 

4. price sensibility/influence of price on 

consumer choice 

-0,084 -0,066 

* significant at the 0,01 level 

 

Category 3 – Financial services 

 

Consumer Involvement on FINANCIAL 

SERVICES/Commercial Ad-Liking 

Mediolanum  Ad-

Liking 

BCC Ad-

Liking 

1. time dedicated to the purchase decision  0,067 0,056 

2. elemen ts and information considered before 

the purchase choice 

0,081 -0,010 

3. expectations on the product/service  0,062 0,127 

4. price sensibility/influence of price on 

consumer choice 

0,037 -0,001 
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According to the guidelines for the interpretation of the correlation coefficient, we 

suggest there is no correlation for Pearson correlation values -0,1 < ρ < 0,1. 

Therefore, by observing the values of Pearson correlation between the six 

commercials’ Ad-Liking values and the four factors influencing Consumer 

Involvement, we may conclude that Ad-Liking does not depend on Consumer 

Involvement, and that the Linear Function describing Consumer Involvement is an 

appropriate albeit simplistic approximation of reality. 

The only exception, scoring a small value of ρ as highlighted in the table above, is 

represented by Mentadent: apparently, there is a correlation between Mentadent Ad-

Liking and two items describing Consumer Involvement (i.e., “elements and 

information considered before the purchase choice” and “expectations on the 

product/service”). In order to explain this result, it may be interesting to correlate 

these two factors with all the variables impacting on Mentadent commercial Ad-

Liking. The output of this analysis may be found in Appendix C, VIII: as we could 

expect, a noteworthy, even if small, correlation exist between the two above-

mentioned variables describing Consumer Involvement and the factors of Ad-Liking 

belonging to the Relevant News Area (3. The ad told me something I didn’t know 

about the product: now I want to try it; 4. I learned something I didn’t know from the 

commercial). We may conclude that the presence of information is a more 

considerable requirement for low involving product categories than for high involving 

ones. 

 

Coming to Ad-Liking, we provided our questionnaire with a special section (“Final 

Check”), allowing us to test the strength of Ad-Liking measurement and consequently 

confirm the validity of our results. We asked the respondent to express their 

preferences between the six commercials for every factor describing Ad-Liking. 

The results might be summed up in the table below: 
 

Ad-Liking  variable  Commercial  

1. I think the ad was fun. Mentadent  

2. The ad caught my attention: it is the kind of commercial which 

keeps running through your mind after you have seen it. 

Alfa Romeo Mito  

3. The ad told me something I didn’t know about the product: now 

I want to try it. 

Aquafresh  
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4. I learned something I didn’t know from the commercial. Aquafresh  

5. The commercial was personal and intimate (it was acting out 

what I feel at times). 

None of the 

commercials 

6. The ad was too complex, difficult to watch and listen at the 

same time. 

None of the 

commercials 

7. This kind of commercial has been done many times before – 

it’s the same old thing. 

Mediolanum  

8. The ad did not demonstrate  the claims of the product. None of the 

commercials 

9. The commercial didn’t have anything to do with me or my 

needs. 

Mediolanum  

10. The ad irritated me. Mediolanum  

 

These data confirm our previous analyses: 

� Entertainment, in particular the consideration of the commercial as fun, is the 

major factor in determining Mentadent Ad-Liking: the same factor assigns a 

winning position versus Aquafresh commercial in terms of advertising 

effectiveness. 

� Again Entertainment, this time in the facet of its capacity of catching consumer 

attention, is the most influencing variable in Alfa Mito Ad-Liking. This 

represents the added value of the emotional commercial compared with its 

rational competitor (Volkswagen Polo). 

� In confirmation of the major importance of information as to low involving 

product categories, Aquafresh informational commercial scores the highest 

rate in both the Relevant News items. 

� Not surprisingly, the commercial which received the lowest Ad-Liking rate 

(Mediolanum) is considered the most irritating, as well as the one which has 

nothing to do with consumers’ needs and has been seen too many times. This 

means that two out of three dimensions negatively impacting on Ad-Liking 

(Alienation and Familiarity) have a significant role in determining Mediolanum 

rational commercial dislike. 

 

Finally, since all the elements we have included in the questionnaire depend on 

individual differences, such as gender, age and educational level, we correlated the 

Ad-Liking values of every commercial to some of the variables describing the sample. 



89 

 

There are not significant correlations, except from the following, which we have 

studied into more depth: 

 

a. Alfa Mito Ad-Liking vs age  � Pearson correlation = -0,199, significant at the 

0,01 level 

As we could expect from our previous analyses, Alfa Mito Ad-Liking decreases 

as age increases: this may be explained by reasons of targeting.  

Thanks to the table below, we might observe the percentage of positive Ad-

Liking values (266 cases with Alfa Mito Ad-Liking > 0), as age changes: 
 

Age group  % Ad-Liking  > 0 Cumulative % Ad-Liking  > 0 

Y < 25 21,44 % 21,44 % 

25 < Y < 35 29,32 % 50,76 % 

35 < Y < 45 24,06% 74,82 % 

45 < Y < 55 12,4 % 87,22 % 

Y > 55 12,78 % 100 % 

 

As we may easily infer, more than 50% of Alfa Mito Ad-Likers are younger 

than 35. 

 

b. Alfa Mito Ad-Liking vs educational level  � Pearson correlation = -0,143, 

significant at the 0,05 level 

The commercial Ad-Liking varies according to the educational level of 

respondents, as shown in the table: 
 

Educational level  % Ad-Liking  > 0 Cumulative % Ad-Liking  > 0 

PhD 6,01 % 6,01 % 

Graduate Degree  18,8 % 24,81 % 

Undergraduate Degree  5,27 % 30,08 % 

Secondary school diploma  57,14 % 87,22 % 

Junior high school diploma  11,28 % 98,5 % 

Elementary school diploma  1,5 % 100 % 

 

Almost 87% of Alfa Mito Ad-Likers attended at least High School; more than 

30% have a Degree.  
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c. BCC Ad-Liking vs age  � Pearson correlation = -0,137, significant at the 0,05 

level 

Again, as we may understand from the table below (228 cases with Ad-Liking 

> 0), BCC Ad-Liking decreases as age increases:  
 

Age group  % Ad-Liking  > 0 Cumulative % Ad-Liking  > 0 

Y < 25 16,67 % 21,44 % 

25 < Y < 35 38,17 % 54,84 % 

35 < Y < 45 21,05 % 75,89 % 

45 < Y < 55 10,53 % 86,42 % 

Y > 55 13,58 % 100 % 

 

Almost 55% of BCC Ad-Likers are younger than 35. This result is especially 

interesting if we think about the special service category we are talking about, 

that is to say Financial Services. 
 

Not surprisingly, the significant correlations occur for emotional commercials: 

individual differences play in fact a primary role when it comes to emotions.
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CHAPTER 6: CONCLUSION  

 
6.1 Theses argumentation 

 

Thanks to our analysis of the academic literature with regard to emotions, both 

consumer behaviour models and more recent neuropsychological theories, we 

highlighted a connection between the arousal of emotions in consumer response to 

advertising and the representation of emotions themselves through the ad’s content 

or execution.  

In particular, the Model of Ad-Liking, derived from the ARF Copy Research Validity 

Project (1990), has represented the basis for our field study, as well as the link to 

advertising effectiveness. Being the Index of Ad-Liking the best predictor of 

advertising effectiveness, according to the American Advertising Foundation, we 

concluded that: 

� emotional elements in the ad’s content or execution favour Ad-Liking; 

� Ad-Liking corresponds to an emotional response in the consumer; 

� this emotional response, in the form of Ad-Liking, fosters advertising 

effectiveness. 

Furthermore, we have noticed a contradiction between empirical evidences, which 

highlight a general trend towards emotional advertising, and theories, which claim 

that the major effectiveness of emotional advertising is related to product or service 

category and consumer involvement.  

We have handled the above mentioned contradiction by testing our theses through a 

field study. 

 

Thesis n°1: emotional advertising is more effective  than rational advertising: 

based on the ARF Ad-Liking premises, this is equiva lent to say that emotional 

advertising is better liked. 

Our analyses support and confirm thesis n°1. For al l the three product categories we 

have studied (automobile, toothpaste and financial services), the emotional 

commercial is better liked than the rational one: consequently, it is more effective. 

Although according to the COMMAP Model, the category “Relevant News” positively 

affects Ad-Liking and it is understandably more relevant in informational 

advertisements, emotional advertising gains the upper hand anyway.  
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In particular, as to Automobile Category, Entertainment has a prominent position in 

determining emotional advertising prevalence. If we limit our sample to the 

respondents the commercials were addressed to (< 36 years old), the major strength 

of emotional advertising is even more proved. If we take “automobile” as a 

benchmark for Durable goods, we may conclude that in order to achieve advertising 

effectiveness, there is no need for information.  

Coming to Toothpaste category, again Entertainment play a significant role in 

establishing emotional advertising major effectiveness: however, it is accompanied 

by a strong presence of Alienation which, together with the weight of Relevant News 

in the informational commercial, leads to the conclusion that in the case of Fast 

Moving Consumer Goods information is still an important condition for advertising 

effectiveness.   

Finally, for what concerns Financial Services, notwithstanding the presence of 

Relevant News and Alienation in both emotional and rational commercials, still 

Entertainment makes emotional advertising win the effectiveness battle. In fact, while 

we may consider the two above-mentioned categories as peculiar characteristics of 

consumer attitude towards this service, Entertainment is the secret weapon in a 

period of recession and loss of trust. 

 

Thesis n°2: thesis n°1 prescinds from consumer invo lvement: emotional 

advertising works better notwithstanding it refers to a high or low involving 

product or service category. 

Consistent with our analyses, thesis n°2 is confirm ed. According to the measure of 

Consumer Involvement we have estimated and later proved, we have come to the 

conclusion that Toothpaste is a low-involving product category, while both 

Automobile and Financial Service are high-involving. As we have highlighted in the 

discussion of Thesis n°1, in all three cases emotio nal advertising is better liked, and, 

in accordance with Ad-Liking theoretical paradigm, even more effective than 

informational advertising. 
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6.2 Limitations of the analysis 

 

This research inserts itself into a delicate field of study, that is to say the study of 

emotions. Therefore, most of the limits of our analysis may be traced back to the 

nature itself of the subject, and can be summarized as follows: 

1. the choice of the commercials to be submitted to the respondents. As we have 

explained in paragraph 5.2.3, we selected a couple of commercials for each of 

the three product or service categories in the questionnaire: a rational ad and 

an emotional one. Although we furnished a number of criteria according to 

which we could differentiate between the rational or emotional nature of a 

commercial, the final judgement and consequent choice are not objective 

anyway. Emotions represent a so personal and subjective issue that 

whichever selection is figment of one’s own sensitivity. Moreover, when it 

comes to emotions, unpredictable details come into play: a song which is 

linked to a particular situation, a personal dislike of a spokesperson, a 

disinclination towards a brand, and so forth. 

2. The choice of variables to be tested in Consumer Involvement analysis and 

their weight: evidently, the four factors considered in the study of involvement 

(1. Time dedicated to the purchase decision, 2. Elements and information 

considered before the purchase choice, 3. Expectations on the 

product/service; 4. Price sensibility) are not the only elements impacting on 

consumer involvement. We decided to reduce the number of variables to the 

ones we considered the most significant for the sake of simplicity, excluding 

elements such as the influence of the brand itself, consumer attention to the 

brand’s advertisements, consumer predisposition towards shop assistance, 

and so on. Moreover, the choice of assigning to each one of the variables in 

the function the same weight was totally arbitrary. However, not being possible 

to directly ask the respondents about their involvement on the product or 

service categories, and therefore to estimate the real weight of the factors 

through a regression analysis, we concluded that a linear model was the 

simplest and most functional approximation of reality. 

3. The choice of variables to be tested in Ad-Liking analysis and their weight: as 

we have just said with regard to Consumer Involvement, we did not consider 

the whole number of factors impacting on Ad-Liking. The list of all the 
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statements prefigured in the COMMAP Model of Communication, sorted by 

dimension, may be found in Appendix D. We have selected the variables we 

consider the most significant in relation to the objective of our research. 

Furthermore, even in this case, the choice to assign to each factor the same 

weight was arbitrary: however, the high correlation between Ad-Appreciation 

and Ad-Liking allowed us to study the correlation between the variables 

impacting on Ad-Liking and Ad-Appreciation, and to evaluate the real weight of 

each item.  

4. With regard to the outcomes of the research, especially in the Consumer 

Involvement and Ad-Liking analyses, the results do not present large 

variations between rational and emotional commercials: this may be traced 

back to two reasons. First of all, respondents are likely to be reluctant to 

positively evaluate advertising, especially in a crisis environment. Secondly,  

our scale of evaluation is rather narrow (e.g., [-2;+2] for Consumer 

Involvement, with 0 = limit control). 

5. The questionnaire was rather extensive: although the complexity and length 

was justified by the objectives of the research, only 469 respondents out of the 

900 contacted completed the questionnaire in its entirety.  

6. Finally, for reasons of duration of the questionnaire, we could test only three 

product or service categories: it would have been further interesting to analyse 

a larger spectrum of goods. 

 

 

6.3  Management and communication implications 

 

There is less and less difference between different product or service categories as 

to advertising: with some exceptions, which are often linked to clients’ contingent 

requirements, we could use the same visual idea to advertise an insurance company 

or a retail chain.  

Information has to be taken as a conditio sine qua non to advertising effectiveness, 

especially when it comes to low involving product categories. Advertisers should 

however recognize that information is a requirement whenever it is relevant to 

consumers: in fact, from our qualitative analyses, we might infer that respondents do 

not tolerate unnecessary or unreliable news, as well as they ask for significant 
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information when this is missing, consequently judging the commercial in a negative 

way. 

The real winner of this research is Entertainment: advertisers should make more and 

more use of devices allowing to catch consumers’ attention. This suggestion might 

go towards two different directions: fun and surprise. An effective commercial should 

either amuse or astonish the consumer: briefly, it has to remain stuck in the head. 

There is nothing new in this statement, apart from the fact that in nowadays scenery, 

what in the past could be considered a necessity is now an emergency. 

In conclusion, advertisers should absolutely avoid the Alienation of consumers 

watching their ads. In a period of recession as the one we are living in, consumers do 

not have a particular fondness for advertising: therefore, it is fundamental not to 

irritate them. Advertising has to leave a mark, as long as this mark is not harmful!   

 

 

6.4  Future researches 

 

This research is based on a model, which represents the turning point in the theories 

of advertising effectiveness: the model of Ad-Liking. However, the same model is 

dated 1990. The way of doing advertising in 1990 is pretty different from the way of 

doing advertising now, in 2009. Moreover, consumers react to advertising in a 

different manner. Almost 20 years have passed, and creative directors talk about the 

Nineties as if it was Prehistory. It would be extremely interesting to update Ad-Liking 

framework, seeing that many of the considered variables could change or even be 

dismissed. 

To conclude, it would be noteworthy to expand the present research to a broader 

spectrum of product and service categories, in order to add force to our results. 
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APPENDIX A – PRINT AND COMMERCIAL FRAMES 

 

I. Barilla, 1987, “Dove c’è Barilla, c’è casa” 
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II. Mc Donald’s, 2008, “Let’s keep the city nice: use the trash can” 
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III. Fiat New 500, 2007, “La nuova Fiat appartiene a tutti noi” 
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IV. Nike, “Just do it” 
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V. Levi’s Drugstore, 1994, “Abused ever since” 
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VI. Telecom Italia, 2004, “Gandhi: che mondo sarebbe…” 
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VII. Volkswagen Polo, 2007 

 

  

 

 

VIII. Alfa Romeo Mito, 2008 
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IX. Aquafresh, 2008 
 

 
 

 

 

X. Mentadent, 2008 
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XI. Mediolanum, 2008 
 

 
 

 

XII. BCC, Banca di Credito Cooperativo, 2008 
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APPENDIX B - QUESTIONNAIRE 

 

 

 

 

 

 

 

PROGETTO DI RICERCA ONLINE PER VALENTINA  

 

 

 

Questionario d’indagine 

 

 

 

Dicembre 2008 
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I CONTENUTI DEL QUESTIONARIO ONLINE 

INTRODUZIONE 

Grazie per aver risposto al nostro invito a partecipare a una nuova indagine di OpLine. 

 

Il questionario che ti prepari a compilare ti chiederà di rispondere a una decina di domande e ti 

occuperà per un massimo di dieci minuti di tempo. 

 

Per le tue risposte ti verranno riconosciuti 10 nuovi punti OpLine. 

 

Se ora non hai tempo puoi tornare quando vuoi, fino a mercoledì 24 Dicembre 2008. 

Se invece sei pronto, clicca sul tasto “Avanti” e partiamo a ragionare insieme. 

 

SVOLGIMENTO DEL QUESTIONARIO 

Q. D1 

Partiamo a ragionare pensando alle automobili. 

Quale delle seguenti situazioni si avvicina di più alla tua realtà? 

 

o Scelgo personalmente l’auto che guido 

o Non scelgo io l’auto che guido ma nella scelta esprimo le mie preferenze 

o Non scelgo io l’auto che guido e non esprimo preferenze nella scelta 

o Non guido ma ci tengo ad avere un’auto come mi piace 

o Non guido e non ho preferenze sulle auto 

o Direi un’altra cosa, e cioè: ___________ 

 

Q. D2 

Sempre in riferimento alle automobili, quanto ti trovi d’accordo con le seguenti frasi? 

• dedico molto tempo alla decisione di acquisto di un’auto 

• considero molti elementi e informazioni prima della scelta di un’auto 

• mi aspetto molto dall’automobile che scelgo 

• sono molto sensibile al prezzo dell’auto che scelgo 
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Q. D3 

Passiamo ora a esaminare una seconda categoria di prodotti, completamente diversa dalla prima: i 

dentifrici. 

Quale delle seguenti situazioni si avvicina di più alla tua realtà? 

 

o Scelgo personalmente i dentifrici che utilizzo 

o Non scelgo io i dentifrici che utilizzo ma nella scelta esprimo le mie preferenze 

o Non scelgo io i dentifrici che utilizzo e non esprimo preferenze nella scelta 

o Direi un’altra cosa, e cioè: ___________ 

 

Q. D4 

Sempre in riferimento ai dentifrici, quanto ti trovi d’accordo con le seguenti frasi? 

• dedico molto tempo alla decisione di acquisto di un dentifricio 

• considero molti elementi e informazioni prima della scelta di un dentifricio 

• mi aspetto molto dal dentifricio che scelgo 

• sono molto sensibile al prezzo del dentifricio che scelgo 

 

Q. D5 

Ti presentiamo ora una terza e ultima categoria di prodotti: parliamo dei tipici prodotti bancari (per 

esempio, un conto corrente, un mutuo, un fondo di investimenti etc…) 

Quale delle seguenti situazioni si avvicina di più alla tua realtà? 

o Scelgo personalmente i prodotti bancari della mia famiglia 

o Non scelgo io i prodotti bancari della mia famiglia ma nella scelta esprimo le mie 

preferenze 

o Non scelgo io i prodotti bancari della mia famiglia e non esprimo preferenze nella 

scelta 

o Direi un’altra cosa, e cioè: ___________ 

 

Q. D6 

Sempre in riferimento ai prodotti bancari, quanto ti trovi d’accordo con le seguenti frasi? 

• dedico molto tempo alla decisione di acquisto di un prodotto bancario 

• considero molti elementi e informazioni prima della scelta di un prodotto bancario 

• mi aspetto molto dal prodotto bancario che scelgo 

• sono molto sensibile al prezzo del prodotto bancario che scelgo 
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Q. E1 

Ora ti faremo vedere alcuni di video ma prima di proseguire ti chiediamo di selezionare a caso uno 

dei pallini qui sotto 

 

Ο 1 

Ο 2 

Ο 3 

 

Q. E2 

Aspetta qualche istante mentre il file si carica nella pagina e intanto accertati di avere attivato l’audio 

del tuo PC. 

Poi guarda il filmato e passa alla pagina successiva: 

 

Q. E3 

Sei riuscito a vedere e a sentire il filmato alla pagina precedente? 

 

ο No, non sono riuscito né a vederlo né a sentirlo 

ο Sono riuscito a vederlo ma non a sentirlo 

ο Sono riuscito a sentirlo ma non a vederlo 

ο Sì, sono riuscito sia a vederlo che a sentirlo 

 

Q. E4.1a 

Quanto ti è piaciuto questo spot? Dai un voto allo spot, in una scala da 1 a 10 

<< Non mi è piaciuto per niente Mi è piaciuto molto>> 

1 2 3 4 5 6 7 8 9 10 

O O O O O O O O O O 

 

Q. E5.1a 

Perché hai scelto questo voto? Puoi per favore scriverci un tuo giudizio con alcune parole qui sotto? 

 

Box testuale: ____________________________ 
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Q. E6.1a 

Sempre in relazione allo spot di prima, quanto ti trovi d’accordo con le seguenti affermazioni? 

• penso che lo spot sia divertente 

• lo spot mi ha colpito: e’ quel tipo di pubblicità che ti resta in mente dopo che 

l’hai vista 

• dallo spot ho imparato qualcosa che non sapevo del prodotto 

• lo spot mi ha detto qualcosa di interessante riguardo al prodotto e adesso 

vorrei provarlo 

• lo spot è personale e intimo (è capace di rappresentare come mi sento 

talvolta) 

• lo spot è troppo complesso, difficile da guardare e ascoltare allo stesso tempo 

• questo tipo di spot è già stato fatto molte volte: è sempre la solita cosa 

• lo spot non dimostra la promessa fatta dal prodotto 

• lo spot non ha nulla a che fare con me e i miei bisogni 

• lo spot mi ha irritato 

 

 

Q. E7 

Passiamo ora a esaminare un secondo spot. 

Aspetta qualche istante mentre il file si carica nella pagina, poi guarda il filmato e passa alla pagina 

successiva: 

 

Q. E4.1b 

Quanto ti è piaciuto questo spot? Dai un voto allo spot, in una scala da 1 a 10 

<< Non mi è piaciuto per niente Mi è piaciuto molto>> 

1 2 3 4 5 6 7 8 9 10 

O O O O O O O O O O 

 

Q. E5.1b 

Perché hai scelto questo voto? Puoi per favore scriverci un tuo giudizio con alcune parole qui sotto? 

 

Box testuale: ____________________________ 

Q. E6.1b 

Sempre in relazione allo spot che hai appena visto, quanto ti trovi d’accordo con le seguenti 

affermazioni? 
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• penso che lo spot sia divertente 

• lo spot mi ha colpito: e’ quel tipo di pubblicità che ti resta in mente dopo che 

l’hai vista 

• dallo spot ho imparato qualcosa che non sapevo del prodotto 

• lo spot mi ha detto qualcosa di interessante riguardo al prodotto e adesso 

vorrei provarlo 

• lo spot è personale e intimo (è capace di rappresentare come mi sento 

talvolta) 

• lo spot è troppo complesso, difficile da guardare e ascoltare allo stesso tempo 

• questo tipo di spot è già stato fatto molte volte: è sempre la solita cosa 

• lo spot non dimostra la promessa fatta dal prodotto 

• lo spot non ha nulla a che fare con me e i miei bisogni 

• lo spot mi ha irritato 

 

Q. E8 

Passiamo ora a esaminare un terzo spot. 

Aspetta qualche istante mentre il file si carica nella pagina, poi guarda il filmato e passa alla pagina 

successiva: 

 

Q. E4.2a 

Quanto ti è piaciuto questo spot? Dai un voto allo spot, in una scala da 1 a 10 

<< Non mi è piaciuto per niente Mi è piaciuto molto>> 

1 2 3 4 5 6 7 8 9 10 

O O O O O O O O O O 

 

 

Q. E5.2a 

Perché hai scelto questo voto? Puoi per favore scriverci un tuo giudizio con alcune parole qui sotto? 

 

Box testuale: ____________________________ 

Q. E6.2a 

Sempre in relazione allo spot che hai appena visto, quanto ti trovi d’accordo con le seguenti 

affermazioni? 

• penso che lo spot sia divertente 

• lo spot mi ha colpito: e’ quel tipo di pubblicità che ti resta in mente dopo che 

l’hai vista 
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• dallo spot ho imparato qualcosa che non sapevo del prodotto 

• lo spot mi ha detto qualcosa di interessante riguardo al prodotto e adesso 

vorrei provarlo 

• lo spot è personale e intimo (è capace di rappresentare come mi sento 

talvolta) 

• lo spot è troppo complesso, difficile da guardare e ascoltare allo stesso tempo 

• questo tipo di spot è già stato fatto molte volte: è sempre la solita cosa 

• lo spot non dimostra la promessa fatta dal prodotto 

• lo spot non ha nulla a che fare con me e i miei bisogni 

• lo spot mi ha irritato 

 

Q. E9 

Ti presentiamo un quarto spot. 

Aspetta qualche istante mentre il file si carica nella pagina, poi guarda il filmato e passa alla pagina 

successiva: 

 

Q. E4.2b 

Quanto ti è piaciuto questo spot? Dai un voto allo spot, in una scala da 1 a 10 

<< Non mi è piaciuto per niente Mi è piaciuto molto>> 

1 2 3 4 5 6 7 8 9 10 

O O O O O O O O O O 

 

Q. E5.2b 

Perché hai scelto questo voto? Puoi per favore scriverci un tuo giudizio con alcune parole qui sotto? 

 

Box testuale: ____________________________ 

 

Q. E6.2b 

Sempre in relazione allo spot che hai appena visto, quanto ti trovi d’accordo con le seguenti 

affermazioni? 

• penso che lo spot sia divertente 

• lo spot mi ha colpito: e’ quel tipo di pubblicità che ti resta in mente dopo che 

l’hai vista 

• dallo spot ho imparato qualcosa che non sapevo del prodotto 

• lo spot mi ha detto qualcosa di interessante riguardo al prodotto e adesso 

vorrei provarlo 
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• lo spot è personale e intimo (è capace di rappresentare come mi sento 

talvolta) 

• lo spot è troppo complesso, difficile da guardare e ascoltare allo stesso tempo 

• questo tipo di spot è già stato fatto molte volte: è sempre la solita cosa 

• lo spot non dimostra la promessa fatta dal prodotto 

• lo spot non ha nulla a che fare con me e i miei bisogni 

• lo spot mi ha irritato 

 

Q. E10 

Siamo giunti all’esame del quinto spot, il penultimo, poi ne avremo ancora uno e poi avremo finito. 

Aspetta qualche istante mentre il file si carica nella pagina, poi guarda il filmato e passa alla pagina 

successiva: 

 

Q. E4.3a 

Quanto ti è piaciuto questo spot? Dai un voto allo spot, in una scala da 1 a 10 

<< Non mi è piaciuto per niente Mi è piaciuto molto>> 

1 2 3 4 5 6 7 8 9 10 

O O O O O O O O O O 

 

Q. E5.3a 

Perché hai scelto questo voto? Puoi per favore scriverci un tuo giudizio con alcune parole qui sotto? 

 

Box testuale: ____________________________ 

 

Q. E6.3a 

Sempre in relazione allo spot che hai appena visto, quanto ti trovi d’accordo con le seguenti 

affermazioni? 

• penso che lo spot sia divertente 

• lo spot mi ha colpito: e’ quel tipo di pubblicità che ti resta in mente dopo che 

l’hai vista 

• dallo spot ho imparato qualcosa che non sapevo del prodotto 

• lo spot mi ha detto qualcosa di interessante riguardo al prodotto e adesso 

vorrei provarlo 

• lo spot è personale e intimo (è capace di rappresentare come mi sento 

talvolta) 

• lo spot è troppo complesso, difficile da guardare e ascoltare allo stesso tempo 
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• questo tipo di spot è già stato fatto molte volte: è sempre la solita cosa 

• lo spot non dimostra la promessa fatta dal prodotto 

• lo spot non ha nulla a che fare con me e i miei bisogni 

• lo spot mi ha irritato 

 

 

Q. E11 

Siamo giunti all’esame dell’ultimo spot. 

Aspetta qualche istante mentre il file si carica nella pagina, poi guarda il filmato e passa alla pagina 

successiva: 

 

Q. E4.3b 

Quanto ti è piaciuto questo spot? Dai un voto allo spot, in una scala da 1 a 10 

<< Non mi è piaciuto per niente Mi è piaciuto molto>> 

1 2 3 4 5 6 7 8 9 10 

O O O O O O O O O O 

 

Q. E5.3b 

Perché hai scelto questo voto? Puoi per favore scriverci un tuo giudizio con alcune parole qui sotto? 

 

Box testuale: ____________________________ 

Q. E6.3b 

Sempre in relazione allo spot che hai appena visto, quanto ti trovi d’accordo con le seguenti 

affermazioni? 

• penso che lo spot sia divertente 

• lo spot mi ha colpito: e’ quel tipo di pubblicità che ti resta in mente dopo che 

l’hai vista 

• dallo spot ho imparato qualcosa che non sapevo del prodotto 

• lo spot mi ha detto qualcosa di interessante riguardo al prodotto e adesso 

vorrei provarlo 

• lo spot è personale e intimo (è capace di rappresentare come mi sento 

talvolta) 

• lo spot è troppo complesso, difficile da guardare e ascoltare allo stesso tempo 

• questo tipo di spot è già stato fatto molte volte: è sempre la solita cosa 

• lo spot non dimostra la promessa fatta dal prodotto 

• lo spot non ha nulla a che fare con me e i miei bisogni 
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• lo spot mi ha irritato 

 

 

Q. E12 

Grazie per le risposte che ci hai dato, mancano solo due domande e poi il questionario è terminato. 

Tra le sei pubblicità che hai appena visto e valutato, quale secondo te è la più indicata per esprimere i 

seguenti concetti: 

 

 Spot 1 Spot 2 Spot 3 Spot 4 Spot 5 Spot 6 
Nessuno dei 

tre 

Uno spot divertente o o o o o o o 

Quello che mi ha colpito, che resta 

in mente dopo che averlo visto 
o o o o o o o 

Uno spot da cui ho imparato 

qualcosa che non sapevo 
o o o o o o o 

mi ha detto qualcosa di 

interessante riguardo al prodotto e 

adesso vorrei provarlo 

o o o o o o o 

personale e intimo (capace di 

rappresentare come mi sento 

talvolta) 

o o o o o o o 

Lo spot troppo complesso, difficile 

da guardare e ascoltare allo stesso 

tempo 

o o o o o o o 

Lo spot già visto molte volte, 

sempre la solita cosa 
o o o o o o o 

Quello che non dimostra la 

promessa fatta dal prodotto 
o o o o o o o 

 

Q. E13 

Eccoci giunti all’ultima domanda: sei… 

 

o un uomo 

o una donna 
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Q. F1 

Il questionario è terminato. Grazie per aver risposto alle nostre domande. 

Puoi per favore darci un giudizio su come hai trovato questa intervista? 

 

Breve O O O O O Troppo lunga 

Divertente O O O O O Noiosa 

Semplice O O O O O Complicata 

Chiara e comprensibile O O O O O Difficile da capire 

Vicina ai miei interessi O O O O O Lontana dai miei interessi 

Bella la grafica delle pagina O O O O O Brutta la grafica delle pagine 

 

Q. F2 

Se vuoi ancora dirci qualcosa sul questionario e l’intervista, scrivi quello che vuoi in questo spazio: 

 

 _________________________ 

<Spedisci i dati> 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



116 

 

APPENDIX C – SPSS OUPUTS 

 

I. Sample description 
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II. Linear Regression Analysis, Volkswagen Polo Ad-Appreciation vs Ad-Liking factors 
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III. Linear Regression Analysis, Alfa Romeo Mito Ad-Appreciation vs Ad-Liking factors 
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IV. Linear Regression Analysis, Aquafresh Ad-Appreciation vs Ad-Liking factors 
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V. Linear Regression Analysis, Mentadent Ad-Appreciation vs Ad-Liking factors 
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VI. Linear Regression Analysis, Mediolanum Ad-Appreciation vs Ad-Liking factors 
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VII. Linear Regression Analysis, BCC Ad-Appreciation vs Ad-Liking factors 
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VIII. Correlation Mentadent Ad-Liking/Consumer involvement variables 
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APPENDIX D – COMMAP Model of Communication 
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