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} Pproduct group, ektensive, analysis -Of“'dessage-content:

.~ . ABSTRACT. . \s.

s An ana1y51s of over 500 Starch tested tourxsm advertise-

ments .sponsored by countrles, states and p:ovinces and

placed in U, S maqulnes was cohducted The»objective was

A

to“prov1de guldellnes for the production of‘effeétivefx

B A o - .
creatlve for- forelgn tourlsm dest1nat1on advert1sements

¥

placed in the American market,
. . . ) ' * a'

\

Two sets of multxple regre531on analyses an

Q# -

analysxs of each of the 326 varlables examxned were under-

\taken wother than the Notlng Scoresvy, the dependent

readership variables wete expresséd in the form of Rates.
These contkol for the initial Attention levelland allow
the analysis to focus on variables which determine,real
AssoC1at10n with the sponsor and real Elaboration (or text

readershlp) unconfounded by audience size. The resultsx0f

the three'approaches, taken together, were- used to make

.recommendations regardin§ the communication, .mechanical’

.

and message-content yariables'WhiCh should be fncluded or

avoided in tourism destination advertisements.

<

- Since the sample. of advertisements was confined to one’:

72
o - : >

$

.. by

?)univariate

5

P
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.~ these.~ variables .. would . make

)

> o,

variables could"\_be upder_t:aken.jt was ah‘ticipat‘ed that"

heit most  important
gontribution to Etext teadership measures. ' The results
Y L N .

showed that the actual messqges being communicated both

N assis; “in’ catching Attentionj and: in drawing the reader

into<tﬁértext.’ Thpfough text feadezqhip, however} in

'coméap‘with Association and headline readership, is more

depéndent on mechanical or layout considerations.

' -

e

these advertisements are appl1cable only to a broad

cross-section  of the audlence. Target market segments

¢

which might be more receptlve to partlcular appeals arte

ignored.

It was also anticipated that advertisements which carry
factual information would perform better than those which
were more general. Resuits were”mixed "Overall there

was no advan;@ge to elther apprqach, but specxflc types of

.factual 1hformat10n were Eound to detract frOm readershlp.

\

_Egnpent guldellnes which’can be’ deveLoped from analysis of

[



 ackwowmeoceMenr . . ..

¥ ) M } .
v '

I wish to express apprec1ation to my supervispr, Profesaor

—— - d

A-Q J. Dung .for his advtce while earrying out this
research. ‘hanks are also due to the members of,my.
examlnatlog commlttee, Profegssor A. Finn who provided

addi;}onal 1hte:pret1ve 1nsights andLProfessor‘E.M._Crewq

who offered constructive criticism. ’

Specialh thanks‘”are extended to Chﬁek Hwnphries for his
ﬁ

,cnfalllng helpfulness in resolvxng c0mput1ng problems,

~

v

mak1n4?suggestlona and keeping me an track over a lengthy
" »
period; also tkaerry Taerum focﬁghe fival "eureka" ---

the multiple regressions’ could not have been carried out

properly without it, i

.

I am indebted to Alberta Tourism for providing the data
used in this study and would like to,atknowledge\Starch
'INRA'Hooper's contribution in making the Ad-File avaflahle‘

-at a reduced fee._

¢

vii



» . N \
'CHAPTER | - o ’ v  BAGE
., I+ INTRODUGTION- |
NG X ; .
. PREAMBLE 1
'y : coo
; THE BACKGROUND TO THE STUDY . 2
PURPOSE AND OBJECTIVES OF THE STUDY 5
’ .\' ) N . . .
OUTLINE - . -
o h . ' -
~— 1I. REVIEW OF LITERATURE " 9
' "\ : . @
EARLY HISTORY o
GONTROVERSY -OVER _THE USE OF RECOGNITION ’
MEASURES | 10
. \ an
ADVERTI®ING EFFECTIVENESS TESTING .
USING RECQGNITION SCORES - 16
PREVIOUS RESEARCH FINDINGS 18
GENERAL 18
SEX AND.PRODUCT CLASS 18
MECHANICAL VS. CONTENT VARIABLES 21
THE ROLE AND STUDY OF INFORMATION
IN ADVERTISING ' 26
THEORY OF INFORMATION PROCESSING &30
~ . -
[11. METHODOLOGY 34
‘ THE STARCH READBRSHIP SERVICE 34
A THE OBJECTIVE OF STARCH ——
: READERSHIP STUDIES 34
SO ﬁ v {
- N

. " ' __TABLE OF -CONTENTS

viii



O\

CHAPTER | : " PAGE

Ivl .

" +

/s -

x«u:':';-xoo,on.oc:vl S "
- Sample Size and Sele?tlon 34
Intérviewing Proceduré ' 36
Results " 36 -

METHOD OF ANALYSIS OF TOURISM
DESTINATION ADVERTISEMENTS

SELECTION OF ADVERTISEMENTS
TO BE STUDIED-

SAMPLE SIZE OBTAINED .
CODING OF Q‘F ADVERTISEMENTS.

Starch Readership Study ‘
Information. -

Mechanical and Content )

Descriptors of the ad
" DAPALPROCESSING .
Dependent VvVariables
N - .\

Independent Variables

. Data Analysis

INDEPENDENT VARIABLES INCLUDED
IN THE STUDY

- COMMUNICATION VARIABLES

vARIABLgs CONTRIBUTING TO ATTEN?IQN
VARIABLES EONTRIBUTING TO ASSOCIATION
DESTINATION NAME
HEADLINE | .
VARIABLES CONTRIBUTING TO ELABORATION

CALB-TO-ACTION VARIABLES

e ”

>

39

1p
42

W2

47 -
50
50
55

56

60 -
61

“68

79
83
36

94

104



CHAPTER
V. . RESULTS

A TECHNICAL NOTE

THE ROLE. OF CONTENT VARIABDES IN
EXPLAINING VARIANCE

THE DIVERGENT PROCESSING: EFFBCTIVENESS

MODEL

INDIVIDUAL VARIABLES FOR INCLUSION/ '

EXCLUSION IN A TOURISM DESTINATION.

ADVERT]SEMENT a -
' CONGRUENCE OF DIFFERENTﬁ*szYTICAL'

APPROACHES - y

COMMUNICqTION VARIABLES

Format of Ad
publication Date

Sex of Reader
RegjonAAdvertised
Cofsponsofship of ad

Tybe of Magazine

°'< position in Magazine

ILLUSTRATION VARIABLES

Use of Bleed | (: )

Execution of Illustration

-

Number of Illustrations
Illustration Sizeﬂ

Shape and position of the
Illustration n

Illustration Content Which
‘Attracts Attention .
Illustration Subjects’
Assocliated with Low
'Attention Scores .

128

PAGE

Ly
« 107

108
110

117

120

120
122
123
125
126

127

127

127

129

132

132
133

133

134

135

136



i

\CHAPTER - A

]

Illustration Subjecis

. Implcting on Elaho:auion‘). N
L '1

IDENTIFYER AND SIGNATURE VARIABLES
‘ 0

" Placement in Ad Componen;s{

-

Y

Size

Position in Ad
ﬁresehtation
HEADLINE - - .
P:;s;;tgtiOn

position in Ad

Size ' N

Content

4 TEXT VARIABLES

Presentation

‘Position in Ad

Colour of Background and Text
[ Quantity of Text |

Info;mation in Text

Appeal/; Employed

Evocativeness of Text )

CALL-TO-ACTION VARIABLES

-

Type of Call-to-Action Variable

The Coupon Itself

v

X1

EQGB

oot N
N il '
. .

138

143
146

146

147
- 148"

148
151

152 -

152
153

156

157 .

158
‘159
161
.163
163
166
166

136

~



"CHAPTERf" J'”?v' *{

5 ,fj~Eh-¢I}‘ IMPL[CATIONS AND CONCLUSIONS

SrEm L 'SUMMARY. AND RECOMMENDATIONS FOR
» ~ PRACTICAL IMPLEMENTAT&ON

EJQ'J:~*agH*'”‘ EEEMEJ?% IN THE COMMUNICATION"
L PROCESS . = . T

s

OPTIMAL LAYOUT OF THE ADVERTISEMENT
‘OTHSB»COMMENTS Obk LAYOUT

"”opTIMAL MESSAGE FOR THE ADVERTISEMENT
'T~s'vf73uj‘/@g ESQH£RE€OMMENTS o MESSAGE

-
I

> ORETICAL IMPLICATIONS R
A

- }'v‘\,‘f MESéAVB - CONTENT VARIABLES
¥\C;;~;;;\J INEORMATION CONTENT OF THE AD
vfmi;}"_ f‘Ef INEORMATION PROCESSING '
bUMMARY AND CONCLUSION

-~

'BIBLIOGRAPHY = ;_ s

e ;'AEPENOIXIA ,f, T UL I
.. APBENDIX B L e N
 APPENDIX C i
- /APPENDIX D. Nﬂ\

‘ ‘ . y g R Lt g
et o a ;
i

xid

o

168
169"
‘ijlll
173"
174
176
176

177

178

180

181

L Lg5 .

207

217

:22‘8‘,‘ T



w.. S . LIST OF TABLES ..
R B . j . A‘ . ] . ._. .
‘»]TABLE /fa s DESCRIPTION'
. [ '
"1 Rank Order of Interests and
' ‘Adﬁertlsement Readership’
2 ) CHanges in Maga21ne Advertlslng,'
3 ,SAmple Slze ~and D1str1butlon .
,4_' Intercortelatlon of Dependent Varlables
, 051ng Scores and Rates . :
< . ;
5. ‘Stamch Scores and Readershlp Rates’
‘ | ' e
6. Communlcatlon Varlables T
= . _
-7 Mechanlcal Varlables Pertalnxng To .
R Fhe Illustratlon
' 8 'jContent Varlables Relatlng to The A
: w?lctor1al Message .
-9 EVarlables Relating To The Destination
Name and Starch Identified‘signature
10 Mechan1ca1 and Content Headllne«
' variables S : !
11 ?vMechaniffz Varlables Relatlng To The
L TEXt gt : _ :
'12””HContent Varlables Relatlng To The
: ..Wr#Eten Message
NJ3' Mechan1ca1 Call To Actlon Varlables
14 'Separate and Comb1neq Predlctlons of
' ‘Three Types of Varlaoles -on Readershlp
15 . Proportlon of Mechanxeal and Content
©© Variables Entering Overall Stepwise
o *Regre351on To Predlct Readershlp
.yfh"IG tR Sq. (Adj) of Component Varlables Enterxng
" separate Stepwise Regre551ons to Predxct'
§1f5<1f .Readershlp : :
17 lPeaEson Correlatlon\Cerf1c1ents For;

Estlmated and Obser{ed Readershlp
Measures‘

rxilie

101

19 -
24
41

52
53

62
o
74
Sb
o

95

114

119

122



TABLE

18

19

20

21

23

24

Frequency
Relationships
Communication

, Frequency and
‘-Redatlonshxps

and'

DESCRIPTION

Directlonrof Slgnlflcant'

Between Individual

variables and Readership ™

Difection of Significant

Between. Individual

Illustration Varlables and Readershlp

" .Frequency ' and

D1rect10n~of Slgnlflcant

' Relationships. Between Individual
~Destination Name Varlables and .

‘ Readershlp

??%tequency‘and
Rglationships
variables -and-

Frequency»énd
Relationships

Dlrectlon of Slgnlfxcant
Betweén ‘Signature -
Readershlp v

D1rect1on of Slgn1§1cant
Between Ind1v1dual

Headline vVariables and Readershlp

Frequency and
Relationships

Variables and-

Relatlonshlps

Call To-Action Var1aoles and Readersh1p

Frequency and

'Direction of Significant

Between Ind1v1dual Text
Readershkg

Dlrectlon of Slgnxfxcant

Between Individdal

't».

123

130

'1}9

141




‘1. INTRODUCTION -
, —

PREAMBLE ' o o T ‘ -

\

. . .' . - ‘ . ' ) L : R »l . M ] R
The .economic spotlight Lis increasingly falling on tourism

in small towns, ‘cities, resorts, provinces/states and .
r » . Iy . ) . . ) .

4
\ .
@

countries throughout the,worlde' Alherta is'no.exception.
Premler Don Getty v1ews tourism as the»“thlrd leg" oﬁ the
economy and the leerta Government is a1m1ng to 1ncrease‘
dlrect revenues from $2.3 bllllon in 1986 to.SlO blkflon'
by the turn of the centuty (Edmonton,Journal, 19865.-- N

’

Js been speculated that, the unexpected strength pn the

‘Aloerta economy 1n the face of major piziéems‘;n the 011,

patch in 1986 may be due to the impact tdUrism has .on the

province. This is partlcularly,vlslble in- such sectors as

retail sales, Other sectors b.-!!xt too,vbut do so

-

indirectly'and-less obv1ously. The Natronal Task Force oh

-

‘Tourism Data (1986) reﬁg\ mmended, that tourlsm, which has

A

«hlstorlcally been measured through ‘demand side surveys, beA

- s

‘measured from ;the’ supply side in common with . other..

industries. Statistics Canada is working on a feasible

method of doing this, as well as on a satellite\account
for; tourism. Inltlal indicatidns' are that the numbers;
attrlbuted to tOurlsm w111 rise dramatlcally with thxs new

approach. ' . '- : B N i



THE BACKGROUND TO THE STUDY ., .’ | | -

¢

.
1

'Thé A}berta Govefnment's'positioﬁ,on tourism ma;ﬁéting has
for some time been to focué prdﬁaﬁiiyfoh,markefs out§ide
tHe,prQV@nce,‘both existiqg‘ahd ne&ﬁoi deQelobiné;; The -
éhphasi§ on externél‘mérkets ié baséd‘on their ability to
'Bring‘new money into thé provinéé, and on thsfprivate

ﬁsécfor's cababilitiés in ‘marketing»A to the '1ocal »

~')/& POPulaﬁibn. . 1 ‘ ' "
.o 14

) . sy : ‘ .
Alberta. Tourism thus carries much of the tisk and
financial burden of expanding the market and/or assigts
e \ * . ) _— , ) R ,- ' ' : R
tourism facility operators ;n-ddﬁng SO . . Q&

e L
:Té;:*
Among non-:esidentimarkets),the U.S. is regarded. as é"kéy

producer., In 1285;_867,000 American Qisitoré accounted - ‘
‘ior‘G%,of ail'visitors.staying ohe or more.-nights and $233

miLlion,.ot 11%, df Alberta‘s-tdta} tourism revenues.

Approkiméﬁely'half of Alberta Touriém's 1985/87 buéggtffoq:g /”

advertising was spent in the U.S. and half of that é??i?/
was in hagazihelgdverti;ing.’ CQmpéfition is intense'and
.grbwing. ’»U,S. "domestic and - fqreign' deétihatibn ‘adver-
ftiéing dbliars gféw 92% beﬁween 1982 énd=i986_(Ogiivy and



Mather 1987) with domestic advert151ng grow1ng at a

slgn}flcantly faster pace.% Some 33% of the U S. $180:

million spent’in 1986 was?

placed in maga21nes. ‘To;
maximize the impact and,;effectibeness of Alberta's
advértisinq dollars, 1nformat10n is needed on what makes a

fo:elgn destlnatlon advertlsement successful  in the Uu.s.
market, : e -
\ H . . / N

'To date, such a specific configuration'of infgrmation has
only been.availabie through ad- hoc réaearch prdjeéts,‘
generally conducted Ed‘pre-test or nost-ﬁest a particular
ad campaign. - . : R o B

~
-

The opportunity to carry out a moré broadlynbased analyéis
5f“ fofeign destination -advartisémentsv planed/-in u.S.
naga21nes is offered by use of thé St:rch INRA Hoopei'
‘Ad—Eale. .The company malntalns a llbrary of ‘tear sheetsv.
which lnplude all advertlsements, half a page or largera,u
tested sinCev}93é in Starch,Readarship'Studies. Ad-éiie;
will 'proviaét\gipr"a limited period,” Starch tested
xadvertisements. éelécted .acqoﬁding to any COmBination 'of 
:crigeria. |

Pl

‘Approximately 500 Starch tesfed tourlsm destination

advertiseménts‘placed in U.S. maga21nes by countrles,



‘dest
"

v

Kl

provxnces Oﬁ states between 1980 and 1985 we;e rented by‘

Alberta Tour15m‘ For comgarlson.purposes,'two-thlrds of

the ‘ads selected were for foreign deé(?natﬁone and

onecghird- for domestic (U.S. Continental and (island)

nations,

e T

The information provided in a Starch tested advertisement

indicates” what percentage of the issue audience recognize

" having Seeh:‘»the advertisehent .in that issue (Noted

Scbre), an jllustration in the ad (Seen), the name_of;the°

~ sponsQr ‘somewhere in ’the\ ad (Assoc;ated) and . the loge/
‘signature (Signaturef 'It also shows . whatvperceaﬁ‘claim
.to have Rgad Some or Read Most of the text. Other scores
.wh1ch may or may not be reported 1nclude readershlp of the:

’headllne -. subheading/text headlng, themel ine, _captlon,

coupQn or written directive on whete to obtain further
. e 4
information,

.
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- PURPOSE AND OBJECTIVES OF THE STUDY )
o - a »
The purpose of this study is' to broyide-i%formatiom whriich
will be of assistance to creative personnel ggjmevéloping

. more effective tourism destination ads for the u.s.
$afket. . Specific research dbjectives identified were as '
follows: . . ‘ o ' .

(ij ofﬁefxne mechanlcal an@ content varlables,-
1nclud1ng those deallng with subject mqtter,
which descr;be tour1sm destination ads;

(ii) to deterﬁine_'which “mechanicai and content

. ; .
> 4 - vdriables contribute ‘to the . overall
“ effectiveness of ’touriéh' destination adver-
tisements in: \
. . .
-~ capturing an audience;
R gnsuringﬂbthat the destinationfs name is
: w 'ndticed?  - . o
) . | . .
- . - . ' '~
- -~ encouraging readership. . ' ‘
bl .
(iii) to examine ‘which mechanical and/or ‘cbntent‘ ;
S -~ variables ‘increase exposure to different
v, Q



\

components of the. . tourism’ destination‘

A

advertisement., These components are:

.
-~ illustration;
- destination nahe;
- text; ! ’
- headline;‘
- subhea@ing;” , - oy ‘
- tbémeline; * ﬂ
-"capt{ons; » 'S o ' .
.—'-dizéctives;'
- thﬁon.
, .



7
OQUTLINE T .-
i o . A

{
The resedrcY{ undertaken to meet the objeétives'detsiled in ¢
Ithe previous sectxon is descrxbed ln‘%hxs documentq

;{-

A revxew of publlshed literature on Starch Scoresx *

empha51s ‘on  those studies and findings
incorporated into “the present research

- presented in Chapter 1II. Y

Methodology is detalled in Chapte: IIIF‘W
covers both the methodology used in Stardh Readership
‘Studles'and the method of analysxng ;he«advertisehen€5'and
.‘the‘asSOCiated Starch Scores used'inﬁthis research.
”Results of the analysis are reported‘in3Chapters@Iv snd v.

' The‘ communication, "“mechanical ahd oontent -veriables
defined~'fqi’ the studyﬂ are described in Chapter 1V,

Chapter V deals  with the comblnatlon of varlables found to
best predict three levels of Readershlp and the varlables
which contribute . toward increased exposure tohdiffereht
‘componentstof the ad. An as%essment of the aoditional
contribution which ?an be . made by xncludlng oroduct-
specific message “variables when predicting Readership

measures is made. A discussion of the results accompanies

the data,



) ' ‘ \
Finally, in Chapter VI the practical and theoretical
S . . \

implications of the findings "¥re presented and'
recommendations are made pertaining to the design of
foreign tourism destination advertisements to be placed in |\

- the U.S. market.




II. REVIEW OF LITERATURE

a
EARLY HISTORY

-
Reéearch into advértising'sgarted/within the discipiine of
psycholog} at the turn of ‘the century. Walter Dill écott

,/Qa55 the #first to examing the impressiohs‘ dadé by
advertisements ("The' Theory of Advertising" 1903, "The
?sychology‘of Advértising"‘1908, repqrted in Starch 19667.
Edward K. Strong, who 1like Scott uéed students as
experimental subjects, followed with the ?leicaﬁion of ¢

."The Relative Merit dflAdvertisements" in 1912 énd 1ater

oegan to develop systematic procedu:e§ for measuring
readership of print advertisements (Starch 1966, F;qn

1985). . - |

| . I

Daniel Starch outlined his Starch Reco%p%tion Procedg;e ip
"The Principles of Ad&ertising" published in 1923. George

'HT Gallup followed &ith a different variation to measure
the recognitioﬂ of editorial and advertising content of

newspapers and introduced this commercially soon after.

Starch founded the present service in 1932 {(Starch 1966).

L 4



CONTROVERSY OVER THE USE OF RECOGNITION. MEASURES

& i

An

Readership studies based on recognition procedures have
not ‘changed in any ‘material way since those pioneering
days. Nevertheless the procedure has not been without its

detractors and critics,

Zinkhan (1982) ‘described advertising recognition as the
- . ¢ )
least rigorous of six alternative measures of advertising

effectiveness ranked as follows:

(i) ‘advertisement recognition;
bl

(ii) aided recall;’

i

{iii) wunaided recall;

(iwv) attitude to product;
(v) behavioural intention;
(vi) behaviour.:

The primary limitation of recognition procedures is that

they are measures of audience size only, rather than

measures of any further effecés a ‘particular ad may have
on attitude change or behaviour (Twedt 1952). Starch

(1966) contended that while the ultimate measure of

_effectiveness is indeed the buying action, this can only

occunl if the advertisement is perceived by‘theybuygr in

o

"the first place.

10
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He alsb presented evideoce in his book that advertised
braods'of inf;equently purchased products (cars,- fridges,
washers, dryers, insurance) were more likely to be known,
acceptable (that is, a brand the r;ader would buy), owned
and recently'oorchased by the readers of the ad than by
non-readers who we;e also exposed to the issue containingi
the ad or an issue without the ad. - The ranoe in magnitude *

of the differences was as follows. ‘ »

Readers Exceed Non<
Readers By:

Awareness 0% - +15%
Acceptance $23% - +47%
» ~
QOwnership/Use i +23% - +74%
Purchase Rate : +68% - +112%
. . o -

“

The increase in receoﬁ ourchase‘(zinkhan's highesé'level
of effectiveness) showed the greetest.difference betweeo
readers and n%n—reeders. This interpretation assumes,\'
causalioy; but reinforcement readership may'well’come_ihto
play at toe two higher leveis. |

Starch also looked at the purchase rates for frequently
{
purchased non- dukﬁblejproducts such as food, toilet soap,

peer and gas. Reinforcement ad readershlp is less llkely

-
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dfftovtake"place"forféuch'produots{ fhé‘fésaltslsHOwedﬂEhatb

.readers of .an advertlsement were 44% more likely to- have

,butlo

”g the 1ssue than were nod readers ‘of the ad.

-
an 1ssue wlthout such an ad

V

« . . . . .

Cr1t1cs of the recognltlon method gathered ammun1t1on to

“;plnflated.,. Such studxes. 1nvolved the use Vof' bogUSr

‘vt. )

advertlsements\placed 1M a maga21n (Lucas 1963) or real

TA

3

. 1ssue of the maga21ne (Slmmons‘l96l) or dlfferent Versions
"~k\of an advert1sement placed in a portfollo'Ln,ahpre/post—

test 51tuat1on (Marde; and Dav1d 1961)

r

Clalmed over representatlon ranged from 5% to 50% and‘uo

and was;hypothe51zed to. occur for an almost unllmlted*

.\\

':varlety~of‘reasons.f.l, Ve }d‘v; CoT Ly
-‘,Other\- studles‘r place “the . overclalmlng " ‘factor . at

'fapprox1mately 5% (Starch 1966, ZlelskL”&982) when."prOVenc

‘ﬁf advertlsements whlch d1d not orlglnally appear ’ln' that

»purchased that brand durlng the‘ week followlng dlstrl-L
&

fPurchase:rates were also hlgher than in the week follow1ng.‘

-

ffvrecogn1t10n" was flrst establlshed or. when the respondents»

't were alerted that some materlal m1ght be new.

. e
S A

demonstrate ,that ‘thes readersh1p .leyels produced were‘f-f
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i Attempts were made to derive confu510n control - formulae to~fj?

adjust the recognltlon 5cores (Moran 1951, Lucas 1963) but‘

L »‘wwere fraught w1th problems an%&are not in w1despread use. . wd

lﬁof 1nterest to researchers.

T

However,‘the problem is stll

Most recently Singh and Cole (1985) and Lelgh and Menon

. ,.n‘
Ny

(1986) trled to find correctlon Ebrmulagﬁﬁor guess1ng.

RN

It is also notable that an Advertls%pg Research Foundatlon

Study conducted to test prlnt advertlslng ratlng methods,
;\‘ /‘ and ‘spec1f1cally then‘@tarch method, found  little to
o cr1ttc1ze in the way the stp were'econducted '(Lucas_'

hl963, Starch Tested Copy Vol 1, No.“l).{ StarCh b é)

further reported that eye camera measures of le s of

focus correlated stronoly with Read Most Sco;es (0 95,_and

less so but posrt;vely‘for SeehaAssoclated Scores (0.68);

'fsghce,depth and permahence of impressionqare,directly
grelated‘to Lengthvofvexposure, this provfdes ekterhai .dm 1

‘validity for the technique, if not for the actual scoring

‘leyels‘themselues,‘

"QA,recent-Study waf 96 advertlslng agenc1es (Russell and“

1Martin:19éa) found two thlrds use the Starch INRA Hooper

" Ad Readership~Serv1qé and rated ;t_aslfollows: ‘

~
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[ - ‘
JExﬁremel9fuéefui‘ o ‘f;*lé% :;:“ “
C Very uSeful B : , C - 26% |
o queratelfwuéefgl‘ R I TR v
Of little use Co ‘.‘ - 16w + |
OftnsavaLue | -‘li% :
. f ,
- Thus, deSp?té the'debatés %hich‘:aéedwihwthe IQSO‘s:and
;Qéd'sfhin~pr§Ctical terms tecognitidn metﬁodﬁ_still'hgve o
':é rble‘tb play in asséssthg advextiéing eﬁfedtiveneSS:
Tﬁe:fallout from ‘the contfoyersy is visible«amongﬂthésef
who puinSh studies using vrecognition',éqorés in - thg
- academic li;ératuré, 'Many a@ﬁhors feel‘theTneed t&“ e

justify their choice of material.:'VaLiente.(l973)'Statéd;

"Al though the recognition.method used byjstarch has some

inherent  weaknesses. (Lucas 1950), - the method  is

.

‘mevertheless widely used by advertising practitioners."

Holbrook and Lehmann’stated (1980): ... the continued use

of "readérship méasures attests éo a- faith ' among

advertising researchers that ?f' wiqély recognized

;adve:tis%mehts do not necessarily achieve success (due to

v

‘can be counted on to fail" (emphasis mine).

o

‘a yériety of other factorS),‘the‘promptlygforthten ads
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"Foilowrng_xrugmanﬁsrline of thinking (1966, 1977) Reossiter .

(1981) \pointed out that although' 7highif involvement
dec151ons requlre a recall awareness response and low

a

‘involvemant dec1slons a recognltlon response,

"Unfortunately, convention . as  well as measurement,

conyeni~ have’ d1ctated rellance on recogn1t1on measures

for prln ads and recall measures for broadcast ads,

\

regardless of consumer dec1s1on process consxderatlons.

:

Krugman = (1977, 1986) hypothesized that -recognition"

measures‘non—verbal non-reballabrevmemories which reside

in ‘the rlght hemlsphere of ﬁae’oraln It would include

ads screened out from further left brain processing, i.e.

that elicit'minimal_attention and cannot bBe recalled.

o

Furthermore, recognition seems to measure a kind of memory .

that involves no forgetting. .

-
o

If -this is* true, it provides additionalfsuéport for

~Star¢h's contention (l966f’that'"The recognltlon method

undoubtedly comes the closest to measurlng the total

number of readers of "an advertlsement Recall methOds[

partlcularly unalded recall procedures, do not uncover all"

, advertlsements orlglnally seen ot%7read by a partxcular»

'reader" (emphas1s mine) .
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ADVERTISING EEFFECTIVENESS TESTING USING .RECOGNITIQN ..
SCORES = o ‘ ' i .

)

Pollay (1985), 'in his analysis of print advertisements

through the first eight decades of the century pointed to

Athe i950's as the statt of - a new ttend-whichlhe dubbed

"the subsiding sizzle'. -DiscusSion of'résults using

recognition scores will focus on this period.

v ’ T ' v ' “ B . : ’
The. ~-post-war era@ of research into Readership Scores

started. with Twedt's (1952) “use of mathemaﬁically'based

“analytical techniques i(factor-"and-_mdltiple\.regreésion

analysis) to isolate eleménts of -an adyértisement which

 contribute to increased exposure to that advertisement.

This 1is in'contrast'to the approach.usedfby Starch (1966,

Starch Tested Copy) wﬁich'Concentratés on the use of
indiées\and\percentages aﬁé fhe contrasting of hi@h 3
loﬁfsédring adverﬁisemenfs. A |
Research published ' in academic'lliterature has generally
fdllqwed ghe model séb‘by,Twédt.~ The researcher isélates
eléments of én advertisement which have previously been
examined by chef feéeaichers, which are easy to code
and}og which. he/éhe’,ibélieVés may contribugg“utp

effectiveness. These are thenmToded and{énte:ed into a
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-
\

multlple ‘regression analy31s using . Readershlp Scoresﬁ'

the dependent ver1ables.

j
.
: }
o .
% \ -
<\ .

‘Whlle some researchers have used factor analysxs fxrst

(eg. Holbrook and Lehmann 1980, Vallente 1983), most have

not (eg. Diamond 1968, Fletcher and Winn l974,'Rosslter

1981) .

Soleyland,Reid (i983a)'u5edAone-way analysis of variance
when examining the effects of one element and introduced a
refinement‘ by using -Logit transformation of Readershib

[l

Scores. Logit 1tranSformation was also applied by Finn

(1985). A few studies have used other methods (eg.

Assael,. Kofron and Burgl,.l967 used AID Hanssens and

‘weiEE 1980, used an ana1y51s of cofwarlance).

Sample sizes below 200 have frequently been’ reported (eg.
Twedt 1952, E‘l_etc_her"' nd zeigler 1978, Holbrook and
Lehmann 1980,'Rossiter 198l, Soley  and Reid 1983b)'which
gives rise to concern about the establlshment of spurlous

)

relatlonshlps in ;yé studles.' J T~

M;ny of these studles have involved the use'of{lhdustriel,

business or consumer magazines with a bias. toward male

headers (Twedt '1952, .Assael,  Kofron and Butgi 1957,-

Hanssens .and Weitz 1980{ Holobrook - and !Lehmann 1980,

R0551ter 1981, Soley and Reid 1983a and?l983b)a




.different pzbduct»classes.h

-qolour ad$ in 14 magazines, classified into 20 product

PREVIOUS,RESEANGH FINDINGS

P
&3
é

Ve
D

GENERAL

Results of the'studies'examined,shOw that from one to

s . < .-‘ . .. . . ’b.
two-thirds of the variance in Noting and Association

'Scores could be accounted for by the researcher identified

eleme{is; with most studies coming in around 40%{'_A

somewha

* the Read Most Scores, ranging’from one to two-fifths,. most

falling-in the low 30% range.
S \

SEX AND PRODUCT. CLASS
Only one study .included sex of the reader.as. .a variable

and found srgnificanf differences in the scores (Diamond
: . L4

1968) . Such differencesvdo not reflect differences by sex

- per se, but reflectfdifferénces‘in interest levels in

™~

P

Starch Tested Copy (Vol. 2, No. 21) presented results of

two surveys: a l983~stpdy,conducted‘in over 4,500 U.S.

homeslzovering 18 principal interests; ‘and a 1981/82 study

*covering Associated Scores for over 7,500 one-page four.

’la‘f‘ NI

lower proportion of variance was accounted for in

’18-(0
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'gategsriés. ,Thé resulss are shown beiow in'iank order fé:,
ease of'cbmpakison. . The only: categorles listed. are those
where comparable 1tems were involved iﬂﬁggwwtwo studies.
1 Where dlfferent labels were used, inte@ests ate shown

f1rst and readership labels in parenthesis. K\Ei

&7 .
. + TABLE 1: RANK ORDER OF . INTERESTS AND ADVERTISBMENT
. READERSHIP
Males ' Females

Interest  Readership . Interest  Readefship

“

Business and . : -

Finance 1 910 13 : 12 'ﬂl
Sports (Sporting .
Goods) 2 7 7 16 , 11 v
Automopiles . . 3 2 17 19
'Trevel‘and A , , . ’

Vacatlon . 4 6 . 7 . ‘9
TV/Mov1es/Mu51c » . .
(eqe;talqment) 9. T 1 11 - 1

Books .1l .14 10 17
Fashions and _ S - ' . :
Clothes - 14 3 N L 3 é
Food (Food ' ﬁ ' ‘ ' .
‘Preparation) - 15 13 2 . 2

o 4 . ' A N H

Home ) ’ ' ‘ )
Furnishings 16 : 20 ' 4 ' .10
Homemakihg'

(Household ) , ' o

Supplies) . . 18 o 19 ' 8 : 8

‘Adapted from Starch Tested Copy, Vol. 2, No. éy.

<
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activities, viz. travel and vacation, entertainment and

The above results display higher correspondence between

#*

interest and readership within sex than between sexes.

Interest in and readership of automobile ads waé particu-

larly stronq among males and 'food, home: furnishing and

;homemaking . related” ads considerably . stronger among

females. For certain subject areas, however, there was a

strong cocrrespondenge in re%dership of ads as measured
Both'by rank and by indexes (not shown heref, even where

interest' ievéls' showed major diﬁﬁerences; that is,
business and financei sporﬁs, fasbién and clothes.' 0f the
ten iﬁte:est ared§ compéredﬁ ohly three showed close
agreement between the, sexes and.all rélétedﬂ tb' leisuré

bogks.

‘o

'In  a sense, those researchers .who used  industrial

‘magazines  have automatically - controlled for such

diffe:encgs as one can expect a high-leVel of hombgeneyty
among such readers,\ In using a consumer ﬁégazine; Copland
(see,ﬂendon i973) found product groups=tﬁe fourth most
imp@%@ﬁnt.yariéble after Siie; colour and position in"

’ ! .
magazine.  Holbrook and Lehmann (1980) used consumer

-

v

. Q o
magazines and incorporated product class variables among

.the&ir elements  for analysis. They, too, found that

product' class contributed fsubstantially fQ' Readership
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Scores and in particular to the less p:edictable\Réad Most

%
Score.

Fletcheg and Winn (1974) - had - followed earlier

recommendations by Starch to. exercise product group

control and used only food ads in their study. .Liké

nﬂblpiboknand Lehmann,‘théy_were able t§ account for an
undsu;ffy“h§§h Pxéporﬁion of variance in Reaa'Most Scores
and cohclUdeayfhat the use of»g ;inglé product Eiass
allows for greater generalizatiohifor the éfoddc; and

enables the inclusion of relevant product class variables

such as“a recipe for a food ad.

?Hé lack of control. for product ¢lass by other academic
B ' ) \ . N .
researchers is probably '‘a result of having limited access

to scored ads (which are generally sold’commercially) and

the desire to produce generalized principles for. effective

advertising. This precludes the linclusion of numerous

"creative" wvariables éeéling with subject matter which

might increase predictive power. . It results in a focus on

v

common mechanical and content variables.

.

MECHANICAL 'VS. CONTENT VARIABLES

Ever s;ncé Twedt~(l952f concluded that three mechanical.

variables -- advertisement size, number :0of colours and

21



square inches of illustration -- could acéount for 76% of

W

the variance in total audience for an advertisement,

- advertising people have reacted stronng} against the

apparent negating of the value of the message or '"creative
content", - N
Valiente (1973), in essertially repeating Twedt's study
using business and consumer magazines, also found that the
size of the ad and number of colours accounted for the

4.
-~
majority of variance in Noting Scores. However, both

considered certain characteristics to be content which

later researchers classified as mechanical. Few from

their list would today be regarqed4asicontent variables.

Other researchers whose results pointed to;mechanicél

variables -- and particula#k»fad size, colour and size of

illustration -- as .the most important determinants of

readership include Rudolph (1947), vYamanaka (1962),

Troldahl and fJonéS (1965) and Assael, Kofron and Burgi

(1967) reported in valiente (1973). Hendon (1.973) in

fépo:ting on Marplen studies carried out during the 1950's -

where product Category, page size and colour‘wefe held
constant, also fiound significant predictors of Noting

Scores were mechanical, eg. space devoted_to illusEration,

22



\headline, text and signature; position of illustration fn

ad and

Flying in the facé%hofwmtngég findings is the  study

e \

;Sondu%&fd by Holbrook and Lehmann (l980fTWHThéywc+assifieg
anyth}ng with a number as mechanical, anything based on
creative approach (source of me:sage, appeai used, claims
made) -as mqssage—content variables and found that the
latter group performed better than the former in
_predicting ;eadersﬁrp at all levels: HoweJLr, Rossiter
(1981) using one issue of a consumer magaiine,’obtained
similar predictivg results for Noted and Associated (but
Aot Read. Most) Scoresvusing a parsiﬁonious set of 13
mechanical Qisual ~and psycholinguistic predictor
variables.’ Soley and Reid (1983b) duplicated this séudy
using;industrial ﬁagazines with much the same overall
- (;esult; but the spécific prgdictor variables which entered

the regression equation were more consistent with findings

of other researche;s than with Rossiter!

Finn (1985) in his overview of previous research, isolated
those wvariables that have consisténtly' or close to
consistently Seen found to be significantiyﬂ related to
readership; This l@st includes: ~ad size, front of

magazine, cover position, right page, adjacent to other

-



ads, four colours, larger'iIIUSt;ation size, use of photos
and bleed, personal references and number of adjectives in
the headline, and less copy.

»
Over time, some of these findings appear to have borne

fruit;(assuming causality rather than fashion). Pollay

(1985), in his investigation of trends in magazine adver-

e

tisements, showed the following data in the post-war

period:

-T&%LE 2: CHANGES IN MAGAZINE ADVER%ISING

-

1950's 1960's 1970's
Size of Ad . -
More than 1 page 5 11 16
Full page : 54 57 54
Less than 1 page 41 - 32 30
Artwork .
Photographic 2 62 77 82
Other x ’ ‘ - 38 23 18
/'7

Artwork Space - ‘
More than 50% 73 72 63
Less than 50% = . ® 26 26 34
Typographical 1 3 3
Copy Volume Index * ' 0.9 0.7 0.8

*Indexed against the average amount of copy over all eight
decades = 1.0. ' ' '

Adapted’frqm Rollay, 1985.

) : o
He further stated that colour was used in more than 75% of

the 1970's ‘ads, up from just below 50% in the 1940's.

24



Findings of an experimental study conducted by Hornik
(1980) in 'constructing a. model where thé dependent
vagiable was preference rather than readership would
suggesﬁ either'adve;tisérs and thei:,agencieQ would' like
to read morée into audience Reaéership Scores than is
realiy there, or researchers have.not been including the

.most relevant variables in their studies.
»

- . -

D ’ LY :
Hornik isolated ‘three meaningful dimensions to predict
. 1 :
‘ .

28

preference for cégpets. ., The most significant included .

‘ .

content variables ‘dealing with .perceived benefits (eg.

price or perceived‘éxpensiveness, beauty, special offers),
¥

Next were some mechanical variables which contributed to

attention-getting properties of the ad and created an

immediate impression, wviz. colour, 1illustration size, .

position of the product in the advertisement. The thérd

dimension, which did not make a significant contribution

to preference, included other mechanical veriables ®uch as

N,

number of elements in the iliustratipn‘an the quality of

the photo.

It is obvious that the types of variables wnlich have thus

far been found to_contribute\;o readership cornrespond with

”

: v \ _
Hornik's second dimension. Yet the first dimensiqp was

the most important and the ¢arigbles contributing to this-

'y
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Y

‘deal w1th ‘the subject matter or information provided by

2% .

'the ad“a- an ~area- generally Eiﬁiﬂed‘i”fthe sﬁudiasrr

v

dlscussed prev1ously' B _t o . SRR g

W

if’:“‘létcherkand‘z‘eiqler (1978) attempted tolgo one‘step

further and measured the relationship;gbetween' creative

ustrategy 1and advertlsement readershlp They applled"

Vv

Jullan L.‘Slmon ] ten categefy creatlve strategy typology‘
7

4 ) :
and\:ﬁa551f1ed 50 one page four colour food advertlsements‘

b

read by femalesﬁfaccordrngly. ~The. results,kwere’_not'

J, 'y ch

"'Statlstlcally 51gn1f1cant but h1gher scoring ads'were_{

e

- found to use/

,/"’

_often.

' ] Ll ? : e N . e t T .
‘ . R . R
S S ﬁ/ S SRR Co e
> p . . X N s X N .

H

'THE ROLE AND STUDY OF INFORMATION IN ADVERTISING

e

'There has been a long standxng deoate over the functlon of

. - _
-advertls1ngf-~ whether 1ts prlmary ob]ectlve 1s to provigde -

1nformat10n on whlch consumers can act or - to persua e

' BN

nsum_ers tO act_._

”-aIn a study-of the economlc effects of advert151ng coverlng‘

16 consumer prbduct claSses 1n 25 European markets over

ften years,‘Lambln (1975) po&ﬁf(zhedquestlon of‘whether

. consumers per

xnformatlon and symbollc ‘assdciations more

ey
EL

al or a parent dlfferences amongw



Eollowed  by magazihe (48%), radio (40%) ,and televxsxon 

infofmativeness ~was based on rality.. Amohg 'television'

t

\

‘general has limited capacity to stimulate total market

growth, “and purely persuasive advertising is even less

'effeetiye; 'Advertising is powerful ‘when ‘rt_accombanies

.

nmoreeobjbctive'tesks; and the ‘content of the edvertising'

is more important than the total amount spent on it."
: ‘ oo “\’,;‘;:.", o . e . . o ) o

)

In their'ciassic's;udy of how Ameripene“View ad&eréising,
Bauer ‘andf GreySer . (see Soley and Reid 1983c) found 57%
‘approved it for being informétive.‘ The rate flffeted by

- medium _with the most. 1nformat1ve belng newspaper (59%)
: . o ‘ 4
(31%). - Soley 'and Reid verified this relatlonshlp u51ng a.

'satisfaction scale scored 0 to 6, with magazines auweraging

3.6 and television 3.05.

Krughaévand-aesnik (I981)\demohstratea this pe;ceptioh‘bﬁ.v

ads_studied 49% were. categorlzed as conta1n1ng ‘at Least

N i

?‘one,informatlonal cue,‘whlle 86% of magazxne ads were

'édnSideredﬂinfotmative by the.same cr;ter;og. The agtno:s

P

*éds and %*’ﬂgqp preferences as' a result of advertlslng."

- less ' responsive . to. non-informative -

He further cdncluded,l "Advertising infﬂ

27,

; \ :Twe'studies::eportedvby Resnik and Stern (1977) and Stern, . -



‘period.

o

also demonstrated that this proportlon varies by product'

4

longitudrnal analys1s_showed a decline in the averagerl

number of copy points measured on ‘his information scales,

/

from 4.0 in the 1950's to 3"""'7 in the . 1960 $ and 3.8 in the

)

In ‘dondUCting proprietary qgualitative research; Alberta

1 o . .

197015, despite the increase in size of the ads ‘over thls'

‘grqup, but . no&,by advertlsement 51ze.~A‘Pollay.s (L985)-*

Tourism has - repeatedly . . found. that consumers * want,"

information from advertising,. that"they do not want to

read lots of'copy, and that the 1nformat1on should be of

such a. nature that 1t can be used to persuade other travel.

party members , to' con51der‘ the -destlnation. .. The

‘dlSCu5510nS have also shown that illustration material is
”"’ ) : _

Lh-ltself con51dered to be 1nformativep "It is not clear

in the studles dlscussed above)how the contribution of the

&

rllustratlons was}evaluated'w1th1n the context of the

i s \ . : C R 1‘ a3
assessment of "information content". ' N
g L . L . .. i

4

In addition,»there'are.real problems in deciding'What

"information" is. Resnlk and Stern (197]) developed' a
o o

félassrflcatlon syst%F 1ncorporat1hg 14§-criteria Mwhich

v

repmesented all potential ca®egorjes of information

i

potent1a11y»uSeful.to the consumer" ‘(Stern, Krugmanrapd

>

’



Resnik'l981). Many of these' categories are irrelevant'for

29

a wide:variety of goods osg.‘nutrition, taste), whlleu;

others, which might be relevant fbr only a few specxfxc‘

,product groups, are omitted or would be consideredlto fall
~into a more general category - For example, would
information on the hlstory of a tourlsm destlnatlon be

considered components or contents"°

\
'

Parker (1981), .in providing ‘quidelines for ‘print

effect}veness, indicated that copy should "work harder at

‘providing information" which would answer the questions of.
‘how, what, where, why  and when, Simons's creative

strategy classiﬁication' (Fletcher and Zeigler 31978)‘

1

defined . information as, "The . presentation. of unadorned -
facts, without ekplanation or argument; just'fnews‘about“

the 'product concerned.“ Krugman,'(l97'5) cﬁinguished ‘

carefully between:-such 1nformat1on- (tha s, where
S \

1nformat1on equals . news) and "ratkgnal stlmulus" which he

felt 1s the 1ngred1ent that causes consumers to - evaluate,

: O
judge, dec1de and is related to needs and wants (51mllar

. Simon's "argument category"). ‘He felt this.;is.

,espec1ally 1mportant for more expens1ve products.,

\

U51ng a 51m11ar line of thought, Hanssens and Weltz (1980)‘,

speculated that the main function of adyertlsements-for



A

products in the early stages of thei: life cycle and‘for 

complex products . (presuﬁébly‘_equnsiye ‘and/or feéui;ing ‘

high fnyolveﬁent)\is to pfovide infbrmatﬁbn; Their. study
‘reVealed ﬁb suchﬁlink, leading to the conclusiqn-that more
‘explorationl of iﬁformétipn content, otrganizatidn and
readapility'is’ﬁeeded.‘ |
g '

ﬁegq Most Sdoteé Qe?é significénﬁly increased by the
ngmbe: of product_facts or behefit# and the preéen;e ofva;
peéipe_in‘fobd ads -~- prgsdmab1§ a product groub whi¢h is’
ddt.complex, not expensive aﬁd:loQ invOIQement!

.

There is no question that this entire area requires
further  investigation if research"}s to be of practical
use in creative design.

F.

‘THEORY OF INFORMATION PROCESSING.

@

?
: ﬁégicher'and Winn (1974), however,\found«Associated and

30

Ejnd‘(1985) pointed out that despite the number of studies

2 * I3

using recognition scores, many questions still remain

unanswered and conflicting findings are explained away in

a

“an ad hoc manner.juHefstressed the need to mbve'from'

' fexploraﬁory research to :éSea:ch based on theory. in which

‘

N



directional relationships cah be specified a priori, thus

“avoiding the assumption of causality.

-Using.hanw'inférmation p:océssing 'paradigm,  whiéh }has -
.dSRiﬁated consumer research, two alternétivefmodels,were'
proposed aﬁd tested. The "DiQeréent "Proéessing
Effectiveness Modelbbrovided a Settet fit to xecdgnitiohf:
' print,_vad_ effectiveness ' -data than‘ the Hierarchical
"Effectiveness Model.." .

" . | | M/
. . . . . .

The Divergent"ProFessing Effectiveness Model,. like thHe .
Hierarchical Model, accépt; tHgt_attgr“;xposure pictorial
material will be brocessed first. - As there are no
'recqgnition meaéure§ for exposure, this levélvis omitted»

ffom tHe'modél .. The first Level is labelled Attentionlénd

would be expected to be determlned by the characterlstlcs
&

of the adéettlsement's oyerall. layout and main plctorlal
elements; 'Mgasurement of Attentlonkls through~Not1ng and
Seen ;liustrat}&%fScﬂres. 'Theaéthet two. process types are‘
labelled Dénotive,Associé}ign-and verbal Elaboration agd
;;n the Diver@ent Modéi‘tﬁg§e’touid takewpiace in.any order
or not at all. ~ Denotive 1 Association ‘iné;ddes

oo - o T

adVertisementblcharacteristics such* as the headline and

s

‘ éighature~and-§ﬁéllet pictorial elements. Measurement Qf

&

DenotiVe-AséociatLQn is_thr0u§haAssociated and Signature

;)



Ly,

[y

Scores, Verbél Elaboration includes cdpy‘charaéteristics

’

andvis meqsurea by RéadeOme.andeead Most Scores, ;

.This support for'auDivergeht Processing Model should be a

"surprise to advertising professiénals who feel that a

-

reader flrst looks at thke 1llustratlon, then’the headLine’
‘and finally the copy. Dunn and’ Barban (l9%4),’for

example, state that one function of a headllne is to«lure

{

readers into the text. Yet other research ‘has generally
: = ‘

indicatedﬂ ‘that the - headllne does _not ‘ enhance

&

adQert}sements.' Soley and Reld's (1983a) 1nvestigatian of .

the impact of . the headllne on readershlp yielded a,

non- 51gn1f1cant relatlonshlp ‘between the type of headline

'ﬁnd Readershlp Scores at all levels (noticed, started to

rééd; read half or more).
One of the:implications of this model is that'measures-of

Attentlon w1ll "be more closely= tied-_to measures. of

'

Aasocxat1on and Elaborat1on than the latter two w0u1d be

//

'dorjktvshe& such a ciea:.dlstlnctlon:

to' each other. - However,‘Flnn s correlatlon coeff1c1ent5‘




0 '
‘e
. ' Noted _Associated ‘Signature -
As§ocia£ed 957 - F = B
.Signatgge )  ’ 1945 = | - '
Read Some 702 689 684

Adapted from Finn, 1985.

)
w

Finn is not the first to have noted the hlgh correlation
between the dlfferent levels of readershxp Rpss1ter
(1981) coumented on the .87 cerrelat1on he obtained

between -thing and Association. More recéﬁtly} Zinkhan

and Gelb (1986) obtained a .83 correlation between Noting

and '~ Asso€iation. However, contrary to theoret1cal

prediction, the Noteéd-Read Most correlat1on was .49 ah&

Associated-Read Most, ;%l\ ,

g
¥

Starch Tested Copyd(VBTf>2, No, lsf ieported "... the more

observers an advertisement attracts, the more readens_lt

will convert, on average, to thordugh readers e.. as Noted

4

adﬁ Assocxated Scores go up, the Read Most Scores go up at“

apbout the same rate." A51de from Elnn (1985),,no other

published wozk has reflected any attempt to control for

' this relationsHip. Thus, published studies effectively

only describe those components of an ad that aftfect

Attention. .
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I1I. METHODOLOGY

\
Y

t

THE STARCH READERSHIP SERVICE

The Starch Readership Service provides information on the.
proportiqh of readers of an iSSpe who saw an ad in that

(o)
issue., . ’

THE OBJECTIVE OF STARCH READERSHIP, STUDIES

"A basic part of advertisihg'sﬂscheme of opera;ion depends
upon'reaching massés;of people,. ' It 1i's this fundamental’
element - | masg ‘exposure that ‘the Starch ﬁeaderéhip
Studies are measuring. ’Thé plain and s%mple éurp§$e of a
readership survey fs to obtain a meashrémenfiof ““he first
“bbjective of any édvertisemént, i.e., to be seen.and ;e;d.
Obviouély,- only»'thosé people:.who ‘see or reéd your
advertisement can bg'airectly igfldgnced by it (Starch
.Tested Copy, Vvol. 1, No. 1)gb‘

. o« “\

METHODOLOGY

o
W

an,. | o
Sample Size and Selection

To meet the above' objective, Starch have found, and the

Advertising Reseérgh'Foundétioh Study of print Advertising



\
.

: /
Rating Methods affirmed

that the recognition

rellable and valuable :eadershxp 1nformatxon.

Personal’ face-to-face interviews are conducted with adults

18 years and older, usually 100 with males and/or 100 with
females.

For consumer publications, interviews
. carried out

are
in -readers'

generally
' homes in-20 to 30 urban locations
which aréiﬁelected for 'each study 1ssﬁe to parallel
N k) ’ ’ .
B ‘geographic ctiplatiOn; Interviews
; © age,

are distributed by
o :
income level and occupation so that each study is
broadly representative of the publication's audience.
Publications with

. ]
small circulations are studied using
subscriber lists and are not controlled by sex.

.- For
business publications inteivie?s are also not controlled

by sex but are desxgnedfto parallel 5irculétlon by field
of industry and’ job responsibility

Such interviews are -
generally conducted in offices or .places of business.
N

.Interv1ews ere éonduétéd early-ln the life of ﬁ'publxca-‘
tion. For weeklnyr bi-weekly magazides interviewing
begins three to sfx daysfafter the on saié date and
~contindes for one téx two weeks.

For monthly magazines
Lo v

teﬁ%nique-
usxng quota sampling and moderate #ize sampleq gives

13
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interviewing begins two after "the on sale date and
»

continues for three weeks, wOnly people who had glanced

through or read some part of the issue prior to the

intefviewer's visit are interviewed. This is established

by having the respondent look at the cover, table of

contents, or glance through the publication.

' . -

Interviewing Procedure

With the‘public tion open, ghe respondent is 'asked for
each adveréisemgn being\Btudied; "Did you see or read any
part of this adv rtigementé" If "Yes", quégtions follow
“to determife the observation and reading of each compgpent

part of the ad (1llustration, headline, signature, copy

blocks).

Up to 90 items are covered during an interview and

starting points for the interview are rotated/thpough the

magazine to control for the effects of fatigue.

\

Results

The results for each ad are shown on labels attached to
the relevant component.  Three Starch réadership levels

are repbrted§fo: the "Ad-As-A-Whole% as follows: |

36
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. Noted: Percentage of respondents who saw, any part of

the advertisement, {.e. tha proportion of the'

issue audience. It is ‘only within tﬁisf

portion of‘the udience thas the message can
exercise its influence. “

Associated: Percentage‘of respondents who saw or read any-
where in the advertisement the name of the
product/servicéi being advertised, This
meaSu:és those who look at an advertisement

1kng enougft togelearn what is being advertised,

Read Most: Percentage of respondents who read half or
. ' \
more of the written material in the ad.

-

The components of the advertisement carry the following

labels:

Seen: Percentage of respondents .who - saw the
iIlustration.

Read: ~ Percentage of respondents who read the head-

lihe, subheading, themeline, coupon or "for

further informatiop" directive.

17
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Read Some: Percentage of respondents who read some or all e
of the body copy.

Signature: Peréentage of're;pondents who saw the ldgo or
sigd&ture (located in the coupon, where
applicable),

Y
The tear sheet also has a sticker showing the name of the

publication and date of the issue, the page number on

which the ad appeared and the number of agﬁ:§ﬂjthe issue.

‘ N
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METHOD OF ANALYSIS’Q;,TOURISM'DESTINATYON ADVERT[SEMENTS

~

"

SELECTION.-OF ADVERTISEMENTS T0 BE STUDIED

[ . ' ’
The Starch Ad-File Service was asked to, select as wideAé
variety of tourism destination advertisements as possible

within the following ¢onstraints: ' : -
- . All ads should be sponsored by countries, states
Or provinces to ensure that the sample of ads
compete directly with Alberta for attention and

that there would, presumably, be some commonality

of objective§. ds aced by resorts, citiés or

chef regiéhal destinations, by the

travel trade, or by 'tvidual industry operétbrs
such as hotels, attractions and éranspdrtation
carriers were e;cluded. ‘However, if a country,
province/state advertised co-cperativély with any
of the aboye (i.e..botﬁ signaturesfshown), the ad “*
" was included in the'sémple. : \ 2
- All. ads should be for pleasure travel pu?poses.

‘Those dealing with convéntions or to stimulépe

financial investment were excludgd.



- A total of approx1mately SOO recently publlshed
"v
: advertlsements should be selected
e o . : .
L. \.4 ' v
'~ Approximately. 175 ads should"~ be fort U.s.

_déstinations 1nclud1ng Alaska, Hawaii and U S.l

S

, prov1nces and 225 for other fore1gn countr1es-din"'

general terms, one-thlrd,of=the ads,would_bevfor

et yls. domest1c«“and'fftwofthﬁrds'”‘for Vforeign
destinations., - . ,
A A R

SAMPLE, SIZE OBTAINED - C g
‘\ »
} .

,hadfbeen Starch tested. both among male and female readers,
B - )
fthls dellvered an effectlve readlng of 567

b
¥

' Although all ads were codbd and used for a limited number

'\. 3

,of general analyses, the bulk of the research flndlngs arei‘

‘conflned to, one page four colour (lP4) ads. ThlS dec151on

was’lnfluenced by recommendations made ln the publlshed ’

r

- colour - wheq’ w1sh1ng Tilto further‘f examlne varlables

|

B ‘hv

foffshore terrltorles, ‘100 for Canada and Canadlan,‘

. " ' : : . : . . /’/a‘ ‘ ~ .. o .
'A'total-of 504“ads-was used in gWeranalysis.: Since some

Mllterature (eg. Flnn 1985) and by starch INRﬁtﬁooper to_

'-;contrOL For the overwhelmlng 1nfluence of ad 'size and

‘_influencxng readershrpg Sincelthe‘bases'for anaiyéls of

. ‘,4-01 ‘
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- N .
“othef ”fdfm§ts were' sméLi>4(é§.‘-tWOi page four  c6ibﬁ;‘f';“
spreads, the next largest ~group, contained oply = 47
\‘readings)} thése‘were not examined séparately;
, The distribution obtagned by region'édémsex.for botn the
% o -StL ‘ A e 1nd, : 1€
- total sample and ‘the sample of 1P4 ads is 'shown below:
. . ‘u_ N
" TABLE 3: SAMPLE SIZE AND DiSTRI.BUTI'ON
Total Sapple -  1P4 Ads | o
% of - 7 .. % of
# of Ads Readings” # of Ads Readings
5Région“.‘ e R ‘ : L -
‘U.S. Domestic =~ 170 191 r21 134
“.Canada = 131 - 147 97 . 107
% Other Foreign - 203~ 229 . 165 185
Losex:e ot g * o \
F Male ' 43 -g" 106 35 78
' Female . .~ 330 ~* 393 . _ 240 283
V-_;V'Both on ' 63 - n/a S 43 n/a
L Not Spec1f1ed ~ 68 68 ’ 65 . 65 -
| 504" 567 . . 383 . 426 .~

e’ advertlsements had been publlshed oetween 1980 and
= -4 90 4.

ALL 7t
jmld 1985 at the rate\o‘ arp:ox1mately lOO per year and_
S

drawn*~frony a selectlon 'of 33 dlfferent maga21nes

J“,These 1ncluded - travel, bu51nessi general vxnterest,

= v‘women‘s, Qutdoor,bbiaCk_éhd,home magazines. However, 45%
of ' the édvértiSements _ had 'been _pub;ished in  Sunset

A‘{
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Magaifne; iech of the orher‘magazineé represented'fewer
than lb% of tne.sampled ads. " ‘
Twenty¥one"di%ferent ‘ad, formats were obtalned, rénginge
from a' half p ge black and- whlte ad to an eight page four
‘colour gatefold. Twenty three were less -than one page in
f‘Slze,~448 one page, 16 one and one—thlrd pages, 68 two’
'fpages and two more than two pagee. Almost all were four
‘ycolour‘ads;‘only L9 were in black and‘whrte5—— and these
A Qere frequently,purely typographﬁcal 4-japd only one was a
| two cplour‘ad. | | | | |
-~ CODING oré*;\.f;;gs Apvsé&'_rsénzms ' . | /
Tbere' wera  two r;evels of icodin@ ,reqnired for each
advertisenent r@aéing. n“iéirStly, the 'Srarchy(éCOEes and
‘other_ labelled 1nf€hmatlon “on< Ehe ‘rear *sﬁeer _Qerei

AY

‘recorded. Then @echanlcal and content varlables were

identified ' and theAr‘ presence/absence*\om meaghrements
- coded. . S ‘ , -
‘ T X - e o
o . - » L oo v °
S SRR Coteg o )
4tw;z;>§;erghwsegdership_Study—lhformatlonv;
. . . N o
‘_::b, : ' 3 .' . e ‘»"-. . . . K3 . . ! . B "v ‘:
R & w ) e ‘

; u o » v
" All the ‘infqzm, && obt&lnea as a result of conductlng a;
: S8 .
Steiéh'Readeréhﬂg,StudY.was'coded, 1nclud1ng‘that relevant ¥
N b&ithe_puKlieaﬁion; '

3 . ‘ o 2 | . . A N
. . R R A



"It was thus neceseqry:tqy

been measured‘—— not,

‘fcon51dered a subheadlng/text headlng

The Starch Scores coded were the overall readership

measures of Noted, Associated and Read Most and the

component’ measures of Seen, Read Some and Signatute which

were; teported "on all -tear -sheets, The remaining

[

Readership Scores were not present in all ads, nor were

they provided consistently from ong:ad to another.

1,terpret‘whiCh component had
iy

.

the headllne. Guldlng rules were set "to. cover readershxp

s

measurements for each- component whlch was dlstlngulshed

from the main body of text by hav1ng larger or bolder‘x

1

type, and usually set’ apatt from the text 1tself

‘(a) .Heedline,‘Subneadfng/Text Heading,,Thémeline:

.9

(i)f = If the llne ‘with the largest type says somethlng

L4

other than tne destlnatlon namevalohe, 1t:ms con51de:ed

1
)

L]

destination .name’ only -and there 'is anothe: dlstxnctxve

line with ~smaller . type, tne“ smaller ,type' line is

R

AR

Jthe headllne, if there ls a second smaller line this is =

I 3

W

(ii)‘t ‘ If_fthe line with _the:ilatgeSt type is ‘the,‘



ey

"" .

consxdeted the headline; if there Qg po smaller type 11ne  '

Y

the name alone is. the headllne.

-

bk
&

(iii) If the headline so distinguished is in fact a '

C themeline/slogan used for the destination-or“ln more than

one .ad in a campalgn, it is coded both as a headline and a

%

‘dthewellne.

(iv) , If»the headlinefdistinddrshed in (iif had a
sticker identifiying it as the ‘Signature, it was coded
both. as the headline and as the Statch Identified

Signature.

""' . ) ". A .l"- -

(v) ~ If ‘the themellne hadaa stlcker 1dent1fy1ng it as

the Slgnature,llt was cod%d Both as the themeline and as

l

“the Starch Ident1f1ed S1gné&0re.'

L .
SN _ ‘l
(b) Captions, Directives and Coupons: ﬁv

.

Other "Read“ stlckers were somewhat less confus1ng._ Those

'attached to captlons to photos were coded as the Captlon

Readershlp Scose.] Those attached to dlrectlves*set apart

~from - or placed at the end of the main body of text”'

“o(normally 1n’the_form.of an address to whleh~pne,could

1S

)4
v

)

vy W
ERAR



“write for further information or 'a telephone/800" number to

call) were codeq~;s Dlrectlve Readershlp Scores.

4

®
s

*

Coupons - also represent a call-to-a;tion - and  their

'

Readershlp Scores were coded in two ways. Where the.

s

Starch Identified Signature was'in'the coupon (as part of

- N

the name/address, or 'as a logo within the coupon) this was

considered}a Coupon Signature as distinct from all- other

’

signature positions which were coded a5 Signature

Elsewhere, .

. vt : s .

WIE the stlcker attached to the c0upon was not the Starch

-

Ident1f1ed Slgnature, it was . coded as the Coupon
Readership.Score. 'Coupon'signature Readership was,not
considered analogous to Coupon Readership.

~

(¢) Signature and-hainﬂfdentifier:

)
N

It will,be:obviousrfrom_the discuséion,above that the

placement of the Signature label by the Starch Readership
'Service is far'from consistent. This problem‘appearstto

Voe exacerbated 1n tourlsm destlnatlon advertlsements since:

tx

many destlnatlons do not have the logo typical of -consumer

goods.u Thus, not only can tne Starch Identxfxed Slgnature

appear anYwhere 1nsthe ad, but;dlfferent ads from the same

3

45



component in another

v - .

campaign Starched in different magazines at ‘different

‘times are identified by the”Stargh Readership Service as
having the signature in different places. :

Even worse, from the perspeétive of reliable measurement,

is' that in a handful of such comparable ads, where a

i . . .
general '"Read" sticker was attached to a component in one

" ad and a "Signature" sticker was attached to'the same

ad,@thé'scoreS’were.dramatically
different (Noting ' Sé&ﬁgiv being similar ‘and not the
influencing factor). 'The;ﬁirection 6f the difference was

“invariably for the Signature sticker to have the higher

>

numbers., - . , . . *

~n

Because of these problems it was decided to c¢ode the
Starch Iden%ified Signature as one category no matter

where it was™drawn from and to add a neh'category for

readership oF" the "Main Identifier". ~.This. involved:

disfinguishing that part 6f,the ad in which the name of

. the destination appeared most prominently. . Obviously, .a

subjective assessment was necessary since the name in

u'ié}ge type in the headline_ might or. might not be

?

considered more prominent than the\ name appearing in the

5

coupon, The score recorded for ftnis new category was

46
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~whatever;Réadership«éhorenappeared there,. no ma:&e;‘what
the label. Ninety percent of the ads could be scored in

this way.

A
MA

Meéchanical and Content Descriptors ofithe Ad

.~

4

In order to derivé a comprehensivg'lTst of the contents of

©a tourism destination ad, two searches yere ﬁndértakénh

The'f@tst‘invoived ekaminét}on of the vafiables already

’i§pp1iéd in the publishedAliteraEPre and/or which had geéa
S 3 .

discussed in Starch Tested Copy. The second involved a

"content'analysis'of the ads themselwes.

(aj . Literature Search

A

'variables -which had been identified in previous research:
QS'Significant,’or wHergﬂﬂ}ﬁﬁeneﬁt résearch had differgnt
resulﬁs,'were includg&“fﬁ'the study to. provide a measure

] .
of replication, ) . _ o -

In setting uplthe code book, ‘a number of factors were

"borne .in mind throughout:

>,




A content analysis of the tear sheets was carried out to’

ensure that a reasonably complete description of ‘the

| o
' .
' . ' ]

In 'this study only one coder.would be used and an

attempt was made to avoid items which were too

' open to subjective'judgmént or coder error.

v

Where there was reason to believe that one method

o , ' , o - :
of "measuring a variable was superior to another,

that method was chosen.

v

Where it was felt that a variable might be

ipfiuéntial in  tourism advertisements, - even
though previo&s reéearch results’ had not been
significant, it was included. |

. : .
Where a &ariable had previouely'been found non-
signif@cant; but represented a- i"ponent

frequently used anyway in tourism destination

“advertisements, it was included.

Content .,Analysis -

.

o«

components of the ads .and> their subject:matter would bDpe

48

included_as variables. In deciding -on which variables to

include the number of advertisements containing a
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particular vakxable was not a consideration.  However, the

potential impbrtance of the variable in the markétinq
- ‘ .
decision concerning the message and/or its potential

-

importance in. the preduction of creatlve were major con-

‘'siderations.
It was decided Yo avoid extensive use of. categories of
message whlch*lnvolved a measure of subjectxve judgment

(eg. bellevable, attentlon gettzng, creative as uséd by

Holbrook and Lehmann, '1980) and concentrate.on the subject

matter 1tsehf Tbls luxury is not available when a mixed

//

bag of product plass ‘and even product within a class is

used in a ${udy I
4. ‘ i
* ;

Each major cohponent of the dd was.examined independently,
i;e. pict&re(s), headline, ° signature, main identifier,
text, captions, »¢o§pbn._ "For each, a 1#t of both

mechanical variables and content variables wﬁf set up for

coding in an'appmopriate fashion, Most variables were

considered dichotomous (eg. p:esent/absént); ‘some ‘were

classified on an ordinal scale showing extent of presence

(eg. main/only subject, secondaiy-suqust, not presgnt);

while those measuring‘an aspect of size or quantity were:’

usually coded. on interval scales.

49



The variables finally selected, aiong with' the distri-

bution obtained are described in detail in Chapter Iv.

DATA PROCESSING -

0 “ :
All processing of data was undertaken using SPSSx Version
Z,i. Odtput was obtained in a va{}ety of‘different‘fdrms,
ranging from frequency coun;s of’ the raw data to
.regression analyses.' As a number of analyseé required the’
4idén;ification qf dependént and independent variablés,

these are discussed first,

Dependent Variables

All the sStarch Scores discussed previously formed the

basis for the series of dependent variables developed.

\

However, with the exception of the Noted Score, raw scdfes
were not’used. Finn (1985) -emphasized the dependence of
the Associated'an@ Read Some Scores on the Noting Sc6re
and showed strong posiﬁiyeﬁ correlatién‘ coefficients
between Noting -and all otﬁer séoreé measured in his study. -
He recommended cpntrolling for Noting levels in further

research. L 4>
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. E J
. J ) . L
. Readership Rates «hich effectiwely control for initial

Attention levels and allow,thé ﬁnhlysis to. focus: on the
variables which determine real Association and Eiaboration
were calculated from the raw scores. The formula uSédeO.
do this wés simply: | , | i R

Readership Rate = Starch Readership Score
Noted Score

X 100

The resulting rate had a further advantage in being

interpretable in itself.

The success of this conversion is clearly seen in Table 4
which follows. It shows correlation coefficienﬁs between
Starch Scores under the diagonal and'between Readership
Rates gbove the diagonal.
4

4‘The most notable effect of the conver51on is the general
reduction in ihe value of the correlatlon coefflc1entsv-—~——
part1cu1ar1y\aga1nst~the Noted and Seen Scores. Further-

"more, where strong and significant correlation co-

>
4

efficients exist, these make'ihtuit}ye sense, &g. Aésoci-
‘ated Reade:ship Rates and‘ Main IdEhtifier and Signature
Réges., In_other Casésvwhere Starch Scores were highly
signficéntly gorrelated, the_sjgnificance is muCh reduced

V4 ’
when dealing with Rates (eg. correlation between signature

L

xt components such as the headline and captions).
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The actual Scones and Readershxp Rates obtained are lisqa@

in Table 5 along with the standard deviatxon of the means. '

-
TABLE 5: STARCH SCORES AND READERSHIP RATES

; < Score | Rate .
. ' ' N of Ads Mean% S.D, Meany S.D. .
Noted '7 426 . 49.8  10.6 n/a’ n/a
Seen pictdre 426 ©49.7  10.6 100.0 0.4
Associated 426 C4L.5  10.6 83.2  10.6
) Iqéntifier 387 % 38.9 10.9 77.8  13.3
| Signature- ' o
[ Total 425 . 37.3 10.8 74.8  14.0
/ Signature- ‘N : . ‘

Elsewhere '32) . 38.4 11.0 76.1 13.8

SignatureQ 4 _. . .
Coupon .. . 98 * 33.6 9.2 70.5 13.7
“Bead Some 396 152 6.3 30.6 ) 10.2
Read Most 423 12.4 6.6 ° 24.4 0.2
Read Headline 414 339 10.7 " 67.6  13.5
Read Subheading 53 S 22437 9. 43.1  16.1
Read Themeline 68 26.0 16.0 . 50.9  27.6
gﬁﬁ " Read caption 65 , 18.4 8.9 37.7  14.4
T Read Directive ~ 53 - 13.6 10.7 28.9  19.3
L Read.éoupon 109 - 121 5.6 25.6  10.3

n/a Not applicable Tes
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.’

‘Howeveap@exam;nation of the'Cor€§§§tion coefficients in

Table 4 between the Readership,i

L ‘ o -

Flnn (1985a suggested that once . a reader has focused

»

"attentloh nn the advertiSemenr and processed the pictorial

content (1 e.‘the Attentlon level), e/she would.move ‘on
) e ‘ L

sto"am level of comprehen51on whlch requ1red assoc1atlon,-

w1tn/fhe brand and gré%p of ‘the overall message. At thls

level, secondary elements of the ad would be processed

3 : [N N . [
- TR “ T ‘ ~ e

o - v
\

1 te for the.secondar?”

cgmponengs and the overall measures,‘suggests ‘a someghat

d;fferent pattern.’ The headllne, as predlcted,*correlated

most closely w1th the o;erall Assoc1atlon Rate (whlch, as
i

deflned by Starch,jrepresents seelng the name of the

prgduct anywhere in the ad
”%‘,,:" : _' b
| I

The edements of captlon, dlrectlve and coupon correlate

most closely w1th measures of Elaborat1on, deflned by

Starch as read&gghlp of the wr1tten materlal 1n the adp

1

noe\‘xnclud1ng Y- coupon. " The grey area concernse

-subheadlng/text headings’ "and the themellne, mhich, while "

e correlating‘ most. strongly«-‘and ~‘51gnlf1cantly 'w1th
: . - h Y g .

i >

ElabOrat10n\Jpeasures, -l%ad almost as hlglm on Assoc1at10n.‘

. 4
b
k)

Since, b§-de%in1tion, presence of the name of the product

‘wxll load on the Assoc1atlon Rate,rwherever the name mlght‘;"

~e

Ve ) R

Sy




v .. 1" )

-

~ there are deflnltlonal constralnts

_measures in testing his model.

a

appear, . agd‘all other printymaterial (excludlng coupons)

w1ll“foad on the Elaboratlon measuras, “these resultsg do

¢

not 1mply tha:—?&pn ] suggestlons are incorrect, but that.

v

Further 1n31ghts on the: problem w1ll be dlscussed iﬁ_

'examihing the 1ndependent varlables whlch help predlct

‘each: of these Readershlp Rates.

Ihdepehdent\Variablesw

‘fthef

.
~

All other variables coded gwere regardedt)as zrdependent

variables. However, to_ensure that the results of the -

‘regression analyses were‘ not biaSed the variables~
E : A . .

)

chemselves,were scréened to ensure that d ummy varlables‘

completely enclosed_by’anothera, When thls was the case,

" R

one or“other variable‘was,deleted.. ThUS’ Eor example, all
vaflables‘descrlblng a: coupon would be enclosed by a

varlable 1nd1cat4ng presence of a couoon, the latter was

deleted.”  1In some cases these relatlonshlps were not

obvio_s ‘and to av01d the conf0qnd1ng effects “of hlghly

%

,,interrelated ’var1ables, the correlatlon ' coeff1c1ents ,

¥ "
v

Were entered correctly and that o one variable waS”'

-



between 1nd1v1dual varxables were checked Any paits Qith
a co:relatlon COefficxent oi 7 or h4§32k ;ere“deait'with;
by el1m1nat1ng one or other varléble 1nqthe palr. Where
the coeff1c1ent was greater than‘.s but less than .7,
ellmlnatlon was carrled Out only if there was a reason to

do so. ‘For example, only‘a few,ads deplctedesenlors ande

many were from the same’ campalgn, this gave rise to

1spur10us correlatxons between senlors and Certaln layout

v
A . AP “.

elements,of the ad.

<

“Data Analysis . L

i
v

Data were analysed in four different ways:

(i) Frequency Counts: An initial frequency count
was uked to provide an overview of the data

¥

and ;to ,determine appropriate categories for

e
‘reportxng Gariables ~coded on ant’intervel'

* scale.‘; After the dec151on was‘made to work
.57--‘ Vprlmagély With Lp4 ads, tﬁ@gfrequency count,

. ,}-jf _. was;re;epteq for: this subset oniy. S, -
(iif : Tabﬁlatfonef ‘, UsinqA }thé‘urséséx‘b Report

el R ~ EES v

_.procedure, Readetship~ Scores and Readership

Ratesywere described for each variable or set

- B . R : . ’ . I ‘ . v .‘ -
of variables. Descriptors were median, mean,
‘ ﬂp . ) . B " . .4 v




-
v
=
(iii).
\
b .
1)
& ,
. L
(Y
*
f’«,"m
\ Sl -
o FR .
2

- standard deviatkon, : skewness, kurtosis,

- sequence.

1

-maximum, minimum, 'and sample size.

-
’
/

The data were analysed in total, by region

(foreign vs. domestic) and sex in a nested

~

. -
v
i . .

T-Tests . and Ode-Way Analysis of 'variance

A

(ANOVA) : -The‘sionificanée‘of‘the diffg;ence‘
between  means = was analysed .for | each

independent Qétiable, using - thea appzopr1atedm

method} ie, T—Tesﬁs. were applled f“to

dlchotomous varlables and One Way ANOVA'S to

ordlnal varlables and lnterval varxables&;

i

recategorlzed on an ordlnal scgle. .The means

actwally tested were for the Noted Score and

'.eelected Readership Rates.

“' .

'Deteiled 1nformat10n derlved«in the fabui-l
ééions and in the tests. of s1gn1f1cance oﬁd‘
odifferehoe:_petween »@eads ‘forms a are90urgef1

) _ - ) ‘ AT
" which cah' be cooeulied when mak ing Vvéry :

dspecxflc marketlng and/or :creatlve decvslonsf.f

" .o

;for.a new ad,w For e%ample, Af 1t were found

-2

.




A fv@%ble%.,

that the  type of bordér around a coupon does -h

regression analysis, nevertheless one type of

v

border may ' produce significantly higher

Eeadership than any other in a T-Tesﬁ.‘
. : X MR

y . /

(ivi ;Regressﬁon'AﬁaIYSis: 'A ser'ies of muItipie

,,“u51ng the;u screened data wnth 'selected~
‘ ‘ R
Readershlpy cores and Rates as the dependent'

e - . . . 4 A

v

L

Fond

oo o

£ . Association, _tﬁe Asseciation, signaturel and

3

Je5

’
- N — . &

" ‘R&adership/ Rate - wh

Ia

L > "

f& prevent problems cgused by multlcolllnearlty, all_
,regreSSJOn ‘analyses were conducted using 1ndependent
The only .
exception was for ‘the prediction of theé Slgnaturev
Signature variables = were
'substituted fdr the Maln Identifier. ' The primary -
tlonale behind thisidecision was the higher’ level of

c@rrelat1on between "Identifier rates and;the overall

variables : descr1b1ng ‘the Main .Identifier.

Agsociation Rates. (Table 4). In add1t10n, as coding

ngnature ‘alone,

readershlp ‘of-~the‘ coupon  ‘im 'a multiple

Iinear (egression analyses was . undertaken

To predict Attention, the Noting Score was

v used as thé dependent variable. v:Td‘p:edict

Main = Identifier. . Readership . Rates were

- for  the inclusion of the destination name in other
~elements . of . the . advertisement covered . all such
~ mentions and their ~relative .importance, this was'
o expected to give-a more sensitive reading on 9051t10nf
efféect than the arbltrazlly selected Starch Des1gnated'

RS

fhe; > contrxbdle s;gnlﬁrcamtlywu_to ~~genema;¢;v-'\,
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¥

selected.“' For measures of Elaboratxon, the

bRead MoSt and Read Some Readershlp Rates - 6erewu*pf

des1gnated as deggndent vatlaqu . Also run
as dependent variables 1n this serles were tWO
other advertxsement components viz, headline

and coupon readership rates.

conducted us1ng palrwlse delet1on of cases and‘

: . ‘
a stepwxse selectlon method. C:lterxa for
entry and removal were: probability of: F to

enter, PIN (0.05); probability of, F for

removal, POUT (0.1); and TOLERANCE (0.01).

The ‘results of these analyses are discussed in

Chapter V.




Iv. . INDEPENDENT VARIABLES INCLUDED IN THE STUDY

W . . P

’Ekamidetiéd'of'pubiiShedfrésearéh reveals a'degreefdf 
goﬁfustdn with:the-lapels "mechanical"™ and "content".: To

‘a great ektigg? the distinction is. an" artificial one

determined p}, e method &f ciassificetion. 'For"examgle,

}1 rnumbér of prodbgt benefits is a mechanicdl count but
' .reflects the content of beneflts. Buzzell (1964)‘Ea1ked

'about,‘meSSage'.content and presentatlon . as being the '

oo

“creative" aspects of the advertising process.  The
~convention among academic researchers using recognition
data has, by -and large, been to regard presentation

P

#

variables as mechanical.

.

For purposes of separating out the descriptive variables

v

dsed in“fbrs.stadyj an approacﬁ similar tofthat'takeb by
"Holbrook and’ Beﬁmahn (1980) was followed. Content
varlables were v1ewéd as those'refleCting the actual
: message belng communlcated, whlle mechanical 'Qariables
1ncluded anything quantlfled and/or whlch descrlbed -the
presentatxon Qf the element.\’, The mec:anlcal/content 3

dxstlnctlon is made }rlmarlly for comparlson purposes w1th

vrc,

other research results since the focus 1n this study 1s on
(

.idégrifying any and all varlables whlch will enhancef

B}

 readership' oﬁ, a_ tourism destgnatlon:; ad ' at 'd1fferent

'\

xnformatlon oroce%51ng lev‘dsgs




e .

As these levels were predicted to align themselves

reasonably (tg}ll with the dlff’nt components of the ad

and gince creative decisions will need to be mdde fo: each

)

such cbmpdnent, the variable list was set up by component..

Chapter: IV deals with the first objective ef the reseatch,

viz. go. '~ define Qariables which  describe  tourism
\\_,t . ) . & .
destlnatlgL advertlsemenqﬁ The variab'les. actually used

R ’&,'
;are 1lsted Eor each compdnént of the ad anﬁ the rationale

¥

for those selectlons dgspussed.l The lists also show the .

&

incidence of dse of eatﬁeitem, for all adeaand fof 1 P4

ads. ., ' Titles or accompanylng notations . detail , the

i
classaflcatxon of the lhem as mechan1cal or content.

o

-COMMUNICATION .VARIABLES .

In any -communication, three elements are needed: a sender,

a recipient, and a' medium of communicdtion. : variables

. . ‘ .
representing the sender here are the destination

sponsoring the ad and‘the'presénée of azco-epgnsoring

organiz;lion or a sub—destfnptioh.w The recipient.is the
reader categgiized'by sex. The medium- of communication
ineludes va;iables'pertinenf to the.mééazine'and to the
'evefell pfesenpétidn‘pf tﬁe ad.

vy . . .
i . . - . . —

2

.Taole 6 detaxls these items and Appendix Al'lists'coding

-“1nstruct10ns<gor the communlcatlon varlaoles



,

TABLE 6: COMMUNICATION VARIABLES‘Z

VARIABLE

Sender
_REGION: Foreign

CO-SPONSOR: - Present

SUB-DESTINATION: Present

Recipient
READER'S SEX:
Male :
Female
Unknown

Medium,.
MAGAZINE:
Travel
"outdoor
General

Home

women's : . .
Business .. Lo
~Black

YEAR OF PUBLICATION:

MONTH OF PUBLICATION:
January
Eebruary
March
april
May .

June
July
August
September -
October
November
December

PAGE NUMBER:

SIDE: Right Hand Side

P

v
ey
3
v

INCIDENCE OF USE IN:

ALL ADS 1P4 ADS
(567=100%) (426=100%)
66 - 68 .

19 17

S o 7
19 18
69 67
12 15*
52 50
6 5
12 .10
4 3
10 )
12 . 16*
| 5 | 6 -
1982%* 1982%% *
T 1 *
. 8 o g
16 14*
21 ' 21 %
15 15%
g8 9%
3 3%
2 L*
6 : - 5%
10 /ﬁl 10*.{
9 a 10*
2 N 2%
’ 64‘:** ’ Gax*

64 77 ;%ﬁ?w ;

) 6_2;5‘J

_ é@



o "
. INCIDENCE OF USE IN: |

. : : , ; ALL ADS 1P4 ADS R
VARIABLE ‘ . . (567=100%) (426=100%)

NUMBER OF ADS IN ISSUE: = 1094+ 108**

“®oLoUR  OF AD:

S LIS T
. SHAPE OF AD:' Vertical L g2* ‘ |

. n/a
L | 'j)‘ ' ’ ' " s .
SIZE OF AD: 1. S L n/a
* Eliminated from multiple regression analysis,
* %k Interval Measure; irncidence reflects median,
n/a " Not Applicable o '
. ' :_Q";‘ ﬁ i
. E‘M \ L '
r N "\ ’ . ’
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64

-

)

- Sender: ' Since it was not known -‘a priori whether
Americans would .respond differently in terms of

overall reéﬁership leveis.to ads for domesﬁic

destinations than for foreign ones, the 59

;1§§€inatidns . were ' grouped into these

\ ca;egéries. . | _ _

. ' N P ‘ . . |

//i:::::) subseé of the ads studied did not promote the

‘ broad country/étate/provigcg xalone and-'the
effects of fééus}ng on a sub—dgstination or

rupnihgi' co—operétive ads ‘with commerciél s

partneré.' could * be "~ monitored with Ehe ‘

Sub-destination and Co-sponsor variables..

'~_Re¢ipient: The information previously discussed‘%ﬁra;;;;\\\J

and female interest #n and readership of ads in
the.travel ‘and vacation product class suggested
‘that there would be few differenges between the

sexes. This, however, required confirmation.

»

Medium:‘ Most published research has been derived from
! ‘ ‘ads tested in only a " limited range of
magazineé.' Thus, the type of magazine has

infrequently been. a variable included as a
potential influence on readership. - Fletcher

and Winn (1974) found that the type of magazine

P



had a significant impact on Noting Scores for
ane product type. Lucas (1963) believed that
comparisons between publications shbuid not be

made. Distorting effects result from less

prosperous magézines featuring ads from largerf

advertisers (with a positive effect on score:L)

- more prosperous magazines feature many unique

ads with specialized appeal and have thicker

1

issues resulting in a higher interview burden .
(both having a negative effect on épotes);’

Following Fletcher ‘and- Winn's lead, maga%ine

types rather than individual,publications were
included in this study, with the 33”titlg§

covered being classified into seven groups.

Information on year and month of publication

was coded but not‘ihcludéa in the multiple‘

regression analyses. The results, however,

will -be discussed later rin this report.

x

~.

Th;ée other publication variables, the number

"of ads in an issue, left or right-hand page

position and position in magazine have been’

studied .repeatedly with mixed results., Diamond

™ (1968) found that the more competing ads in an

65



i

“igsue, the lower the- readership-M &@oiewe

Lty K3 . N

.Hanssens and Weitz (1980) found no s1gniﬁ1cdht s B
relationship between readership and number of R
eds before or after the ad being stud%ed. \
»baniel Starch‘(;966),‘in commenting eﬁv?he \;'

‘e&fect of the thickness of an issue,‘gave. -,
figqres which predicted akl% deciine for every‘
fiQerads over the 50 to 80 in an average iseue‘
at tgat time. The present research showed far.

hlgher numbers of ads per 1ssue 51nce only 25%

had 80 ads or fewer,

ol

»

‘Position vof' the rad on the right—ﬁand or
left-hend side of the magazine has also been
stydied with mixed results. Anderson (1960)
and Diamond:11968) found $ome“advantage to
péeitioﬁ on'tﬁe right-hand side, Fletcher and
Wwinn (1974) to the left-hand .side;‘ while
Holbrook and Lehmann (1980) and Hanssens and
Weitz (1380) and Starch Tested Cepy (veol. ‘1,
No. 5)'re§orted no sigﬁiticant'qifference. One
problemrwith many of these'etueies 15 the - use
of multiple ad formats. In the presehr sample
vie was ﬁodnd that while most 1P4 ads were
placed, on the righr-hahd side, lspread -ads

started on the left-hand side end ads less rhan_



Sy

2

Cu

s

#

one page in size wete MOrevlikGIY‘.ﬁ be placed

on the left hand side than- 194 ads. ‘Thus} the
(o]

particular &Ax of sizps‘EOuld have influenced

prevxdus research results,

_’ & te

Pdsition in the magazine has been measured in a

number of ways; frequently ads‘appearihd in a

cover posifion are isolated and the remaining
ads classified by page number or as appearing

. ,
in each half, third, quarter or one-sixth of

the publication., Geherally, the findings have

.

established an advantage for a cover position

‘4\'&

. aodAhlgher Readersth Scores earller ih the.

v

v

4 ‘)i
P
4

,;~iSSuJ (Anderson 1960; Diamond' 1968; Holbrook

0%

w*:and sLehman 1980; Hanssens and Weitz 1980) .

."Fletcher and Winn (19749 ahd-Stach'Tested Copy

-+ . . .

J‘(VOJ., 1, No. 4)}

| reported significant

dlfferences fod cover pOSlthnS but not for

-4 5 3

gﬁl dl%ferent 1ns1de posxtlons.

. " \ ~

TN i *

H

»«, “§

lA,
. A

‘”'fatﬁer than whole issues of magazines, only

page number could be . necorded As there were

Oﬂly three covers included in the'sampLe, they
. weére simply ‘coded as page 0. 0,'A o

A

f
v
v

RS P . . ,
Since the%ptesent sample was of *2ar sheets
o e i ) . :

"'A

¥

o
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.. varraB®Es CONTRIBUTING o ATTENTION.
: E‘actors p edlcted to contrlbute to Attentlon (as measured
. M‘ b_y"’, rec:?gm txon techmquevs); ' centre. aro“(und plctozlal
“_'1_ elements of the advertisement. L /
. . N » ‘, . ' . -'. ° ‘ !
g ’ L ‘ ‘ E v o :
Mechanical variables are listed in Table 7 _and content
vAar“iebles ‘4in  Table 8. ‘Appendix - A2 detalls _cod;ngw
. instructions for pictorial variables. RN L
e Bleed: -~ ° Mechan'ical. ﬁva'riefbles selectedo to examine =
. . ‘ " : . - .‘ .‘ ) ‘
. e g\ctorlal mat,erlal have- ‘been extensively
R used in *prev1ous research, E rI‘he use\”-"‘oé
SR bleed has generally been found to give a
9051t1ve =1‘mpetus' to. Readeséhlp Scores,
; }:Z_St:archi ‘Tes:ted' Copy (vol.:' Ly No . 5)
eported an«e\stlmated 1;2 gain for 1P4 ads. -
s -~ Other : reseerchers " ‘r}epor‘;:"l‘/ng signi flcant )-
N It pOSltlve  effects  are An?e"{s—on (‘960)
,Assael, Kofron and Rurgl (1‘9'67),: Fletcher
.o © and Winn (1974) ~and Holbrook and Lehmann
. : T8 . B : ' :
IR (L980), alt:ho gh sevérak found mazﬁmal ot
/‘ L \ Ve no 51gn1‘f1can d1fference-s (D{amond 1968,'
L : Ty ¥ ¥ .
) ‘Hendon 1973,xHanssen“ and.. Weltz 1980, E‘mn
e ' L “'“1985 b § PR o ; i
~ :w D Y . P ‘ .‘ ‘

“e Lo ‘ L-\\" E ) » : ) ‘ T -




ﬂ' TABLE " 7: MECHANICAL VARIABLES PERTAINING
: gﬂ“i : _ TO. THE ILLUSTRATION
& =
e ~ - INCIDENCE Of USE InN:
ALLTADS 1P4 ADS
VARAABLE S T - (567=100%) ' (426=100%)
MARGIN: Bleed ws 62 7 83
. EXECUTION: o o - .
. Photios - total 89 o ©o90*
: - multiple . - A ]
"2-3 equlwelghted ® g ‘ ‘ 7.
A—‘l main and : ‘ . . ) :
.| non~inset(s) . .18 R o 4 .
+ =1 main and _ ; - -
2. | inset(s) L . <17 :
"’ -11 photo ' ' 39 -
Mixed - photo and drawing 7
' Drawing - total 3. .
-1 drawing = 4 .. . T o
‘ '~\multiple - , 2 '
- No 111ustrat&on * 1
NUMQ?R oF ILLUSTRATIONS : 2% %
PERCENT OF AD WHICH IS SR PR
' ILLUSTRATION ‘ i ToT76%* : A
&HAPE OF ILLUSTRATION ’ R ' o o T
J(excludlng full ad): o S '
Horizontal re;tangle - .11 % - o= 8 - ,
_ Vertical riftangbe S 1%& 2 R AR -
. square = % S S 3 :
o ‘Igreqular '_"' @;ﬁ{ 'ﬁ? llgﬁ&' 4 *'“kg‘;. S ‘ :

POSITION IN AD N N I S ey

‘AFull ad A o 25/ﬂv»—// ' -26;"',,’

Top down .

_ /Bottom up
‘ Centered oL

>fLeft -
Right SR
Scattered
- oy
-

7,27 o 28

RIS v

6 - -5

20 24
6 4 3~
R 2
%11 « 1L




’ INCIDENCE OF USE IN:
o - . ALL ADS -~ 1P4 ADS :
VARIABLE v ",", (567=100%)_; - (426=100%)
4% POSITION RELATIVE TO TEXT. , Aﬁ,‘ilA-
Above text : . , ' 34 -39
. Below text . " .' : A 8
‘Next to text* o 25 19
axt superimposed 31 s 31%
iig;illust;atiom/text .. 4 o 3*

x _' Ell@&ﬁated from multiple regre551on ana1y51s.

Sk Interval measure, 1nc1dence reflects medlan.
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ﬁxecution: .Another 51gn1E1cant 9051t1wg41mpact is made

.

thtgggh _the - use .9£, photos ‘gather than o
drawings, This flndxng is al%o reasonably;
' ‘wlefsstabllshed, " e.g. Anderson (l960);l
o ": Diamond (1968), Héndén’(1973), Hansséns and .
@ | Weitz ,‘(198('))\, Starch Tested Copy (vol. 1, o ¥

]
14

J.;Post war trends 1dent1f1ed by Pollay (1985)
show 1ncrea51ng use of photographd 1n the;
.adsk—-‘from 62% 1n the 1950'5 to 82% in the
1970 s - and decllnlng use of pen aﬁ&t1nk

;%'0% to- 6%),‘§a1nt1ngs (13% to 3%)?

edla (L3% to 6%) .

~ ) K

the published EeCognition tésearchg

studies examined-‘uonly "Diamohd lookedh al

»

‘the combrnatlon of 1llustrdtlon medla and
-1llustrat10n size which he calleé "layout"

- but reporte 1srgq1f1cant .dlfferences. oo

'“Parker (198I) recommehaed‘uSiﬁg‘a large
. » ‘
dom1nant lllustraglon when appea]Lng to theJQ
senses, ta d1rect10n presumably appllcable

S ' Q
. to. tourlsm destlnatlon advettas1ng.
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. . . “ " : ' . L : .
‘ ', since the . c0mbinat1on of illustration
+ elements represents an important creative
\ b . TR W o e v ,' . ..‘. : E :‘ °
| deciston, it was 1-nc1,ud'e“d in ‘the present
- study, ’
. .
Number of ' . o

Illustrations: Past researchers have had 'mixed .findings
. Lo \ L N, . i

regarding the nuxlnber. of i‘lllust;.rations shown
o : v 3 0
. X in an ad Holbx;,ook and Lehmann- (1980)

showed increasing attentl’on w1th lncreasmg

RS 5
number of” photos, and ‘ael Kofron ahﬂ”“l“"

! .’ ' Burgf (1968) and E’l_etcher wan& Winn (1974)
- ey P . . -
“fOund 4B lzlole ’ 1llustrat10ns superior, -
"4 . . 0:
o ;whlle Hén& (1973) reported a negat:we.ﬁY
: ‘ effect. © - \@ L e o ;
; \ ' . o ("7,  ;~¥j.‘F#? L »
* ' .’. ‘ " . . \‘i, Lo - # ' “"‘ B N ¢ ‘
. . * ! . - AL - A R
Il stratxon e - R ‘ e . LT _
© Siz ) ~ From Twedt (1952) +o Finn (1985}, thg size™
, " of the ilﬁlustrat‘ion‘hasf co‘n,s"i ently heen . =
5 _ ' s".hown to be a majot determinant of .’5&,‘
S R "~ attention. ~» HQweVef”," ‘there  have bedn
M . v differen'c_e,s,,in the way illus‘t:etion s"ie is
measm:ed, ' 1 “e'.""-““kby , computlng actual *
A . X 2
{ . ’ / q N g - :
1llustrat on’ area: -in’ square 1nches or
. -~ Jsquare .k' centlmeltres . or" b‘y K cbm'putincj
) o 1llustrat1on area as’- a proportlon ©of the

tot.aJ. spa_ce in the.adver»tlsement. In 1962, N

72
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o : , K o o
) . . . \ . . . ) ' ) ( ) o 0 -
Ulin (reported 'in Fletchetr and Winn 1974) . \
found scores were unaﬁected b-y; the w
N ’ - ! . N Sem
dlmen31onal 1ty of the magazxne page and '
¢+ that ... reade;s vtew ‘an  ad  in ’fhe &
L ~pgpe;spe‘ct1ve, of the, m?gazme in wh;;h' 1t )
appears." Hence the use of proportional
. -+ . rather th#\ actual dimensions in- - thé‘
present sgudy.
":; M
i} ‘1_‘. . ' ' 5 .-
Illustration ‘ ' ? .
. Shape: ; The shgpe of. t:he 1llustrat o
. '
© 4 ‘,
Illustf;a‘t_ion' % .
sition: W ‘
i SRR < A
F. _Atten.tlon of pOSlthnl'ng an Lllusf:rat:‘lon at
LY v ) «\; . )
the top of the page. This is the only %
study among "those ewn'edv - to, look :at':,'
- o ‘,') oI T . M
' ' 111ustrat1on posn:an *‘Efect.’ COdlng wars N
I ' -7 -
T wfurbher expande“ 1nt the presd‘nt study to ' :
_ cover the' posn:lon :of ‘-the 1llu4stratlonf e
- i ‘ ol K (Y . ‘ . i bl
” S W Eelatlve £0.: the tex( B .y
vt b Felative coithe redts
T e e . . N
‘ S W B . 3 . | R
\'\O A .1 “' .: . - . 7 N
.- “'l " ; K . . . s —
. N 'g, " v Lo ’
~ \ ‘."» I3 h I' " “,\‘ ' + % ’ “, [ 20
3 vA : .%~ . ! - .
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' TABLE 8:. CONTENT VARIABLES RELA’I‘ING TO
o THE PICTO,_IAL MESSAGE

o S AL ADS ] Tﬁi ADS |
vVARIAB_L',E Lo . i ' (567=100%) (426%00%)
SUBJECT .OF - IBLUS‘TRATION'**' - ~ SRR
City lights ® - . ot 2 2 N
Cityscape by day’ _ " 6 6 " Y
Streetscene ., . . 6 # 5 . 2
'Village/townscape U | I R
Food/restaurant. . = = - T 19 21 ¢
Accommodatian "o _ : 5 ; 5
Nightlife - " i ’ 4 _ 3
Tourists , .7 . -ﬂﬁxf’67r' R 70%
Culturallhistorlcal places il 24 Co 22

"Ethnic - fest’:wal/perfogmmg arts. wu C13

 .Visual arts/crafts/artifacts @14 L 12 .
”“?N&E;unals/hosts' ‘ . Y25 e 22
_,‘Béaéhes/coast ' R B 23 {260

‘.‘Boats/salls/rafts ) A o 30-\1 e33% .
Other water - tiver, lakesy sea - 34 2 36 °
Wateg; lls/geyser , ; _ 57 M . 5 -

“Forest/trees ‘ o BT VR 37
“Countryside - | ’ 4 B R
. Mountains . - 25 24
Unique land Eorms ' S G4 5. . 5 .

. Sunset = - : N1 17\

i Anunals/flsh/blrds ' 15 L5 .

’ Sports facilities- “- o S I R 4‘ .
Winter/snow . C o %2 « l6% ‘
Map . - ¢ o B 5 4

: Brochurgs/gu1des - o - ... . 5* "
Transportatlon@vehlcles o 108 - 1

... Flowers o -9 : 9° L

- ochez o 11 13 ®
“KCTIVITY- LEVEL OF AD: o - L g
Actlve/energetlc o . : : 36 R "_38 o
TOURISTS PARTICIPATE IN: ‘ . . ‘

‘Boating - : ' 11 12

.. Other watersports S T e 9 & . 10 .
Adventure =~ - : e T 14 T 14 "
Ski'ing LT ey, SR A R L SR
‘Golf/tennis = T T e 8%

T Sightseeing : L 18 .. . 18w
Relaxing ~ + . - . ' 27 - 30+
Eating L S & | § e L 13x ,
Soc1a1121ng R T o 19

. Romance . . L EEE 20 . 23 Y

I ' ‘ v T

N . e l &, » B . . R . .
1."- i “.-ﬁ R L s . 2 . R ) . P P:%.P .
T i ‘ . . . - N . e ' -
: - ' oo . : ' B . . W
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. | INCIDENCE 4OF USB: o
o | o ALL ADS il ADs - .
. VARIABLE - " , (567=100%) (426=100%) .
P e e su ~ : o
TOURIST PICTED ABE ;
Male on . 6. 6
Female- only oo ' 6 D 6 .
Both sexes 48 N v h 5Ly
'Age/sex unclear RN T
Children ‘.;r‘. 13 - . S B
v '""Senlors N 4 A
ﬁTESTIMONIAL USE: ',Q " , :
Celebrltyéexpert A ' 2 e 2 ;
Cit g 5 . e &
N‘o..‘ tlmonlal f; ' 93 . 94x
sps@ ALngggTING EFFECTS . _
e v 3 37
_"ﬂ‘ Orange/yelffbw nght )2 %12
“pigk/1lilac. llght 7 =7
Reflections off water 10 10 e
Night floodlighting . RN W‘Wj? Vg 520
' None of above e 71 72%
) . .. .
s " LI .
- o .. R
o &l 1m1nated, jrom the multlple regressxon analysi is. B )
x Al t, »fguc:th'”“’llustgatlon subjects were coded on An
l scale from 0 to 3, incidence reflects any. L
Tince ion of the subject. ' ‘ Lo
. ‘L . . N
. 3 . '
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The content variables defined are highly.
rd 'y " , \ . }’ “ . " ] \ '
S specific to  touri'sm destination adver-

.76
People:
;txsements and generally cannot ‘be compared
‘thH other research results. 0ne»except1on

telates to the inclusion of product and

¥ o ' a :peoplé in the illustration.

‘i.g ;td% at uar trends showed lncrea51ng deplctlon
v . ;
; ,pihtﬁb proﬁuct alone (14% in the’ 1950 s to - -

75&“349% in the 1970 $) and decrea51ng depiction

ﬁapo&g'product ang people in the 'adver-
Lsement dec11n1ng from 74% to 40% (Pollay

5){ Desplte thli'trend, Parker (1981),

RS, "

= In dlscuss1ng effectlve prlnt advertlslng,
* ""r.

LNplgrecommended showing a product in use. Th1s

L ? presumably w111 requlre the xnclu51on of_a,//

Loy user in tourism destlnatlon advert1sements

.

K4
‘ mi’ z f‘".*w‘;"‘ /~|* 4“.. . ..l ,. ) N ) . ‘ |
T o H’l\etchem, and Winp (1974) and Holbrook and

—— 0

. ‘_;;_’_ :f1g mehm;nﬁ 1980) €ound tﬁelnumber of people
o, "’1"'; “Qh; ad dld not significantly atfect
! SR Reéaershlp ; Scares; “Anderson (1960)
“t'i . 90ncluded . that showing 'PeOPJlme _sdﬁeti@eSL:“"

reduced interest in an indugtrial product..

‘c - . . R ) i
. . M 'r ) ' . »
N . - !
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Hanssens and Weitz (1980) found the

‘~iqcluéion of a wgfhan in the ad pdsitively

>

influenced scores for routine and ‘unique

}
“

products but showing a product in action
had no effect., ., -

N

3 ]

. » Tt A
" . - Proprietal ad tests conducted for Alberta

y .
. .o, . “,

- Tourism have repeatedly 1nd1catedmthat the‘

. advertisement . e

Y

. In. the present study, codes were set up te'

e 'cover-the.incyusion'of tourists in the

n

. ' act1v1t1es in which they were. shown to be

part1c1pat1ng (1 e. pnoduct_ln uséy .

PR

-

#

S . LI

ffion' of people in tour1sm ‘ads allown

;@p the zeaders to pro;ect themselves into the .

i1llustration, their sex and age and “the

Rt

oA

Subjeckts: . Mbst 'tburist destinatiohs "can offeqv a 

\ *

varlety of tourism experlences or p?ﬁducts.

Each subject deplcted 1n the 1llustrat1vei

".

e .

mater;alf was identgi fied and its- imp‘o'rtyzance'

. . '+ _in the total plctorlal nix goded  .The

objectlvé'here was to establish whether

77
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. €.
. Activity:

¥

v _'h"b

. .Testimonial:

b

certain‘aspects of the product have greater

power 'to generate readershig than others.
: ' 0

Parker - (1981) reé@%@qued' using
Rilkpstrative material ‘which is not static
o R w )

»~ & R .
" and Anderson (1960) found that action in
industr¥al ads was“related‘to higher coupon

. e .

returns than static illustrations. A code

3

was indluded to allow subjective assessment = g

'of the activity in tourism ﬁdestihation
R Y. ,
,advertisements. :

s

- . .
3 . >Y

Although testimonial 'ads are

frequently, data collected

shogwed  an  average ., 26%

ndorsemefit was -

' Attention when cg¥ebrid

. used, but - no ,vsdch diffe:ence v fpri .

¥ wdgemn -

et
non-celebrity testimonialf‘ (Starén' Tested
' CbpY vol. 1, No. 10). ’Tﬁé incidenqeiof;us% 
of testimonials in tourism destindtion ads
f‘i;'similar to generaf usége in the l970”s;

,'Pdllay (1985) ‘demonstrated = a radual
)

decline in the use of this approach fxom

in the 1950's to 6% in the 1970's,

- e i

-



“,

Lighting

Effects:

Scenic pictures in tourism destination ads.. .

-

o4 _
- are frequently shown under "unusual"

. monitor the influence on readers

lighting such gs'at sunriée/sunsefﬁb; where

there is an interplay offligam nd water.

of such

effects.

VARIABLES CONTRIBUTING TO ASSOCIATION -

‘Compd$ents which - were considered- ‘to  contribute to-

" Association in this study were those which correlate

-

-

strongly with the Association Readership Rate‘(see Chapter

IIT). Table 9 and Table lofﬂﬁhich fbllow, cover variables

selected to describe the ‘Main Identifier, the Starch

Identified Signature and - the headlire. Since the- same

' variables were used for the Main Identifier, and the

fq.Signatgrei both are shown s+in Table 9,‘yhi1e headline

’

variables are shown in Table lo.T/Fppendia_A3‘details |

~coding instructions for the identi

q

for §hose relating to thé headline.

ication variables and

¢ -

A

.
\ Co -
RE

€



“In text

“TABLE 9¢

'VARIABLES RELATING
NAME AND STARCH IUENTIE

\"

} TO THE DESTINATION'
'IED SIGNATURE

]

N

'SPARCH SIGNATURE
' INCIDENCE OF USE .IN:-

1P4 ADS
(567'100%Lj426*100tt

LOgo/ngnature

- total »
- in coupon
—ﬂqlséﬁnere o
e I PO .
Part of name/
address
. - total ,
- in coupon
.- _elsewhere

In caption
On brochure/,:
literature’

None

‘=§ VISIBILITY IN

Tos %

.I‘eﬂs pf°m)~nent,f \ ‘?} 2” ': :'L‘J‘,,‘-

COMPARISON WITH

“HSAD%INE.

Spne as headli
Weépromynent

v At

ne

£ v
3

W iDENTIﬂIER(S)
j. ,&c B INCTDENCE 'OF USE IN:
o foTl TALL ADS 1p ADS ALL ADS
‘ ARIABL§ (567=100%) 1A26 100%)
. A -ALL MAIN ALL® MAIN
‘ % ID's** ID  ID's** ID
PLACEMENT: ' O
In headline - ’
- total: 62, 42 61* 4L 12
- 18 headline 7 7 8 8 5
- headline .
subject 21 14 20 - 14 3
- headline “ ’
object 28 17 26 14 4
- part of-
headlxne 6 4 8 5 -
L In themeIIne, . '
- total 39 22 42* 26 25
"= themeline - )
* subject 25 17 27 20 19
- themelim * : Ve
' object g“ 13 5 14 6. 5
-.part of- , -
' themellne 9 1 L+ 1 -- +

-

80




Cew
e

. -+ IDENTIFIER(S) . -  STARCH SIGNATURE
' INCIDENGE OF USE [N: INCIDENCE OF. USE IN
. ALL ADS . T1pF aDs TALL'ADS . .. 1P4d ADS

VARIABLE ' (567=100%% (4R6=1D0%) (567%100%) {4264100%)

‘- . AEL "MAIN - TALL MAIN, D
’ ' ID' s,l** ID Lt ID‘ .s*.* ;Iv 1 IEROANE-S e S o ttf s
’ . ' ' . . . * * Ve
PERCENTAGE ,OF T o !
AD WHICH IS A - L
NAME: . L 2K 2,5%% ILLLE IRAL
- .PERCENT OF ‘AD . -
HEIGHT WHICH IS ‘ . ‘ ,
NAME HEIGHT: , grxx Y LA Jran Jran
POSITION IN AD: ' , ‘
Sggead across . o
top ' 15 17 4 s
"Top left 3 1 + o
+Top .centre 1 L* + +*
Top right 3 3 1 1+
Spread across ,
middle 2 3 -- ' --
Middlie left 2 2 2 "2 -
Middle centre 4 5 2 1 a
Middle right’ 3 3 4 5
Spread across ‘ '
¢ bottom : 17 . 18 13 13 /
~Bottom left , 5 5 8 9 ¢
Bottom centre : 7 8 9 . 10
Bottom right : ‘37 32 . 56 53
Left column . + .- 1% -- ‘ --
* Right column ) 1+ + 1*
\\S$§Q¥%1 + -— -- —;*
Nquv‘ - T : - ~ 1 +
'PRESENTATION: | .
estination name : : . ,
only #*#x¥" <24 24 19 19
Includes an ‘ e : -
addregg **** - 4+ v 4 .14 - 15 e
Includes a N ) : L ' o :
. themeline x*#**x 3P 3¢ . 36 - . 39 .
Includes-an ] S . S e
illustratisn - 3 Y - 49 - 50 v
'Reverse type Lo 29 - 28 18 e 14%.
‘Print in colour , 29 o 32 3 28 -
N i B et . 2 EE T Y c a .
T AT § L . : :
. ." ‘ a : . v : N 1 ‘ ‘



.t IDENTIFIER(S). . -

INCIDENCE OF USE IN:

“32'

STARGH.. SIGNATURE . .-

"INCIDENCE OF USE ™

]

. S ALL ADS ., 1P4 ADS ALL ADS. - 1P4 ADS ;
VARIABLE +(567=100%) (426=X00%) - (567=100%)(426=100%)., *
ALL- MAIN- ALL MAIN . ‘ , ¥
ID's** ID  ID'st*. ID
.Includes Do » . . A
(an)other ¢colour 27 : 29 ) ‘39
. Not horizontal . 7 6 5
' SIGNATURE AND
- MAIN IDENTIFIER . S
‘L?RE THE SAME: 63 .62 . 63 62 ¢
o El1minated fréh multiple régtessioh analysfs'
Rk Although 1dent1f1ers are coded on an ordlnal scale“
from 0 to 3, incidence reflects any placement of ‘a’
name 1n that component . A
*hk InterVal,measure;‘incidencé;ﬁeflec;s median.
.f*** Cbntentvvarfables; all‘others‘are,méchanicai.
R 'Lessﬁthan'o.gg.
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S+ DESTINATION NAME

N

Placement:

.‘\\

P

\ K
A measure whlch has frequently oeen used in

recognztlon research }s the number oﬁ times
/-

the name of an_adverllsed,product appears{in '

the ap<?e;g¢'ValyénteAiS7B with'positive

impact, Holbrook /and Lehmann L9§O;With'no

N "y . N ,/ ¥ . . ) A
51gn1f1cant hmpact). v51nce the Assoc1at10n .

.’ u’v

Score 1s deered from seelng/readlng thei
¥ ‘

‘name of the/product anywhere in  the ad,
‘ .o .
rather than count the opportunltles to see

‘(many of whlch must be burled in the text

since the*tourlsm product 1tselffdoes not

’ / ;
carry a dabel),lthe placement of the ‘name by

component 1n which 1t appeared ‘was coded
o i S

/ ~ e

/ ~ | o

"

. Comparlson of the positioningjof ,the Main

Idéntlfler and Starch Designated' Signature

/ .
A \r,* Ar

shows that the most prOmlnent ldentlfler is
. ] : '

) ,most often locatadgln the he%dllne, whllemf

the Sﬁaqﬁh Slgnature is 1nfrequently located

there.

£

Identifier size was measured in three ways:’

as a percent of total adrspace}‘hefght ds a
‘percent of total ad heiéht,€= and prominence_

R PR C- ’-

SIS

B E
K
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R

( hlS)measure was somewhat more. Judgmental

. »
.

1n comparlson with the . headl1ne Dlamond
(l968)-used the concept of ratlng promlnence

of the brand name. Though he concluded

-~

promlnence had 11ttle effect on readershlp,

7/

than tpe relatlve assessment of prominence -

against the headllne.

. .
- . ‘ ‘ ; .
: &

v

84

Holbrook 'ahd “Lehﬁahn (1980) "mealured N

31gnature space ‘and type s1ze as dld Finn

(1985),‘ both w1th non- 51gn1f1cant results.

Since thesg researcherS' dealt with the

‘.

Starch rdentlfledﬂ’51gnature,‘vwhich ‘s’ not.

[}

necessarily the most important in- creating

Association, the'measures‘were iqcluded both

.

" for the Main Identlfler and the. Slgnature.

. A
«

In addition, rnstead of following prev10us

\

researchers‘and measurlng actual Eype size

in mllllmeters, . relative - height - %as
' PR |

establlshed on the hasis that the same ad_

Fh for example, Reader'leigest-and the New
' . I

‘Yorker, would have ‘a dlfferent actual type'

’ size but the same proportlonal hezght Thgs

L)

dec1sxon follows the ratlonale used sfor»‘

Qmeasu:ingvlllustration space versus square

o y S »
centimeters jof illustration. \;>//f/
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B RN

L Positiop: |

. Presentationm:

» . S : *
48 top or bottom -and..

‘study.

thtle attentzon ‘has “thus fa: been paid to<

P,

where the name is: placed in the'ad itself,

_Flnn (1985) categorlzeg\\zignature ‘pesitibn
1

. l’) . - . X ‘ . . , .
showed a positive ° contribution to
'Assoc1at10n " when f‘the Signatnre ” yas .’
p0s1t1oned .at the top of .the ad, . Mere;'

ﬁdetalled posxtlonlng codes were establ1shed

L}
B

for thlS study.

N

paTker . °(1981) - recommended ' a "chaste

. N : ‘ o . ‘y . ‘
signature",.i.,e. one which would not include
g A

ve

.2 logo, list of offices, address or ' phone

number.  He also recommended av01dance of'

——

purely artlstlc typographlcal effects. Finn

KLQBS) anluded E&ve descrlptors relatlng to4

the.presentatibn_of the Signature and 'seven -

reléning to ‘the p;es:g:ation‘ of the 1laqgo.

He found that a Signature which included a

!
H

R 1ogo add  a Signature ngﬁeh 'comﬁined a

plcture and word contr1buted pOSLtleﬁﬁy to

-Scores. Several _of. these

-

ft or right and -




Signature.= . -
Main ’ ‘ . R
Identifier: Finally, a code was included.to identify ads

N ]

14

¥here thé Starch Identified Signature was
the same as the Main Identifier. While.
. three ifl five ads showed this overlap, there

u;emaﬁn a sighiﬁiCant differences between the
;wo ,ea;dres dhiéll the other‘Variable§; 
coded, ;,. |
. N > A !
HEADLINE

, o

— e S T roe,

Many of the vdriables used .to describe a headline are
b similar in concept to those used for the Main Identifier

and. Signature. Mést are considered mechanical.

Presentation: Parker (l98lf ‘made séveral ”suggestions
l /1;egarding .executﬁon‘ of’ an ﬁéffeétivé .@ggd-
line. These included tavgidance of seﬁting«
typé-at an;ahgle, use of blafk type, and'u$e~

o% upper and lower ciase rather‘than 511
capitais. Finn . (L985)‘,,fésted thesé.
sggéestions but they did not .appear .to
-Jinfluence readership. éincé these ideas,had
not be%p tested by otheﬁlreseérchers,Lthgy

were inclu&éd in the present studyf'



N
- Top centre ‘J;& /
Top right~ S P S

~Middle left

Middle right

\

,.j4

INCIDENCE OF USE IN:

, o
. .TABLE~LO* MECHANICAL AND CONT&NT HEADDINN'VARIABLES

[ ot

VARIABLE'

ALL ADS

al(567= 10045

HEADLINE PRBSENQ?TION.

N Reverse type

Print “in, celour

" All upper case”

-{one size)

‘Not hotrizoatal"’

POSITION IN AD:

_ Spread across top

Top- left

- TN

'Spread .across

middle .- - . _%. ﬁ;‘
Middle centre ¢
Sptead across

‘bottom:®@
Bottom left

' Bottom centre

Bottom rlght

Lef: column *
Right column
More than 1 place .~ -
No headllne ; ' *

POSITION RELATIVE TO _ -

’ILLUSTRATION/TEXT

Superimposed ’ o
Above 1llustrat10n '

Bglow illustration .
N§X§ to v
illustration

Above text

Below text

Between illustra-
tion and text

Combination’’

—a

36 .
17

N
AN

W
O oW

L4

. =
(G N ol

+ L=+

18

— W a _\

-4

36

16

1*

1P4 ApPS.
(426=1

+*

e, .
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_INCIDENCE OF USE INts

o ... . TALK ADpS 164 ADS
. VARIABLE o .(567%100%) (426=100%)
NUMBER OF LINES IN o \ S
'HEADLINE: ‘ o 2k o 2%
NUMBER OF WORDS IN B ‘ : o
HEADLINE: - ., . SRk . Sokw
PERCENT OF AD wHIcK . | -, /
IS HEADLINE: : , S*x L Gaw
PERCENT OF AD HEIGHT -
"WHICH IS HEADLINE : S -
HEIGHT: ‘ ' T o4kk Yuk
s o ST
HEADLINE CONTENT: L .
Personal reference : 17 18
Inéerrogativef . S R S 1
Imperative ‘ : 20 . 19
Offers newness*** : 6 : -5
Obfers user benefit*** : 44 44
Descriptive of _
destinat;gg*** _ t 24 21
.Imagerfr4* ] 1S 15
* " Eliminated from'multipie regression analysis,
. R Inte;val-measure; incidence beflects median.
#*%  Content variables; all others are mechanical,
+ LeSs than 0.5%. .

i
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* ’

the headline was. ﬁéa5ured'in.several ways.

S - . .

* . Anderson (1960) found that positioning a
. 2 .

«
-~

headline right at the bottom of the page

L _ |

under the illustration.resulted in higher

ﬁz . . Readétship Scores; Finn - (1985)° fouhd

‘advantage in Associatiop.‘for a headline

loéated"at the top of th&_wﬂam
. . . o 29 “,“

M

study the same'detailed”CQGe

for the Main Identifier and Signature were

used to position the headlin& in the ad,

IS

in addition:,the pdsition.of the headlfhe in

the. ad relative to the illustration or text

was coded. Starch Tested Copy (Vol. 1, No.

8) reported that although 59% of 2,500 ads

~

tion, position beside or below the illustra-

4-Eion provided an. 8 to 10% advantage in
Noting Scores. Similﬁ;' results were also
~found for industrial ads (Starch Tested Copy

vol. 1, No. 12).° )

/» §

. 1‘.5? . Y .

Size:
B ) E _ A

by reseatchers and in different ways. A

_ position: ! 55‘ w?th the ~illus€ij9ﬁoh,, the poSition‘ df.

olPr this

ks used

studi;d had ,heéélines above vthe iilustra—,

Headline size has been measured repeatedly ‘




Content:

’ .

. - -A ’ ‘ )
linéar';ela;%onshigi%{th ﬁeadetshi;iSCOras
which decline Jith fncfe&sing nuﬁbér _SE
words and number of lines in the headline
was demoﬁétrated in Starch Tested Copyf(Vol.
l; No. 8 and vol, 2, No; 50). ﬁoséi:er
(1981) found the number of "wo,&djs in gthe
heédl{ne   impactéd ~ Associatiqd Scores

e e

negatively dnd Holbrook and Lehmann (1980)

. found a similar relationship for.words but

‘& .

"relationship.

‘not lines with Read Mést Scores. s However,

others (eg. Hanssens and Weitz 1980, Finn

1985) ' have not found a signigicant

‘1!

-

Headline siz; has also been measured in

terms of the amount of space taken in the' ad

and in terms of'the‘héight of the largest

letter as a percent of total ad height

(Fletcher and ffin 1974) Jr headline type
size (eg. HgldbrooK and Lehmann 1980; Finn
1985) . "Again, there have been 'mixed

results.

__‘:/ t
e T - -
v : -

~Dunn and Barbaq/kl974),distingdished seQen

_ , e ) o '
different types of headline including one-

’ 1 »/'

I



a"m\

B
e

containing \p\'\md.uct nNews, 'ori“a_ phrised 'as a
question and one commanding the reader to do
. something. Soley and Reid'(iaﬁ3a)'found no

significant :élgtionship between Dunn and

Barban's types and Readership Scotes, while

V:.ROSSiEer (1981) - found interrogative and

“yimperqtive ‘headlinestkloaded nﬁgatively on

Associated = and Read ' Mdst Scores

- ’

respectively. - However, 'Sbley.,and Reid

(l;QBp) could not duglié%te theée reéults:

Myer;k‘gnd ‘Haug (1967) in aﬁn xperiment
| ¢6mp$r&ng .memorability“‘of declarative and

interroéative headlines‘ﬁdund-n;'significant
4differeﬁces between them. | |

'Sta;éh‘Tested Copy (Vol. 2, No. 17 and Voi.ﬂ
2, No. 18) noted that higher scoring ads
were "Outs;andingly-‘characterizéd by 'news,

curiosity, freshness in picture and head-

line". “In Vol. 1, No. 8 Starch sugggstéd

that headlines containing the word "new",

"now", "at last" or “improved" were likely

to catch considerable attention.-

Rossiter (1981) and Soley and Reid’ (1983b)

found that use of a personal reference to

g

91



“the reader (yog)you:T~ in the hpadfinn

related positively to ReadershidP Scores.

Starch Tested Copy ‘('{ol_. 1, No. 8) also

- recommended that the headline "addéesh the

-

. teader either directly by using theg word

L 2

'you'" or by wusing a construction that

cléarly implies the same."

~

32

Parker (198l) recommended that headlines B

g
co;‘hin a clearly 'stated promise of a

well-defined benefit, It was suggested .in

‘Starch Tested Copy (vVol. 1, No. 8, vol. 2,

No. 18) that a headline should appeal to the

——

reader's self interest by referring to a

specific reader problem that is associated

with or creates desire and then offering a

specific'benefit or splution to ‘the problem.

Finn (1985) included a variable ‘heaq1ine
offers a benefit' but found no siénificént

impacts.

Following . the © <classification scheme , 

described by Myers and Sggket,cl981), three

categories .were established to describe the

content of tourism destination advertisement

>
headlines. These were: offers the user a

ad

by

[



\

L.

L] [

€
¢ A
¥

benefit, c;éch:.iptiv'G of the déstlt‘\a'tidhm {an.
-approach éeporéod by Starchinot'to holé thé
reader's interest) &ndk lgagezy/expre;sive—-
ness, . The 11‘1&: " covers expfdss;Ve
~properties'ﬁoﬁ‘fnirinsic'té ﬁhe‘pféductf;

. which may'say'mofe abgut th; user than the
| éroduct Eﬁéaif.v - | e

Several researchers have examined the effect
& i - .""

&f inclusion of the product name in the
- . K -t

,headline. . Varying results have been’

obtained.  Starch Tested Copy (vol. 1, No.
8) r;ported no diffgrence in scores when
.;Brand names were included in the headline.
Rossiter's findingsi(l981), h&wevér, suggest
the position”BEWthe productﬂhame as the.
e;aline object- is advantagééus. This

aspect has been included in the present

. ' : . . / .-
study under the destination wame placement

variable.

{
¢



Advertxsemant acomponents contributing to Elaboratzbn uo

measured ' {n Starch Readetshlp Studies include all text in
the ad.’ Thus, for the purposes of this study, comp¢nontl‘

contributxng to Elaboratxon incrude the texty qaptioqs; o

!“and any headxngs other than the headlane. Because o€

thexr‘hagh correlatxon with Read Most 3coges (see Tab&e 4)'

‘wr1t:en matérial in the ads, and Table 13 covers bhe.,

coupons - are 1ncluded hcre too. Tablea 11 and 12 cov.tﬁf’;

X

mechanxcal and ‘content ba:lables used to desc:xbe the”

A
b

coupon descrlpcors and presence of other call-to-action
‘ , e .

variables,, . Apﬁenaix a4 dgtgils codiﬁg instruetions foﬁ

these variables. ” ' ' : =

TEXT ’ : ' , .

- Presentation: Whlle a number of tesearchers have studxed

[~

‘various aspects of the quantlty of ‘text

used, few have pald attentxon to the way the
. & N

text is laid out. Pparker (198l) ;qcommended :

: AP S ST
~that long copy be broken up using visual
contrasts such as subheadings and that‘smarl

pictures be éaptionedg Starch Tested Copy

(Vol. 1, No. 12) provided evidence that the.

v




" Top - centre'

“TABLE 11?’ MECHANICAL VARIABLES RELATING TO THE TEXT

= T

. INCIDENCE OF USE ING o

e S - ... _ALL ADS .
- VARIABLE e T (567100%) ¢
—————p : , - T

?

TEXT PRESENGATION: . i

" -Intergpersed with pletures 13.7°¢
- .Paragraph headlngs Y2
" With numbered p01nts e -2
Captions to photos.. o O 1 1

" Most text .in cdptlons RSPt S I
Text not’ Eazxzontal ‘\‘ RPN T

No .text o 3

V'POSITION IN AD: o
. Spread acr6ss top . 7
‘Top left =~ Lo

.

‘Top right(™ .
~ Spread ac 5. mlddle T
k;Mfddle‘Ieft .
".'Middle centre
'Middle right . .
 :Spread.across bottom . .-
- Bottom left .
' Bottom Qentre'_ :
Bottom right- TRy
Left column . '
~Centre column
Right column = R
- Scatteréd - . ¥
S .Qver:. 1/2 page_~» e o
‘No text [

RN

.,TEXT COLOUR AND O R 4
,BACKGROUND***'f-u- o '
Black on white
"Black on. colour .
,Black on,111ustration‘
. Reverse on-black
‘Reverse on colour
.Reverse on‘xliustratlon
. Colour on white
_Colour.on: black. -
Colour on colour
<Colouq on-1llustrat10n

iAvaaAcE NUMEER OF LINES R S
N CAPTIONS T

R

2

2

4 3
-
3
e
. 4 '
20
15"

1

'
3

3

5

5

1

3

IP4 ADS
(426=100%)- -

14 ‘ L
26
1

Csx




f

/

" NUMBER OF BLOCKS OF COPY

‘IN LAIN TEXT

NUMBER OF LINES OF COPY
PAIN TEXT: - -

 NUMBER OF WORDS IN MAIN
TE*T. - n K

PQRCENT OF AD WHICH IS
MAIN TEXT'

o MoDAL TYPE SIZE RATIO
I§ MAIN TEXT:
MBER OF TYPE STYLES/
ZES IN MAIN TEXT:

] \

'VARI&BLE : L " ‘~/'- 

“":‘\;'«I " e ; . *‘; ‘
INCIDENCE . OF u§é IN:

TALL ADS 14 ADS
(567=100%) - (426=100%)

2% % 'lit

. Lgxx L3**. *
50;§9**‘ 50'9§**, 

— B gev
‘/*.k'*ikt A 7'**\
PR Lee

" Eliminated ﬁromAmultiple\regression ahaIYSiS;

incidence reflects median,

from- 0 to 3,  the.

‘re esents any use of that colour comblnatlon.

f
*?
o S
o kX Interval measure;
o . S
* % K
| an. ordinal ‘scale
e Less‘gpan 0.5%.

S

/

/

96

ek Although’éach text cblou;-combination was coded -on -/
1nc1dpnce//
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'p:qsence of a caption to the main iiluﬁtfa-'
tion had a beneficial effect on readership.
. . N . & ’ .

The variables incluyded dnder Presentatlon

1dent1fy ads uéxng some ¢f these dev1ces.v

Position of the méin.body of text’in the ad

~was examineduby Finn (f985) as beipg,Ft the

'xt_p or QQ£;9m, ieft or right\of the aa but.
8 wa's hot found ‘to impact Readershlp Scores .
Thls Varlable 15 repllcated here u51ng more

detalled 9051t10n locators.“

Colour: Parker (1981) reéommended thé‘ as
. N ‘

'anyth1ng“kthat, makes'

“difficult.!

. copy over h'illustratiQn, ilkqgﬁratianOVer'

. ‘ Y. S o _
- The. EateQnyxﬁTextfoo;our and BéCkgrQUhd;,
'~°°Versp;‘the &omplete  ,5$€‘-'°f" 9ossibEgﬁ-‘
cdmbinations 6fkback§round‘ahd prihf colou:r:

in an ad" and waS coded accordlng td‘the

. ,extent to which each comb1nat10n was used
] ‘ ‘\_ \




|

Quantity:

‘Daniel Starch (1966) reported a 1954 study

which demonstrated f”a negative lineat
'relatlonshlp between number of words in the
text of an ad ang ASSOClated and Read Most

Scores, with. ~ thHe Elaboratlon ?,measure

98

y

berforming'bestfwheré_there‘weré’SO words or

fewer . ‘sEargthested'Cdpy‘(Vol. 2, No. 20)
reveals a 34% advantage 1n Elaboratxon for

%ValIVStreet Journal ads WIth fewer than 50

.words, and  a 17% advantage for thdﬁé with

I

 fewer. than 100, but = no significant

&

difference ih ‘Noting Scores. .

Holbrook and Léhmaha::>§l980) found" no

,

51gn1f1cant 'impact on~"overall Readership

Scores for any measures of copy (number of
v 7 T

. N : :
blocks, number.oﬁ‘ﬂﬁnes, number. of words,

copy ' spase, modal typesize in millimeters

and nu$QSF of" ifferent’typeéizes in ad).

Le o g

In cdgtraé;,‘Diamond (1968) found that wheh\

the numbef of wordé'inithe copy exceeded 50

‘' there was a decline in Readership Scores and

éspecially_in the ' Read Most Score.  Fletcher
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~.w'\

99

ahq;winn (l974)_fQundia negétive téia£i§n;

ship between the number of words-.and the

Assoqfatidn‘Score apd‘Valiente (19731‘fodhd

a similar relationship between number of
_gprds'and number of dopy blocks and the

Noting Score.

y

Finn (1985) repor;edﬂavpositive'relationsh}p :

~ between 'the number o £*.copy lines and Noting

Scores. ' He. also found a negative

relationship bézﬁeén‘agjusﬁed‘copy space and

Noting, but @ positive  impact ~of this:

variable on Elaboration;_'Like‘Fidh;gﬁgﬁdon
. (1973) reported that a small’ ared of .text

uéontributed to the prediction of thé'Noting

Score but Hanssens and Weitz (1980) found ﬁo\

“

significant contribution from text space;
number of words or height of the largest

. copy size. |
. . : . -

2 .
&, . . .
& . (

Given";he ‘varying results reported, codes

‘. were allocated for.each of the measures

‘undertaken' by other researchers, i.e. number

of'copy lecKs, lines, words, and typef

styles/sizes. Space taken in the adfand

-
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Information:

(‘

Appealsi

‘

s 8 | . v: L/ ; \ .‘

- )

type height were calculated as a preportiOn
6f the ad/page. In addltlon, a varxable

recordlng number of llnes in the}capt;on was

3
v

added.’

As with illustration variables describing

‘the content of a tourism d€stination ad, the

content variables describing the swritten .

maéerié;.‘were also highly. specific to the

product gtoup.v

The 'first variable describing the spécifi-

cit§ -of information in the text ‘was  a

'sub]edtlve assessment of the extent of use

of -hard factual 1nformat10n on a f1ve p01nF
Scale..

Y
The actual types of specific/factgal infor-

mation .content were classified into. six~

groups pertinent to twurism.

“Twenty-nine tourism specific appeals were

established from the content adalysis of the
advertiseﬁents. Classxflcatlon was based on

both the presence and relative 1mportance of

‘e

o+

i
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T»BLE 12¢ - CONTENT VARIABLES RELATING S

TO THE WRITTEN, MESSAGE -

4 N o
’ ' _INCIDENCE 'OF USE IN:
- o ALL ADS 1P4 ADS

VARIABLE . (567=100%) (426=100%)
séacxvrcr%y oF

* FORMATION IN TEXT: \ : .

~ Strongly general (1) _ - 23 25
More general than specific. (2) 44 .44
"‘Mixed (3) 15 - : 16
More factual than general (4) 5 . 3
Strongly factual (5) , 10 ! 9 .
No text/obscured. o } 3 Co v 3_‘
~ FACTUAL INFORMATION CONTENT: ‘
Price/specials : _ 8 - , -5
.Services/distance 4 12 8
Information” source 81 : 82
Speiific names v . 50 ‘ ‘ 48,
Background information 18 .17
Statistics/dates : ’ © "33 S 3!;
APPEALS USED*: o
‘Hosp1ta11ty/fr1end11ness 38 ' , 36
Natural appeal ' - S 44 : 41
Comparisons with other ' IR )
,destlnatlbqs 14 13
Everything in one country °6 : 6
Desirability among others . .

(status) : 5 ¢ 4
Dlscovery/surprlse ‘ ' 21 ' 22
Appeal' to emotions b =7 5
Price value/exchange rate; q\»' 32 o 32
Memories/memorable om0 T o 8
Good vacation destxnation ~» -10 . 9
Superlative . _— " 30 - \ 26
.Shoulder season . : 6 5
D1vers1ty/ch01ce ' 16 15
‘Accessibility - - . ' 13 9
_Lack of crowding ‘ ' 9 ’ 10
.Urban -appeal = - =25 S 124
Foreign/different ; 27 23
Beaches and sea - . 26 - 25
Resorts 13 14
“History and culture + 47 : v 44
Climate/sun - ’ ) .19 : 22

" Relax/quiet/slow down S N : 12
Skiing/winter s 9. 8
‘Cuisine/restaurants S 30 28"

Nightlife - n N 716 : - .17

ool
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VARIABLE

A vEnglish—speaking

Accommodat iori
i ‘Shopping
‘Sports

EVOCATIVENESS OF TEXT:

Not (0) . : .

Somewhat {1) : ,

Highly (2§ = - NS
AS

INCIDENCE OF USE IN:

A

*  Although appeals were coded on an

ALL ADS 1P4 ADS
(567=100%) (426=100%)
\ J

4 3

25 25

24 23 .

28 31

26, 26

34 35

37 37

ordinal scale from 0

. to 2, incidence reflects any use of that appeal,
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since .thd main theme was

( ‘the éppéai;t,
frequently stated by the headline, this
compeonent: was included in the clasgifi-»
cation.. As with the illustration subjedé,
the objeétive'here'was to‘establish whethgr

.certain. messagés have greater ‘'power to -

generate,readership than dthérs.»

Of these appeals, only three-are‘measdred; )

inﬁfbéir>generalizéd fqrﬁ, in fhe literature

examined. Pollay (1985) devscri‘bed a‘deéline
in the use of s?éi7tactic of general
éompetitive 'comﬁari;ons "from 37% in the

(ﬁ iéso}s to 19% in the 1978's.. The use of

superlatives is similkr 'to Preston’'s

deiinitioﬁ of pu§fery;~usedjby yanden Burgh
ahd Bartlett ) (1982), who fo@pd no
signifiéanﬁ difference in Readershié Scores

where pufﬁeiy was and was not employed.

vHolbrook ‘and Lehmann - (1980) found that
l,gtatu; appéals\ (which impi? social status

will be #&nhanced in the éyes of others by
the_gse of ﬁhg ptoaucp)’sighificgntlyﬁimpaét

on all three Iex%ls of readership.
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. . v v ii%.&k;.t‘ r . L .
Evocativeness: In anﬁattempt‘ffwcabture,the degree of

; affect evokedybyxtho'style of writing, a
subjective éssessment of éhe>abili§yv9f the
textato\stimulate imggesoor a percipﬁibn of

~the atmosphere of the destinatioﬁ %Qs made. |

’
»

CALL-TO-ACTION VARIABLES

#

V)

sugéested"t

'cler Wb

advertisement would make

Type: Parker (1981)

- A advertiser wants the reader to do, the
. ” "call-to-action". °~ In tourism destination
fadvertisements; ©actions other than

encouragement to Visiﬁ ‘include enteriné
cémpetigioﬁsﬁ sending in a coup?n‘or letter
requesting’ fdrther ioformation and phbning
for such info;mation, Coupons may-be_ﬂsed.'
more frequently inttouriém destination ads
(46%) than all ads in general. Poliay's:
study (1985)-showed a‘strong growthmt:end in
their. use from 7% in the 1950's to 303 in

q
the 1970's.
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TABLE 13: MECHANICAL CALL-TO-ACTION VARIABLES \\
INCIDENCE OF USE IN: .
‘ B , ALL ADS 1P4 ADS |
VARIABLE - - (567=100%) (426=100%) \
TYPE: S \ - -
Sweepstakes ‘ 1 - 3
Coupon 46 K 48* A
Directive in text . | 66 66 ‘ k
Phone/800 number , 28 31 |
7 , A .
COUPON SHAPE: \ ‘ "
. Horizontal rectangle .32 32 '
- Vertical rectangle -7 6
Square ' : 2 3 ,
Triangle » 2 KL ;
Irregular 3 4
COUPON BORDER: -
Dotted line = 36 37
Solid line - 7 7
Colour contrast 19 20 7
No border. : 3 _ -3
~ COUPON COLOUR AND BACKGROUND: - ,
White on white ‘ 16 16*
White on colour , + . o+

White on illustration 13 1%
Colour on white . +*
Colour .on same colour 9 10
Colour oh contrast colour 1 * ; 1
, Colour dn illustration 4 ' 3*
Illustration on illustration 3

COUPON POSITION: : - .
Across bottom - 6 , o 7

Lower right corner ' 29 ; 31
Lower 'left corner B 7 7
"Elsewhere ' 4 : 3*

PERCENT OF AD WHICH IS , 4
COUPON; ; . 6** I ol

.) : E /
* Eliminated from multiple-regréssibn analysis.

**  Interval measure; incidence reflects median.

N



. Coupon:

v : ' : o L]

-
v

!

Starch (1966) reported that there was a

close telatjonship} between Eeadership and

\number_ of equiries generated, iaentifica-
Vo .

S ) , \
“tion of features of the coupon which enhance

readership?should be of assistadce. ‘While

tourism destination coupons do not have the
same- objectives as ‘"cents off" coupons,
their format is simildr. A positive effect
on Noting and Association Scores (approx®-

. L :
mately 10%) and a 29% impact on Read Most

106

" clipping of a coupon..‘Thusl to maximize the

Scores where such coupons are present was

reported in Staich Tested Copy (Vol. ¥, No.

13).

Measures of coupon appearance used in this
. v

study include the shape, border or contrast

A

device, colour, position on page and size,



N

mee

Results of the various approaches to analysing the data

V. RESULTS

s

¥

obtained in "this study are presented as ‘appendices and

discussed below. This chapter is set up to e¢dver the

followiﬁg questions:

()

(i)

-

. . . -
ﬁhether the addition gQf an éxtensiye set‘oi
content  (message) = vatiab¥es can contribute
significantly to thé explaﬁation of variance in
éeadership over and above fhat S@bvided by
mechanical variables when the product group: is

} . :
tightly controlled. Also whether such content

& .

~variables have ‘the prédicted_greéter effect anf

Elaboration than on Attention.

Whether the independent variables entering“"a
regression equa;ion ieflec; the expectations'df'
the Divergent Procassihg Effectiveness Model,

namely that ‘the ad's overall layout and main’

- pictorial elements will have greater~impact on
. 1 ; ) | .

/
Attention; the headline, Signature and smaller

pictorial elements will have greaterrimpact‘on

Association and the copy characteristics will
Co S

7

most influence Elaboration. .

107
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(4i}) | what spacifid ‘indepeﬁde‘ht , vari_ablu hclp
contribute to higher readership of a tou:ism _‘ .
destination ad., = '.“ ‘
A _TECHNICAL NOTE S , ; BN

N +

A number of false starts were made in produc1n9 multtple -

regreSSIOn analyses. They had the followxng effects‘
- a

- Reductlon in, ‘the number of 1ndependent varxables R
from. 324 used u1 “the’ un;vakzate analyses (x.e‘,
o TiTests and One- “Way ANOVA's) to. 262. Those: .

. > varaables ellmlnated we:e noted in the tables in
) : .
Chapter - IV and the ratxggale for thex: exc1u5Lon -

<

L.
discussed 1n Cbapter III. . .

1 . kS L3l . f o
, .

‘-I' Desplte the appllcatIOn of palrwlse analysis of" L
thervar1ables, the seE of cases used Eor ea;k
multlple regresSxon equatlon had to- have comprete
1nfdrmat10q{'_?hus{ N was reduced to ‘the. lowest
%ommon denominator, usually below . 150. ’ Td
_overcome thlb problea, -the missing ;alues were
- ‘ exta:?\gyﬂed to’ equal the average value of tne

"o

variable (eg. for the number of ‘ads ‘in an‘Issue)

or as”not’breseﬂt For example, where there was
7 :no cdupon, the varxables descrlbxng the coupon

Soeo e o s



enad 1n1t1a11y been deflned as m1551ng and werefeu

,ndw recoded as not present Most of. the’ recodlng

;wes'pfgtheelgtter”typeg‘:‘e

S - )
. . > L, ¥ . DRI
r ’ SR S ClEd

"Itfshould be noted that the unxvarlate results in Appendlx
D are based ‘on: the 1n1t1al codlng structure such that

v

 T-Tests, for example, reflect the dlfference between the'

,means where tourxsts are shown‘ in a. romantlc *51tuat10n

"—versus where tour1sts are shown d01ng some*hlng elsetand

ads w1thout tourlsts are ggnored

»,‘». . Tt
e

X’ N : L : ;
E U . . O . L



Four mnltiplej regress%?& analyses were Arun’ for _each

dependent readershlp’varuable in the study, excluding

W&‘,

'dependent varlables where;mthe number. ef‘.lndependent '

. - . ) | ..i"'r.:' ‘ &"\"‘:, i
- variables was greater than;the nnmgeg of cases.

" The four covered: mechanicaly variables .onlyfy content

‘variableS‘ dnly; cOmmunicatidn ~variables only, ‘and a

fcomblnatlon of all varlables from the precedxng three'

sets. ’Thete were 135 var . ab%es in the mechanical set, 88

'jcovered comtent and 13 communlcatlon, a tota: of 36. An

'addltlonal 26 were substltuted where .approp: 11t in: the‘

G
‘;

.regre551on analyses for -the Slgnature Readershlp Rate

Results are detalled in. Table 14.‘

Several aspects of the data in general are notable:
L . B o ) : . .

(i) Meéhanical variables accdunted for a highér
-'pezcentage of varlance than content varlables for

‘every measure of readershlp

(i1i) . Tﬁe communicatxon variables accounted  for only a

very small proportlon of " the varlance and were"

most 1mportant for Elaboratlon measures._



—

1

TABLE 14: SEPARATE AND -COMBINED PREDICTIONS

OF THREE TYPES OF VARIABLES ON READERSHIP
' s -
. - ‘ L Readership Rates N -
Noted Associ- Main  Signa- Head- Read Read
Score ation Ident. ture line Some Most

Mechanical:
variables* 16 « .23 18 4 14 12 13
Highest R sg.. ' : ‘ o R

. 'change** ~—=073 .100  .044  .231 ".179 ,026 .088
Lowest R'sq. T L : e
change*** . ,007 .006 .  .007. .006  .006 .0LO0 .008

" R sq. (Ad- - _ = R EE
justed)**** .341 - .387 .298 .404 ‘ 457 .165 .282
Content: '
N of = L : ’
variables 14 7 6 ~13 12 8 12.
Highest R sq. ‘ . ' ' '

" change .090 .043  .020 .099 ~ .107 .025 .03%
Lowest R sq. ’ n - B ' * '
‘change " . .,008 - .011 - .010 .007 .0094 .010 .008
justed) . 242 - .127 071 .326 .250 '.114 .186-

" Communication: . v ,

N of , . , . R
variables 10 "2 - - 1 3 3 3

_Highest R sqg. ' T
change ' .012 .017 - - .070 ©055 <053 .052
Lowest R sq. - : o , e e

. change . - .0l2 - - {-010 .015..010 .
R sq. (Adjus- : o _ : . o :

- ted) - .009 ' .023 - .068 .070 .108 .086



~

R ", Readership Rates ° R
R Noted Associ- Main  Signa- Head- Read Read
_ Score ation Ident. ture line Some Most

o

4 . .
. )

Total variables: ’
N of - ‘ ‘ o - . .
~variables - 30 27 - 21 . 16 21 20 15
Highest R sq. . o v _ ;
chat . «005 .006 .007 " .005. .005 .008 .008
R 'sq. (Adjus-. o . : o v ‘
ted) - . .500 .444 .331 .448 511  .307 .324
* Number. of variables-in final equation.
* % ' Highesf cbntribqtioh'to total variance of one‘
variable. S
- : . 8
. **% ' Lowest contribution -to total wvariance of one

variable. 2 22N

Nbddd Total variance explained..
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¥

accounted for by any one measure 1s low,‘showang

that once 51ze, colour, ‘product group and initial

- attentxon are controlled no single varlable s a

major contrlbutor to readershipf rather, a wide:

variety of varlables need to be used to predlct
‘readersh1p._ This may well be a reflectlon of the
enormous number of potential comblnatlons of
;optlons avallable to the creat1ve director.

° \

L
s

With reégard to the mechanical@eontent argument itself, the

‘research shows thet predlction of - the three overall_
readershlp measures is in the same range as those obtalned,

by other researchers, despite the extensrve 1nclus1on of

<

product—specifrc messeoe variables. However, ther R

squares are achieved after ntrollting for variables wnich
q : \ ng

have proven to be the'most important contributors to

7

readershlp varladce. Thus, explanatlon of advertlsemenu-

“pérformance has, in fact, been con51derably extended

Mechenical variables_on their own were only able to

kY

acéount for two-thirds of the total variance in Noting

Iy

Soores. explained when. all variables were included,' ang

just oVer half'tne.variance in the Read Some Rete,“For

C(iii)  with few exceptxons, the 'amount‘.o?*'vaflance"



.other readgrship rates, mecthanical variables were Ta* more

‘ dominant, accpupting . for 'close on '90% of xhé‘ total

variance explained.

The~ proportlon of mechan1cal content and communication
varlables enterlng each of the final equatlons is shown in

Table 15.

TABLE 15: PROPORTION OF MECHANICAL AND CONTENT
VARIABLES ENTERING OVERALL STEPWISE REGRESSION
‘TO PREDICT READERSHIP

. . Communi-
ke . Mechanical  Content cation
' Attention: 4 . ’ v
Noted Score : .53% : 37% - 10%
 Association: | ' ' :
"Association Rate - 85%° X 7% : 8%
Main ID Rate - 81% g 19% --
Signature Rate . 69% 25% 6%
-Headline Rate - 8ly% 19% - --
Elaboration: e - .
'Read ,Some Rate - 50% - 35% 15%
Read Most Rate . 60% L. 20% - 20%
Distribution of ' - . -

all variables '57% 37% . 6%

This pattern suggests- that' mechanical varlables are of
greatest 1mportance in creating Assoc1at10n .and increasing
readershlp _bf " the -name of the destination and "the

headline."



T't afso 'poxnts to a hlgher than average 1mpact for

'commun1cat19n variables on Elaboratxon Rates.

wThe.distribution of mechanical, content and c¢ommunication
var1ab1es enter1ng the Noting equatlon is in similar
‘_proportlons to the full set "of var1ab1es used. In
comparieon.‘with “the .other'\readershlp distributions,
Acd#@%&t plays'a.major.roIé”in creatihg Attention and'
refleéts Visuallconteht in'particular‘(see Appendlx Bl)
fhe only "other readershxp equatlon with a hlgh content_h
‘component is the Read SOme Rate where-'the content
rébtesents a'mlx of v1sual and written message (see
Appendix Bsy, |

=

. . : { .

These findings ehow\the_same_patterh as suggested more
indirectly in ™ble 14. They indicate that the actual
message beingu‘communicated' by the ad (Visual and/ora
written) assists 1in catchlng attentxon and in drawlng the
'reader into the text Readersblp of other elements such
as the headllne and Maln Identifier, 'as well as thorougha
readershlp of the text is more dependent on mechanlcal or -
layout con51deratlons. ' Thus, the 'present study-clearly
shows that spe01flc message-content varlables, as well as

cOdmmunication var1ables,. do- have a 51gn1f1cant role to

play in predicting .ad readership.
. . . ‘.l N



N

' . | L us
G.iveér the ;'expecta~tli'on that messagé-cont‘:ent .w§uld’ have“a‘l
stronéér impact on Elabopéti&n-thaneﬂa&@%g”the results
. afe in conflict with a priori predictiod;. The role of.
messége_content is‘strong both for Noti%g,and Elaboration,
but in the latter case bnly iﬁ diawigg readers into th%;‘
- ; 4 S ‘

ad, not in sustaining interest.
: 1 ' :

-



" THE DIVERGENT PROCESSING EFFECTIVENESS MODEL  /

In Chapté{ II the‘ cér;elation coeffici;:ts between th9
véfious dependeng variables were examinéditoksee what
iight thég might shed'oﬁ the wéy ih which advertisement
readers pfocesé the inforqation in thé éd. It was'found
> that Qithinithe Eénstrainﬁélof the Sﬁéréh'definition of
Associatidn ~and | Read Most Regdership,. 'the Seen

Illustration varigbles corrgidféd‘mostrstrohgly with the

Noting Score; the “Associat;oh Rate correlatéd moss_
'strongly with Eﬁe Main Identifier, the Stardh Identified

Signéture( ana the headline; capti&ns,‘ directives and

couponsfgqrrelated closeiy'witﬁﬁElaboratioq Measures; and
-subheading/text .-heading ‘apd themelines showed a strong

relationship both to Elaboration and Association.

~Additional separate linear regression analyses 'using the
variables describing each component as input xesultéd in
the adjusted R sgquares shown in Table 16.

£

B  ‘ ) .
;& ‘ﬁ{-’ ! i ’ . . v
» _Vr(pfu,“sslsz R2(ADJ) OF COMPONENT VARIABLES ENTERING
~ SEPARATE STEPWISE REGRESSIONS TO PREDICT READERSHIP

o

Associ- Read Read Head-

‘ Noted’ ~ ation Some Most line
Illustration 2273 .151 .099 122 - .205
Main Identifier .208 .205. ~.051 " .097 .386
{Signature] [.108]) [.145] [.061] [.065] ° [.293]
Headline .145 .114 ..027 .055 . 305
Text -~ .170 .223 .132 ©.200 .204

Call-to-action .131 . 059 .039 .058 .050

7’

7

°



LY

Examination'of-thé data shows that illustration variables
. are the, best predictors of Attention; text and ideh:ifi;
cation variables are the strongest predicéo:s of

Association and text variables best predict Elaboration.

The Main Identifigr‘is the best predictor of headline

_xreadenship.

% R . ' ¢

us

Findings here¥that would not be suggested by theory,:

include the relatively strong explanation of Qariance.iw

. AsSOEiation Rate by text variables and weak explanation by

headline variables. Examination of the univariate data in

Appendix D supports (he patterns described by the above'

.regression results.

7
# .
&

Given the'différences betwzen theoretical ptedictions and

the data patterns examined, it'must be concluded that

 prbcessing of an advertisement appears far more complex

than the information processihg paradigm miéht'suggest,

‘Attention, for example, is influenced not only by the

visual content (@llustration;;nd laydutf of the ad, but
'élso by creative factors“affeéting other components, Tﬁus
fhe wfitten message, whfch _;heoretically should. be
processgd at’ﬁhe stage oﬁ Elaboration, impacts Attention

scores, . - -

¢



Further investigation of ‘theoretical  information

processing models is required. The rigidly‘defined Starch
Scores may, hbweQer, not be the»optimal base on which to

&

validate predictions.

19
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INDIV DUAL VARIABLES FOR INCLUSION/EXCLUSION IN A TOURISM .
DES ATION ADVERTISEMENT ‘

CONGRUENCE OF DIFFERQET ANALYTICAL”APPROACHES

; §m . - '

Ind1v1daal varlables which enter the total regressxon
equatxons are llsted in Appendix B. For the Noting Score:
and Read Abst Rate only half the variables entering the

-

equation were found to be significantly related to
Atténtion ana Elaboration on_ a‘univariatetbasis and the
proportion wés even lower fog the Association Rate. Wwhere
. the variablgs*did corfespond, the‘direction of inflﬁénce
(i.e. the sign) was moétly, but not é&ways, the same.

- Since each ad is made up of a unigue combf%ationoof.
features, and needs to be unique to compete for attention,
it is more useful to predict tﬁe effécts of many small
deéisions than to apply a more parsimonious model
representing an avegage conﬁigufation.f This -is doubtless
the’ regson why~such a.schiSm exists between abpl}ed
research'into Starch Readership Scores (as exempLiffed‘by
findings reported in Starch- Tested COPY) and that

published in the academic literature. ‘ e

As  the, present study is intended for practical
N . _

application, the success of the genézal equations in



étedicting‘overalllreadershib was tested on the ads not
included in the multiple regression analyses -tﬁemselves

{,e. an the ads in the sample smaller and larger tH;n one
page in 'size.\ Since size itself is an vimportant
determinant of Noting Scére, its .effects were neutralized
by obtaining Pearson Product-Moment correlations between
\;the estfmaéed ‘and fobserved s%orgs for thes® advertise-
ments. A :eall} éood fit could not be expected since size
~also 'impacts : tﬁef feasibility 'of particular layout
decisions, eg. the type-size ratio of half-page horfﬁontal

ads would be"greater, than for one page ads. The

correlation coefficients are shown in Table 17.

Overall results were best for -two page four colour spread
ads, but even here the fit between th:)predicted and
observed results was better for some readership measures

than others. Pregiction of Association Rate and Main

Identifier Readership Rate was particularly poor.

-

/ k4



TABLE 177 PEARSON COEﬁﬂtATION‘COBF?IQIEK%E rak
ESTIMATED AND OBSERVED READERSHIP MEASURBS

ALl Non-1P4  All 4 Colour "2 page {4 »

Ads Non-1P4 Ads Colour Spreads
N of Ads-. 141 107 | 47
Noted Score .  .2330%+ -.0012 L3062
Association Rate .1489* .0605 .0512
Read Some Rate .0352 «2150* +2625"
Read Most Rate  ,2657*+** «3076%%* 46524k
Headline Rate = ,2816%*** «3483%% s <4604%*
Main ID Rate.  .1353 .1039 ~.0239

Signature Rate «3027%nxx «2840%* <2475+
Note: ‘One-tailed’significance at,*f'* .000 level -
N \-/ LA ~.001 level

*h .01 . level
» .05 level

¥

Given adl of the above, a detailed written analysis of“
only tne“ variables entezing the general regressien
equations wxll not be presented here. Since thaymost
important of the varlables enterxng each of the general
regre551on equatlons (Appendix B) were #dso fodhd in the
component spec1f1¢ equatlons (Appendlx C) and were usually
also s1gn1f1cant in the wunivariate analyses (Appendxx D),”'
the results of all three approaches will be taken togethet
in the dlscu531on whlch follows.~

COMMUNICATION VARIABLES

Communication variables which : appear to contributeg
significantly to overall readership are shown in Table 18..

- o - =




. TABLE 18:- FREQUENCY AND DIRECTION OF SIGNIFICANT
” RELATIONSﬁIPS BETWEEN ‘INDIVIDUAL CQMMUNICATION

123

VARIABLES AND @EADéhsg e

>

Noted - Associa- Read Some -Read Most

L
R

Forelgn destina- L e
Ttion EEN D - o + 4
;Twlth‘co~5ponso:’ R e e e

‘Travel magazine = " ' = e oo -
General. magaZIne o L L EEE
Women's. magazlne' ek T - e

Vi;%ge.number S CUNOR N e T TR bk
.Right-hand side e T SN
A I R L PO -

BT R RO R : .
Note: (1)  The number of +'s or - 's 1nd1cate the ‘number of

©, analyses in which the variable was Slgnlfl-
cantly related to the Readership measure at the-

Score . tion Rate _ Rate ~ _ Rate . ¥

'0.05 level or better. Variables thh only one ..

‘VSIgn1f1cant readlng are excluded

0

(2)LY+ Indlcates a pOSItfve relatlonshlp o ,"gu

- Indlcates a negatlve relatlonshlp

AR

Slnce a number of communlcatlon varlables were examlned
(V.

.bnly 1n the unlvarlate analyses, they w1ll be dlscussed

“Format of ad : E

. K a < . o "
} ‘ . o

"Both 'Starcﬁ vINRA QOOper ,-and - other researchers ‘have

4f/;;x?;Imat or controllIQg for

recommended uSIng a Sln
slzeblandle

Bo

,aniéYSIng advertlsements:~ 1Tbé,.



alned here (see Appende bl) showed bhe same

;f51gn1flcant dlffenences as. found 1n prevxous studles.-llh

~order to max1mlze the amount of 1nformat10n on wh;ch

o

factop“ wlthln the ad"ltselfA contribute‘ fo higher

reade;Ship, it is heceesa:y'to control for this effect.

As explained in Chapter II, only the 1P4 format was
selected fot,further analysis.
AN |

Flndlngs concernlng the 51ze of the ad are: partlcularly

clear cut and show the followlng 1mpact-on’Not1gg»Scoxes

for four colour ads.,

S~

, . o - R ¥
.. Ad Size - . ~Noting Score Inde#
- 1/2 page o 33%y 66
.2/3 page . _39% - ‘ '8l
1 page . 50% .. 100
1 1/3 page .. ... 56% - B
2 page . o 58% ¢ ¢ 120

Larger . 708 . - 140

12

)

Thus a two page ad (dopble\your money)»will”brfng‘a 20%

‘1ncrease ;n Attentlon, on average, over the most popular

, - R— Rt P S .
‘one_page format.  Smaller ads appear to be a bettepvbuy,

' since ‘they generate proportionately more Attention ‘than

‘their COét'WOuld'indicafe,

—— ) . : oL

N

oResults concern;ng the shape of the ad indicéte~thaFﬂw'

‘horlzontal or: sp:ead _ads' perform better ‘than veggtical,



“ However, the results appear strongly 1nfluenced by the R

presence of two page and ‘larger: spreads since dlrect

. comparisons where-the\amountlof space is equal but “the

 'bases. .

'Univariate 'results- in Appéndix D1 reveal " increased -

'td be read thoroughly.

At

¥ publication Date

shape”is diffetent'yieldnmixed‘reSUIts. Fdr:example, one

- page ads shcw vertical with siqnificantly higher scores,

twofthfrd page ads show horizontal'aewsigniﬁidantly igher .
and one and‘;one;third page“ads show‘ no ‘elgn'ficant

difference -=- though each of the palrs i

e e VAR 5
The results concerning colour are noteworthy - too.

Although the use of colour increases the'total ‘audience,

once a bldck and white ad is noted it is also more ljkely

-

R .
i . i . . . B -
- . .

g

”>Assoc1atlon Rates w1th more recent yeax of publlcatlon.

One can. speculate that tourlsm destlnatlons ‘are becom1ng

\,

lncrea51ngly effectlve in puttlng thelt names~fo:ward as

the compet1t10n for market share N1‘ammaturing tourism

1]
< = v ’ L 2 .
mar«et increases.. : , , LIS

U : . K R .oE ‘w .‘ . N " ;



The results concern1ng month of publicatxon ‘suggest less

“interest in tour1$m destination advertisements 1n the fall

and early winter months, Hdwever, ‘since the seasons do

‘not respect the chronological Calendar, the Noted

11

Scores

for 1nd1v1dual months were examlned separately for forexgn

and domestlc dest1nat10ns. Higher than average Noting for

K

‘forelgn destlnatlon ads churred."n January, February,

March, May, June ahd'July. The average scores found in

‘,Abril .may be a reflection‘ of ‘heavy compet1t10n -for

attention in this month, which carrles ‘one- flfth

of all .

‘tourism advertiseménts. Actual dlstrlbutxon of ads over

and - July may be underutilized for upremoting‘

tourism destinations. S o

Séx of Readet L S '
k . “ " N : . . ,~ '
. ’ b';‘:ﬁf‘.\';f ) ‘ -~ L .

o

One cgmmuniCatibn variable wiiich was included

regressipn'ana%yses'that did not prove significant was the

. " the months (Tabie~6) suggests'that=January, February, June

ﬁorei%g\
B

in the

-

sex of the reader..'Interest measures concernlng travel,

dlscussed in Chapter II, had

indi ated that there would be

no 51gn1f1cant dlfferenc s between the sexes and th1s

expectation ‘was upheld.

. v. B
o -

~
.



'Region‘Advertised'

" Table 18 suggests that there is some advantage to
advertis1ng a foreign destlnatlon rather than a domestxc
one 1n the U.S. market. Further analy51s of Canadzan and

other forengn ads separately, p;np01nts the source of the

Vg«’advertrsements.' - Examination of">the Canadlan ads

themselves leads to -the conclu51on that the problem is

fﬁ;;obably not.lnherent“in.the'destihation; but'a'problem”

- with the presentation of the destination name which is

freguently smarler-than‘ayé;age. , ";

Co-sponsorshgp of Ad

‘Co—operatiVe _ads in whlch a destination advertlses

together w1th a commerc1al sponsor do not dlffer 1n,the1r

drawing- power from others, but'jdo have a problem

!

”susta1nrng readershlp through most. of the text.. _ Further .

comments w1ll be made on this subject in the dlscussxon on

wrltten messages.

Type of Magazine'

The type of maga21ne in whlch the ad is puhlished appears

to aff ct Elaboratlon Scores. General interest“magazihes
. _ S . )

127

&egatlve Assocxatlon Rate as lylng with Canadlan
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\

perform better than the others and travel magazlnes
somewhat worse. - The - latter flndtngﬁ'may ‘'well "be a

reflection ‘of the effect of the larger‘ number‘ of

-compet1t1ve destination ads in any one 1ssue of a travel.'

maga21ne. It ls‘lnterestlng that clutter does not appear'
to detract from seelng an ad or identifying'the sponsor,
but that the longer time needed to read the ad is not.
'glven. One can only speculate about the reason for the‘
.more 1ntense'readersh1p of tourism destination ads in av
general magazine.' Perhaps there 1s less compet1t10n amond'
‘ads or- a‘hlgher propen51ty of the reader of such magazines

'to read rather than only look at plctures.

- Position in Magazine

4

A confllctlng relatlonshlp p01nt1ng to the rlght hand sxde
/Lﬁ\\ .
of the magaz1ne as preferable for increasing Notlng Scores -

and the leftqﬁand side for 1ncrea51ng Assoc1atxon was

Pobtalned S1nce increase in Noting is followed by

increases 1ing other 'Readership~'Scores, and  hence " in

audience size all levels of Readershlp,'a right-hand'

side position is pre rable overall ' V B
position of the ad in the issue had the unexpected result
of showing increasing Elaboration Rates with’hiqher»paée



w gt

~ numbers (i.e. fUrthei back in'the magazine) as wéll és a
‘.highér ASSOéiation Rate. 'There is a possibxlity of a,'
.spurlous relatlonshlp here, as Sunset Maga21ne, thCh
;ontrlbuted 43%‘of.the ads testgd and 86% of the ttavel
‘vmagaziﬁe.categg;y,‘positiohs Eravel aavertisemepts in the
fitst,half of the magazin%; Since thi§ groEP perfo;méd
sigﬁificantly worse on the Reéd MoStNReéde:SHip Rate than
Qther hagaéines,.the;strohg positive ﬁiﬁdin? for‘ﬁigher
‘paéé’nqmber,may be a refledtion_df sqores_fbr the other
' mégézine_types.‘ A rerun of the data withput'the travelv”
-maga;ine category yieldéd ;esaltsjin the,samg ditectioﬁ,
-tﬁngh at a rééucedﬁsignificancé 1evelf suggesting khat

the télatignship is a real one. The positio;ing effect
- may Se.aué té eéitorial Qecisions reéardihg Ehe.distrie

bution of ads and editorial through the magazines.

Appliéation of. the_ Studentheﬁmah—geﬁls procedure indi-
cated tpat'adsbpladed in a,éover'position'ﬁad signifi-
céntlybihigher Attention Scores (ét the .05 -%edel) than
th?se in inside‘ppsitionsg 'j},. o |
/ S . f L , '

‘ IL{'..US-TE.QA'I‘ION VARIABLES o
Iliust:atron' ;ariabies ‘.whiCh : showed ia.' significant
{relationShié'to readeréhip'measufes aré‘shown in Tabie 19.

-



TABLE 19:

FREQUENCY AND DIRECTION OF SIGNIFICANT

RELATIONSHIPS BETWEEN INDIVIDUAL

FkILLUSTﬁATTON VAR%ABLES AND READERSHfP

EXECUTION:
With bleed

With photographsx,
1 main and inset
photos

1 main and non-

© inset photos-

1 photo )
Photo "and drawing
Multipfe drawings

QUANTITY:

Number «of Illus-
trations '

$ of ad which is
illustration

SHAPE AND POSITION:
vVertical rectangle.
Square,

Top down position
Left

‘ Scattered illus-
trations.

Above text

SUBJECTS:
Food/restaurant
With tourists*
Ethnlc festxvals/
performing arts
Visual arts/cpafts/
artifacts
Beaches/coast
Mountains
Unique. landforms
‘Sunset

Anlmals/blrds/flsh :

- Sports facilities

&

X

Noted
Score .

Associa-
tion Rate

Read Some
‘Rate

. Read Most
Rate

+++

4+

++

|}
[}
B

++

++4+

++

130



' Noted

]

Associa- Read Some Read Most

.

Score tion Rate Rate Rate
T 7 - -

TOURIST PARTICIPATION' ‘ -
Watersport St + +
Skiing* - -

Romance , +++ + + . +
TOURISTS, ARE.
.Male only . - - o
Female only ' ++

Both sexes - + + ++
‘Citizen testi-

monial . ¢ +

No -special lighting '

effects* + /&

Note: (1) The number of +'s or —'s’lndlcate the number of
analyses in which the variable was signifi-
‘cantly related to the Readership measure at the

0.05 level or better,

Variables with only one

51gn1flcant ,feading are excluded.

(2) + 1nd1cates a 9051t1ve relatlonshlp

- 1nd1cates a negatlve relatlonshlp

\

- * Not included in the regress1on analyses maximum reading

-

is one."
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Use of Bleed

i ,

As frequently found An other studies, bleed ads showed a

sxgnlflcant advantage over non—bleed adverclsements in
' ) ‘

Creating Attention. They also bhave an effect on
Elaboration. ) !

» - ».'. i

Execution of. Illustration

Y

"Again -cdnsistent with EreViOug research, photos proved.
que benef1c1al to readerShip" (Noting and Association)

than mlxed medla or draw1ngs alone.

-

In particular, a single photo is most successful in

-

drawind 'Attentionl while the use of rsmall photos éuper-

.impbsed on arlarger‘one appears to detfadt from Attehtion.

\’ B

- Multiple drawlngs have a. partlcularly negatlve 1moact on

Al
8

Notlng and Assocxatlon.

- N " .‘“ . . : i . £

" The ‘use of a ma1n photo w1th smaller pictures assisted inv
1ncrea51ng A55001at10n Rates, possibly because this type

gof layout frequently involves the use of captions. .Sinte_

o more tha;'one half ofall ads with captions include xhel

\
destinatron name in the caption and since Association



»

Rates are higher where"there are captions, it is probably
. o \P .
not the small photos per se that sult in an increased .

’ e
Association Rate.

g : . . 7
Number of Illustrations

’

" p

"Given' the above results it is not surprising to find that

there is a declin

in Attention to an ad with increase in
the number of s'paraté illustrations included. Further
analysis " of th data showg that use of a single
illustration yields the highest Noting Score jsignificant
at the .00 el) .

Illustration Size

ae

Consistént with the findings of other researchers, ‘'this
study.also shows the'positive conéribution of increésing

the size of the illustration on Attention. In addition,
larger size  illustrations appear to ebntributé to
increased»ﬁlabéiatiqn Scores, though this findiﬁg p;ob%bly
reflects the use of smaller amounts of text rather than \}
illustration size per se. |

Y &
.A‘special.rhn:of the data showed that as the size of the

illustration increaéed; the number of blocks of copy, the

-



&

7

number of words in the main text, and the space taken by
‘the ‘main text all decreased linearly (significance level -

.000). The negatlve relationship b%tween amount of text

and Elaboratlon Scores is dxscussed later in this chapter.

Y

Shape and position f the Illustration
) s

The most notable finding concerning the layout factors of

shape and position of the illustration is that they do not

‘ . /
seem to have an impa&tant impact on Attention Scores.

Their greatest influence is on Association. Iiﬂustrationé
placed at the toﬁ‘of the ad, above éhe.text of shaped in a
vertical :ectangle appear td detract from Assocxatlon,
suggestlng that the name may be hard to fxnd s or ‘hat tne
layout 'does not encourage noters 'to seek further infor-

mation. '

*
‘

A square shape contributes to higher Associat®fan Rates as
- I

do scattered illustrations. The latter is also associated
.. C . o

with a higher Read Some Readership Rate, though the

relationship is probably due to the increased use of

captions or small amounts of text typical of this type of

léyout, rather than the placing of the illustration. .

14
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-Illustration Content Which Attracts Qttention

v g -

Destinations which can feature beaches/coast fn their

P

135
L

illustration have a distinct advantage.. Associated with

this, at least in part, is the high Noting Score for ads

showing mouri&Ls taking part in water sports other than

boating.

There is a strong response to advertisements showing a

14

couple, in a romantic situation. This finding holds trué
even when ads appearing in Modern Bride are excluded from

the data set. In addition, the fjnding 'is true for both

male and female readers. Use of tourist models in

romantic situations also .appears to contribute to

“increased levels of Association and Elaboration.

- R
-

Where only female models are shown in the ad,, there is a

significant/}ncrease in Attention, again among reéaders of
Jpoth sexes;_,Although the use of models of both'sexes‘is
more advantageé s for Association and Elabpration Rates,
the raw scores are snill:higﬂer when only females are

I3

» depicted. - \

- 8
. B

A )
, - .o
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' ' : . . ' ‘ ' .
Illustration Subjects Associated with Low Attention Scores
T t \

’ . . T
3 3 . ~ . . : e TR e RS

, As with illustration content contributing to increased

e

Attention, a few themes are apparent in the subject matter
associated with lower Noting Scores.

t

Ads featuring visual and performing arts and_restaurants/

food are less attractive than other subjects.

The Stanford Research Institute has developed a market

segmentatxon schema, values and Llfestyles, whxch d1v1des o

the American populatlon i nine groups. The Socﬁetally

Conscious group, -which of the 'most important in

£ such travellers vereus 111%

of the population) is particularly interested in gaining

terms of foreign travel |

knowledge about the host destination. This includes

mixing with 1local residents, eating their food and -
l
learning about the local culture. - One would have te

assume that although the mass of American magaz*e readers

may. hottbe:ihterested in these items in a destination, N
speegfiehterget Tarkets,withfn the whole group would reaét
diffetently. k S;hée Starch tested advertisements dobnot
permit¢segmentation,'the results relating tb content can

s only act as guidelines for. a shotgun approach to.

marketing.
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" - : ' - ' LI

“

lexamlnatxon of other varlables scor1ng lower on. Attentlon

‘\would “seem  to bear thxs out , Sports fac111t1es, whlch

frace-tracks‘and sk1 ads,would appeal only to a spec1f1c

'segﬁedt‘;of' interested part1c1pants.~ They ‘are also

’1nclude golf &ourses,\ tennls courts,’ crlcket ovals and

somewhat exclu51ve and expensrve and contr1bute to lower.,

L —

vNot1ng Scores.‘ In contrast, the less exclu51vevadventure:

group, coverlng camplng, h1k1ng, flsh1ng and rldlng, shows‘

v

7no 1mpact elther Lway. e R

.

i
¥
+.

‘Low,AsSQciaLion Rates'EOr'skilng may be.misleading. Most

s

‘!*were,Canadiah'ads:which featored small.destination'names

._and‘this, rather than the subject atter, is more likely

i

to be the reason for the low Assoc1atlon Rate..

». .v‘, . - .“ . ’ "v. 5 . o
Illustration Subjects Impacting on Elaboration

3

. 'Where tourlsts are shown ﬁ}-an 1llustratron thgre is a

|
a

v‘51gn1f1cant 1mpact ‘on ‘the Read ‘Most Readershlp Rate. ThlS

'Lflndlng vls- congruent _w;th qualltatLVe flndlngs 'that L

reaiers are more llkely to pro;ect themselves into a

’

jSltuatlon when the ad deplcts people. ; «t B
S T Ny

R

B : * ‘ [ REER o -8
Use of c1txzen testlmonxals, i.e. other v151tors,'and

R

avoxdance of spec1a1 llghtlng effects are also assoc1ated"

oL . o S : o



{

*Mfeflects thls pattern but also shows heavy 1mpact o

“Qting;Scores@; '

-, o, .

reSults4wnere'the illustration includeS'people, those

1nc1ud1ng anlmals/flsh/bltds are llkely to be assocxated

‘w1th_lower,readersh;p of the text.

W :
B "t

138

‘a

with high' text readership levels. - In.ébntfést’€o7the;

Since'such "spectaculars" as mountalns, other unlque land—

forms and sunsets %re assoc1ated with low Elaboratxon

and totally overwhelm the wrltten message.-'

N D

IDENTIFIER AND SIGNATURE VARIABLES/

'The flndlngs regardlng the Maln and other Identlflers used

o L

o

B ;wrltten analy51s focuses prlmatlly on the Main Identifier.

Y

D

P

\ s T

egthEII greatest 1mpact on Assoc1at10n Rate.\:Table 20u

»Rates, one mlght speculate that a plcture can say too much'

~in the ads are. showp in. Table 20 and those concernlng“

'Starch Identlfled Slbnature varlables ;n Table 21. The ’

v information proéessing_tneory, it was .expected

““iables 1dent1fy1ng the spdneor of, the ad wOuid f
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TABLE 20: FREQUENCY AND ‘DIRECTION QFfSIGNIFICANT
RELATION$HIPS BETWEEN INDIVIDUAL D@S?FNATION NAME
VARIABLES AND READBRSHIP

Assoc- Read ' Read - Main
"Noted iation -Some Most ID

: : 'Score  Rate Rate Rate Rate =
PLACEMENT: ‘ ' ‘ -
In headline - ‘ . :
total* | . SR SR - .
: Is~head11ne S+ B - L -
Headline subject - ‘ ++
Themel ine object + - ++ 7 o+
Logo/51gnature - o
total* = ‘ - ‘ _ Z
Logo/s1gnature ' ~ S v
in 'coupon -7 - . - =
Part of name/ © : ‘
address - total* - - .
Name/address in , L '
coupon EECTER Caa - »
Name/address . ‘ ; o .
elsewhere’ S - T +++ '
In text . - ‘ -- -
In captfon L4 +
‘on brochure/ ; )
literature . -— T ]
S , . : N
" SIZE: L 3
Visibility i .
comparison with o -
headline R N Ty
 pergcent of ad , S ' Lo
height which is = = ' SR ‘ .
height of name : t++ gt
- S S R
POSITION: ’ , A .
Spread across top S L - o
Top left o RO B R .
Top right o At : Lt
‘Mjddle centre . ,,; -- FRET - -
Spread across - " . L .
bottom 4+ - STRE o
» Bottom centre . -- ++ . L o
' Bottom rxght &t e
o . MR S

o ; _ ..‘,'9' T v '?4; : i o N » . W
\\a o K L - - S ST



SR Assoc-; Read Read  Main
. Noted: iation Some ~ Most  ID

" -~ Score Rate  Rate Rate ~ Rate -
PRESENTATION : T , .
‘Destination name ‘' - . . \ . "
~only “. S ++ ‘ : + . S &
‘Includes a ' ' S L

themeline + BRI L e - -
Includes an ' o e

illustration L ome— - L -
Reverse type - + B

Includes. (an)other - ’

colour: .- C - - a
Not hor1zontal 3. : - -

~Note: (1) The mumS¥ROE ‘or i's 1nd1cate the number of
s analySe-"Yﬁ“‘h ‘ch the variable was signifi-

, . cantly related to the Readership measure at the .
0.05 level or better. Variables w1th only one
SLgnlflcant readlng are excluded. Y

2) o+ 1nd1cates a 9051t1ve relatlonshxp.

- 1nd1cates a negatlve relatlonshlo.

. °

* Not‘included in. regre551on§ analyses- max imum reading . jjuda
~is one. : .

&5



TABLE 21 :

FREQUENCY AND DIREC

9& OF SIGNIFICANT

RELATIONSHIPS BETWEEN SIGNATURE VARIABLES

* AND READERSHIP

PLACEMENT:

Assoc-
iation
Rate*

.Noted
Score*

"Ratex

Read-”@?ead
Some  Most
Rate*

Signa-
" ture’
Rate

In headline -.

" totalx*
Is headline*¥*

In%themeline. -

total**

Themel ine object
‘Logo/s1gnature - .

total**’

Logo/s1gnature

in coupon

Logo/slgnature

elsewhere

SIZE:-
Visibility in

‘comparison with e

. headline
Percent of ad

which is name - BRI

Percent of ad
‘height which

is name height*~

POSITION:
~ Spread across
' Middle left
Middle centre
Middle right

Spread across .

‘bottom
Bottom left

Bottom centre

/Bottom right,

®

P only -
-'Oanludes a

~~themeline
Includes” an. ..

' “illustration ©
"~ Reverse: type -

Not horizonta

RESENTATION‘ e
sblnatlon name

“top

++

++

T+ o+
l" Y

4 +

++

+4+

+E

+++

++

++



; - I Assoc- .Read Read Signa-
I ‘Noted  iation Some Most ture
Score* Rate* Rate* _Rate* Rate

~ Signature and mainm
identifier are , .- ‘ “
the same , o - : C At T

oy . _ . ' “h '

[ IR 4
AN}

Note: (1) The nuhbe: of +'s or -'s indicate the number of -

analyses in which the variable was signifi-
cantly -related, to the Readership measure at the

3

0.05 level or better. variables with only one. |

significant reading are excluded.
(2) '+ indicates a positive relationship,
‘- indicates a negative relationship. B

* Signature variables not included in regressions  using
- all variables; thus maximum reading is two.

** Not ' included 1in the regression .analyses; maximum
reading is one. ' . : S
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Placement in Ad Components

The actual locatlon of the destlnatlon name in qdfferent
components of an advertlsement ‘may have p051t1ve or
negative effects on readership.

"(a) Headline’ : -

 Use of the destination name in the headline has a positive

effect on;Assoeiation Rates,-but the part of<€hé”headline

to be. used is not clearly deflned by these results. Int

faot, unllke R0531ter (l981),'a 51gn1f1cant relatlonsh1p

was found for p051t10n1ng the *name as the headlln.faub]eCtA

not as the headllne object!

-When the Main Identifier is also the headline, a strong

pbsitive impact on Notinq Scores is opbtained. There 1is

also the curlous flndlng that both Elaboratlon Rates and

NS

raw scotres are negatlvely 1mpacted where the headllne‘

1]

¢ontains the destidation name. - Could this imply that-

ffurthef information seeking is halted .once both the

destination and main.message\areJ‘dent;fied?‘

Headline readership'itselfais significantlyihigherzwhere

the destination name is included and particularly if this’
- o , - ‘ u

143

4
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"

is -bhe most prominent renderlng of the name (both at the

\

000 level)
(b) Themeline

Inclusion of the destination name as the object of'toe
. . . ' -~ N : . .

themeIine appears'to generate'a consistently positive’

vimpact across all levels of readership. It also has a
51gn1f1cant 1mpact on readership of the themeline 1tself

(at the'.Ol,level). | ; h )

(¢) Logo/Signature and Name/Address

Altnough the apparent effect of u51ng a logo or distxnc;

v -

tive 51gnature is to reduce readershlp,_there may be .

&

‘~confound1ng of the effects of ;he execution of the name, -

‘Oli'-i '
i.e. as ‘a logo/51gnatufe. ‘and - its placement in/phe ad

Negative  relationships between readerShip -.and  ‘the

placement of an identifying logo/signature or name/address
T R / P _

-

.

in-a coupon:sgggests that the‘problem'lies with the coupon

father than with the identifier. NeVertheless,-use of a

distihcgieé'logo/signature elsewhere in the ad does not

appear to make any“_difﬁerence to readership, while’
i ' . . :

S . o a



P

.
D

. . L . . '(. . . . . T f
inclusion of the hame as part of an address to which to

write has a positive‘impadt on Elaboration.

b
\

(d) Text

»

-

Inclus{op of the destination name in the text is

associated with lower vAtEentionA Scores and Elaboration’

7

_ ﬁatesi -This,findingViSy however/, n§t a ;adéal one, but a
reflectloﬁ of the increasing likelihood of inclusion of
'the_deétinaﬁion'namé in the text wiﬁh ;Lcrease.in'thé
total amount of text fHVgpe ad (number of ifnes and number
of words in the main . text and berceﬁt of ad whicH is tﬁe
main text, significant at' the .000 léVelr... |

s

. (e) Ca'E'tion \ . ' ' 'I',, r

i

Inclusion of the destination name in captions to photos
. 2 '

has a beneficial effect on the Assocd¢iation Rate.

D)

(£) - Brochure/Literature

‘;n mugh the same way as a brand name is featufed on.4

. . D -
product, a ‘destination name may.be shown on.a literature.

° y

N . . c o .
pPiece such as a vacation planner or brochure featured in



an‘advertisement. ‘The results show increasingly pborer
Noting Scores with increasing reliance on this'device to -

communicate the name of the destination.

3

The relativé'sizé of the Main Identifier is a major, if
 net the major comtrlbutor 55 the Association: Rate ' however
it ls measured.v The height of the letters, the selatxve
promlnenc% of‘ the .destination nane compared to tﬂe
headline @nd, for the Siénature} the proportion of space
taken 1n\the ad ali showjthat the larger the name  the
hlgher the Assoc1at10n Rate. Readership of the Main .
Ident1fler -1tse1f appears particulariy likely to be

impacted by the height of the letters. o

Position in ad

Advantageoﬁs poSitions in the ad for. the Méin,Ideétifier
in terms of theaAséociation Rate 1nclude oelng spzead.
_across the-top of thé ad, in the top right corner, and in
the centré at the bottom. The bottom right corner, tﬁe
most frequently used 9051t10n,'and the middle centre

. appear ‘to have a negative impact on Association.



1

Noting Scores benefit where QAe Main Identifier is spfead
across the boﬁtom.of the ad. fThe use of bold type in this
poeition generally seems to have a bositive effecE en
Attentio since, as will be seen later, a headline spread
- across the potﬁom‘of’the ad is‘aleo advantageous to Noting

Scores, “ ' -

Presentation

Simplicity appears to be the key to execution of an
identifier. ~Where the Main Identifier and Signature
include only the name of the destination, a Significan;

‘positive relationship with Attention andvplaboration‘was

established, while "the 1inclusion of an illustration,

(including a logo) and additional colour was detrimental

to readership. .

147

Use of reverse type was felated to higher readership while _

. the placement of the name at an angle in the- ad detracted
from’ further Elaboratlon.‘

lFinélly,’it appears advantageous for the Starch ‘Signature
to be: the Main Identifier sﬁ?{g readership of the
Signature itself is greater undel these ‘circumstances.

¥ 7

Elaboration Rates are also signif Eantly higher but the



- ) B ' .

4

;o A ]
; . PN 0, | LTama
reason Vfor this is pot «clear. Possibly where'}the -

Signakure and Main Identifier are the same, there are
‘fewer areas in the ad competing- for attention, allowing

, . ‘ ﬁi S
the reader to focus on the bulk of the text rather than s

another area featuring the name. ‘

HEADLINE

s

As with' the Main Identifier and Signature, variables

P

describing the headline were expected to have their majox
impact on Association Rates. The results of the analyses,

shown in Table 22, suggest that the Qélationship here too

is more diverse.

‘

Presentation o ) ’ ' ‘

/
The*strong;s&\result ﬁelating to the pzesentétion of the
headline 'concerns thé ‘use of reverse type which fis.
advantageous for both Association and;readership of the

neadline itself.

'Execution in colour, or setting of the headline at an

angle_appéars to increase attention to the ad, while the
: . s ‘ : , ] )

use of only upper case letters in one size is beneficial

to headline readership too.



f

. } SO ' - SRR e
TABLE 22: FREQUENCY AND DIRECTION OF SIGNIFICANT
‘ RELATJONSHIPS BETWEEN INDIVIDUAL S
HEADLINE VARIABLES AND READERSHIP .

’ . s u -
.. "Assoc- Read Read 7 :
Noted iation Some Most ¥ieadline o

Score Rate  Rate Rate Rate
PRESENTATION: ‘ . ‘
Reverse type o
Print in colout +
All upper case

(one size). ’ .n
~Not horizontal +

" PQSITION:
Spréad ‘across top

Top left o

Top right

Spread across

middle
Middle centre* -
Spread across.
-bottom ++
Bottom left +
Bottom right

More than one

place -

Above illus-

tration , -
Below illus-

tration » ++
Next to illus- y

tration !

Between illus-'-
“tration and text ++

SIZE:
Number of ‘words*in
headline -
Percent of ad
which is headline
Percent of ad
height which is »
headline height* +




. . ',Aséod;rﬁéad . Read :
L Noted iation Some Most @ Headl ine

Score Rate Rate Rate - Rate
CONTENT: ' e T ,
Personal reference \ : + o+ ' I ¥
Imperative - : ‘
Offers news/ ‘ g —
newness P . - - N '
Descriptive of ' o .

destination . - . -

Note: (1) The number of +'s or -'s indicate the number of
: analyses -in which the variable was signifi.’

cantly related to the Readership measure at the

0.05 level or better. variables with only one

significant reading are excluded. C S

(2) + indicates a positive relationship.
N » .
- indicates a negative relationship.

* Not included, in the tegression analyses; maximum
reading is oneb ' )



.‘POSition %n‘Ad

If, as bebleved bv advertlslng p act1t10ners, the headllne e
serves to pull ;he reader 1nto the body of the text, one
would expect to sée ‘a relatlonshlp between the varlables'a

descrlblng the heapllne and Elaboratlon Rate, ‘In fact,
N - S
sach Llnkages occurred almost exclu51vely for the p051t10n- > v

<

a
df the headllne in the ad

-

* Posrtlve 1mpacts on. Elaboratlon were fonnd wh@re the "efv
headl:ne 1s‘below ‘the 1llustrat10n, spread across ‘the to;,L
.fOf the\ad and anﬁthe bot tom left corner. Of these‘
;i,positlohs: placement beloi the 1llustratlon‘(wherewitv B
'co;ers less than 100% of the ad;flsmost;adVantageous

: 31nce Notlng Scores and headl1ne .readership are higher

i n@re too.

. \‘ /’a

Although rEaQErshlp of the headline 1tself is pos1t1vely‘ b I

v

\\lmpacted when it 1s spread across the ad (top, mlddle .or .

AP
':.bottom) jthls‘ is probably a reflect1on of headllne $ize -
‘ ‘ } ‘ . .\
rather than*actual p051t10n.‘ prever, ‘a headllne spread L

. ecross the bottom of the ad is benef1c1a1 to Attent1on but'

" not. Assoc1at10n\\\va 51m11ar ffndlng to. thax obta1ned for
. S LA »
e the Maln Ident1f1er.> ‘ ‘

2

v ’ . .
. ol . . .



Positiohsi‘ to be ayeided are the centre of  -‘the

g - . ' L f . . W o A T . Lo : T Sl ‘ i
gadv?rbiSement" and placementkggebpve Or next ' to' the ¢

'illustratieh. Breaking dp § long headline.ihto‘different‘

‘poeitiens3in the ad is also detrimen 'réaderShip; R
slze RN .
; /". \

'_The size of the headllne is significantly related to\the“ o

\ ' . A
1 : . . -

Assoc1at10n Rete.’fqr‘fthe adVertisement"and to the

'

readershlp rate foruthe heedlinevitéelf ‘ The larger rhe

iﬂproportlon of the ad taken by the headllne and the larger

“the helght of the. headllne ‘letters, the‘ hlgher the
readership rates.  ‘¢‘ o R

L3
Y

 While the number of lines in the headline ddes not.

51gnlflcantly 1mpact readershlp, the‘number_pf words i§Za{
contrrbutor.e The more words in the headl;ne;vthe 1ewé;
tres readership. ﬂ | 1 o , | _

- O

¢ % ' , ’
Content oo B

e use of personal references and user beneflts 19’%e11

.es abllshed in tourlsm ’destlnatlon advertlsements.'
Personal references .eontribute to readershlp of  the.

]

headllne 1tself and to Elaborat1on but referenceS‘tq

’;{ benef1ts have no SLgnlflcant 1moact either way.

. : "" !



N ¢

Headl1nes phrased as 1mperat1ves or whlch offer news .

‘about/newness as an appedl are negata&ely assoc1ated w1th

q
uNotlng Scores. Headllnes wh1ch descrfbe the destlnatlan
“ |,“P

1n phy51cal terms had - both a low Association Rate and

5

a low ‘headline readershlp.rate.

Q .1 \
4 -

Future . -researchers should consider adding  the new

categories derived- from an analysis of “award-winning'
¥ . .

,headlines by‘Beltramini and Blasko (1986) since further

ineight into what makes an effectlve headllne 1s needed

+

TEXT VARIABLES -

&

’
» "

153

Text . variables were. anticipated ‘to ~“be of particular

importance tJ measures .of Elaboration. = An overview of

Table 23" shows' that they impact all readership:levels.:

g ‘ ' - : : ‘ N

Contrastlng of the Read Some and Read Most Readershlp Rate

. x4
[ - :

reafflrms tne,greater 1mportance of the text 1tser£:to‘

. S ;,,".}.v’v., . RS e T
. tHorough readerspdp seen earlier :in TaEle_lG.‘;v; : o

- : - -

ﬁ .\ v ’ T R Sl



”
-

| TABLE 23: FREQUENCY AND DIRECTION OF SIGNIFICANT L
RELATIONSHIPS BETWEEN INDIVIDUAL TEXT .. '+
- UARIABLES AND READERSHIP , ‘ s

. ~;_Q

“Noted - Assoclatlon Read Some Read Most
- Score Rate Rate @ . Rate

L
PRESENTATION : , . B ‘
'Paragraph headings ‘ o e FON
With numbered points N o+ +
' Captions to photos .. S TR A
‘Most text .in o S s 0
captions*. + R T +
No text* . . L+ T n/a +

POSITION: . . SR . B
Spread across A oL S B
middle ‘ - o ‘ ' - :
Bottom centre T - - + . Co=a
Right column:- S , e -

COLOUR": R : .

Black on white [ e .

‘Black 'on colour + B t

Black on illus- . ‘ -

.+ tration - . R SoTT. -

" Reverse on illus- : ' L
tration ) - -+ B
Colour on COlour*“ AR . S IR
QUANTITY ,

Number of lines of ) . S :

- copy* - o= - - LT

" Number of words:, — -*% S .
‘Percent of ad which. } - ,

" is main text - -—— BRI T ee

“Modal type-size ratio » B ——— -

" Number of type . : : B SRR S
styles/sizes R B ' + Lot ’fv e

~ 'INFORMATION CONTENT: ERIEIC I J R S
Services/distance SRR e S e et
~information . . o - R
Information source. --- . - P R
 Statistics/dates. -~ -- o o, S A




- '~l.~'k' . L o k' Y T : i
' o ~Noted Association Read Some Read Most,
Scbxe . Rate _ Rate. .  Rate, .. - ...

. J" . '
. APPEALS. USED: . , . :

- Natural appeal ' - _—— bl
. Comparisons with o ; 1 , : .
. .other destinations - ++ %

"Everythlng in one o

country ' ++.

Memor ies/memorable } S : - ‘ 1
.~ Buperlatives S L e ,
;'.Fo:elgn/d1fferent ' -- ‘ =
% History'and culture  : ’ :
PRelax/quiet/slow v ‘ o RN

. down® o+ LA 2 +++
‘)pccommodationw ’ + ' ' | -

Evocativeness of L o . S ,
text _ +. C++ SRR e
| ¥, ‘ i .

i

Note..(l)' gg; number of +'s or -'s indicate the number of

%4 , lys€s in which the variable was signifi-
. ~£antly related to the Readership measure at the
P ®» 0.05 level or better. Variables with only" one’

" 31gn1f1cant readlng are excluded
o (2) +-1nd1cate5 a 9051t1ve relatlonshlp.
Sy ‘ - 1nd1cates a’ negathe relationshlo \

*. Nok 1ncluded in the,‘fegre551ons analyses; max imumn
Ygadlng 1s one. > ' ' : e T

“n/a Not appllcable.
B ) ‘ ' o ’ . »
. 41 o
R S : +
. i .
e ’ :.‘u - ¥ ! '
Q



Presentation R 4 ' . . . v

‘ The use of captions to photos,. is pos&tively linked to
higher Association Ratée. When most of the text is in

"capti%ns other Readership Scores benefit: too.

fhe uee -of numbered points in the text \pdsitivelpg
'influences- Assoc1atxon and Elaboratlon Rates, while
. paragraph headlngs appear to detract from Elabpratlon
"measures. . Thls 1s a samllar 51tuat10n to the headllne‘
where one would expect that paragraph headings lead'the'
readeé into the teht, but in fact they appear td,satisfy
. . _ o o :

in themselves.

i

Position in ad | . o L
' The position of the main body of text in the ad does not
seem to  have 51gn1f1cant eﬁfects on . readership. The
.4If1nd1ngs in Table 23 suggest that use.of the middle of the
ad and bottom centre and rlght'CQlumn p051t10ns should he
‘avoidg@.

{ ,
-The p051t1on of the text relatlve to other ad components
results 1n low As§0c1atlon Rates when the text is below :

vthe 1llustrat10n (see Table l9)§ and hlgh Notlng ,Scoresﬁ

R



when the headline is between the .illustration and ltext
(see Table '52) . However’, 5uc_h~ layout variables do not

affect(Elaboration Rates. S ’

* d

' Colour of‘B@round and Text

o

“'/ S , o
The colour of the text and its background has its greatest
r t
impact on Assoc1at10n Black type, e1ther on a white
s_/ B '

backg;Ound or sup&rimposed on,an illustratiOn, has a

'negative effect on Association. Black on flat colour,

»*

,~(1nclud1ng a photographlc background such as a plaln blue

sky) or reverse’ type on an 1llustrat10n have the 099051te .
. ¢ .

ax

effect.

.Although black onAMhite a@pears to'detract from thorough

readershlp of the text thls comblnatlon is significantly

2 a

,assoclated w1th decrsasxng 1llustrat1on 51ze (at the 000

>level) and 1ncrea51ng amounts .of text. Since the 1nter€

4

7_act1ve effect is l1m1ted to the Elaboratlon measure, the

colour of the text 1tself contr1butes to‘the low Assoc1a-.

o

tion Rate.;' , ’ - 2

/_



,A . o ,’ ’ L
Quantity of Text - . - . . (

\ ( ,‘} . ..
toe v . - ’ H

The size .or quantity of text has its strongest impact on

A

thorough'readership~and also plays an important role in

Attention.

t nghﬁg@flgnlflcant negatlve relatlonshlps between Notlng
and)the number of 11neshpf text, number of words and the
amount of space in the id taken by the main’ body of text
were found.' Examlnatiqn of 'the detalled data shows that
Noting Scores are con51derably higher where up to 10
llnes, 99 words and,4% of ‘the space in. the ad, rather than

)

hlgher Quantltles, ls;devoted to the main body of text.
Consistent with these resultsLis the ‘positive impact on
Notlng of hav1ng no text at all or the’ 9051t10n1ng of most~
text in captlons to photos.

e

tention, Elaboration Rates are increasingly

negatjvely impacted. by the‘incldsionbof increasing amounts

'\\pf,text, An interesting addition here is the significant

gé@rimental effect of a high type-size ratio. Since the
ratid,itself represents the number of lines of text that

do’or would £ill 10% of the 'height of the ad, the higher



the number, the more crowded it will“appgar and possibly
" the more difficult it wfll be to read. THe"Read Most

Rates are highest wheré th ratlo is four lines of type or

\ 7’

less (1nclud1ng spaces between the lines) for 10% of the

height of the ‘ad, which‘}n 1P4 ads is usually about 2.7

\\

centimeters. - This finding is significant at the\\QF

level, Currently only a few lP((a:(z.s%) fall into this™,
group thdUéh a somewhat higher_é:opor;ion of all ads in %\
.the sample (7%) use this ratio. -

In addition; the-use of multiple type.styles or sjzes,

appea;s,tO'coqtribute to increased readership of the text.

3

. Information in Texf

i

‘fhé:Scéle measuring- degree of speiificity/féctualhess of
the ad did not ‘show significant linear tel tionsﬁips_wit

»

readérship, implying that neither a gene al/persua31ve ad

nor ‘a speclfic/lnformat1ve one 1s superior to the other.

Q

-

Examination of adver tisements which included vafious types

a

of hard information'showedtthaty as with\thf overall
assessment of infbrmatioq, inclusion 1in the text ’pf
| specific  place names/things to see and -é@dﬁ and

Vnatu:al/cultuial/historical background informati;

. . S g ‘ oy
significant effect on readership. o ‘§§;'



‘ib

-~

‘ . h .
Where significant effects were found, ‘they resulted in

i

lower . readership.' ”Factsb which involve statistics/dates

V

and thoee detailing d1stances/accommddat1on/tzanspor—
)

tatron/other serv1ces have this negative impact. As

1’ !

co- opetatxve advertlsementé tend to .1nclude similar

supplier drlven 1nformat10nw content may be the reason for

the lower Read .Most Scores where Co-sponsors arg used (see
Table 18)n , : '

X o
- ’ ! ‘«'1 ‘1 ‘ : : .
Given the fﬁequency withy which focus groups criticize

[N

I B v

tourism, destination advertisements for not  including.

i
' L7 : ! ,
enough "informatiqn",.one has to wonder what they have in

"mind or whether in reality a print advertisement is not an

appropriate vehicle for delivering tourism information.

If tourism destinatipn adveqtisements are to be purely

160

persua51ve, some mechanism by whlch 1nterested readers Tan .

. get further 1nformgtlon is needed. The category "infor-

‘mation source" includes all ads with such suggestions,

4

These cover the use of coupons, addresses to write,

p1ctures of vacation planners and referrals to "your

travel agent", Consistent with "the other types: of

,inf0rmation examined, . the inclusion of  sueh sources shows

a significant negative impact.. Given the earlie; negative

flndlng concetnlng the "inclusion of  the destlnatlon name
o ' S o



\

V4 .
in a,chpqn or on’'a literature pieca (Table 20), the
resule is.perhaps'not surprising. However, the same
result is obtained when— ads with a coupon ot

literature/brochure are excluded from the analysisl

Appeal/s EmQIOyéd 3

The appeals used in the written part. of the ad cOvér ;hek
message commgnicated bylphe text, headliqe,'subheaéing and
themeling. In,many instances they woﬁld closely reflect
the illustration contedt of the adveftisqmént ﬁoo (eqg.
,histqry and'cultuﬁe, ékiing, beaches and §ea)>$o the’
reiationship ﬁo readership is not as clear-cut as for

~

‘other components.

0f the original.gréup oﬁ ;9'appea13( oniy'oné.has a
sighificant ‘positivé impact on all .readership figures,
'tfhe ‘message comﬁunicating relaxélian/élowing one's
pace/enjoying quiet s particularly iikely,tolLéad-to high
Elaboration and can be efféctiveiy\ Supported -ién an

illustratkg?'(possibly the source of the positive Noting

Score) . S ‘ : -,

v

)

_ ' / ‘ L : -
The only other appeals with a positive .impact on reader-

ship lie in making general or specific comparisons with

¥ oo : e

-



)
other destinations which impacts Association -Rate, and

v

claiming to have everything in one country which impacts

Not ing Sgores.

v

Another appeal which positively impacts Association Rates
is the suggestion concerning the memérability of a

vacation at that destination. ‘ | Lo
.

" Two appeals which are or have been used by Canada and its
. N s N
provinébs, viz. foreignneés/diﬁfgrentness/uniqueneés -and

nature/wildlife/scenic beauty/wilderness/countryside do

not work with the broad cross-section of readers coveled

3 13 ' 13 . . . '
ln thils study. Both the Association and ‘Elaboration Rates

are lower than for other appeals. As pointed out in the

discussion of  illustration subjects, the results

reflecting the effecfiveness of . a shotgun approach méy be

quite “different for targetted market segments. For

example, foreignness may be a positive factor for inter-

national travellers, but the réa¢ers sampled here would .

include a high percentage of dome&tic only travellers. On

the .othet hand, if Canada is the safe and not-too-foreign

alternative for domestic'travellefs, and if the marketing
objective is to expand the market, then these appeals may
pe ones bo,belavoided.

L/
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g : ' . Y + .!q}pl

1 . 4 .

Otﬁer apbealg with a negative effect which migh&q%a

avo;;;h include the use of superlatives, eg. m\§niflcent' "'w\;a

7
R
SRR
4 1
!

.awesome, incredible, and historical/cultural topic a;eas. '\
s . . . o“ | ~'.

./?4‘ v \
‘ ; “

Evocativenéss of Text

14

Unlike the tesearch concerning the inclusion of hard

factual inforhation, Attention and Association in touriém,
{

destination adver®™sements appear to benefit from a

‘writing style which conjures up vivid images of or' a

feeling for the atmosphere at the destination. The impéct

e e s e e

/

on Elabozatlon, however, appears to ‘be a negat1ve one,

.

CALL-TO-ACTION VARIABLES - | ,

The impact of the use of call-to-action variables and the

appearance of coupons is displayed in'Table 24.

\ .
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TABLE 24: FREQUENCY AND DIRECTION- OF SAGNIFICANT .
. RELATIONSHIPS BETHMEEN . xuoxvxougb CALL~TO=ACTION .. .. - = mus
suxp ' ..

w’ VARIAB&ES AND READ

o #
TYPE: ©
‘Coupoén** .

Directive in text .
Phone/SOo number

COUPON SHAPE:
AHorizontal rec-
tangle
Vertical rec-
© tangle |
Trlangle**
Irregular shape

COUPON, BOBBRER:
Dotted 11ne ¢
' Solid Njne. s+ .
golaur, cqn:ras
v No bofdéx e
’ u‘r . m
COUPON}QOLOUR
. White en- whitex*

tra01on**

. ¥ CQUBON 'POSITION:
" Actogs boktofp i'
'~ “Bottom' f&ghﬁ
fir,C0 her: n
‘. BOQtdm left v

! corner%~j o
Perceng of ad
Q;J dh;ah 1s coupon

:% (1), * The

Nated
Score

Assoc~ Read
iation Some
Rate Rate

Read

Most.

Q
o
(=
i)
Q
=]
5

C010um‘on xllus-‘

umber of +'s or -'s
R analﬁses

.'0»05 level or better.
s1gn1f1cant reading are, excluded

+++

b

¢
RS
L,

-~ + 44

ot

Rate

indicate the make of"
in which the variable was signifi- .
cantly related to the Readership measure at the
‘'Variables” with-only one

++



n/a-

Not. appllcable.‘"'

5¥»indi¢ates‘q oositive relationship o

-
- 1nd1cates a negatlve relatxonshlp 5{

B G I .

* Full multiple regression to predlct coupoﬁ

~readership "not. run ~since the number  of

165

variables.was. greater than the number of. cases;’

'thus ‘the maxlmum read&ng is two. o

o Not 1ncluded 1n*the regreéglon analyses-'
A‘max1mum readlfg is one,



¥y

LN

o
-

_ype‘of,Call—to-Action variable

Kl

Based on results”elready dlscussed,51t ls no’ surprxse that

v

'1nclu51on of a coupon a tourlsm -destination advertxse-

menb has aﬁslgnlflcant detrlmental effect on Attentlon and

s

Elaboratlon. ,Thlsvis true~for both male and fomale.

+
4

magazine,readers. Given Starch results show1ng a p051t1ve

v

\?

impact for: "cents off" coupons,- th@ reasons deserve

.

investigation,

. : . . R
3 . A .- ! .

‘Intlusion of ﬁ'phone number/tdll free aumber 1s also

.

-9
assoc1ated w1th lower Notlng Scores as are other text
M e
. ‘ ) I » o . 3 PP L . R -"‘. . - s
&lrectlves.: R ‘ . T IR S
. . . . . ~ » N 3 . . . P}
: f,:ff};/- ~ R '
The . Coupon Itself e
: v . . .
CE .

By N B ?k ) ‘ l‘ ) A .->~. “ . : - . N ‘ ! .
Not nly t-:g}:.e&a otmg *}q"f e’s and El boratlon _Ra,tis

.slgnlflcantly lowdr whe a coupon 1s rncluded in a tourlsm'

X

‘idestlnatlon advertlsement, bu;,&f/the sxze of the coupon

_ readershlp of the coupon 1tse15 increases as 1t 1ncreases:‘

anreasesf.such‘hegative-effecté increase too. _However,*

.41n 51ze. Y SRR :
. . . " ..'
Y A ‘..‘., . i L . “n, . v‘ ‘ B
~ Assdciation Rates }rehpegatively_impactedayhege the cz;é?n
~is positioned across tte #bottom of the ad, B where
‘ . « . ; ':.‘. ,‘ ) . R . L " ‘ S ¢’ ‘
D ) B s M B “ . . . Sae T .;1'3_«':.‘,




a

¢ shape and'a.position in the bottom left corner contrlbutes-

»

167

bo:der is‘a sélid line, the shape is a trlangle,‘and the

L4

colour. is white ‘on “a- white background Other‘ negativei

v

effects are found partlcularly Where there is a lack of_f

any - deflning border, The use oE a vertlcal or . 1rregulaf

- oy
4

to lower re%dership too. } -

B -«
# :

£, :‘f

Despite "the coupon's negative impaétwon readership, there

'are’ aspects Awhich contrlbute to  increased Atténtion;

Assocxatlon ‘and Elaboratlon.¢,.A 'oosition“'ﬁnf the‘ bottom

PO

rlght corner 1s partlcularly efﬁectlve. The use of- colourt

contrast and a: colour background when the coupon is

L

% .
super1moosed on an 1llustrat10n iLJuuuémmtal rectangular‘

R

shape and a dotted line border al} appear to 1ncrease ;‘

+

readership measures.a ‘ ‘ S , o 'Qh'

5

I
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_,care should be taken Eo meet optlmal gu1de11ne

 ™placement of the advert{eemént

VI IMPLICATIONS AND coucrusans
T D ,‘;;gtﬁgmfg,‘g o
SUMMARY AND RECOMMENDATIONS FOR PRACTiCAm‘ o

- IMPLEMENTATION

* . : ~ ! f “

ELEMENTS IN THE COMMUNICATION paoe;ss N -

R ]

. f
v -t

Advertisers = of foreign’ destinations’ Wgue ai built-in,

advantage, over domestic destinations in gaining“attention
- \ : o

and readersbip.' As anticipated,jno major ﬁifferenceS‘

between male and . fEmaIe readers were. found overall o for

specxf1c content varxables, so these audlences may be .
. 1" ‘

A ._, . s -

T

pe - of magazine 1n which to advertlse

'appeare tg’l, Heral interest one (domlnated by the New'

-rker in thlS .ample) 3 Where travel magazxnes aré used

e ecutlon of JEhe main body of text. oo NI

i

.

the right-hand side of

¢

. ; : T , ) PR S
advantageous,.‘Ads_;hemselves"should;be executed in fu l

‘colour. Use of lar§er advertisements increaSeS'Ettention

S

~_tHe 'magazine -and ~ f&fther back. in the issue appearé P

» addressed w1th the quf'campalgn. ‘ o PR e
) ‘ o b ’ ’; ‘h o . Lo N L»sﬁ.___.../q‘—“\
N\ ': 3 - . o .



but smaller advertxsements are ﬁ. ‘more cost effectlve buy

g

v N

_'I‘o obtam tTe same total audlence they would need to be_‘. o

placed more frequently
~ OPTIMAL LAYOUT OF THE ADVERTISEMENT "

©, Synthesis of the detailed analysis of the various key.
' ' ) ' " ] * v o . oo -
elements tourlsm destmatlon advertlsements_‘ suggests - o

. pv o Q B -
the- followmg mechan 1cal structure for a h-igber scoring

,4;.

advertlsement’/ S e . S .
K ﬁ e L L ) e -: : t ' " . T . ' o B ) . v S w

Chia . | S

A" *'g'l‘e : cﬁtloned pl)otog raph, ) covermg _thej entire - ‘

st + ’q‘\ .
advertﬂsement ahd usmg the" bleed proCess is recommendeﬁ

for creation of hlgh ?ﬁt@hhbn.- All q,opy should' be

superlmposed usmg regsrse type uhIess there‘ are sultable )
o ‘ . ‘.. R P k o
: flat coloured a‘reas where black c!“h effet:tl el)”ﬁe used Voo
' - .

for the text. : ¥ . ' ’\B B

The. main id‘eh’tifier/signature, -as 'the key' contributor ‘to

‘ éﬁreati‘c’m of "a link i'n‘ the reader s m1nd between"” the B
. F' . . ‘Ql.
advertrs ment and its: s'pqnsor, ahould optlmally be' placed
Y

‘as the ob' oF a themelln\e.," Executlon should ensure'

™N

that . this  Ns the mos‘ fpromment ~copy .in_  the Ad b
o . o 5 { | : VMO s :
-y

o~ W



" | - ) . ",'.A' ' _.‘ ‘ . '1‘70

e o ' !

particularly‘with'regard to tHe height of‘ the lert'ers." A . j :

; posxtlon at the bottom centre of th? advertxsement 'ie

\
.

'recommended ) ' G E

L ! ’ .

‘u
&

To. be ‘most effectiv.e, the head-llne should contaln a

s

personal reference smceg this - appears to encourage Eurther
readershlp of the text. Whlle not being more dommant\

than the main 1dent1ffer, it needs to take

*

N‘

v .

'of space if 1t is to b.e seen,’ be positL" he top
of - the ad an% c0nta»m as few . words as p :
. 4
& ‘ ‘53' " N, : ) .
- ngh text readershlp aged by short copy (under
100 wo‘rds)_, vrak;Lng no" gro 4% of the total area of '
the "vad'. - 'The use of ."-,,- (app‘:oxmately 4 llnes perr
.l‘)' ) roo ‘ ) B ’ -
"inc:ih) Yls recomr‘nehde'd : A call to~act10n is best executed -
in. a l1ne of *COpy 1n the form of 3 name and’ addresa to
.' ) ‘.
WhICh to write. .- L , 7
. . . o ; . " . .» ) ' . . “ - _2.) *f - L
. .. ‘4. v , PN R R w‘ . ) . ‘ - o < . .'
~\5I‘he overlll tnrust of the abdve layout i SlmpllClt L
| w . \ b Y.

.l

Only a few key areas of the advertlsengnt compete for

-

attentfdn ‘and each of . these regulres mxnlmal processmg.'
( @m . b o : ES £ "

“"Introdu?:tlon» “ofomultfple mctures, inset photographs,

-
.

plctures of 11terature pieces, a co‘upon, a multt coloured

.
o

' 10g0/31.g~‘natur_.e'f',agpea'rs_ to result ip fragment‘atxo-n;_ of

-

e
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. attention. A small zllustrat1on area, drawing rather than-

: pheto,’ @nd.large amounts ot text are alao dlsiqfeht1ves to

\‘readershlp. P - -,;

» T '

TR ° N v N

i o : « ’ [ . R
oW - ' o

&
-
E ]

L . i“’.‘ :‘i:‘ A ) J,.. ’ . o R ‘ . 4 »
OTHER COMMENTS ON LAYOUT ' 4 A e e
. ’ '3 ’ L . L, ~ Q ' ) ‘ - L I _bzl‘\.,'*. M‘

S

v
used,_a vert1cal rectangulanw

v

square ehape w1thathe headl1ne%?elow the illustration is‘“”

3

7¢}pnefenable. 'If the text lS not‘superimp

e

d, it should be

executed in black on a coloured b

. ;;
ck on.white. .
1 r . -
. * .y : AV -
e v 'A . . ‘#,@ ‘ L

-

-

If several smaller photos a eato ‘be used these sh uld be
L SR 9

'jscattered around - the ad and the text placed in ca

»

e

the photographs. T o o i
R L . ‘ .
.. ] - .£

S LR

Whlle the optlmal posxtlon Eor the main 1dent1f1er Ls in

the themellne,f 1ncly51on of the dest1natlon name a the

',headllne as the subject of the headlxne or whergﬁthe T

’

e
>
. . ry

headl1ne is the name: only, can also be advantageous. -The

dest1nat1on dame a551sts 1na£%eat1ng hpadllne readershlp

A
. S

°but appears to detract from further elaboratlon. R

> . W
v, A . LRy

‘IE the ma1n 1denbaf1er cannot be placdﬁ ‘at Ehre bottom ’ 53

B “ . ’ ﬂ, B 0 'r
.ﬁcentre, pos1t1ve alternatxves are to have it Spread across . ‘

. )L‘» ‘.t»;‘- v , ". . - [ . . /".;‘.“,.
- L - . .. - ‘% .
. . i o : . 3 Lo
R N . . . T .

v
a
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e . o n ‘ , C
1 ‘

the. top or bottom of'the adv 1sement or 1n uhe top right

-7 corne but not. thgmbottom right coraer or anywhere on.the . . . ..

left the advertiseMent o * ,w

\Wﬁjr - i

Alternat1vg,execut1ons of the headlxne not*detrimental to
readershlp 1nclude the use of upper case, colour type and

-a -non- horlzontal pqs1tipn.r Placement o! the headlxne

i%he centre of the advertlsement, above or next to the

RN kel
Y

: Lllustratlon or broken up into more than one area should

R

TExt'should not oeﬁfpread acfoss the mxddle»of the Sl
“ @ "‘ .
advertfsement nor .placed a]jthe oottom centre.‘ Multlplea’
; @

type s?yles or slzes and numbered points may be used to
€ e
ong : xt but oaragraph headlngs should not be

oreak up 1

[

used -

~ The use of~c0ubons is discouraged’. However, if'one'is to
.*be included it ;%ould ‘be placa? ln the bottom right” .
wmrner, have. a‘horlzontal rectangular shape wath a dotted °
'llne border and » a contrastlng coloured backcround,
partxcularly when superlmposed on an 1llustratzon.? Shapes

-

db be av01ded are a trlangle, vertxcal rectangle ami\

*

.L.lrré‘blar shape. The lack of any oorder, .use of a solxd

. . o
‘ . : . R ' . - ER
' - i " N . . . : o
. .

& W . ’umb’:ﬁ, -3‘*“5 ey



line border, exec"ution in white o a white background and

a position spread across the bottom of the ad or in the

bottom . left ‘corner _is particularly detrimental to.

read’ershib.’ Slze of the coupon depends on objectlves.

@

Larger size results in. hlgher coupon readershlp but. . lower

séores on most other key measures. e .

§ : . )

JF . i ’ .

sV .‘*J»,s g

Althou'f, ,,;'it vwas' 1n1t1a11y 1ntended thae‘ detailed

4

173

recommendat(png‘ be qmade regardlng readership of sub—*" "

iy PR R e
e

md;inespwcaptions and dxrect1ves, the bases

gt

headhnﬁ

Wﬂf’ @he r 'dersmp écetesm proveﬂ to be too low to under-

& B V=
. tnerefore\.g}tv e made. e Y
‘ ,“ _,\<‘ ' ‘& N
OPTIMAL ME‘.SS‘AGE E’OR THE ADVERT[SEMENT . C )
“! . N :,;‘y“"‘ . —/

s.,,

w uﬂxébroad ‘cross-section v‘ef the magazme reader
._,&i.’ 3

.‘19&“‘%&‘1:‘@ targetted,.the tourism destmatﬂon

advertlse\gsfc should use sex appeal 1n the form of a

- - .;’.

fem‘ale model or, a“couple pxctuted in a romahtlc s1tuat10n.ﬁ_,

v, ' ™,

eBerpxctlon 4of \:q.uusts“encourages readersmp of the main

.
\

i

:;tf.

body of text Testlmonl‘al‘s by non celebrlty v151tors can

¢

‘be effecti‘vely used too

‘
¢~
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For visual appeal, beaCWea/coast‘ ana, water sports
(excludlng boatlng) are advantageous.

R}

The written message w1th broadest appeal isrrelaxation/
qu1et/slo;1ng down. Attentlon is generated by claims of <.

ﬂufrythtng in one ‘country and Associatlon Ls ‘high where'

o [

comparlsons are made'w1th other countries . %5 where the

"apbeal of m&norﬁillty is used, , ¢

B Yo Pl
. R .

OTHER COMMENTS ON MESSAGE

~ visual ' images- .focusing on. ethnicity . (eg. visual and
performing arts, Qood and restaurants) and a Written,‘

Lmessage prlmarlly concerned w1th hlstory/cukture should be
Qav01ded . Also to be av01ded are exclusxve parc1c1pator;; )
‘ P
sports such as golf tennls and sk11ng when tangettzngith;

orOadhpopula;;on. / . 21%ﬁ%‘,

* . ' ‘ .

Special lightiné effects such as sunsets, and.ssenic:
spectacqlars ;such as mountains and hnique landforms(

’appear to JEtract from Vtext reade’rship.~ Particular

efforts should,be made here to ensure that mechan1ca1
. *Q' \ * e
varlables assoc1ated glth low text readersh1p are av01ded

1f such® 1llustratxve materlaldfs used.

»

»
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Headlines should not be phrased as imperétives and should

not mere/ly descrtbe the physxcal characterxs@ics os the

- s 2 &y
destxnation or present news about . itgr
/ oo . -

’

'and, for the mass market, should avoid focusing on the

topic a;eas of nature and Eoeeignness/uniquéness.
1‘ \ ' :
E T e '

Heavy factaal and service information is a'disincentive to

readers ip” (eg. where to | get further - Lnformatﬂon,

v

“stgﬁistics/QBtes,. &’Etancas/accommodat1on/transportat1on/

*

féclllgxes) whxle use of colourfuL descrlptlve text whxéh

aJlows the reader to project 1nto the destination appears

.to be beQeflc1al

LA N : i

v

. . * h
e N ) . 8
- ] . - ﬂ» ) ! 7

_The writtenm &essage should avoid use of empty superlatives .

1m

e ¥
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'readershlp measures and pattlcularly Notxng Scores and’

" readers covered by the Starch methodology..‘In~effect,'tﬁe

p

THEORETICAL IMPLICATIONS o h

) : 5
“ ) e o . -
. " : . L i . N ; . b N
: S ‘ _

MESSAGE-CONTENT VARIABLES

One of the most .ndtable aspects ‘of the preceding
recommendations is the relatjve sparsity of comment on
spec1f1c 111ustratxon subjects and written mersages to bé

included or excluded from a tourxsm destxna¢1on advertxse-

ment. This is, especially puzzllng in light of the

importadt contribution .such specific content variables
N ‘ ,

together made to explanatlon of variance in‘ predicting

n b hd

Read Some Rates. It has been hypothesized that the

.

problem stems from the bianket measurement of all issue

!

‘differences that are thafhed até valid ‘only when ~

marketing to a broad cross-section of magazine readers.

- . [y ’ . .
. Thus, “égen when the product group is ,Aarrpwly defined,

message-content variables wilr~ﬁﬁa} { 1e8ser role in

“udience w111. be. interested in "and resoond /to dlffe:ent
v A j

appeals (messages), thus ‘eaﬁcelling LeaeQiﬂgthe; pUtQ,j

A
cnanlcal varl&bles, in:E are more universal' w;ll by .

.
RE i . .

default have the ‘most 51gn1f1cant readlngs. ;

b v -
' \ . Y

N

pﬁfdlctlng readershxp since dlfferent segments of thej_ ’
u




‘creative,  which has historically been suggested ' by &

~a valid foundation. Content in  tourism destinetion

‘research using mathematical techniques, would seem to have

G Y

o .

Td parephrase Myers (1986) 'Advertising 18 not a science. by

vHavé our attempts to. make. it numerative led‘ us dnto »,‘ﬂ:

spdrteue_mprhematxcs?' The open disbellef of aduerttclm@

pedple'"regarding the apparent lack of importance‘ o&

'b

advertisements is xmportant, but-as its impact is confined ..
‘ “
to avreceprlve (1nterested) audxence, whlch‘may well be

;" [ . ) ' .
only a Eegment-of the tota} readership, ‘it cannot be
: L . .

N

accurately assessed.using typieal Starch samples. o,

¥ : ]
)
/

°"«\’.v ' * ' P ~

. Future rei’nrch u51ng recognltlon scores . to test the:

: . o 'y . . R
..;- ’ . ',‘?‘V :‘ v . 4 tgv . . ! O );’!
'*3&5 ,expected that"‘ #@%_.;"S’Hestlnatlon - advertis?eﬂnts =

Amportance qf message-content varlab )

.specific appeal being used.

~should be carrled

out "in 3 edngle product group whi 19 still sold to an

\u&séBREnted‘market. Alternatlvely, stch varlables need to !Cf*

.be classxfxed into more general categories whlch,desgrlbe

the kind oﬁ'thing‘being shown or said rather then the

., .
”

INFORMATION CONTENT OF THE AD - - ' * ~
,' | ‘ ’l .. Y. ' ; . 7 M . “. ‘ - L » M a1
( N ‘4

W;th ’regard to the' 1nfermat10n-persua51on controversy,

f&spd on’ the frequently repeated Qequest by travellers, it

: ’,’1’

shr Sty

AR B N - ,” ' 3 B
ontavnlng '1nformat10n*’wou&d have hrgher readersh1o.

- . . .o -

: . . .
7 W LAl



have no sigpificant -impact on readership and three had a

'negative

While study was ‘not set up to examine Finn's

pivergentvprocessino Effectiveness Model (1985), several

’results "obtained ;‘raised ‘questions' regarding its
advertisements. Finn

\appir/abllity to Starch scored

"

the prlmary pictorial content layOut of the
advertisement Results smpwed' that in addition to the
3 ‘ . . . - L . R . -
above, Nog‘ng «SCOorgs a e 1ni1uenced by the way “the

oY . RN o
. . o e N
; Lo I HECNPECIN
~ C, . Ce o s
\ » C . - . ! \
4 - . - ‘
el

In Eact, there was no support ﬁor'this contention and some

evidence to indicate that thé oppo hto might be truo.
types of hard information ware 4

8ix

‘ned, n Three proved to

impact. The .subjective sd@fle on degree of

faCtualness:showedvno difference.

However, all of these

measures were based on the written content of the ad and

/. .
/ G’}J(J-‘ .
1t 1s not known " whether a tourism destination picture is

\

,indeed worth a thousand words.

More research into this content area ls sorely needed.

t

INFORMATION PRQCESSING

f
#

this

suggested that 1nit\a1 attention would 1nvolve processing

eé and'

destinatign name ‘and head ine are presented and by the\ ,;

- ~

written apoeal

e ade these

1

used 19;' Theoretxc lly,

//componedis ehould noz be, processed at the first level.

‘jﬂiaw *

. [l
- :
. " - ¥
- '- . : H

Sy . - . o, ‘

m

Sl LnE
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.
.

»lthe ad " and the resdlts swa that lllustnatlon and‘ text

Furthermore, the level of Assoc1atlon 1s pred;cted to

w

anlude such. characterxstlcs as the headlxne,- sxgnature f'“”

¢

.and smaller plctor1al elements.‘ Yet Starch Assoc1atlon 1s
B ,

‘\'- ol

deflned only as seelng the name of the product anywhere'lnh

.

tlon,‘even when the 1nf1uence of Attentton 1s controlled

o

Kt'the level OEfElaBoration;

expected to be determlnants of text)readersblp.‘ However,

readershlp of a coupon, ‘a small but dlstlnct v1sual/layout

-

element whlch is Erequently the home of the 51gnature and

stronqu correlated wlth Read Most and Read SOme Rates.t'“J'

layout varlables play a major role in predxctlng ASSoCLa-;fV

»,opy characterlstxcs are'd

v ..

5

,1s thus: expected to help p edlct Assoc1at10n, 1s more-”

Vlsual content varlables are also strongly related to text;:fﬂ

readershlp eve& when Notlng Scores are controlled

=
v

The process of 'seeing/reading an advertisement-therefore
Cow - . S o
agpears_SOmewhat'more‘complex than the model would imply.

. . ' * . ‘.' N M N N . . . .

v



.. ‘SUMMARY AND CONCLUSTION'

[
~

-

JThe ourpose of thlS study was to. prov1de 1nformatlon\wh1ch

n e /

more effectlve tourlmn destlnatlon advertlsements for the

yf .

U.S. market. . AR

Y

Over 500 Such advertlsements were examlned and more than -

N / ]

300. communlcatlon,vf mecﬁanlcal and. COnﬁent ~ variables

’result1ng equatlons were tested agalnst advertxsements not

;t:andsdln,the datat

/
-

mdescrxo;ng the ads defined Us1ng multiole regre351on,

those varlables whlchl%est predlct a tOurlsm destlnat1on

4

‘adverttsement -8 abllity to capture"‘ . or ad maga21ne

‘.
+

'gaudxence, ensure. th t the destlnatlon s name is noticed_

Eand encourage reaiershlp of the text were xdentlfled The =

-

Lniiuded "in the orlgxnal analysxs set w1th nlxed results.,

/

)

';Thus, the flndlngs of a series of &nxvarlate analyses

usxng T= Tests and One Way ANOVA S and a second set of

. / - :
. multxple negre551ons were also »examlned to determlne

<
./‘/
/

‘Recommendatmns were’ tnen/» made regardlng commumca*pn,
f
layo‘t and message varxables and thelr comblnatxons which

——

/

agvertisements.

VN . B

;woukd be of aSSLStance to creatbve personnel in developlng,‘

\t
*

snould be included or av01ded'1n tourlsm destxnatlon;*‘
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APPENDIX A '

Appendxx A details the codes used in the analyses reported
RS
in - this document. - The ma30r1ty of codes are in the1r

or1g1na1 form, but some represent codes created using

‘computer lnstructlons. ~

e

.

Unless otherw1se spec1f1ed where dlchotomous coding is
shown (0 1), the 0 represents absgqoe of a variable and

_the 1 represents. presence of that vari?gls.

h

i

* . Additional codes established, but not used for

-~

ol

analytical purposes include: name of country)state/ -

provxnce, ‘name of magazine in which publlshed\ format
of ad, i.e. c0mb1nat10n of shape, colour and size,

N
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- APPENDIX B R
) Bl: 'BETA COEFFICIENTS OF ALL VARIABLES &«
ENTERING STEPWISE REGRESSION TO PREDICT NOTED SCORE . Lo
f ’ .:4 ‘ : o ' .»,"-l"(ﬂ."
Noted Score* o
S ~_ Beta
'MECHANICAL * :
Illustration: - o
‘Bleed ' ' PR &'} .1883 ‘
~Main .and inset photos o g B-l1s20 ' -
“Main Identlfler;"v - o o »[_
Includes illustratfon = - -.1522
Bottom right corner position ® . 21202
ESpread over bottom of ad . o «1119
, ‘Main Text' ' ., e Ry : S
Percent of ad IR | C=.1721
‘Lower left corner position - -.1272
Spread over bottom of ad : -.1030
‘Spread over middle of ad . L =.0827
~vHeadline : | R .
Between lllustratlon -and text - +1079
Not horizontal = - S ' w1039 ' S
- Imperative S -=.1023 , TR
Print ia colour - ’ ‘ . .101l6 - o ’
Number. of words o o o -.0838
’Call to- actlon , N . Ny
Percent of ad.. =~ . = , .. -.1981
White on illustration ' : L L1071
CONTENT - - .
© Illustzation: SR PR : _ S
- Food/restaurant o o =02101 o L
Both sexes =~ = .. o -.1538 ’ T 3
Beaches/coast A . 1382
Visual arts/crafts/artlfacts ‘ —rll36
Romance . o - .1030
Mlst/spray R \ -.0935
- Countryside _— . > : - -.0818
" Written Message: R |
Information source S L - =.3004
. Statistics/dates . = - Coo=e1227
=Dlscovery/surprlse R o .1352
‘Lack.of crowd;ng R S S =,1199
. U207 e e



Noted Score*.

e Beta.
‘COMMUNICATION i
Foreign ad - S . | : .2080
Page number - ‘ i : - =.1749
Rignt hand page | - Co w1279

* All sigaificant at .000 level.



i

Vo

B2:. BETA com‘ncxeurs OF ALL VARIABLES
ENTERING STEPWISE REGRESSION.TO pasmcfr
~ ASSOCIATION RATE °

‘Association Rate

o ' i - Beta
MECHANICAL - )
-Illustration: o . . ‘
Vertical rectangle - . ) . -i1418%*
' ' <1186%*

.0895*
‘Main Identifier: | |
Percent of height of ad

L L761* xR

Top right corner ‘ X S W1500% %%
~In address elsewhere e v, 1136*
Name on llterature/brochure S g o ,1135%%
Includes themeline o .1108%*
Bottom.right corner . -.1068*

.0993*

. Middle centre position

Main Text'

- Black on white backgro&ﬁd o 3167 *nx
With captions E . JLET4xknn
Blackon illustration R .= el140%*
- With numbered points. - : - 1137%*%
Colour on white background . L =el077%*
. Headline: o ‘ .
Not horizontal . ’ ' © . 1206**
In several places ‘ , W 1059*
Spread over middle of ad - , ' 1043*
Call—to—action;‘ ' T Cot
. Across bottom of ad ~e2352% xxx
-Lower :right corner ~.1233%*
.. White on colour ‘ , o =107 7xx
Phone/800 number . S «L012*
"Colour on contrast colour -, 0863*
CONTENT
"Headline: ' o éﬁ? - -
- Offers news/newness e ~ S -.0949*

ertteh Message: T
Backgrouhd. lnformatlon on dest1nat10n .1041* -

&



’ C ' ) . ' -~

Py - ' Association Rate

. . , pemeen 0 Ce . . B‘ta,
.COMMUNICATION . :

Page number of ad ' T | L 1487%kN
Foreign destination - oo=Wl129*x

’ o | “

kkkx 000 significance level.

*nn .001 significance level,

*x . .01 - significance level.

k4

* .05 significance level.

-



o

#
N

. . “1 ! '

. B3: BETA COEFFICIENTS OF ALL VARIABLES ENT ING

S : STEPWISE REGRESSION TO PREDICT ' =
MAIN IDENTIFIER READERSHIP

*

Maln Identifier Rate ~

. Beta
"MECHANICAL
Illustratlon-
Number 'of 1llustrat10ns ' —.1982%%**x -
Centred in ad : T L 1474%x
Square shape, ‘ ' , : 1261 **
Scattered around ad e . .1243%x
2 - 3 photos o : .0927*
Main Identifier: - .
. Percent of helght of ad : _ c1632% %%
Part of headline ' . = 1877k

Top right corner ‘ o .1286%w

Main Text:; "

: Black o colour background . , L2136 nk

Reverse on illustration | ~ .1490%*
Reverse on black - .1308**
Not horizontal ™ ' -.1207%**
Spread across bottom . -.1149*
Top left corner -1106*
Top right cornex e \ .1008*
Headline: .

Upper ‘case in one. size only o c1275%*
Next to 111ustratlon .0953*
CONTENT

Illustrations:

Cityscape by day o C ' : .1003*
:Map : o g : ~-.0909*
Written Message. - ! ) S
Comparisons with other destxnatlons L1573 % %%

Superlative R o .1376%+

LRk kK .000 51gn1f1cance level,
kK .001 significance level.
* .01 significanc level.
* * .05 significance level.



e B@J. BETA COEFFICIENTS OF ALL VARIABLES ENTERING
P Ren e . STEPWISE REGRESSION TO PREDICT o ' L
‘ ) SIGNATURE READERSHIP ’ '

.

Starch Identified
Signature Rate

<« - ‘ : __Beta -
) MECHANICAL R
\ i Illustration: .' _ -
. Horizontal rectangle , o = 2113 %%k
Signature: u N :
tarch Signature is Ma;n . ) o oL
:dentifier ' : © 4807 kxR
- Visibility in comparlson with . . '
headline L ‘ 1778%x %
,Not ‘horizontal ' ‘ =, 1265%%x
'Bot;om*centre* o 'A" 0977*
Main Text: \ _ _ . :
Black on white : ‘ : .1446**** .
_Top right : , k , - .0786*
Headline: - ' R
Bottom centre _ ) L -.1251** " Voo
" Pergonal reference ~ T 1122%%
Next to Lllustratlon . S .0925* - '
Bottom rlght o . h .0795*
,‘ . |
CONTENT c- . A
Written Message:’ .. ‘ : ' : -
Relax/quiet/slow down : © .1828%**x
Comparxsons with other destinations JL163*x
Accessibility . . , .1128%**
Cuisine/restaurants C 0777*
COMMUNICATION
Page number of ad ) - L1555k x*

o ¥**xx . ,000 significance level.
* o x .001 significance level. -

o ** .01 . significance level.
"* .05 significance level.



s BS: BETA COEFFICIENTS OF ALL VARIABLES
R "ENTERING STBPWISE REGRESSION TO PREDICT e
READ SOME READERSHIP RATE

y s ),W (ﬂf’\ L !
Read Some Ratev

. . 'Beta

Ly T :

“

MECHANICAL

‘“Illustration:

- Scattered around ad 14764
Main Identifier: o ,
In address elsewhere . .1200*
Maln Text. i , . :
Reverse on 1llustratlon ' -1388%*
~Type size ratio » =, 1280w
Spread across middle of ad : : -.0944*
_Headline:. - . ' . ﬁ'.k'
Spread across top of ad L .1080*
Numpber of lines ‘ <1003~
- Next to illustration - =.0926*
Call-to-Action: - . _
" No botder ' oo : : -e1562% %%
Lower right gorner : ‘ : w1460%*
CONTENT
[llustration: g
Unique landforms -.1303**
Pink/lilac light s » ~.1300**-
Sports facllxtxes v_' o 1023
Headline: R
Offers news/newness, -.1180*
Ly S
Weitten Message. R ' L
Relax/quiet/slow down | ‘ . W 1276%*
Natural appeal - -=.1143*
'Memorles/memorablllty . -.1013*
e —

‘/;’4



. COMMUNICATION
General magazine *
Page number of ad
Women's magazine

Y ‘

chkA%x 000 significance level.
*k% 001 significance level.
*® .01 significance level.

* .05 significance level..

Read Some “‘Rite

Beta

$2302%hx*
« 1999k Ak
-.1639*

24



B6: BETA COEFFICIENTS OF ALL VARIABLES
ENTERING STEPWISE REGRESSION TO PREDICT
READ MOST READERSHIP RATE

L

‘MECHAN ICAL

Main Identifier:; .

In address elsewhere
Includes themeline
Spread across top of ad
Is headline

Includes illustration

Main Text:
Type size ratio
Black on white

. Headline:
Below 1llustration
Spread across top of ad

CONTENT

Written Message:
Relax/quiet/slow down
‘Superlatives
Evocativenass of, text

COMMUNICATION

Page number of ad
General magazine
Foreign destination

**kxx . ,000 significance level.
ok k .001 significance level.
** .01 significdance level.
* .05 significance level.

Read Most Rate
Beta .

« 1701 **nx

«1261**
-.1235*
-.1165**
-.1093*

~.2068% " *x
~ 1907 "N nw

e 2211 *hxx
© 1353

L1889 %%
-.0987*
-.0929%

«1399%**
.1386%**
.1109*

N



w——

B7: BETA COEFFICIENTS OF ALL VARIABLES
ENTERING STEPWISE REGRESSION ‘TO PREDICT

MECHANICAL

Illustration:

Bottom up position*®

Main and non-inset photos
Left side of ad

Right side of ad .

Main Identifier: L
Includes illustration

Is headline sybject

Top right corner - ‘

. Is headline object .
Percent of height of ad

Main Text: .
Colour on illustration
Black on white background
Black on illustration
Reverse on .colour

Headline: STy
Percent of ad space
Number of words
Bottom right corner
Top left corner

CONTENT

Illustration:
Accommodation

Written Message: :

Comparison with other destinations
" Information source
Services/distance

krkk%®  ,000 significance level.
el .001 significance level.
o .01 significance level.
* .05 significance level.

HEADLINE READERSHIP RATE

Headline.'
Readership Rate

Beta

!

-.1386*x*n
T .1298%x
11 08%n
-.0975%**

- 4231 hrkn
e 1724 %k
«1216%**
-1053*
.1035*

¢ 1257 %%
-.0916*
-.0905*
=-.0881*"

3108 ***

-, 2047k
c144grnnn

-.0945*

~.1539%*x*

L1437 %n
= 1074% %
.0800*

P

26



’ APPENDIX C

Cl: BETA COEFFICIENTS OF COMPONENT VARIABLES
ENTERING SEPARATE STEPWISE REGRESSIONS TO
PREDICT NOTED SCORE

Noted Score

N Beta
ILLUSTRATION .
Bleed L2520% % 4w
One photo ' L2261 hun
Beaches/coast L1778k whn
Main and non-inset photos +1568% %
Visual arts/crafts/artlfacts , ~.1508% %
Map 4 , / . 1492% ¢
Water-rivers/lakes/sea 2 1364*>
Percent of ad .1222*
Multiple photos .1159*
Sport facilities ~-.1116*
Romance .1091*~-
Female only .1023*
Illustration below text -.0884*
Flowers ‘ - .0867*
MAIN IDENTIFIER :
In 4ddress elsewhere -.1896%**
Name on litegature/brochu:e -.1866%***
In address in coupon = 1745Hxkx
Includes an illustration -.1622% %
Name in text -.1520%*¢+
Name of destination only .1459**
Middle centre o -.1340***
Reverse type .1089*
Includes themeline ‘ ' .0998*
Bottom centre -.0944*
MAIN TEXT ‘ ,
Information source : -.3004*x*nx
Percent of ad -.1593%#%x
Everything in one country . 1489 %
Black on colour background .1404**
Statistics/dates -.1382*%*
Text interspersed ‘with pictures .1093*
r ' ' ' ‘
"HEADL INE
Headl ine below 111ustrat10n L2094 N rx
Bottom spread . L1654%*
Several places ~.1500***
Offers news/newness . -.1442**
Offers beneflt ~.1382**
Imperative . -.1290**
Above illustration -.1079*

iﬁzn



Noted Score

CALL-TO~-ACTION
Percent of ad
Phone/800 number
Lower left corner
No border

Text directive

STARCH I[DENTIFIED SIGNATURE
Includes an illustration
Reverse type

Bottom centre

Name of destination only
Bottom left
Logo/signature in coupon
* Themeline object

*xx%x 000 significance, level,
ol .001’ significance level.
** .01 significance level,
* .05 significance level,

.

Beta

-e230 M RN
~.1664*n*r
-.1560% %~
-.1470**

- 1291**

~.1968%*n+
.1420*m
-.1273%*
.1256*
~.1248%*
-.1077*
.1030*

~

218



e

£2:

BETA" COEFFICIENTS OF COMPONENT
CL ENTERING "SEPARATE STEBWISE R

SIONS TO

PREDICT ASSOCIATION RATE

TABLES |

ILLUSTRATION

Vertical rectangle
Number of illustrations

‘Male and female tourists

IlYustration above text
Photo and drawing
Multiple drawxngs
Night lighting

MAIN IDENTIFIER

Percent of height of ad

Top right corner

Name is headline subject ¢
Lower centre

Name is themeline object

Includes a themeline

Name in caption
Reverse type
Includes an illustration

'MAIN TEXT .
Black on white backgrOund

With captions
Comparisons with other destinations

‘Evocativeness of text

Black on illusitration
Bottom centre
Foreign/different

Diversity/choice

Animals/@ish/birds

HEADLINE

Percent of ad-

Reverse type .
Top right corner K
Descriptive of destlnatlon
Bottom spread

Offers news/newness -«

Pt

N

»

[4

CALL-TO-ACTION

Solid line

" Across bottom of ad

Colgur contrast
Colour on same colour

Beta

4

. ’ L d
Association Rate

o ¥

— 2LGAR RN
‘\L‘BAﬁ#*i
L1744xn 0

- 1543

-.1285%+

-.1125*

-.1033%

L2375% k%
JL730%%%n
.168g*wnx
.1686%+
L1640%*%*
.1596%*
.1140%
.1081*

-.1078*%

L%

SR FALEE
L1997 wknn
L1860k & *
1457 %nx

~.1210%**

-.1200**

-.1161*

~-.0971*
- .0941*

L1982%wwnw

L1573%nn

.1570% 7
-.1445%+
-.1039*
-.1032*

-, 1827%wnx

-.1137*
.1125*
.1064*

N

7

/o

29



' " T g ‘220

w' g ,Ql . ‘ K N , o ‘ f’ o - - v , : . . A

R SR 'Association Rate
Beta '

STARCH. IDENTIFIED SIGNA'I‘URE L T _
Bottom. centre - -—— IR ) 12tj** 64
Includes an 111ustratlon ‘-'g ' . 7-.L9 LEA RN ""
Starch Slgnature 1s main 1den ler . =,1683%%* v@-
Percent of ‘ad TR . L1657 kR R
Includes themeline /. . 1572%%x PPN
Middle rlght o 1050 ; S

*xkk 000 siég?ficance;levél;
*x*% .00l significance level.
*% .01 significance level.
* . .05 -significance level.

( \1\

g
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C3: BETA COEFFICIENTS OF COMPONENY Va ABLES
uf., mENTERING SEPARATE STEPWISE REGRESS¥ONS T0

R S . P O AL

" ILLUSTRATION

Mountains . \
Bleed S

Other illustration
Scattered 1llustratlons
Unique landforms' :
‘Male and female tOUElStS‘

MAIN IDEMIIEIER

In ‘address' 1in. coupon _
Name ‘of destination only -
Bottom spread = =

Name' is headline -

. Not horlzontal

MAIN TEXT

Number. of. type styles/51zes

Natural appeal

Type size ratio
,Relax/qulet/slow ‘down .
With paragraph headlngs
Specific names .

‘With numbe'ed points
Nightlife

Good vacation destlnatlon

: Black on 1llustrat10n

VHEADLINE

Bottom centre

One size: -upper case only
Spread across top

‘CALL- TO- ACTION
Lower’ right corner
Percent of ad '
"No border '

Vo

. PREDICT READ stE READERSHIP RATE

Read Some‘Ratev

‘Beta -

-.1576%*
L1465%%

. 1409%%
©.1338%+
.1338%*
1104%

J1419%*
1297%
;1061 *
-,1021*
~.1020%

o
L1924%*
—.1434%*
-.1365**
3359 %x
~.1309%*
.1183%
1114
~.1019*
-.1004%
T -.0952%

:1092%
' "'01.0731;*
.1053%

.1458%*
-.1261*
-.1183%

‘/';

t

221



Read Some Rate

Beta - ST
Co f | <
STARCH IDENTIFIED SIGNATURE . S
Name of destination only =~ ~* ' [1263*
Not horizontal ‘ ~.1229*
Spread across top IR -.1150%
Themeline object . ; ~ .1057*
Middle centre ' _ , -.1052*
‘Reverse type : C 101 4*
*xkk 000 sighificancé 1eve1. f'\f,  ‘ s e
*kk .001 significance level." - *
* % .01 significance level,.

* . .05 significance level.




C4: BETA COEFFICIENTS OF COMPQNENT VARIABLES

-

v’

ENTERING SEPARATE STEPWISE REGRESSIONS TO
PREDICT READ MOST READERSHIP RATE

RS

ILLUSTRATION
Beaches/coast

Other illustration

Male and female tourists
'An1mals/flsh/b1rds
Percent of ‘ad

Sunset

Photo and drawing

MAIN IDENTIFIER
In address elsewhere
Includes themeixne

Name of desktination only

Includes an illustration
Bottom left corner .
Namekin text

MAIN TEXT

- Type size ratio
Percent of ad
lRelax/qulet/slow down
Scattered

Number of type styles/sxzes

Natural appeal
Bottom centre- :
With paragraph headlngs

With, numbered points  Lgat

HEADLINE

"'Headline below 1llustratxonbf 

Spread acrgss top
Personal reterence

}CALL-TQ-ACTIONV

'vkperCeht of ad

Bottom left corner
Text directive.
No border

Redd Most Rate

[

Beta

‘
4

5

-.160L***

\1855%*xx
S VAPLITE
.1506%*
-.1332%%
.1188*
-.1127*
-.0936*

REPICIL

«1567**
1448**

=.1397*

1262%*

- .2968% ¥ w

~ . 1824% %+
1708% %
W1386**
J1214%%

2 1150%*

11.08%
L1053% °
. 1020*

(195 2% *kk
S W.1160%*
.1018%

-.1448%*
Z.1179*%
~.1036*

Y

23



Read-MosE Rate
__Beta . ’
~ STARCH, msjfrwwo SIGNATURE S
Includes an illustration = : =e1908%xk*
Not horizontal T =.1341**
Sta:ch Signature is Maln Identlfxer : «1307**

y‘e" h

* ke x .000'significance level.

*** .00l significance level,
bl .01 significance level,

o .05  significance level,.



l

' C5: BETA th?srcxsurs OF DESTINATION NAME
VARIABLES ENTERING STEPWISE REGRESSIONS TO
PREDICT MAIN IDENTIFIER AND STARCH

SIGNATURE READERSHIP RATES

\

MAIN IDENTIFIER
. Percent of height of ad
In logo/signature in coupon
Bottom centre
Top left corner

SIGNATURE .
Starch Signature is Main
. #Adentifier

Includes a themeline .
Percent of ad

Bottom centre -
Name of destination only
Logo/signature elsewhere
‘Middle left

ot

/ .

. oy
**xx*x 000 signifivédnce level.
lalal .00l significance level,
*o* 01  significance level.
* .05 significance level.

Main fdentifier Rate

Beta -

»

L 1723%%%
-.1336*
. .1284*

Readership Rate

= .1004**

Signature

Beta

\

/

K
v

;;807***‘*

-'l799****

JLT706%K *x
SR YALLA
.1092*
s0977*
.0819*

225
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C6: BETA COEFFICIENTS OF HEADLINE VARIAB ES
ENTERING STEPWISE REGRESSION TO PREDIC
HEADLINE READERSHIP RATE

SR

‘7 ‘ ‘ Headline
! ' _ : : : Readership Rate
‘ ‘ ' _Beta
HEADLINE : ’ ‘ o
-Percent of ad : i c4LT74xX*k
Destination name is headline | , o
- subject ’ \ ; (9211l 1 **k*
. "Number of words: o o ~.2005***x
.Des;xnatlon name is.headline 1966k ***
Destination name”is headline : ' : ‘
object Co ‘ ' 1647 H%Ax
Destination name is part : . L
- headline . 5 16Q3rkkk
Top left corner: S = 1403 %%
Descriptive of destlnatlon L ~.1332%%x*
 Personal reference : o JL135%*
’Bélow-illustration ~ W11l 6%*
'*Middle spread ) .1009*
Between 1llustrat10n and text E -.0885*
Middle left : . : -.0809*
*xxx 000 significance level. s
ko .00} significance level.
*x .01 s1gn1f1cance level.

x .05  sighificance level.



. -
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C7: BETA cobstrcxsn?s OF CALL=-TO-ACTION
VARIABLES ENTERING STEPWISE REGRESSION .

TO PREDICT COUPON READERSHIP RATE

CALL-TO-ACTION %

Destination_name in address
in coupol. :

- Percent of ad,

Across bottom

No border

ol ;000 significance level.

*** 00l significance level.,

*k .01 significance level.

* . .05 significance level, -
~ //\

Readership' Rate

Coupon-

-

Beta

-.4335%%%
.3357%%wx
- 2719%% \

-.1952*% N\
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Dl: 'COMMUNICATION VARIABLES |

APPENDIX D

ITH A  SIGNIFICANT

R P

2

UNIVARIATE IMPACT ON OV

Foreign
Co~sponsor

Travel magazine
General magazine

Women's magazine

Year'of publi~

" cation*

Month of'publi-
cation* ‘

. Page number*

Right-hand side

Coiour of ad*

Vertical in shape

Size of ad+
T -9

Significant at:

[

ALL READERSHIP

Read

oY ~ Assoc- Read.

No. of Noted iation Some Most
Ads Score Rate - , Rate  Rate
274 "t

72 o -
214 —y—— ————
44 b bEEE
42 o+
426 +Eed + +
425 -
424 ++¥+‘ tH+E
- 327 + -
567  ++++ cmemamei
467 ————
. 567 ++++ /
+ .05 level
++ .01 level -
+++ .00l level
++++  .000 level

+ Means are significantly

present or as the variable

- > Means are significantly
present or as the variable

228

higher where th

item

increases ‘in value.

lower

where the Mitem

increases fia value.

.
N

»

. Interval ‘measure; test is for linear relationships.

Q.. (/

is’



“

- 229

D2: MEGHANICAL ILLUSTRATION VARIABLES WITH A
SIGNIFICANT UNIVARIATE IMPACT ON OVERALL READERSHIP

Text guperimposed

.\\y .

ASsoc- Read Read
No., of Noted iation Some .. Most: '
Ads Score Rate Rate Rate

EXECUTION

Bleed 270 \ 444+ + ’

Photos - total ‘ 383 ' ++ o+
-1 main and non- : ‘

- inset 73 . +4 nd
-1 main and inset(s) 83 —_— ++ -
-1 photo : 1 170 +++

Mixed - photo and .

- drawing . _ 30 -

Drawing - total J 13 -

. =1 d;awing 5 - , -

»-mulﬁiple drawings 8 - -

QUANTITY.

Number 6f”,
illustrations* 426 _—

Percent o0f ad which
is TA\lustration* 426 +++ P

SHAEE -

5Horizqntal rec-
tangle 36 -

. Vertical rectangle 131, t -~z

Square - 10. +

POSITION

Full ad L s112 g +

Top down 117 + - -

Left 14 _ -

Scattered 47 o+ 4

Above text 166 . ———

134 : +++



.05
.01
.001
. 000

Significant at:

+ Means are significantly
present gr as the variable

- Means are significantly
present or as the variable

2%

L

higher where the
increases in value.

level
level
level
level

item is

lower where the item 1is

increases in value.

Interval measure; test is for linear relationships.
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D3: ILLUSTRATION MESSAGE (CONTENT) VARIABLES WITH

S

oA

231

A SIGNIFICANT UNIVARIATE IMPACT ON OVERALL READERSHIP

R

' : Assoc- Read Read
No, of Noted iation Some Most
Ads Score o _Rate Rate Rate
SUBJECTS
Food/restaurant* 426 —-———
Tourists* . 426
Ethnic festivals/
performing arts* 426 - -
Visual arts/crafts/ X
artifacts* ‘ 426 -
Nationals/hosts* 426 -
Beaches/coast* 426 ++++
Boats/sails/rafts* 426
Forest/trees* 426 ++
Mountains* s 426
Unique landforms* <
Sunset* ‘ 426
Animals/fish/birds* 426
Sports facilities* 426 - +
Brochures/guides* 426 - i
Other subject* 426
Active/energetic 162 -
"TOURIST PARTICIPATION
Boating . 52 - :
.Other watersport 42 ++ + + :
Skiing 32 - ————
Golf/tennis 34 --
Relaxing . 128 ++
Eating .54 -
Socializi%@ 80 -
Romance 99 ++f trt+t + AN ?\
TOURISTS ARE
Male only 26 - -
Female only 25  ++++
Both 219 ) t+
Seniors L mme e~

19



. 232

A880C~ Read Reag

No. of Noted iation Some ° Most

Ads Score . Rate Rate Rate

Citizen testimonial 18
No special lighting 304
Reflactions off '

+ +
TR +

. water - \\\\ ‘ . -

Sigmificagk at: + .05

++ .01
+++ ,001

++++ L0000

+ Means are significantly
present or as the variable

- Means are significantly
present or as the variable

level
level
level

level

higher where the item is
increases in value.

lower where the jitem is
ingreases in value.

- Interval measure; test is for linear relationships.
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D5:

'PRESENTATION:
‘Reve;se type
Print in colour .
All upper case
- Al'size) .
POSITION:

Spread across

~top |
Top left
Top right

: Middle centre

Spread across

bottom
Bottom left

’Botﬁom rlght

”nght column

More than one
place

Superimposed on

‘illustration
Above illus-
~tration-
Below illus-
tration

- . 7
Next-to illus-

tration

- Below text

Between illus-
~tration & tgxt

- (1
e. . : - 236
HEADLINE VARIABLES WITH A SIGNIFICANT
UNIVARIATE IMPACT ON OVERALL REKDERSHIP
v SR ‘Headline
oL Assoc- Read Read . Reader-
No. of Noted iation 'Some Most ship
Ads Score Rate Rate  Rate Rate
. y ‘”? * .
154 4+ B
70 ’ » ++;f
89’ . + \ +He 4+
141 e+
23 : —~———
37 ® +
15 -=- -
47 ++ - - - o+
59 ++ -—- ‘ e -
10 ' o +.
3 ' +e
: . <
22 -——= - -
» i
215 ot -~ _ +
80 -- :
27 +be+ et
“7‘ & - - AR
T2 : S+
‘§3 A ° m——
" E G
A
« S
N




.NS. of Noted

’ ’:,«_l ‘.l“_.‘;v&i; 237 »
 Wadrige

\

o+ Méans;are‘significantly
' present or as the variable

iation . Some Most ship -
Ads Score Rate Rate Rate- Rate
SIZE:
Number of words , _
in headline* 425 - ———
Percent of ad - : ‘ ,
- height which . E
. is headline* 426 ++++ e
Percent of ad ‘ :
which is head- CL R . ,
line he{ght* 426 L4 tHt " FE+E
CONTENT: o o
Imperative . «y .. 3% . —=\-
Offers newness ' Bt .
Descriptive "o f "W 5wy,
 destination’ -TH/dg r" - . _— s
" Imagery - r .63 ++
. . . : /
- Sigriificant at:: + .05 level |
- S . ++ .01 level
¥4+ .001 level
’ _ o t+++ 000 level

higher where the item °

increases in value.

- . Means . are significantly :lower where the item is
. present or as the variable increases in value, ‘
*  Interval measure; test is for lirfear relationships.
& -

- ‘Assoc- - Read - *Read?’aeadchWf%“{;*” 

§

Ly
i
RT3
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UNIVARIATE IHPACT ON% ALL READERSHIP
’ :“f e .
. - - assoc- Read  -Read
No. of Noted iation Some Most -

D6: AMECHANICAL T8XT VARIABL ES WITH A SIGNIFTCANT .
/

Ads Score . dRate = Rate .Rate .
PRESENTATION: R -
Paragraph headings 110 ' ' - e
With ‘numbered points . 5 ++ ‘ ‘ :
 Captions td photos 121 , _ +HE+ D+
~Most text in - o R : : B
3g captions . ' 21 3 o+ e ¥ P
' " No te - ' o 13 4 n/a  ++++ .
POSITION: . e e PR
Bottom centre 8 + 0 e=
- Right column, . 18 R B B
Over 1/2 page ‘4 . + - o
COLOUR: ' rL SR
Black on whiter 413 . e -
Black on colour* ., 413 R o+ : .
Réverse on illus- ' , _ : , .
tration* S e 413 S "2 2 S ’
Colour on colour* o413 ' ;“ T S SIS
s1zE: 0 T v .
‘-Number of lines of . & ‘
copy in main text*j3 412  ---- = = - _——
Number of words in % ‘ .
" main’ text* S 44127 —oZio : ‘ ——_——
- Percent of ad whlch , ‘ " _ '
is main text* _1’,412 e iy o . -
Modal type size . -, i AR )
~ratio-'in main text* -413 ' - 1?
- Significant-at: T+ .05 level -
L . . ++. .0l level
//; : ©4+++. 001 level ¢

++++ ,000 level

‘n.+,3,M ns are sxgnlfzcantly_hxgher where the item is
e ’ ent or as the var1able'1ncteases in values -

[] : ' ) -
- Means are 51gn1f1cantly lower. uhere the 1tem is

' ';present or as the varlable 1ncreases 1n value.'

Qf-" Interval measure, teSt is for lxnear relat1onshxps;"‘

n/a Not appllcable. .{;"“



4

present or as the variable increases in value.
X A Lo T

* @ Interval measure;

j—:

test is for linear relationships.

¢’

D7: TEXT CONTENT VARIABLES WITH A SIGNIFICANT Lo
o UNIVARIATE IMPACT ' ON’ O)ERALL READERSHIP N
| . >
n . Assoc-, Read Read
No. of Noted iation  some Most.
Ads Score Rate Rate - Rate
INFORMATION
CONTENT: .
Pr1ce/spec1als 22 . -_——
Services/distance 35 - Cam— -
Information source ‘348 ----
APPEALS USED: ‘
HOspitality/
. friendliness 426 ++
Natural. appeal 425 - - -
Comparisons with .
other destinations 425 ++ +4+
. Everything in ore _ !
country 425 +.
‘Price value/exchange 425 -
. Memories/memorable 425 ++
. Superlative 425 -
 Foreign/different 425 < -
- Beaches and sea 425 ++
History and culture 425 - i -
'Relax/qulet/slow ‘ . : :
down . 425 + ++++ ++ bt
skllng/w1nter ' 425 : - :
Cuisine/restaurants 425 : -
Accommodation 425 , . --
Evocatlveness of . : ;
text* : .. 414 + B 2
\ -4
‘Significant at: at .05 level .
I ++ .01 level
+++ .001 level
“#+++ 000 level
+ . Means ‘are significantly higher_where the item
~  present ot as the variable increases in value.
- . Means are  significantly lower where the item

239
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D8: MECHANICAL CALL-TO~ACTION VARIABLES WITH A

" "SIGNIFICANT UNIVARIATE IMPACT ON OVERALL READERSHIP

ASsoC~

Elsewhere \ 13

240

‘ . Read -
No. of Noted iation Some
Ads .Score, Rate Rate
_ TYPE: : '
Coupon ‘ 205 —--- - - n/a
Phone/800 number 133 - '
_COUPON SHAPE:.
Horizontal rec-
tangle 138 ++ 4+ +++
Vertical _ B
., rectangle 27 - - +
Triangle 11 - -——
" Irregular oo 17 - -
COUPON BORDER: : .
Dotted line - 160 + . L+t ++ o
Solid line ' 28 -—- L .
~ .Colour contrast 84 C+ : N » '
“No border ‘14 . - ‘-— '
. COUPON COLOUR: . ) - .
White on white - 67 - -
Colour on illus-
tration 11 ++ ++++
Illustration on
illustration 14 -
- COUPON POSITION:
Across bottom 29 —-————
"Lower right ‘ .
T corner 134 T+ ++ +
Lower left ' : ' o
corner .. 29 +



4l
- Pl o . .Coupon
. Assoc- Read “Read Reader-
-No. of-Noted iation Some Most ship:
.Ads "~ Score ' Rate Rate  Rate . Rate
Percent of ad | . ’
which is . »
coupon¥* - 426 ---- -- ++++
+ Significant at:. : + .05 level
+++ .001 level
++++ 1,000

+ Means are significantly.

present or as the variable

- Means are significa »
present or as the varjable

level

lower . where the
ingreases in value.

higher where the item is =
‘increases in value. :

item is

. . . ! Y
J* Interval measure; test is for linear relationships.

n/a Not applicable,

C



