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ABSTRACT  

 

The importance of creativity in advertising as one of the primary factor for 

advertising effectiveness has been much advocated by advertising professionals and 

academicians particularly in a cluttered media. Industry experts argue that advertisements 

have to be more creative to break through the greater media clutter and develop an 

impression for the brand. This study examines the potential effectiveness of award-

winning television advertisements in Pakistan in both single and three advertising 

exposures. Both creative and control advertisements were embedded in a television 

program which were shown to two separate groups of research subjects with single and 

three advertising exposures respectively. After watching the advertisements, Subjects’ 

tapped their responses about brand and advertisement recall, attitude and lastly purchase 

intent. Contrary to expectations, the finding of this study in single exposure does not 

verify the superior performance of creative advertising in terms of recall, brand and 

advertisement attitude and purchase intent. However, in three exposures, creative 

advertisements developed significantly more favorable brand and advertisement attitude 

and greater unaided brand recall than control advertisements. Creative advertisements 

developed greater mean purchase intent for the advertised brands than control group of 

advertisements; however, it just slipped from attaining significance. Being an optimum 

and more mature response of research participants in three exposures as compared to 

single exposure, the results of this study in three exposures conclude that creative 

advertisements are really more effective than conventional advertisements and bestow 

value to the advertised brands.
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CHAPTER 1 

 

INTRODUCTION TO THE FIELD OF ENQUIRY 

 

1.1 Introduction  

This study aims at empirically investigating the relationship between creative 

advertising and advertising effectiveness in Pakistan. This chapter discusses the 

background of the study stating the growing importance of creative advertising in the 

effectiveness of advertisements, an overview of previous work on the effectiveness of 

creative advertising, a need for studying the effectiveness of creative advertising in a 

broader perspective and brief information about the status of advertising and media in 

Pakistan. The discussion then moves on to the purpose of the study, the research 

questions and a brief introduction of the theoretical framework of this study. This chapter 

further explores the importance of the study, and finally presents the structure of the 

study. 

 

1.2 Background of the Study 

The main purpose of advertising is to persuade potential buyers and to purchase a 

product or service by differentiating one product or service from another (Hovland & 

Wilcox, 1989 as cited in Jeong 2004). Each year, companies spend a substantial amount 

of its income on advertising to promote their products and services (Higie & Sewall, 
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1991). Only in United States, between 1988 and 1998, $ 70.8 billion and $ 200 billion 

were spent respectively. However, despite this, the effectiveness of advertisements has 

always remained an important and debatable issue in the advertising world (Dixit, 2005). 

Numerous studies have resulted in questionable and conflicting results (Leone, 1995). 

The issue of advertising effectiveness has become of much greater concern today than 

ever as competitive clutter is on the rise and industry experts argue that “the power of 

marketing is eroding due to lack of attention” (Sacharin 2001, p.56). As a result, the 

discretionary power of television viewers to avoid watching television commercials has 

increased and viewer surfing over the channels has increased (Hussainy, Riaz, Kazi & 

Herani, 2008). This has reduced the likelihood of viewers’ attention to television 

commercials. Even if viewers occasionally find an advertisement, it may not grab their 

attention due to lack of novelty in the advertisement (Mulligan, 1998).  

Besides the increased number of television channels, web technology is also 

continuously growing with a fast rate. Literature reveals that internet subscription is 

consistently increasing with a high pace (Froggatt, 2010). The internet users are 

increasing manyfolds. Global Statistics about the number of internet users in different 

regions of the world also show enormous growth. The Asia zone has grown by 621.8 % 

with 825.1 million internet users in 2010 as compared to 114.3 million internet users in 

2000, Europe with 352 % having 475.1 million internet users in 2010 as compared to 105 

million internet users in 2000 and North America with 146.3 % reaching to 266.2 million 

internet users in 2010 as compared to 108 million internet users in 2000 (http:// 

www.internetworldstats.com/ retrieved October 1, 2010).   
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This enormous expansion of internet is believed to have a profound effect on the 

media preferences of consumers and hence has led to a significant shift in the corporate 

world while communicating with its target consumers through mass media (Gorman, 

2008; Auchard, 2009). Experts argue that people are now turning towards TV viewing on 

Web, and as more and more online viewing opportunities become available, the trend of 

online TV viewing will further increase (Schonfeld, 2010). Due to this trend, online 

medium has also become the part of the advertisers’ promotion mix. Just like the 

introduction of television in past, advertisers have now realized the benefits of the 

internet and it has become a bustling hub of commercial activity (Gorman, 2008). From 

media planning perspective, this has further made the media selection a difficult task. As 

a result, the introduction of web based television has led to the fragmentation of 

consumers. Companies have now realized that besides television, consumers should also 

be approached on the World Wide Web. Consequently, companies will now have to 

ensure its presence on both television and online medium respectively. This situation is 

more likely to lead to increase in the advertising budgets of companies. Literature 

indicates that in situations like this, accountability of marketing managers as well as 

advertising agencies for optimum utilization of scarce advertising budget of the clients 

companies also increase (Ang, Lee & Leong, 2007). In other words, the advertisements 

run on both the television as well as on the World Wide Web, have to be much result-

oriented.  

Due to such greater media clutter, increased competition, greater consumers’ 

awareness, the importance of advertising creativity has increased. As a result, marketers 

are now turning towards demanding more novel and creative advertisements for their 
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campaign. The importance of creativity in advertising has been much realized among 

advertising practitioners and academia (Ang et al., 2007). Advertising practitioners 

consider creativity in advertising as a remedy for breaking through the greater media 

clutter (Pieters, Warlop & Wedel, 2002). Similarly, every advertising text book usually 

contains one or two chapters on advertising creativity (Smith & Yang, 2004). In this 

sense, creativity in advertising is considered as an effective tool to break through the 

media clutter, capture consumers’ attention, build an impression and lead to more 

effectiveness of an advertising campaign (Till & Baack, 2005).   

To recognize excellence in the creativity of advertisements, advertising agencies 

are rewarded with advertising creativity awards. Hundreds of creativity excellence 

awards are given each year to the most creative and outstanding advertisements (Till & 

Baack, 2005). However, the question is: Are creative advertisements effective enough to 

persuade its viewers (Ang et al., 2007). Question like “Does creativity in advertising 

enhance advertising effectiveness” or “Does creative advertisement provide any 

incremental advertising and brand-related benefits” are the most commonly raised 

questions found in advertising literature. A Few studies have investigated this issue 

which is individually interesting and worthwhile. However, taken as a whole, have not 

portrayed a comprehensive understanding of the relationship between creative advertising 

and advertising effectiveness (Till & Baack, 2005). 

1.2.1 An Overview of Creative Advertising and Advertising Effectiveness  

The global media domination has produced greater challenges for the advertising 

industry. To meet the challenge of greater media clutter, the importance of creativity in 

advertising has much increased today than ever before. Keeping in view the recognition 
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for inherent potential of creativity in advertising to break through the greater media 

clutter and grab viewers’ attention in a meaningful way, advertising industry nominates 

advertisements that excel in creativity. Having greater recognition of creativity by the 

advertising peers, such award-winning advertisements have greater face and content 

validity (West, 1993) and therefore, such award-winning advertisements are often used as 

better measures of advertising creativity research (Kover et al., 1995; Stone, Besser & 

Lewis, 2000). Advertising agencies feel proud in winning advertising creativity awards 

and consider it as the recognition of their creative work. Moreover, advertising agencies 

believe that winning an advertising creativity award increases their prestige in the 

advertising industry. As such, award-winning creative advertising is considered as one of 

the effective ways of attracting new clients (Schweitzer & Hester, 1992).        

Despite so much importance and recognition in the academia and advertising 

industry, it is somewhat surprising that effectiveness of creative advertising has got very 

little attention. If creativity in advertising industry, being recognized by the industry peers 

in the form of creativity awards is considered as the barometer of advertising industry 

performance (Ahmed & Haroon, 2003), this area then certainly needs a thorough 

investigation to determine whether award-winning creative advertising are really 

effective or mere “beauty contests” (Moriarty, 1996).  

So far, there have been a few studies that have contributed to this inquiry (Till & 

Baack, 2005). For instance, Kover et al. (1995) found that award-winning creative 

advertisements measured in terms of novelty and exciting, were more liked and produced 

greater purchase intent for the advertised brand. Ang and Low (2000) found that creative 

advertisements being relatively more novel, meaningful and emotional, elicited more 
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favorable attitudinal response towards the respective advertisements; however, the degree 

of influence to evoke favorable response towards the brands advertised in the respective 

advertisements and purchase intent for the respective brands were lesser. While 

associating creative advertisements with greater recall and likeability of the 

advertisement, Stone et al. (2000) found that people recall commercials that they like 

more than those commercials they dislike. As such, Stone et al. (2000) linked creative 

advertising with greater likeability of advertisement. Till and Baack (2005) found quite 

contradicting results. Their study found that creative advertising as compared to control 

advertisements, significantly elicits high unaided recall. However, these creative 

advertisements did not have any significant effects on attitude towards the advertisements 

and the respective brands. 

The previous studies, as discussed above, have provided quite worthwhile insights 

about the effectiveness of creative advertising and indicate relatively more persuasive 

effects of creativity in advertisements as compared to advertisements following some 

what conventional approaches. However, these studies, while initially providing a base 

for understanding the effectiveness of creative advertising, have not offered a consistent 

view about the effectiveness of creative advertising. While measuring the relative 

effectiveness of creative advertising, these studies have given little consideration to the 

effects of brand familiarity and advertising exposure levels. Literature on advertising 

effectiveness reveals that brand familiarity in experimental advertisements has a 

significant moderating influence on viewers’ assessment of the advertisements and the 

respective brands (Campbell & Keller, 2003). Similarly, there is a rich literature on the 

different effects of different advertising exposure levels on viewers’ recall, attitude and 
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purchase intention. It may be due to this reason that consensus has not been developed 

among the concerned researchers and, as such, no well established theory on the 

relationship between creative advertising and its effectiveness has yet been developed in 

the advertising literature (Till & Baack, 2005). 

1.2.2 A Comprehensive Approach of Creative Advertising and Advertising 

Effectiveness 

As stated earlier, previous studies have given little attention to the effects of 

advertising exposures, brand familiarity and the difference in assessment of creativity in 

advertising by students and advertising professionals (Till & Baack, 2005). The review of 

literature on the stated factors reveals that viewers’ processing of advertising information, 

and hence the effectiveness of respective advertisement, varies by brand familiarity 

(Campbell & Keller, 2003) and advertising exposures (McDonald 1971; Krugman 1972; 

Higie & Sewall, 1991). Similarly students assess advertising creativity differently than 

advertising professionals (White & Smith, 2001). The precise view of the stated factors 

(Brand Familiarity, Advertising Exposures and Creativity measurement) will be 

discussed in the following paragraphs.  

Brand familiarity has been found to influence consumers’ processing of 

advertising information and hence their attitude towards the respective advertisement 

(Machleit, Allen & Madden, 1993). According to Campbell and Keller (2003), attitude 

towards the advertisement differs for familiar and unfamiliar brands. Due to brand 

familiarity, consumers possess knowledge about the respective brand in their minds 

(Keller, 1993). In such a case, attitude towards the respective advertisement is mainly 

formed on the basis of this prior brand knowledge (Campbell& Keller, 2003). Thus, 



                                                Creative Advertising and its Effectiveness 

 

9

knowing the true effects of attitude towards the advertisement is only possible when the 

brand in the respective advertisement is made unfamiliar compared with advertisement 

for familiar brand (Machleit & Wilson, 1988 as cited in Campbell & Keller, 2003). 

Specifically, to know about more valid response of viewers towards creative 

advertisements, the brands in such advertisements should be made unfamiliar.  

Literature on advertising also reveals that different levels of advertising exposures 

influence the degree of effects on people’s attitude and recall. For instance, according to 

McDonald (1971), response of viewers peaked at two exposures to the advertisement. 

However, Krugman (1972) found that three exposures are enough for eliciting peak 

response. Jones (1995) studied the response of advertising exposure for 142 brands and 

found that households, exposed just once to a brand advertisement in the week prior to its 

purchase, showed the highest increase in share of purchase of the respective brand. 

According to Sawyer (1981), initial exposures produce favorable effects on advertising 

viewers, reaches to a peak response and then additional exposures produce negative 

response. Similarly, Cacioppo and Petty (1979) and Calder and Sternthal (1980) found 

that three advertising exposures lead to greater understanding of the advertising message 

and produce positive thoughts. On the other hand, Gibson (1996) in a field study 

concluded that a single exposure of a television commercial can change brand attitude for 

an established brand.  

However, as Tellis (1997) states, it is basically the context of the study being 

undertaken as the major determining factor in selecting an appropriate advertising 

exposure level. He considers ‘brand familiarity’ and ‘advertising novelty’ as the 

determining factors for the right number of advertising exposures. In a recent study, 
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Campbell and Keller (2003) found that exposure levels vary for familiar and unfamiliar 

brands. The study found that advertisements with unfamiliar brands elicited peak 

response from its viewers with two exposures, while advertisements with familiar brands 

reached to peak viewers’ response on its third exposure.  

Keeping in view the Tellis (1997) factors which determine the effective level of 

advertising exposure (i.e., brand familiarity and adv-novelty) and the findings of 

Campbell and Keller (2003), two exposures elicit optimum response among the viewers 

of advertisements for unfamiliar brands, however, as creative advertising are relatively 

more novel, this also increases the need for greater numbers of advertising exposures 

(Tellis, 1997). Thus, on the basis of dual effects of brand familiarity and advertising 

novelty, this study assumes that viewers’ responses to creative advertisements with 

unfamiliar brands will reach its peak in more than two exposures, preferably, at third 

advertising exposure.     

Besides the above factors, previous studies have used either students as the judges 

to classify advertisements as creative (Kover et al., 1995; Ang & low, 2000; Stone et al., 

2000; Pieters et al., 2002) or advertising professionals (Till & Baack, 2005). Various 

studies have found that creativity assessment varies among students and professionals 

(White & Smith, 2001). Due to such differences in the assessment of creativity in 

advertising, consensus regarding the effectiveness of creative advertising may not have 

been obtained. This study, therefore, considers it of much importance to use creative 

advertising which are being commonly judged as creative by advertising professionals as 

well as by final consumers. Such creative advertisements will be more representative of 

creativity and will serve as the actual experimental stimuli for this research.  
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Keeping in view the widespread recognition of creativity in advertising among 

practitioners as well as academicians and the lack of consideration of the above discussed 

factors (brand familiarity, ad-exposure and creativity measurement) in previous studies, 

this study, therefore, investigates the relationship between creative advertising and 

advertising effectiveness in the context of Pakistan.   

1.2.3 An Overview of Advertising and Media Situation in Pakistan 

The media scene in Pakistan has enormously expanded in the last few years which 

has brought many opportunities as well as challenges for the advertising industry. The 

number of television channels has increased tremendously to almost 30 foreign and 66 

national channels that were only few in numbers just a few years ago (PEMRA, 2008). 

As Hussainy et al. (2008) state that the global domination by media has affected Pakistan 

in the same way as the other parts of the world, resulting in numerous television channels 

as compared to few channels available some few years before. The rapid growth in the 

number of television channels over the last six years have been shown in the following 

table. 

Table 1.1  

Statistics about Television Channels in Pakistan 

Year National Channels Foreign Channels Total 

2003 5 ---- 5 

2004 15 2 17 

2005 16 5 21 
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Table 1.1 (Continued) 
 

Year National Channels Foreign Channels Total 

2006 19 7 26 

2007 37 30 67 

2008 66 30 96 

 (Source PEMRA, 2008) 
 

At the same time, the proliferated media has pressurized the advertisers to ensure 

media presence on the continuously growing number of television channels. The current 

state of Pakistan advertising industry reveals that this industry is continuously growing 

with a high pace as media presence has become the matter of survival for companies 

(Gallup, 2008). As shown in table 1.2, the last two years have shown a remarkable 

expansion in the overall media size of Pakistan.  

Table 1.2 

Total Advertising Spending (Billion Rs) - Five Years Trend 

Source: Gallup Pakistan, Survey (2003-2008) 

 

Spending  Fiscal Year 

 2003-04 2004-05 2005-06 2006-07 2007-08

Total Print Spending 3.6 4.2 6.0 7.46 7.04 

Total T.V. Spending     3.9 3.6 6.8 10.55 14.80 

Total Other Spending         2.3 2.87 4.45 4.75 5.12 

Total 9.80 10.67 17.25 22.76 26.96 
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Total print media spending has increased from Rs. 3.6 billion in 2003-04 to 

Rs.7.04 billion in 2007-08 (95%). At the same time, spending on other media which 

include radio, outdoor and direct marketing has also shown an increasing trend during 

2003 and onward. Further, the share of television advertising spending per year is rising 

continuously with a higher pace than all other media. Advertising spending on television 

increased from Rs.3.6 billion in 2003-04 to Rs.6.8 billion in 2005-06 (+88%) and has 

reached its all time high figure of Rs.14.80 billion in 2008-09 which is more than 

threefold of the television spending in 2003-04.  

Besides some opportunities, this situation has brought many challenges as well. 

The greater number of television channels and competition for greater media presence 

has made people more aware of new products and they are now more quality conscious 

than ever. At the same time, the discretionary power of television viewers to avoid 

watching television advertisements has also increased and viewer surfing over the 

television channels has increased (Hussainy et al., 2008). This has reduced the likelihood 

of watching television commercials, and hence the possibility of advertising effectiveness 

has reduced, which has pressurized companies to advertise on many channels. In situation 
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like this, Ang et al. (2007) argue that when media becomes too much cluttered, 

accountability for greater advertising spending also increases. Besides tremendous 

increase in the number of television channels, both national and satellite channels, the 

number of commercial breaks as well as the total duration of commercials during 

television programs have also significantly increased, which has further increased the 

likelihood of viewers switching from one television channel to another during the 

program breaks (Ahmed & Haroon, 2003). According to Hussainy et al. (2008), viewers’ 

switching to other channels, even during their favorite program, is the result of a variety 

of television channels available to viewers in Pakistan.  

At the same time, the web technology and its consistent growth have 

revolutionalized the whole world. The enormous growth of web technology has also 

affected the Pakistan media scenario in the same way as the other parts of the world. The 

speed of internet growth in Pakistan, as compared to other parts of the world, is 

astonishing and comparable with most of the progressive countries (Atta, 2010).  The 

Morgan Stanley report on the global users of internet provides evidence that Pakistan is 

amongst the top five countries with the highest addition of internet users. The report 

further states that compared to 2006, the total number of internet users has surprisingly 

grown by 50 % in year 2009. Currently, there are 18.5 million internet users in Pakistan 

and this trend is continuously growing (Froggatt, 2010). Like other parts of the world, in 

Pakistan too, advertisers feel to ensure their presence on both television as well as online 

medium respectively. With a variety of options and opportunities, the internet has 

become a unique and innovative advertising medium. The internet advertising revenue 

has grown by a record 50 percent in 2009 as compared to 2008. Ali and Aslam (2008) 
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found that people in Pakistan use internet for multiple purposes and among the internet 

users, 59 % use internet for watching and downloading of movies. Hence, besides the 

increased number of television channels in Pakistan since 2003, the increased surfing of 

internet users over the web has further added to media clutter in Pakistan. 

In such a situation particularly when media is too much cluttered, the importance 

of creativity in advertisements has been realized significantly in other parts of the world 

(Ang et al., 2007; Kover et al., 1995; Till & Baack, 2005). Creative advertisements, being 

novel and greater attention grabbing (Pieters et al., 2002; Rossiter & Percy, 1985), are 

more successful in breaking through the media clutter, reaching the minds of 

advertisement viewers and registering the advertising message there in viewers’ minds 

(Mulligan, 1998).        

Like other parts of the world, advertising professionals in Pakistan too, envision 

excellence in advertising creativity as an important factor for improving the performance 

quality of this industry. As one of the advertising legend stresses the importance of 

creativity for better future of Pakistan Advertising Industry as: “The future advertising 

scenario will be about creative ideas” (Qureshy, 2005). While discussing about the 

significant increase in the number of television channels as well as increase in the 

duration of television commercials during a program break, Hussainy et al. (2008) 

suggest the higher standards of creativity in advertising as one of the solution for 

breaking through the media clutter. Regarding the quality of advertising creativity in 

Pakistan, each year, advertisements in different categories are assessed by leading 

advertising and marketing experts for nomination of creativity excellence awards. Special 

emphasis is given to ‘novelty of advertising idea, main theme of the novel idea 
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(Meaningfulness), relevancy to its target market needs (Connectivity / Relevance with 

target viewers) and other executional details like Camera shot, color combination, source 

credibility and attractiveness of celebrity endorsers, background scene and music etc (S. 

Mosavee, Personal Communication, January 05, 2007).     

However, does this creative excellence has the required potential to face the 

challenge of greater media clutter and improve the effectiveness of the television 

advertisements, has not yet been empirically investigated in Pakistan. Keeping in view 

some empirical findings indicating relatively greater positive role of creative advertising 

(Kover et al., 1995; Stone et al., 2000) and the common views of academicians 

considering creativity in advertising as the central element of advertising effectiveness 

(Belch & Belch, 1998), this study hypothesizes that creative advertising brings relatively 

greater added advantage to the respective brands than brands advertised in conventional 

or less creative advertisements provided they are studied in a broader perspective. As 

such, this study considers creative advertising as one of the possible effective solution for 

greater media clutter in general and Pakistan in particular. 

 

1.3 Research Problem  

As earlier discussed, the Pakistan advertising industry is growing with a 

remarkable pace (Figure 1.1). Alongside, the information provided by Pakistan Electronic 

Media Regulatory Authority (PEMRA), the number of television channels has also 

sharply increased and is still continuously increasing (PEMRA, 2008). Besides some 

opportunities, this has produced many challenges as well for the advertisers. For instance, 

viewer surfing over the channels has increased (Ahmed & Haroon, 2003; Hussainy et al., 
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2008) resulting in viewers’ less time for watching television commercials during the 

program breaks. To cope with such a situation, advertisers in other parts of the world are 

moving towards producing more novel and creative advertisements (Ang et al., 2007). 

This is due to the fact that besides other features, creative advertisements are more novel 

which make the advertisement successful in breaking through the media clutter and 

successfully communicate the advertising message to its target viewers.  

Like other parts of the world, in Pakistan too, creativity excellence is recognized 

in the form of creativity awards in various product categories. However, does this 

creative excellence have any positive effects on consumers’ memory and attitude? Does 

creative advertising bestow any added advantage to the respective advertisement and the 

brand? These are the major questions which necessitate that creative advertising in 

Pakistan should be assessed for its relative effectiveness. This leads the researcher to the 

following problem statement:  

“Does Creative advertising in Pakistan lead to relatively greater advertising 

effectiveness by eliciting greater recall, developing favorable advertisement 

and brand attitude and purchase intent for the advertised brands?” 

 

1.4 The Purpose of the Study 

Excellence in advertising creativity is commonly viewed as a central and most 

instrumental element in improving the effectiveness of an advertisement (Belch & Belch, 

1998). However, very few studies have been carried out to investigate the effectiveness 

of creative advertising (Till & Baack, 2005). Some of these studies support the notion 

that creativity in advertisements improve likeability and recall (Stone et al., 2000) and 
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advertising effectiveness (Kover et al., 1995; Ang et al., 2007), whereas other studies 

have found mixed and conflicting results (Till & Baack, 2005). Indeed, many other 

factors stated earlier which influence the processing of advertising information, and 

hence advertising effectiveness (that is, level of advertising exposures, effects of brand 

familiarity), have been given little attention by previous researchers. Hence, no 

established theory on the effectiveness of creative advertising has yet been developed 

(Till & Baack, 2005). The purpose of this study is therefore, to empirically investigate the 

relationship between creative advertising and advertising effectiveness while taking the 

above instrumental factors (brand familiarity, advertising exposure levels and creativity 

measurement by professionals versus final consumers) into consideration. As such, the 

results of this study were aimed at understanding the effectiveness of creative advertising, 

particularly in the context of Pakistan. This research study has, therefore, the following 

specific objectives: 

1. The first and most primary objective of this research is to empirically investigate the 

relationship between creative advertising and advertising effectiveness. Precisely, this 

primary objective was accomplished by focusing on the following sub-objective:  

- To investigate the effects of creativity award-winning television advertisements (in 

this case, Pakistan Advertising Association Award-winning Ads) on different 

measures of advertising effectiveness, that is, recall, advertisement and brand attitude; 

and consumers’ Purchase Intent. Specifically, this research objective aims at finding 

whether excellence in advertising creativity in general, and Pakistan in particular, 

provides any added benefits to the respective advertisements in forming favorable 

attitude, greater recall and purchase intent for the advertised brands. 
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2. The second objective of this study is to examine whether change in advertising 

exposure level (Single Exposure Vs Three Exposures) influence the relationship 

between creative advertising and advertising effectiveness. This objective aims at 

understanding the true nature of creative advertising and contributes much towards 

the generalizability of creative advertising and advertising effectiveness relationship. 

 

1.5 Research Questions 

As discussed in the research objectives of this study, this research addressed the 

main research question whether creativity in advertisements enhances advertising 

effectiveness or not, particularly in the context of Pakistan. Do creative advertisements 

provide any added advantage to the advertised brands in the form of relatively greater 

recall, favorable attitude, and purchase intent? Thus, in the light of the literature review, 

research problem and objectives of this research, the following research questions were 

answered:  

1. Does creative advertising in general and Pakistan in particular enhance 

advertising effectiveness to a greater extent than conventional and less creative 

advertisements? 

2. Does viewers’ response to advertisements in general and creative advertisements 

in particular, vary with the number of advertising exposures?  

3. If advertising exposure level (Single Vs Three Exposures) has a significant effect 

on participants’ assessment of the experimental advertisements, what are the 

consequences of this exposure-wise different effect on the relationship between 

creative advertising and advertising effectiveness?  
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4. Are creative advertisements more effective in three advertising exposures than in 

single advertising exposure? 

 

1.6 Theoretical Framework of the Study 

The purpose of this study is to investigate the relationship between creative 

advertising and advertising effectiveness. To proceed with this objective, based on 

extensive review of the relevant literature, a theoretical framework has been proposed 

that explains how creative advertising influences the effectiveness of the respective 

advertisements in terms of recall, consumers’ advertisement and brand attitude as well as 

their purchase intent for the advertised brands. The framework along with its components 

has been discussed in chapter three of this study.  

The proposed model conceptualizes ‘creative advertising’ as advertisements 

having won the creativity awards of Pakistan advertising industry and ‘advertising 

effectiveness’ as consisting of four measures namely Recall, Att (Ad), Att (Brand) and 

purchase intent. These conceptualizations are based on the work done by Kover et al. 

(1995), Ang and Low (2000), Stone et al. (2000) and Till and Baack (2005). The model 

posits creative advertising as independent variable, attitude and recall (Ad and Brand) as 

intervening variables and purchase intent as dependent variable. In addition, the different 

advertising exposure levels (Single Vs Three Exposures) which also influence the 

effectiveness of advertisements, and hence, the relationship between creative advertising 

and advertising effectiveness, have been considered as the moderating variable.   

Based on the relationship between the study variables, appropriate hypotheses 

about the relationship between creative advertising and effectiveness, both in single and 
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three advertising exposures, are proposed. These hypotheses have been tested in the 

empirical phase of this research. The detailed discussion on the conceptual framework of 

this study has been provided in chapter three.   

 

1.7 Significance of the Study  

The importance of creativity in advertising as one of the primary factors for 

advertising effectiveness has been much recognized by advertising professionals and 

academicians (Haberland & Dacin, 1992; Belch & Belch, 1998; Jewler & Drewniany, 

1998). Creative excellence in advertising industry is regarded with creativity awards, and 

numerous creativity awards exist internationally (Till & Baack, 2005). Advertising 

professionals consider creativity in advertisements as the barometer of advertising 

industry performance (Ahmed & Haroon, 2003). However, being such an important area, 

very few studies have been carried out that investigate the relationship between creative 

advertising and advertising effectiveness (Kover et al., 1995; Till & Baack, 2005). These 

studies have found mixed results and as such this relationship is not clear. Indeed, many 

other factors like the effects of prior brand familiarity (Campbell & Keller 2003) and 

difference in advertising exposures (e.g., McDonald, 1971; Krugman, 1972; Tellis, 1997) 

have been found to affect viewers’ response to advertisements and hence advertising 

effectiveness. Similarly, the use of students and advertising professionals in previous 

studies (Kover et al., 1995; Stone et al., 2000 ; Till & Baack, 2005) as the judges to 

evaluate creativity in these advertisements has been found to affect the assessment of 

creativity between the two groups (White & Smith, 2001) and hence, the effectiveness of 

the creative advertising. However, these studies have given very little consideration to 
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these stated variables. While measuring the relationship between creative advertising and 

advertising effectiveness, this study is, therefore, the first of its nature that empirically 

investigates this relationship in a broader perspective by considering the effects of the 

stated influencing variables. As such, the finding of this study is a worthwhile 

contribution regarding the effectiveness of creative advertising.  

Besides this, the greater clutter in electronic media of Pakistan, particularly in 

television, has created a very challenging situation for the advertising professionals 

(Hussainy et al., 2008). This situation has increased the importance of creativity in 

advertisements to break through the greater media clutter and the advertising message 

reaches its target audience successfully (Till & Baack, 2005). However, no research study 

has yet been conducted to know the real impact of creative advertising in Pakistan. Being 

the first study of its nature on the role of creative advertising, this research contributes 

much towards understanding the real impact of creative advertising in enhancing 

advertising effectiveness in Pakistan. By knowing the relative effectiveness of creative 

advertising, creativity in advertising may be used as a better tool to control the media 

expenditures of companies in terms of their advertisement frequency. The findings of this 

study also provide useful information to advertisers regarding the effective utilization of 

their advertising resources which they pay to advertising agencies for developing 

advertisements with unique and creative ideas.  

The results of this study have also significant implications for advertising 

practitioners. Previous literature on creative advertising and advertising effectiveness 

reveals that creativity in advertisements grabs more attention of advertising viewers and 

hence produces greater recall. Similarly, some of the empirical studies on the 
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effectiveness of creative advertising, as well as general advertising studies conducted on 

the respective components of advertising creativity, reveal that creativity in 

advertisements develops significantly more favorable brand and advertisement attitude. 

Therefore, the empirical findings of this study are also of immense importance to 

advertising practitioners to know whether award-winning creative advertisements really 

add to the advertised brand or not in the form of relatively greater recall and more 

favorable brand and advertisement attitude.  

 

1.8 The Structure of the Study  

This study seeks to empirically investigate the relationship between creative 

advertising and advertising effectiveness in Pakistan. To achieve this objective, the study 

has been organized in the following manner: 

Chapter 1 provides the background of the study, stating the growing importance 

of creative advertisements in advertising effectiveness, an overview of previous work on 

the effectiveness of creative advertising, the need for studying the issue of creative 

advertising and its effectiveness in a broader perspective, and brief information about the 

status of advertising and media in Pakistan. The discussion then moves on to the purpose 

of the study, the research questions, a brief introduction of the theoretical framework of 

the study, significance of the study, and, finally, the structure of the study.  

Chapter 2 of this study examines relevant literature on the issue of advertising 

creativity, advertising effectiveness and the effectiveness of creative advertising. 

Relevant literature on the constructs of advertising effectiveness and advertising 
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creativity is reviewed which then moves on to the relationship between creative 

advertising and advertising effectiveness.  

On the basis of Chapter two, Chapter 3 describes the conceptual model along with 

the relevant research hypotheses indicating the potential relationship between creative 

advertising and different measures of advertising effectiveness. 

Chapter 4 presents the research methodology of this study. Precisely, this chapter 

discusses an overview of the research design, operational definitions of the key variables 

used in the conceptual model, measuring instrument and its reliability, and the 

experimental methodology for testing the proposed hypothesis, and finally the analytical 

approach employed in this study.  

Chapter 5 presents the major findings of the study in relation to the purpose of 

this study. This is accomplished by looking at the results of the hypotheses concerning 

the effectiveness of creative advertising.  

Chapter 6 summarizes the findings and discusses implications for practitioners. 

Finally, the limitations of the study and suggestions for future research directions are 

discussed. 
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CHAPTER 2 

 

LITERATURE REVIEW 

 

2.1 Introduction  

As discussed in the previous chapter, the aim of this study is to investigate the 

relationship between creative advertising and advertising effectiveness. Accordingly, the 

purpose of this chapter is to critically review the existing literature on the selected topic 

to determine what is known about advertising effectiveness, creativity in advertising and 

their interrelationship. After the literature review, the discussion then moves to identify 

the factors that may affect the relationship between creative advertising and different 

measures of advertising effectiveness. Overall, discussion in this chapter provides a base 

for the conceptual model of this study.  

 

2.2 The Role of Advertising in Organizational Performance 

The term “advertising” is defined as “a paid non-personal communication from an 

identified sponsor using mass media to persuade or influence an audience” (Wells, 

Burnett & Moriarty, 2003, p.10). Among the other functions of advertising highlighted in 

this definition, the most important is the persuasion factor which is the consequence of 

the rest of the functions. An advertisement should have the potential to differentiate one 

product or service from others so as to produce a desired persuasive effect (Jeong, 2004). 
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If an advertisement does not produce the required impact, it can be assumed as 

ineffective and as such the substantial amount of money that companies spend on 

advertising their products goes waste. On the other hand, advertisements producing 

favorable impact can multiply the effectiveness of advertising expenditures. Hence, it 

implies that advertising plays a very crucial role in the effective functioning of an 

organization.   

 

2.3 Streams of Research on Advertising Effectiveness 

To assess the effectiveness of advertisements, there have been two streams of 

research (Jeong, 2004). One stream of research focuses on the psychological aspects of 

advertising impact and the other focuses on the sales and market response aspects of 

advertising effects. These two different areas of advertising effectiveness research are 

discussed in the next sections.  

2.3.1 Market Response Approach of Advertising Effectiveness   

The market response method of advertising effectiveness research assesses the 

impact of advertising in terms of the relationship between advertising expenditures and 

sales for the respective advertising brand during a particular period. However, advertising 

studies in market response analysis have resulted in conflicting findings. For instance, 

Telser (1962 cited in Kocabiyikoğlu, 2004) utilized the time series data for three different 

cigarette brands. Simultaneous equation models were used to explore the relationship 

between advertising and sales. The study found that different cigarette brands earn 

different return on advertising spending. Furthermore, Telser (1962) states that other 

marketing variables such as economic conditions and the level of competition in the 
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market also influence the advertising-sales relationship (Kocabiyikoğlu, 2004). While 

studying the relationship between advertising and sales, Quandt (1964) also argued that 

other variables like disposable income, education etc. should be considered as these 

factors affect the advertising-sales relationship. Murphy and Cunningham (1993) state 

that linking advertising with sales impact is not appropriate as other marketing variables 

such as economic factors, market factors, etc., affect the company sale. In fact, previous 

research investigating the real effectiveness of advertising has not found a clear link 

between advertising and its effect on company sale (Vakratsas and Ambler 1999). Neslin 

(2002) found that other variables like sales promotion can have a significant influence on 

the advertising and sales relationship and consider such variables responsible for 

inconsistent results in previous studies on the effectiveness of advertisements. 

On the other hand, advertising researchers, exploring the psychological and 

behavioral impact of advertising, concentrate on the psychological factors such as recall, 

attitude towards the advertisement and brand, and purchase interest for the advertised 

brands (Jeong, 2004). According to this method, consumers are shown advertisements 

and then their responses on how they perceive the advertisements are tapped. 

Furthermore, responses about their future behavior regarding the advertised brands are 

also recorded. Based on such responses from viewers, inferences are then made about the 

overall success or failure of the respective advertising campaign (Barban, Dunm, 

Krugman & Reid, 1990; Kover, Goldberg & James, 1995; Till & Baack, 2005).     

The behavioral perspective of advertising effectiveness provides insight into the 

antecedents of consumer behavior like attitude, recall and brand choice. It, therefore, 

supersedes in importance than the market and sales response method of advertising 
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effectiveness. This is also more important as it is more consistent with the marketing 

concept which focuses on the final consumer as a fundamental business philosophy (Ang, 

Lee & Leong, 2007). Consistent with such views, Lucas and Britt (1963 cited in 

Kocabiyikoğlu, 2004) stated quite earlier that the basic purpose of advertising is to 

provide information about the actual receivers of advertisements that are instrumental in 

the selection of appropriate advertising strategies. This ultimately improves the 

effectiveness of advertisement and hence will positively affect the market result.  

2.3.2 Behavioral Perspective of Advertising Effectiveness   

The behavioral perspective of advertising effectiveness concerns how people 

perceive, process, respond to, and use advertising information in making purchase 

decision about certain product or service (Jeong, 2004). As human psychology is 

complex, researchers have used various measures of advertising effectiveness. These 

include association among recall, recognition and attractiveness of advertisement (e.g., 

Wells, Burnett & Moriarty, 2003), effects of attention on memory (e.g., Rajaram, 

Srinivast & Travers, 2001), likeability as a measure of advertising effectiveness (Leather, 

McKechnie & Amirkhanian, 1994), recall, attitude towards the advertisement and brand 

(Ang & Low, 2000; Kover et al.,1995; Higie & Sewal, 1991). However, the behavioral 

perspective of advertising effectiveness in general focuses on recall or and persuasion 

(Till & Baack, 2005).  

There are many reasons why these two types of measures are consistently used as 

a useful criterion for evaluating advertising effectiveness: First, viewers’ recall of the 

advertising information shows that the advertisement has been well attended to and the 

advertising information has got a place in consumers’ minds which increases the 
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likelihood of the advertised brand to become member of consumers’ evoked set (Stewart, 

1989). Evoked set represents the number of brands in the priority list of a consumer while 

considering purchase of goods and services (Loudon & Della Bitta, 2002). Recall is also 

of particular interest because an advertisement must first command attention before it can 

persuade. Hence, researchers have consistently used recall as a measure of advertising 

effectiveness (Till & Baack, 2005; Finn, 1992; Wells et al., 2003).  

Similarly, attitude as another measure of advertising effectiveness is important 

because it is related to how consumers evaluate the advertised products. A strong positive 

attitude towards a product means that the person may buy the brand in future (Wells et 

al., 2003). As Mitchell and Olson (1981) state that as attitudes are relatively stable and 

enduring predispositions to behave, they should be useful predictors of consumers’ 

behavior towards a product or service. Gresham and Shimp (1985) consider attitude as an 

attempt to influence consumers’ choice. Hence, it implies that attitude has got a central 

place in consumer’s brand choice. Attitudes are also important because they reflect the 

likes and dislikes of consumers (Wells et al., 2003). The importance of attitude can also 

be mainly understood from the empirical findings of studies stating that consumers’ 

attitude towards advertisements affects their subsequent evaluation of the advertised 

brands and hence their choice of the respective brands (Mitchell & Olson, 1981).  

The above discussion reveals that both recall and attitude are the important 

measures of advertising effectiveness. Literature on the effectiveness of creative 

advertising also indicates that previous studies have used these measures as the common 

dimensions of advertising effectiveness. Since this study also covers the effects of 

creative advertising on consumers’ advertisement and brand-related attitude as well as 



                                                Creative Advertising and its Effectiveness 

 

30

their recall and purchase intention for the advertised brands, each of these measures is 

discussed in the next section in detail.  

2.3.2.1 Advertising Recall  

Advertising recall is a memorability test that determines how viewers remember 

something specific about the advertisement and the brand (Wells et al., 2003). Recall can 

be aided as well as unaided (Till & Baack, 2005). In the aided recall test, participants are 

assisted to recall certain information by providing them with a relevant cue (Jeong, 

2004). The relevant cue can be the respective product category for which the participant 

is being asked to recall (e.g., Milk, Cereal, etc.) or information about the purchase or 

usage situations in which a particular product type is used (e.g., Lunch , Breakfast, etc.).   

On the other hand, in the unaided recall test, participants are simply asked to 

recall and list the number of brands that appeared in the television commercials. As such, 

unaided recall is considered as a more challenging test of ‘memory trace’ than aided 

recall (Till & Baack, 2005). Therefore, in order to better understand the memorability of 

creative advertisements, both aided and unaided recall were employed in this study.  

Recall indicates top of the mind awareness among consumers about an 

advertisement or brand, and advertisements with high recall are more likely to put the 

advertised brand in consumers’ evoked set. (Stewart, 1989; Keller, 1993). Hence, recall is 

considered as the most common measure of advertising effectiveness among the 

advertising researchers (Kover et al., 1995; Higie & Sewal, 1991). As a consequence, 

brands in consumers’ evoked set are more likely to be considered at the time of 

consumers’ purchase decision (Loudon & Della Bitta, 2002).  
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To understand the relative effectiveness of creative advertisements in terms of 

higher advertisement and brand recall, it is important to know how information is 

processed, stored and retrieved in human memory. For this purpose, review of the 

information processing model and the associative network model is given below. 

The information processing model of memory states that processing of incoming 

information is subject to limited processing capacity, that is, various levels of processing 

require different mental capacity allocation. If information requires deeper level of 

processing, it will require greater allocation of mental and cognitive capacity. On the 

other hand, lower level of processing requires less attention and hence less allocation of 

mental capacity (Craick & Lockhart, 1972). According to Craick and Lockhart (1972), 

information processed at a deeper level is associated with longer lasting memory. 

Consistent with this view, creative advertisements have been commonly defined as 

“novel and unexpected” (Haberland & Dacin, 1992; Wells et al., 2003). Furthermore, 

novelty has been found to have positive significant relationship with greater attention 

(Piters et al., 2002; Rossiter & Percy, 1985). Greater attention means that viewers’ are 

more mentally involved with the advertisement (Wells et al., 2003) which implies that 

viewers’ are allocating greater mental capacity and the information is processed at a 

deeper level (Craick & Lockhart, 1972). It means that creative advertisements being 

relatively more attention grabbing, will undergo in-depth processing that will produce 

relatively greater recall of advertising information. 

Similarly, according to the associative network memory model, brand knowledge 

exists in consumers’ minds in the form of brand nodes with a variety of associations 

linked to it (Anderson, 1983). The more number of associations are formed, the more the 
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brand nodes strengthen and the more easily the information will be recalled from memory 

(Keller, 1993). Furthermore, the number of associations and their subsequent contribution 

towards strengthening of a brand node in viewers’ memory depend upon the level of 

processing in viewers’ minds (Keller, 1993). The more the information requires greater 

attention and is processed at a deeper level, the more associative linkages will form and 

hence will lead to greater recall of the information being processed (Srull, 1981). As 

mentioned earlier, creative advertisements are more novel and unexpected. Various 

studies have found that unexpected (novel) information is processed at deeper level 

which produces more linkages in the memory (Craick & Lockhart, 1972). Thus, an 

increase in the number of linkages will strengthen the relevant information nodes in the 

memory that will lead to ease of information retrieve ability (Keller, 2003). It, therefore, 

implies that associative network memory model also supports the notion that creative 

advertisements being more novel, are relatively more effective in the storage and retrieve 

ability of information.     

The above discussion shows a competitive edge of creative advertisements in 

grabbing more attention and making the advertising message more memorable. However, 

to create a positive consumers’ impact and persuade the viewers, only recall is not 

enough (Higie & Sewal, 1991). The advertisement should also build positive and 

meaningful connection with its audience (Ang et al.,. 2007). Studies have found that even 

irritating advertisements can increase recall (Stone et al., 2000). However, it may not 

produce the required positive impact. According to Keller (1993), advertising contribute 

much in the form of brand equity only when besides greater brand recall, it also produces 
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favorable brand image and brand attitude. Hence, the following discussion reviews the 

attitude construct of advertising effectiveness.  

2.3.2.2 Advertising and Brand Attitude 

According to Mitchell and Olson (1981), an attitude is the process of internal 

evaluation of an object by an individual. Wells et al. (2003) define attitude as “a learned 

predisposition, a feeling that an individual holds towards an object, a person, an idea that 

leads to a particular behavior” (p.112) . Thus, it can be positive or negative, reflecting the 

likes and dislikes or it can be neutral. According to Wells et al. (2003), attitude represents 

the image of a certain brand and it is an image in customers’ minds that reflects what they 

think and feel about the brand. Perhaps, it is the importance of consumers’ attitude that 

advertisers are so much concerned about the likeability of their commercials because 

emotions and feelings evoked by an advertisement carry over to the brands. It is due to 

this reason that attitude is considered an important determinant in consumers’ actual 

behavior about certain brand (Batra & Ray, 1986; MacKenzie, Lutz & Belch, 1986; 

Bruner & Kumar, 2000). The next section provides an elaborate view of the relationship 

between consumers’ advertising and brand-related attitude.  

2.3.2.2(a) Relationship Between Consumers’ Advertisement and Brand Attitude  

Many studies have found that the attitude a person holds about an object affects 

his / her consequent behavior about that particular object (Mitchell & Olson, 1981; 

Gresham & Shimp, 1985). As consumers first see an advertisement, it is believed that if 

this stimulus succeeds in building positive attitude, the favorable effects elicited by the 

advertisement will transfer towards the respective advertised brand in the form of 

favorable attitude about the brand which will ultimately affect the behavior of consumers 
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in the market (Batra & Ray, 1986). It is due to this reason that besides the role of other 

marketing communications, advertisements play a vital role in building successful brands 

(Cathy, Ruble & Donthu, 1995; Farquhar, 1989). Hence, the following review discusses 

how consumers form attitude towards advertisement and how such attitude influences 

their evaluation of the advertised brand, in other words, their brand attitude.  

One of the renowned and earlier behavioral researchers, Fishbein (1963) proposed 

that an individual adopts three steps in the formation of certain behavior. First of all, 

belief of an individual is affected, which then forms an individuals’ attitude and finally he 

/ she behaves according to the attitude formed. In the context of advertising, an 

advertisement is supposed to influence viewers’ beliefs which form their attitude towards 

the respective advertisement. The particular advertisement attitude (positive or negative) 

thus formed, affects the behavior of the viewers of the respective advertisement. 

According to Fishbein (1963), consumers’ beliefs are mainly affected due to consumers’ 

processing of cognitive information, such as product characteristics. However, the 

proposition of Fishbein that beliefs are the only mediators of attitude formation and 

change was further examined by Mitchell and Olson (1981). Mitchell and Olson studied 

consumers’ beliefs about product attributes and its association with their brand attitude in 

the context of advertising. The study found that besides product attributes, another 

variable, termed as consumers’ attitude towards the advertisement, also influenced the 

change or formation of brand attitude and subsequent purchase intentions. 

In order to further enhance the understanding of the relationship between 

consumers’ attitude towards the advertisement and brand, Gardner (1985) studied the 

effects of product-related beliefs and advertisement attitude on the formation of 



                                                Creative Advertising and its Effectiveness 

 

35

consumers brand attitude under different processing sets termed as “brand and non-brand 

evaluation sets”. Subjects in the brand evaluation set were instructed to see the 

advertisements and evaluate the brands, whereas subjects in the non brand set were 

instructed to assess the advertisements for other factors like fun and enjoyment. The 

study found that attitude towards the advertisement affects consumers’ attitude towards 

the brand under both brand and non-brand evaluation sets. Moreover, under brand-related 

group, besides advertising attitude, consumers’ belief about the brand was also found a 

major factor in the formation of consumers’ brand attitude. 

Mackenzie et al. (1986) comprehensively investigated the attitude issue. They 

presented and tested four competing models of attitude which are known as “affect 

transfer model, dual mediation model, reciprocal mediation model and independent 

influence model”. Among these models, the affect transfer and the dual mediation model 

of attitude are of particular interest in the current research due to the specific nature of 

this study. The Affect Transfer Model has received the greatest attention in the 

advertising literature (Mitchell & Olson, 1981; Gardner, 1985; Mac Kenzie et al., 1986). 

This model states that there is a direct one way causal flow of effects flowing from 

advertisement attitude towards the brand attitude, that is, if viewers like an advertisement, 

these effects transfer to the brand advertised in the respective advertisement. Similarly, 

dual mediation model is basically the extension of affect transfer model. The dual 

mediation approach states that attitude towards the brand is affected by advertising 

attitude as well as consumers’ brand cognition. In other words, according to dual 

mediation model of attitude, consumers’ attitude towards an advertisement performs dual 

functions: First, it directly affects consumers’ brand attitude (Affect Transfer model) and 
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secondly, it influences consumers’ propensity to accept the claims made in the 

advertisement on behalf of the brand (Jeong, 2004). This ultimately places consumers’ 

attitude towards the advertisement at the central place of effects and suggests that 

consumers’ overall advertisement attitude will affect consumers’ attitude towards the 

advertised brand.  

Furthermore, to find out which model among the four competing models of 

attitude more explicitly reflects the change or formation of attitude towards the brand, 

Mac Kenzie et al. (1986), after structural equation analysis of these models, found out 

that dual mediation model is superior to the other three models. In other words, it means 

that consumers’ feelings evoked by an advertisement not only transfer towards 

consumers’ brand attitude, but such feelings also affect the acceptability of the claims 

made in the advertisement on behalf of the respective brand. Consistent with these views, 

if consumers like an advertisement, such likeability effects will not only transfer towards 

consumers’ favorable brand attitude, but it will also increase the acceptability of the 

product claims in the respective advertisement. As a result, positive attitude about the 

advertisement will synergize the favorability of consumers’ brand attitude. It therefore 

implies that consumers’ attitude towards the advertisement is of primary importance in 

the formation of consumers’ brand attitude due to the fact that it can enhance or diminish 

the acceptability of the advertising message (Jeong, 2004). 

In order to replicate the findings of Mac Kenzie et al. (1986), Homer (1990) 

further investigated these four alternative models of attitude under two different 

processing environments namely brand processing group and non-brand processing 

group. In the brand processing condition, participants were asked to pay close attention to 
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the advertisement and the brand as they will be asked for purchase intention for the 

respective brands. In the non-brand processing condition, one group was instructed to 

watch television program including the commercials, whereas the second group was 

asked to watch the program and evaluate the characters used in the television program as 

well as in the television commercials. Consistent with earlier empirical findings, Homer 

(1990) found that dual mediation model of attitude provided the best fit of the data in 

both experiments. Furthermore, consistent with the findings of Gardner (1985), brand 

versus non-brand processing environment did not produce a significant difference on the 

relationship between attitude towards the advertisement, brand cognition and attitude 

towards the brand.   

To further investigate the validity of the dual mediation model of attitude 

formation or attitude change, Brown and Stayman (1992) conducted a meta analysis 

study on the antecedents of attitude towards the advertisement. Their study found that 

dual mediation model better predicts the attitude formation process.  

In addition to the above studies, there are many other studies which state that 

consumers’ likeability of advertisement (similar to Ad-Att) predicts their favorable 

attitude towards the advertised products. For instance, Haley and Baldinger (1991), in an 

advertising Research Foundation (ARF) copy research study, found that advertisement 

likeability is the major determinant of differences in sales. While investigating the 

relationship between consumers’ perceptions of advertisements and the impact produced 

by the respective advertisements, Aaker and Stayman (1990) found that advertisement 

likeability is related to greater favorable impact and hence greater advertising 

effectiveness.  
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In conclusion, the above discussion reveals that attitude towards the 

advertisement plays a vital role in the formation of consumers’ brand attitude. 

Furthermore, whether attitude towards the advertisement influences consumers’ brand 

attitude directly (Affect Transfer Model) or indirectly (Dual Mediation Model), the fact 

remains the same that consumers’ attitude towards the advertisement is a primary and 

initial source through which consumers form their brand attitude (Mitchell & Olson, 

1981; Gresham & Shimp, 1985).   

In addition, to understand whether creative advertisements are relatively more 

effective in forming favorable advertisement and brand-related attitude, previous studies 

have provided some favorable indications about the relationship between creative 

advertisements and consumers’ advertising and brand attitude (Kover et al.,. 1995; Ang 

& Low, 2000; Stone, Besser, & Lewis, 2000). This has been discussed in detail in section 

(2.4.2) of this chapter.  

 

2.4 Creativity and its Different Approaches 

To understand the nature and the role of creativity in advertising, it is important to 

shed some light on creativity and its different approaches in the first instance. Numerous 

attempts have been made to crystallize the concept of creativity. However, three 

approaches have been employed to delineate the construct of creativity: (1) Identifying 

the personality traits of creative people (2) The process which generates creativity and (3) 

The characteristics of creative outcomes. (Haberland & Dacin, 1992). 

The first approach of creativity (Personality Trait Approach to Creativity) states 

that creativity comes as a result of particular personality traits.  Research in this area has 
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discussed the personality traits of creative individuals. While throwing light on the lives 

and works of some of the creative minds of the twentieth century (e.g., Sigmund Freud, 

Albert Einstein, Pablo Picasso), Gardner (1993) concluded that creative people were self-

confident, unconventional, hardworking and committed obsessively to their works. Their 

social life or hobbies were almost immaterial. Melvin and Mark (1994) state that creative 

artists have disequilibrium in their personal lives and as such their works also reflect this 

in the form of uniqueness. Much earlier, Barron (1955) identified the personality traits of 

creative individuals. Personality traits of the individuals were compared with their 

responses to various problems. Such responses were categorized as creative or uncreative 

on the basis of originality and adaptiveness to the reality. Barron (1955) found that 

creative individuals are more original in their responses and have relatively greater ability 

of adaptation according to the situation. Original responses of individuals were referred 

to as “un-commonness” of the response in relation to the responses of others, whereas 

adaptiveness to reality meant how much an individual provides an objectively correct 

solution to a problem (Haberland & Dacin, 1992). The Greek philosopher, Socrates (cited 

in Wells et al., 2003) consider creativity as a form of madness which comes as a gift of 

heaven and it is the channel through which creative people receive greatest blessings.  

The second approach to creativity (Process Approach to Creativity) focuses on 

the processes and stages required to generate creativity which is used for solving 

problems in complex, novel and unconventional situations (Newell, Shaw, and Simon, 

1962). Wallas (1926) proposed the four-stage process of creativity namely preparation, 

incubation, illumination and verification. During the preparation stage, creative person 

tries to gain insight about the problem in hand. Various types of information like 
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consumer demographics, psychographics and other related information considered 

relevant for the next stages in the creativity process are obtained. In the second stage, that 

is incubation, creative person tries to put his conscious mind to rest and let his 

subconscious take over. The aim of this exercise is to get some useful ideas. The 

unexpected moment when the creative person succeeds in finding some relevant idea in 

his unconscious is called as illumination. The last stage, that is, verification, is very 

important. It ideals with the decision of the creative team, client or top management of 

agency whether the idea is appropriate and should be approved or not. It is at this stage 

where the advertising idea is analysed for its meaningfulness and connectivity to its target 

market.  

Osborn (1963), the former founder of creative education foundation, proposed 

even a more comprehensive process of creativity. Osborn  states that creative process 

starts with orientation, then moving to preparation stage, then to analysis, ideation, 

incubation, synthesis and finally to evaluation. These stages, however, share a number of 

key steps (Wallas, 1926). For instance, during the orientation stage, creative persons read, 

research, collect information and learn every thing about the marketing problem in hand. 

This stage is parallel to the preparation stage of Wallas (1926). Similarly, ideation stage 

parallels to the incubation stage, where creative person lets his conscious mind in search 

of creative ideas to solve the problem. In the synthesis stage, various separate ideas are 

brought together to form a whole ‘new idea’. This stage closely resembles the stage of 

illumination where creative person unexpectedly finds a creative idea. Finally, the 

evaluation and analysis stage, proposed by Osborn (1963), reflects the go / no go 
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decision, either by the creative team or the client (Wells, et al., 2003). This stage parallels 

to the verification stage proposed by Wallas (1926).         

Compared with the previous two approaches conceiving creativity as the result of 

personality traits or outcome of a creative process, the third approach of creativity 

focuses on the characteristics of creative outcome (Bruner, 1962 cited in Gruber, Terrell 

& Wertheimer, 1964). Bruner (1962) states that creativity is an act that produces an 

“effective surprise”. Such surprise should be unexpected and meaningful to the receiver 

(Ang et al., 2002). Thus, parallel to this conceptualization of creativity, creative works 

have been consistently defined as having the characteristics of “newness” or “originality 

(Csikszentmihalyi, 1988) and it must be appropriate, that is, it should have certain value 

(Weisberg, 1986). In fact, the conceptualization of creativity having the two dimensions 

of “newness” or “novelty” and “usefulness” or “appropriateness” of the creative outcome 

has got the greatest acceptance trend (Gruber & Wallace, 1999; Mumford & Gustafson, 

1988; Unsworth, 2001). Having much debated in human psychology, literature, and the 

historical achievement by creative personalities, creativity also became the focal point of 

research in the filed of advertising.  

2.4.1 Creativity in Advertising 

Interestingly, all the three creativity approaches employed in the Social Sciences 

are likewise evident in the advertising literature. For instance, while defining creativity in 

advertising, Belch and Belch (1998) emphasize the personality traits of creative persons. 

They define creativity as “the quality possessed by persons that enable them to generate 

novel approaches, generally reflected in new and improved solutions to problems” 

(p.714). Ray (1982) and Rothschild (1987) adopt the problem-solving approach in 
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defining creativity in advertising. Ray (1982) defines creativity as “the ability to see new 

problem-solving relationships” (p.214). Rothschild (1987) considers creativity as “seeing 

a problem and then developing a unique and appropriate solution” (p.212). Advertising 

literature, however, mainly defines advertising creativity from receivers’ point of view 

(Ang et al., 2007). One of the major reasons for this is that advertising mainly focuses on 

the formation or change of perceptions of final consumers towards a company’s product 

(Wells et al., 2003). Since this study investigates the relationship between creative 

advertising and its effectiveness among the final consumers, the following section 

explicitly looks at how creativity in advertising is defined from final consumers’ 

perspective.  

From viewers’ perspective, creativity in advertising has been defined in many 

ways, however, its central theme remains the same, that is, these definitions either 

directly or indirectly address novelty, meaningfulness and connectivity (Ang et al.,. 

2007). For instance, Batra, Myers and Aaker (1996) consider creativity in advertising as 

the persuasive communication of the core advertising message in an unexpected way. 

Haberland and Dacin (1992) conceptualize the creativity of an advertisement as “the 

extent to which it is original and unexpected, appropriate and meaningful, requires the 

viewers to reformulate or modify their attitude towards an advertised product or service 

and is condensed, that is simple, yet conveys a lot of meaning” (p.818). Marra (1990) 

considers two principles instrumental for an advertisement to be creative, that is, “being 

first or new and being right or relevant are critical to creative advertising” (p.47). By 

right or relevant principles in the definition, he means that the advertisement should be 

related to its target audience. (Ang et al.,. 2007). Russell and Lane (1999) have almost the 
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same views as that of Marra (1990). Russell and Lane (1999) consider creative 

advertisements as those which grab your attention, that is, the advertisement should be 

novel. Furthermore, the advertisement should connect the viewers to the positive features 

of the product. The connectivity feature of creative advertisements stated by Russell and 

Lane (1999) is parallel to what Marra (1990) calls right or relevant. (Ang et al.,. 2007). 

Shimp (1997) equates advertising effectiveness with creativity in advertising because 

creative advertisements get successfully differentiated from other advertisements and 

hence are more successful in breaking through the media culture which makes it 

effective. Similar to Russell and Lane (1999) and Marra (1990), Wells et al. (2003) 

consider the hallmarks of a creative advertisement as originality of the idea which they 

also call, a “Big Idea” and relevancy of the advertising message to its target audience. 

Besides the novelty and unexpected dimension of advertising creativity of the advertising 

idea, the advertising literature has either stressed on the meaningfulness or the relevancy 

of the advertising idea. After an extensive review of advertising researches, trade 

publications, and the academic literature, Ang et al. (2007) offered a parsimonious three-

dimensional conceptualization of creativity in advertising. They define creativity in 

advertising as “the process of conceptualizing, developing, and executing a novel and 

different advertisement which communicates its central message in a meaningful manner, 

and which connects the audience to the message it conveys” (p.9). To further elaborate 

the concept of creativity in advertising, these dimensions are briefly discussed below.  

2.4.1.1 Novelty 

The essence of novelty is the idea that no one else has thought of earlier, that is, 

an idea which is new to the creator but not new to the world is not a novel idea (Wells, et 
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al.,. 2003). According to Haberland and Dacin (1992), each viewer, based on his / her life 

experiences with advertisements, has certain expectations for advertisements. They state 

that novelty or originality of an advertisement is the “degree that an advertisement 

deviates from the expectations of its viewers” (p.22). This also resembles the Goodstein 

(1993) idea of an “atypical ad” stating that an advertisement is original if it is different 

from a typical advertisement. Along with this line, Lee and Mason (1999) adopted similar 

approach to assess the novelty dimension of advertising creativity. While assessing the 

novelty of pictures used in print advertisements, subjects were asked to what degree they 

expected the advertisement to use a particular picture to convey its advertising message 

(Ang, et al., 2002). They suggest a similar approach as used by the above-mentioned 

authors should be adopted while assessing the novelty dimension of creativity in 

advertising. 

2.4.1.2 Meaningfulness 

The second dimension of creativity in advertising commonly found in the 

advertising literature is meaningfulness of an advertisement. (Haberland & Dacin, 1992; 

Bransford & Johnson, 1972; Ray, 1982). Goldenberg, Mazursky, and Solomon (1999) 

argue that novelty alone is not sufficient for creativity in advertising. According to 

Goldenberg et al. (1999), random creativity may be harmful at worst and inefficient at 

best. Haynes (1999) suggests the use of templates which provide the domain for thinking 

about finding novel ideas. Such templates provide logic and rationale to the creative 

process, which in other words means that novel ideas must also be meaningful (Ang et 

al., 2007). Bransford and Johnson (1972) consider the “central idea” or “theme” in the 

advertisement as the meaningfulness of the advertisement. Moreover, this 
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meaningfulness in advertisement facilitates the processing of advertising information in 

consumers’ minds. (Lee & Mason, 1999). Ang et al. (2007) consider “theme” or “central 

idea” in advertising context as “the main message benefit” that the advertisement is 

trying to convey and serves to position the brand in consumers’ minds (p.221). Thus, the 

main message benefit in advertisement for Haleeb milk (A Milk Brand in Pakistan) is 

“Thickness of Milk”, whereas advertisement of Nestle milk pack (A Milk Brand in 

Pakistan) focuses on “Purity of Milk”. Meaningfulness in advertisement therefore, serves 

as the pivot round which the whole story in the advertisement revolves. As such, it gives 

direction to the thinking of viewers and guides them in the formation of an attitude 

towards the advertised brand.  

2.4.1.3 Connectivity 

The third dimension of creativity in advertising that distinguishes it from 

creativity in arts is the consideration of the target market, named as connectivity 

(Haberland & Dacin, 1992). This dimension states that the advertising information, being 

meaningful, should also be relevant to the needs of its target audience. The information 

contained in the advertisement should be related to the target market. Batra et al. (1996) 

define connectivity as “the persuasive communication to consumers about what the brand 

does for them and why the brand should matter to them” (p.415). Jewler & Drewniany 

(1998) define connectivity as an “understanding of the people you are trying to reach” 

(p.34-36). According to Wells et al. (2003), advertising connectivity means “keen 

awareness of the target audience about how they think, feel and what they value” (p 317-

318). While discussing the common elements of great advertising, Ang et al. (2007) state 

that such advertisements are always relevant, that is, prospects can easily relate the 
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advertisement to their life experiences. Thus, advertisements more relevant to the 

personal experience and needs of the customers (Batra et al., 1996) are more likely to 

solve the problems of the customers (Ray, 1982). Hence, creative advertisements, being 

relevant and connected with their target market are considered as more persuasive than 

advertisements which do not connect with their target market (Haberland & Dacin, 1992). 

According to Ang et.al (2007), advertisement connectivity means whether the 

advertisement forms any relationship with its viewers or not. Specifically, statements 

such as “the information in the advertisement is important to me” and “the advertisement 

has nothing to do with me or my needs” (Ang et al., 2007, p. 15) may be employed to 

assess the connectivity of an advertisement with its viewers.  

The nature of creativity in advertising and its relative components discussed 

above indicate that creativity has got the central position in the advertising literature. 

Furthermore, the above discussed principles of creativity in advertising move around the 

effectiveness of an advertisement, which shows a long and rich relationship between 

creative advertising and advertising effectiveness. It is due to this reason that creativity in 

advertising has been considered as the central figure in the advertising profession (Ang et 

al., 2007).  

Creativity in advertising is recognized in the form of advertising creativity 

excellence awards which are given to advertising agencies for their creative and 

outstanding advertising. According to an estimate, some 500 award shows are conducted 

each year throughout the world (Till & Baack, 2005). Some of these creativity awards 

are: London International Advertising Awards, Asian Advertising Awards, Clio Awards, 

Cannes Film Festivals Lions or Clio’s awards, Communication Arts Advertising Awards, 
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Pakistan Advertising Association Creativity Excellence Awards etc. (Polonsky & 

Walker, 1995). In fact, every country has its own specific awards for creative advertising. 

The creativity excellence awards are supposed to break through the greater media clutter 

and grab viewers’ attention in a meaningful way so as to develop a positive impact. 

Advertising agencies consider winning of a creativity award as a recognition for their 

creative work (creative advertising). Moreover, due to greater recognition of creativity in 

advertising by the advertising peers, such creative advertisements have greater face and 

content validity (West, 1993) and therefore, such award-winning creative advertisements 

are often used as a better measure of creative advertising research (Kover et al 1995; 

Stone, Besser & Lewis, 2000; Till & Baack, 2005). Advertising agencies consider the 

winning of a creativity award as the source of publicity in advertising industry and hence 

a better tool to attract new clients (Schweitzer & Hester, 1992; West, 1993). It has also 

been found that winning of creativity award has a positive role in maintaining a positive 

client-agency relationship (Schweitzer & Hester, 1992).  

The above discussion reveals the widespread recognition of creativity in 

advertising worldwide. However, research on the effectiveness of creative advertising is 

minimal. There have been a few studies that have contributed to this inquiry; however, 

the effectiveness of creative advertising has remained an inconclusive debate (Till & 

Baack, 2005). If creativity in advertising is so much advocated by academicians and 

advertising practitioners (Smith & Yang, 2004), and creative advertisements are 

considered as an effective tool to break through the greater media clutter (Ang et al., 

2007), the issue of creative advertising and advertising effectiveness certainly needs 
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consideration. The next section therefore, attempts to find an association between 

creative advertising and advertising effectiveness in the light of relevant literature. 

 

2.5 Relationship between Creative Advertising And Advertising 

Effectiveness 

Having discussed advertising effectiveness (Section 2.3) and creativity in 

advertising (Section 2.4.1), this section attempts to find association between the two 

constructs. This is done in two ways: First, whether the empirical finding of previous 

studies on the relationship between creative advertising and effectiveness, though few in 

numbers, (Kover et al., 1995; Stone et al., 2000; Ang & Low, 2000; Till & Baack, 2005) 

support the notion that creative advertising positively influences advertising 

effectiveness. This has been discussed in section (2.5.1) below. Second, whether the 

components of creative advertising as found in previous studies and commonly discussed 

in the advertising text influence advertising effectiveness. It has been discussed in section 

(2.5.2).  

2.5.1 Previous Studies on the Relationship between Creative Advertising and 

Advertising Effectiveness 

The role and importance of advertising creativity is widely recognized, both 

among academicians and practitioners. Normally, every advertising textbook devotes one 

or two chapters to advertising creativity (Smith & Yang, 2004). Advertising practitioners 

consider creativity as a solution of greater media clutter (Rossiter & Percy, 1985; Pieters 

et al., 2002). In this sense, creative advertisements are considered as an effective tool to 

break through the media clutter, reach the consumers’ minds, build an impression and 
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lead to more effectiveness of the campaign (Ang et al., 2007). Furthermore, to recognize 

the excellence in advertising creativity, advertising agencies are rewarded with creativity 

awards (Till & Baack, 2005). However, do advertisements, being recognized as creative 

by the industry peers, provide any added advantage to the brand? Does creative 

advertising as defined by academicians, exert positive psychological influence on 

viewers’ purchase behavior? There are very few studies that have addressed these 

questions (Till & Baack, 2005; Stone et al., 2000; Kover et al., 1995). These questions 

are most commonly found in the advertising literature (Till & Baack, 2005). However, 

despite the widespread recognition of creativity in the advertising industry and academia, 

surprisingly, very few studies have addressed these questions (e.g., Stone et al., 2000).   

The Findings of Kover et al. (1995) 

Kover et al. (1995) investigated the relationship between creative advertising and 

advertising effectiveness among household consumers. Participants watched a set of 

television commercials containing creative, effective and normal advertisements. 

Creative and effective advertisements were those having won the creativity and 

effectiveness awards. However, these advertisements were further assessed by 

participants for effectiveness and creativity. Kover et al. (1995) used commercial liking, 

congruency and purchase intent as the measures of advertising effectiveness. Advertising 

creativity was measured in terms of old/new and dull/exciting. Responses obtained on 

these measures were categorized into four clusters. Their study found that commercials in 

cluster I were more creative, more liked and produced greater purchase interest for the 

advertised brands. Commercials in cluster II and III evoked moderate response while 

commercials in cluster IV elicited the poorest response on the creativity and effectiveness 
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measures. Overall, their study found that creative advertisements as measured in terms of 

newness and exciting were more liked and led to greater purchase intent. 

The Findings of Ang and Low (2000) 

Ang and low (2000) also examined the association between creative advertising 

and advertising effectiveness. Effectiveness of creative advertisements was measured in 

terms of attitude towards the advertisement, attitude towards the brand and purchase 

intent. Similarly, participants were shown creativity award-winning television 

commercials for assessing its creativity in terms of the advertising novelty, 

meaningfulness and emotional content. Their study found that creative advertisements as 

judged by the participants were more liked and consistently evoked favorable attitude 

towards the respective creative advertisements, however, to a lesser degree resulted in a 

more favorable view of the brand and increased purchase intent for the respective brand. 

The finding of Ang and Low (2000) polarized the result of Kover et al. (1995) to some 

extent which stated that creative advertisements are more liked and produce greater 

purchase intent for the advertised brand. As such, the questions whether creative 

advertisements result in more brand specific effects like greater brand recall, positive 

brand attitude and greater purchase intent, are still unanswered. 

The Findings of Stone, Besser, and Lewis (2000) 

Stone et al. (2000) in a telephone survey obtained responses from general public 

on commercials’ likeability. To find the link between creativity in advertising and 

likeability, these advertisements were further shown to undergraduate business students 

to assess how much these advertisements are creative. To judge an advertisement as 

creative, the rule was that eighty percent of the participants had to agree that the 
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advertisement is creative. Stone et al. (2000) found that majority of advertisements 

previously liked were found as creative. More specifically, seventy percent of the 

previously liked commercials were judged as creative. However, though relatively less in 

percentage, forty six percent of the disliked advertisements were also judged as creative, 

thus diluting the overall results. As such, it becomes difficult to conclude that only 

likeable advertisements are always creative. 

The Findings of Till and Baack (2005) 

While the findings of previous studies have portrayed a mixed view of the 

relationship between creative advertisements and advertising effectiveness, Till and 

Baack (2005) further investigated the effects of creative advertisements on recall, attitude 

and purchase intent. They found that creative advertisements do not differ from normal 

advertisements on the basis of aided recall of the respective advertisement and brand 

information. Furthermore, their study also revealed that a one-week delayed unaided 

recall of advertisement and brand-related information for creative advertisements were 

significantly higher than the normal advertisements. This shows that creative 

advertisements are more capable of maintaining the stored information in consumers’ 

unconscious memory.   

In the third experiment, Till and Baack (2005) investigated the effects of creative 

advertisements on consumers’ brand attitude and greater purchase intent. This experiment 

did not find any significant difference for brand attitude and purchase intent between 

creative and control commercials. Similarly, no significant difference was found between 

creative and control commercials for purchase intention. To conclude, Till and Baack 

(2005) suggest that creative advertisements generate significantly greater advertisement 
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and brand recall, particularly unaided recall, however, creative advertisements do not 

bestow any added advantage in terms of forming positive brand attitude and greater 

purchase intent. 

The above studies have been useful in providing worthwhile insights about the 

association between creative advertising and advertising effectiveness. As such, these 

studies have provided a base for future research on this issue. However, due to 

differences in the findings of these studies, no well-established theory has yet been 

developed on the relationship between creative advertising and advertising effectiveness 

(Till & Baack, 2005). In addition to the empirical findings of previous studies on the 

effectiveness of creative advertising, Maitra (2008) reported the expert comments of 

different advertising agency’s executives concerning their views of creativity awards and 

effectiveness awards. Different advertising executives have different opinions for these 

awards with some executives favoring the effectiveness awards as compared to creative 

awards and some equate both the creativity and effectiveness awards. Those in favor of 

advertising effectiveness awards argue that clients look at the results of the campaign and 

not the creativity of their advertising. On the other hand, those equating the winning of 

creativity award (creative advertisements) to the winning of advertising effectiveness 

awards (Effective Ads) argue that most of their advertisements having won the creativity 

award have also won the advertising effectiveness award. At the same time, Executive 

Vice President Marketing and CMO "Max New York Life" states that there is a very small 

percentage of such advertising campaigns that have won both the advertising creativity 

and advertising effectiveness awards and as such it is a big question mark whether 

advertisement having won the creativity awards are really effective as well or not 
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(Maitra, 2008). As such, questions concerning the relative effectiveness of creative 

advertisements have yet to be answered. 

An extensive review of literature on the effectiveness of creative advertising 

reveals that advertising creativity research is limited (Stone et al., 2000). Hence, in 

addition to the empirical findings of previous studies on the effectiveness of creative 

advertising, as discussed above, this research also utilized the literature related to the 

components of creative advertising (Novelty, Meaningfulness and Connectivity) and their 

effects on the measures of advertising effectiveness. This has been discussed in section 

(2.5.2) below. 

2.5.2 Components of Creative Advertising and Advertising Effectiveness 

As discussed in section 2.5.1, creative advertisements were found to be novel, 

meaningful and congruent (Kover et al., 1995) and developed significantly greater 

advertisement likeability and purchase intent. Similarly, creative advertisements being 

more novel, meaningful and emotional (Ang & Low, 2000) were perceived as more 

favorable and also developed brand likeability and purchase intent to some extent. In 

addition, creativity in advertising has been commonly defined as novel and meaningful 

(Haberland & Dacin, 1992) as well as relevant to its target viewers (Wells et al., 2003; 

Kover et al., 1995). The next section, therefore, discusses the greater recall and 

persuasive effects of the components of creative advertising as found in previous 

creativity studies and commonly stated in the advertising text. 

2.5.2.1 Effects of Creative Advertising Components on Recall 

Extensive review of literature states that novelty is the most common feature of 

creative advertisements which is advocated by advertising practitioners and academia 
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(Till & Baack, 2005; Ang et al., 2007; White & Smith, 2001). Literature related to 

consumers’ processing of advertising information in human minds and its retrievability 

states that the unexpected and novel stimuli elicit better recall than an expected and non-

novel stimuli (Heckler & Childers, 1992; Srull, 1981). The main reason they state is that 

novel stimuli are unexpected and new to the minds of viewers which grabs more attention 

and requires greater and in-depth processing efforts in order to encode the information to 

derive some meaning from it. Furthermore, due to increased processing efforts required 

to encode the desired unexpected information, such novel and unexpected information 

results in the formation of greater number of linkages in consumers’ memory due to 

which retrievability of information from memory increases (Srull, Lichtenstein, & 

Rothbart, 1985).  

Similarly, the other dimension of creative advertising as found in previous 

creativity studies and commonly advocated in advertising text is “meaningfulness” of the 

advertisement (Ang et al., 2007). Meaningfulness of advertisement facilitates the 

processing of advertising information in consumers’ minds (Lee & Mason, 1999). In 

addition, researchers have also found that irrelevant and meaningless information 

receives little processing efforts due to which viewers do not properly encode the 

advertising information. Due to poor and weak encoding of such meaningless 

information, poor or no associative linkages are formed within the memory network and 

hence, the probability of information retrieval remains very low (Srull, 1981; Craick & 

Lockhart, 1972). Heckler and Childers (1992) found that novel advertisements produce 

relatively greater recall of the individual pictorial elements contained in the 

advertisement. Lee and Mason (1999) further extended the work of Heckler and Childers 
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(1992) and found that novel and meaningful advertisements produced significantly higher 

recall of the advertising information. Furthermore, Srull et al. (1985) suggest that 

unexpected but meaningful advertisements are more successful in eliciting grater amount 

of recall. More recently, the finding of Ang et al. (2007) also supported this theory. While 

initially validating their conceptualization of “advertising creativity cube”, Ang. et al. 

(2007) found that novel and meaningful advertisements (that is, Unexpected-Relevant 

advertisements) led to significantly higher advertising and brand recall than the other 

possible combinations of advertising novelty and meaningfulness.  

The third component of creativity in advertising is “advertising connectivity”. 

Connectivity refers to the relevancy of advertising information to its target audience (Ang 

et al., 2007). It shows an understanding of the characteristics of the target people that the 

advertiser is communicating with.  Kover et al. (1995) termed such advertisements as 

“congruent and self enhancing” advertisements which in other words, reflect the “Ideal 

Self” and the “Inner Self” of a person while the person is watching an advertisement. The 

associative network memory model also provides support for greater recall potential of 

creative advertisements. The associative network memory model suggests that 

information in human memory resides in the form of information nodes (Anderson, 

1983). Information nodes serve as the storage of relevant information and can be assumed 

as the pockets of information (Anderson, 1983). Relevant information nodes are 

connected with each other which form a network of memory (Keller, 1993). The retrieval 

(recall) of certain information is based on the excitation of the relevant information node 

in memory. The excitation of relevant memory node further depends upon the number of 

associations and linkages that it forms with other information nodes in the memory 
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network (cited in Ang et al., 2007). Thus, the more an advertisement is connected and 

related with its target audience, the greater number of associative linkages will be formed 

in consumers’ memory and hence the greater excitation of the respective information 

node will occur (Anderson, 1983; Keller, 1993). Due to greater excitation of the 

respective information node, viewers will be more capable to retrieve the information 

stored in the respective nodes (Ang et al., 2007; Srull, 1981). Therefore, creative 

advertisements being more connected and related with its target market as found in 

previous creativity studies (Kover et al., 1995) and advocated in the advertising text 

(Marra, 1990; Jewler & Drewniany, 1998; Haberland & Dacin, 1992; Belch & Belch, 

1998) are believed to elicit significantly higher advertising and brand-related recall than 

normal advertisements.  

The above discussion reveals that the components of creativity in advertising, that 

is, novelty of the advertising idea, meaningfulness and connectivity of the advertisement, 

increase the encoding as well as recallability of the stored information in consumers’ 

minds. The major reasons considered for such superior recallability effects of these 

dimensions are increased processing efforts, greater facilitation in the processing of the 

advertising information and the formation of more associative linkages in consumers’ 

minds respectively. Thus, on the basis of the above discussion and empirical findings 

concerning advertising creativity dimensions, this study proposes that creative advertising 

will lead to significantly greater recall than advertisements which are less creative.  

Furthermore, as earlier stated, this study is investigating recall from both aided as 

well as unaided perspective. Though, both aided and unaided recall measure the 

retrievability of information, their mechanism and tasks are different (Till & Baack, 
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2005). While assessing the aided recall, viewers are assisted with a relevant cue such as 

product category, etc. Hence, aided recall is considered as an easier memory access (Till 

& Baack, 2005). Previous research has found that there is a close link among novelty, 

attention and the amount and difficulty of recall (Rossiter & Percy, 1985; Pieters et al., 

2002). Since, every advertisement has some degree of novelty (Ang et al., 2007) and 

novelty has been consistently found to have a close link with recall (Mulligan, 1998; 

Rajaram, Srinivas, & Travers, 2001), it is expected that viewers of normal 

advertisements, at its best, will be able to have access to advertising and brand-related 

information if they are given product or advertisement-related aid. In other words, due to 

easier memory access for the participants, when they are provided relevant assistance 

such as product cue, it is expected that creative advertisements should have little 

difference than normal advertisements on aided recall basis. More specifically, this study 

argues that aided brand and advertisement features recall (that is, information about the 

television commercial) will not differ between creative and normal advertisements.  

On the other hand, unaided recall represents a relatively difficult task for the 

participants as no relevant cue is provided as recall prompt while viewers are asked to 

recall the advertising information. Literature on processing of advertising information in 

human minds states that the more an advertisement is novel and unexpected, the more the 

advertising information is processed at a deeper level in consumer memory and requires 

greater efforts (Srull, 1981; Srull et al., 1985). Further, the in-depth processing of 

information leads to the formation of greater number of associative linkages with the 

relevant memory nodes already existing in consumers’ memory or new linkages if no 

memory nodes are preexisting (Anderson, 1983). The greater number of associative 
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linkages formed increase the likelihood of recall of such information (Ang et al., 2007). 

Since creative advertisements are relatively more novel and unexpected (Haberland & 

Dacin, 1992), it is argued that creative advertising will grab relatively greater attention of 

viewers and the advertising information will be processed at a deeper level. As a result, 

creative advertising will lead to the formation of more associative linkages in memory 

(Srull, 1981) as well as the formation of new information nodes in viewers’ memory if 

the relevant nodes are not preexisting (Anderson, 1983; Keller, 1993). In addition, the 

greater amount of associative linkages formed lead to ease of retrievability of the stored 

information (Craick & Lockhart, 1972; Heckler & Childers, 1992; Lee & Mason, 1999). 

Therefore, this study argues that creative advertisements will be processed in more depth, 

form more associative linkages and particularly elicit relatively greater unaided recall 

than normal advertisements. More specifically, unaided brand and advertising features 

recall (Information about a commercial) will significantly differ between creative and 

normal advertisements.  

2.5.2.2 Effects of Creative Advertising Components on Consumers’ Attitude 

Though the increased recall result of novel stimuli is now well evident (Till & 

Baack, 2005; Ang et al., 2007), its sole effect on attitude is not clear. Different studies 

have found that novelty elicits greater cognitive elaboration (Lee & Mason, 1999) and as 

such increased elaboration should exert favorable influence on attitude. However, there is 

little empirical evidence that novelty alone is the sole determining factor of greater 

positive attitude. It is argued that mere unexpected and novel objects produce futile and 

useless processing which leads to frustration and unfavorable evaluative responses 

(Heckler & Childers, 1992; Lee & Mason, 1999). 
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The well-known ‘two factor theory’ of Berlyne (1970) states that understanding 

the meaning of novel stimuli is an important factor in knowing the effects of the 

respective stimuli. One of the main characteristics of novel and unexpected stimuli is that 

they create “arousal jag” effects (Ang et al., 2007). The “arousal jag” characteristic of 

novel stimuli creates tension in the first instance due to its ambiguous nature. This 

tension serves as the motive behind more elaborative processing of the novel stimuli. 

Once, the reader of the viewer successfully comes out of the ambiguity phase and 

understands the information that the novel stimuli contain, the tension is resolved. Thus, 

applying the same theory to advertising, it is suggested that if a novel stimulus is 

augmented with meaningful information, it will produce pleasing effects and ultimately 

favorable attitude will form (Berlyne, 1971). This may be due to the fact that meaningful 

information supports and facilitates the understanding of the main theme of an 

advertisement (Lee & Mason, 1999). On the other hand, if viewers do not become 

successful in deriving some positive meaning of the novel stimuli, it will produce bizarre 

and disturbing effects. This bizarre and non-identification type of effect will produce 

disappointment and negative effects on attitude of viewers (Lee & Mason, 1999). An 

example for airline advertisement communicating seat comfortability which was already 

discussed in section (2.4.1) may help to clarify the importance of meaningfulness for 

advertising novelty. If the person sitting in the seat with feet stretched and reading a 

newspaper is replaced with a stylish elephant sitting on the seat and feeling so 

comfortable that it goes to sleep (Novel and Meaningful), then this is more likely to 

produce greater positive effects on viewers’ attitude and recall than if the elephant seen in 
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the advertisement is just moving around in the aeroplane (Novel but Not Meaningless) 

(Heckler & Childers, 1992).     

Various studies have found that the effects of novel stimuli are synergized when 

they possess some meaningful information (Lee & Mason, 1999; Bransford & Johnson, 

1972). Lee and Mason (1999) hypothesized that unexpected but relevant (Novel – 

Meaningful ads) advertisements will lead to more favorable advertising and brand 

attitude as compared to expected – relevant ads (Non-novel but Meaningful). The study 

found that novel and meaningful advertisements produced more favorable advertising 

attitude than non-novel and meaningful advertisements. Brand attitude was found similar 

for both ‘novel and meaningful’ and ‘non-novel and meaningful’ ads. However, ‘novel 

and meaningful’ advertisements elicited greater favorable brand response than ‘non-novel 

and meaningful’ advertisements. In addition, Lee and Mason (1999) found that ‘novel 

and meaningful’ advertisements produce more favorable advertisement and brand-related 

thoughts than ‘non-novel and meaningful’ advertisements. Goldenberg, Mazursky, and 

Solomon (1999) also advocate the same theory and state that, while generating creative 

ideas, it should follow certain regularities because such regularities provide logic and 

meaning to the advertising viewers about the advertisement (Ang et al., 2007). Kover 

et.al (1995) investigated the effects of award-winning creative advertisements on 

advertising effectiveness. The study found that novel and congruent advertisements 

(parallel to unexpected-relevant advertisements in Heckler & Childers, 1992 and Lee & 

Mason, 1999) elicited significantly greater favorable attitudinal response about the 

respective commercials (Kover et al., 1995). In addition, such congruent and creative 

advertisements (Unexpected and Relevant ads) also produced greater purchase interest 
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for the advertised brand. Furthermore, the definition of congruent advertisements in 

Kover et al. (1995), Heckler and Childers (1992) and Lee and Mason (1999) is parallel to 

novelty and meaningfulness of an advertisement proposed by Ang et al. (2007). While 

validating their conceptualization of “advertising creativity cube” Ang et al. (2007) found 

that novel and meaningful advertisements develop significantly more favorable 

advertising and brand attitude as well as higher advertisement and brand recall than other 

combinations of advertising novelty and meaningfulness.  

 In addition to novelty and meaningfulness, award-winning creative 

advertisements have also been found as more relevant and congruent (Ang & Low, 

2000). Kover et al. (1995) found that award-winning advertisements are perceived as 

more new (novel), meaningful and congruent, (relevant to target audience) and have a 

significant positive effect on consumers’ attitude and purchase intent. The same theory 

was supported by Ang et al. (2007) who found that those advertisements which are novel, 

meaningful and relevant (Connected) to the target audience are more liked and elicit 

greater purchase intent for the advertised brands. Therefore, based on the indication that 

creative advertisements also consider the target market (Relevance), this study proposes 

that creative advertisements will have more pleasant effects on consumers’ advertisement 

and brand-related attitude. 

2.5.2.3 Effects of Creative Advertising Components on Consumers’ Purchase Intent 

The above sections (Sections 2.5.2.1 and 2.5.2.2) discussed the effects of creative 

advertising components (Novelty, Meaningfulness and Connectivity) on consumers’ 

attitude and recall. Findings of various studies revealed that novel and meaningful 

advertisements produce significantly greater recall and more favorable advertisement and 
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brand attitude (Lee & Mason, 1999; Ang et al., 2007; Kover et al., 1995; Heckler & 

Childers, 1992). In addition, advertisements which are more related and connected with 

their target audience also produce significantly greater recall and more positive 

advertisement attitude than advertisements which do not connect with their target 

audience.  

The primary purpose of this section is to proceed the above favorable effects of 

creative advertising on recall and attitude, and attempts to relate it with consumers’ 

purchase intent for the advertised brands in the respective advertisements. To do so, first 

of all, the combined effect of greater recall and favorable attitude (Advertisement and 

Brand) in the formation of consumers’ brand knowledge structure is discussed below in 

section 2.5.2.3 (a). This will provide a base for understanding the resultant effects of 

creative advertising on consumer’s brand knowledge and their respective purchase intent 

for the advertised brands which is discussed in 2.5.2.3 (b).     

2.5.2.3 (a) Sources of Consumers’ Brand Knowledge 

According to Keller (1993), recall as one of the memory measure, and attitude 

reflecting consumers’ association and image, form consumers’ brand knowledge 

structure. This is the existence of brand knowledge that makes a brand the member of a 

consumers’ evoked set as well as differentiates the brand from the rest of the brands in 

the relevant product category (Krishnan & Chakravarti, 1993). Brand knowledge forms 

certain value for the respective brand which in other words forms customer-based brand 

equity (Keller, 1993; Cathy et al., 1995). Keller (1993) defines brand equity as “the 

differential effects of brand knowledge on consumers’ response to the marketing of the 

brand” (p.33). Brand equity formed as a result of consumers’ brand knowledge can be 
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positive as well as negative (Ang et al., 2007). Favorable and positive brand equity 

reflects that consumers are much aware of the respective brand and associate the brand 

with a positive and meaningful image (Keller, 1993). The meaning possessed by a brand 

serves to position it in customers’ mind and hence differentiates it from competitors 

(Crimmins, 1992; Farquhar, 1989). On the other hand, unfavorable and negative brand 

equity means that consumers can recall the respective brand, but associate it with some 

non-meaningful and negative image. As such, negative brand image and unfavorable 

consumers’ attitude lead to the formation of negative brand equity (Ang et al., 2007) 

which negatively affect consumers’ market behavior (Cathy et al., 1995). 

While associating brand equity to purchase intent, Cathy et al. (1995) point out 

that brand knowledge add value to the brand, in other words, brand equity which 

consequently determines the purchase intention of advertisement viewers towards the 

respective brand. Due to such brand value (positive brand equity), companies maintain 

their relationship with customers (Srivastava & Shocker, 1991), which in other words 

means greater trust and loyalty for the company’s brands. Thus, it implies that, if the 

advertisement has produced greater and more favorable brand knowledge in consumers’ 

minds, more positive brand equity will develop and hence consumers’ purchase interest 

for the advertised brand will be greater. On the other hand, advertisements that develop 

negative brand equity will form negative image of the brand and unfavorable brand 

attitude and thus adding no or negative value to the brand. As such, the advertisements 

will not be able to produce purchase intention among the viewers for the respective 

advertised brand (Cathy et al., 1995). 
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2.5.2.3 (b) Effects of Creative Advertising on Consumers’ Brand Knowledge and 

Purchase Intention   

The above discussion reveals that advertisements influence the perception of 

consumers and their subsequent behavior through brand knowledge, in other words, 

brand equity. This section attempts to relate the resultant effects of creative advertising 

components as discussed in sections (2.5.2.1and 2.5.2.2) on consumers’ brand knowledge 

and their respective purchase intent for the advertised brands. Section (2.5.2.1) concluded 

that creative advertising, being more novel, meaningful and relevant to its target 

consumers are deeply processed and form more associative linkages in consumers’ 

minds. This results in greater excitation of information nodes in memory that leads to 

retrieval of greater amount of information stored in consumers’ minds. Similarly, section 

(2.5.2.2) discussed that understanding the central theme of a novel stimuli produces 

pleasant and satisfying effects on consumers’ evaluation of the advertisements. 

Therefore, the superior performance of creative advertising to elicit greater recall and 

develop more favorable advertisement and brand attitude implies that creative 

advertisements are relatively more capable of building favorable brand knowledge which 

in turn leads to positive brand equity and hence greater purchase intent. In addition to the 

argument that links creative advertisements with more favorable brand knowledge, 

positive customer-based brand equity and hence greater purchase intent; previous studies 

have also provided some initial signs that award-winning creative advertisements develop 

significantly greater purchase intent (Kover et al., 1995; Ang & Low, 2000). Consistent 

with this theoretical and empirical background, creative advertisements are, therefore, 

believed to have relatively greater potential of building favorable brand knowledge, 
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positive brand equity and hence greater amount of purchase intent for the respective 

advertised brands as compared to normal and conventional advertisements. 

 

2.6 Creative Advertising and Advertising Effectiveness- A  Broader 

Perspective 

The components of creative advertising and its effects on measures of advertising 

effectiveness as discussed in section (2.5.2) above reveal that creative advertisings are 

relatively more memorable and more persuasive. In addition, empirical findings in 

previous creativity studies as discussed in section (2.5.1) have found a link between 

creative advertising and different measures of advertising effectiveness including 

advertisement and brand attitude (Ang & Low, 2000), advertisement likeability (Stone et 

al., 2000), greater recall potential (Till & Baack, 2005) and purchase intent (Kover et al., 

1995; Ang & Low, 2000). However, each study while individually finding a link between 

creative advertising and one or two measures of advertising effectiveness (recall, attitude 

or purchase intent), have not found similar and cohesive results. This study attempts to 

measure the relative effectiveness of creative advertising in a broader perspective and 

addresses some of the important methodological issues which were given little 

consideration in previous studies on the effectiveness of creative advertising.  

While measuring the relative effectiveness of creative advertising, previous 

studies have given little consideration to the effects of brand familiarity, advertising 

exposure level, and the issue of differences in creativity measurement among different 

groups (Till & Baack, 2005). Review of literature for each of these factors reveals that 

these factors significantly affect consumers’ assessment of advertisements and hence the 
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relationship between creative advertising and advertising effectiveness. The next section 

briefly elaborates the effects of each of these factors on consumers’ memory and attitude, 

and its implication for understanding the true nature of creative advertising in terms of its 

effectiveness.  

2.6.1 Effects of Brand Familiarity on Viewers’ Memory and Attitude   

Brand familiarity is an important variable that can influence consumer processing 

of incoming information and hence the stages of habituation and tedium (Campbell & 

Keller, 2003). Brand familiarity reflects the extent of a consumers’ direct and indirect 

experience with a brand (Machleit & Wilson, 1988). Consistent with this definition, 

consumers may have tried or may use a familiar brand, seen the product being used by 

friends and family members or they may have seen the brand in some prior marketing 

communication.  Such prior exposure to a brand actually develops brand knowledge 

structure in consumers’ minds and hence customer-based brand equity (Keller, 1993). 

This implies that brand familiarity develops consumers’ brand knowledge structure which 

leads to certain positive or negative associations in consumers’ memory (Keller, 1993). 

These associations provide links to information in consumer memory and guide them 

about the characteristics of the respective brand that exist in their memory such as what 

the brand is for, its price, etc. (Stewart, 1992; Campbell & Keller, 2003). As stated by 

Keller (1993), the brand knowledge represents consumers’ brand attitude and image as 

well as greater level of awareness. Therefore, more familiar brands are supposed to 

possess prior attitude and greater storage of information in consumers’ memory due to 

preexisting of ‘brand name node’ in consumers’ memory (Bettman, 1979). As such, 

consumers, familiar with a brand, are more likely to retrieve the already stored 
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information due to greater learning effects. Furthermore, consumers’ behavior towards 

the advertised brand will be much likely affected by their prior attitude towards the 

respective brands. In such a situation, consumers’ evaluation of the brand is greatly 

affected by their prior brand knowledge and not by the qualities of the respective 

advertisement.  

On the other hand, when consumers are unfamiliar with an advertised brand, they 

lack prior brand knowledge due to which they are unable to form any association and 

attitude towards the brand (Campbell & Keller, 2003). Research shows that when 

consumers see an advertisement for a new and unfamiliar brand, they do not have any 

such brand node in their memory (Anderson, 1983). Thus, the advertisement in the first 

instance just serves to develop a memory node for the respective brand which later 

strengthens with further advertising exposures. Because an advertisement must first 

command attention and produce subsequent recall before it can form any attitude (Higie 

& Sewall, 1991), therefore, in case of unfamiliar brands when there is no memory node 

for the respective brand, there should not be any storage of prior information which will 

affect the recall or attitude of advertising viewers for unfamiliar brands. As such, 

consumers are more likely to rely on their fresh and newly formed attitude towards the 

unfamiliar advertisements and the respective brands (Campbell & Keller, 2003). 

Machleit and Wilson (1988) found that in case of unfamiliar brands, attitude 

towards the advertisement remained the primary instrumental factor in the formation of 

brand attitude compared with the effects of attitude towards the advertisement on brand 

attitude in the case of familiar brands. Furthermore, studies have also found that 

advertisements for unfamiliar brands also produce greater number of total thoughts 
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compared with advertisements for familiar brands. Similarly, while evaluating the 

relative impact of advertisement attitude for familiar brands in the formation of brand 

attitude, Burke and Edel (1986) found that advertising attitude exert greater influence on 

the formation of brand attitude for low familiar brands as compared with highly familiar 

brands. Shimp, Stuart and Engle (1991) work on classical conditioning approach found 

that attitude towards the advertisements with unknown brands produced changes in 

attitude towards these brands; however, such effects of advertisement attitude on the 

formation of brand attitude were not found for mature and familiar brands. Machleit, 

Allen and Madden (1993) also found that advertisements for mature and familiar brands 

did not produce any subsequent effects on consumers’ brand attitudes.  

The above discussion provides evidence that the more the brands are unfamiliar to 

advertising viewers, the more the viewers rely on their newly formed attitude towards the 

advertisement to form their attitude towards the advertised brands. Furthermore, if 

advertising viewers for unfamiliar brands do not possess any prior brand attitude, it also 

implies that there does not exist any memory node in consumers’ mind (Anderson, 1983; 

Bettman, 1979). Hence, in case of unfamiliar brands, recall produced by the advertising 

viewers can be more likely the result of the advertisement and not due to the prior 

exposure of consumers with the brand. In other words, it implies that in case of familiar 

advertisements or brands, the attitude or recall of advertising viewers cannot be termed as 

the real effectiveness of the respective advertisements, but the prior exposure of 

consumers with the brand is the main determinant of producing such recall and attitude. 

It, therefore, implies that consumers’ true evaluation of the advertisement is only possible 

when the brands in the respective advertisements are made unfamiliar. It is in this context 
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that this study is manipulating the familiarity of the brands in the respective experimental 

advertisements so as to understand the true nature of creative advertisements in terms of 

effectiveness. 

2.6.2 Effects of Advertising Exposures on Viewers’ Response   

Previous studies have investigated the relationship between creative advertising 

and advertising effectiveness in single advertising exposure (Till & Baack, 2005; Ang & 

Low, 2000; Stone et al., 2000; Kover et al., 1995). In these studies, the research 

participants (Master level senior students) were shown the experimental advertisements 

only once and their evaluation of the advertisements was then tapped. However, literature 

on the effects of advertising exposures reveals that consumers’ understandability of the 

experimental advertisements steadily increases until it reaches a certain exposure level. 

Beyond that exposure level, favorability of thoughts in viewers’ minds start to decline 

which negatively affect viewers’ attitude towards the respective advertisement and the 

brand. Based on this theory, it can be well argued that previous studies investigated the 

effectiveness of experimental advertisements (Creative and Control Advertisements) in 

just a single exposure, relied on a relatively week and less reliable base (that is single 

exposure) as compared to multiple advertising exposures. More precisely, since, 

consumers’ understanding of the experimental advertisements becomes more mature in 

multiple exposures as compared to single advertising exposure, this study, in addition to a 

single exposure, also investigated the effectiveness of creative advertising in three 

advertising exposures. 

Literature on the effects of advertising exposures reveals that researchers’ quest 

for finding an optimum level of advertising exposure has remained an old advertising 
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controversary and the first empirical evidence on this issue was obtained by McDonald 

(1971). Mc Donald (1971) empirically investigated the effects of advertising exposures 

on purchase behavior among household consumers. Consumers' purchase diary data was 

interrelated with media exposure data and the study found that two advertising exposures 

led to peak purchase response. 

  Krugman (1972) argues that in order to get peak response, advertisers’ should 

stop at three exposures as further exposures are just the repetition of the third exposure 

effects. Krugman (1972) characterized his three advertising exposures approach with 

“what is it”, “what of it” and “reminder of the earlier evaluation” for the first, second and 

third exposures respectively. He further states that the first exposure produces uncertainty 

and lack of identification about the advertisement. In this stage, people are less personally 

involved. In the second stage, viewers try to understand the advertisement and its 

message. The third advertising exposure represents the final evaluation of the 

advertisement and its message. In this respect, this stage is more likely to develop 

viewers’ impression about the advertisement and the brand. 

Cacioppo and Petty (1979) and Calder and Sternthal (1980), in experimental 

studies found that three advertising exposures led to greater understanding of the 

advertising message and produced positive thoughts. The thoughts or cognitive response 

evoked by an advertisement mediate consumers’ brand attitude and purchase intention. 

However, brand attitude and purchase intention after third exposure start to decline at a 

diminishing return (Calder & Sternthal, 1980). Furthermore, recall increases linearly as 

the number of advertising exposure increases from one to approximately six (Pechman & 

Stewart , 1992). 
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While reviewing the effects of advertising repetition on cognitive response and 

persuasion measures, Sawyer (1981) in an experimental study found that responses to 

repeat exposures formed the shape of Inverted-U. In other words, it means that initial 

exposures produce favorable effects on advertising viewers, reaches to a peak response 

and then additional exposures produce negative response which follows a diminishing 

return curve. 

Gibson (1996) used the data of TRI-NET at General Mills and found that single 

exposure could produce purchase intent among household. According to TRI-NET 

procedure, television commercials are exposed to consumers in a completely natural 

“unforced” environment and participants do not know that they are being tested. Over 

nine years, 60 commercials were tested according to TRI-NET procedure. Except for 

some commercials, the data revealed that a single exposure of a television commercial 

could produce measurable results and that television advertising did not require multiple 

exposures to be effective. In order to find the validity of the TRI-NET findings, Gibson 

(1996) found similar results from analyzing TRI-NET field experiments of 60 

commercials. His study concluded that a single exposure of a television commercial 

could change brand attitude for an established brand. However, it is worthwhile to 

mention that this was a filed experiment and not a lab experiment. 

Another study concerning the same issue was reported by Jones (1995). Jones 

(1995) argues that one advertising exposure is more than enough to generate maximum 

response to advertising. Data was collected from households exposed to a brand just once 

in the week prior to its purchase. The study found that households exposed to 

advertisements for a certain brand among a set of 142 brands showed the highest 
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purchase of that respective brand. In sum, Jones’ study concludes that single advertising 

exposure is enough for consumers' persuasion. Again, the findings of Jones (1995) were 

based on field experiment and not a lab study. 

Naples (1997), while concluding the findings of various studies (such as 

McDonald, 1971) states that one advertising exposure to a target group of consumers 

within a purchase cycle has little or no effect at all. He further states that by and large, 

optimal exposure frequency appears to be at least three advertising exposures within a 

purchase cycle and beyond three advertising exposures, advertising effectiveness 

increases at a diminishing return.  

More recently, in an experimental lab study, Campbell and Keller (2003) found 

that the ability of an advertisement to evoke certain response from viewers varied by 

brand familiarity level. Their study found that participants’ recall and attitudinal response 

to both familiar and unfamiliar brands, in this case fictitious brands, peaked at three and 

two exposures respectively. In other words, participants’ attitude and recall for unfamiliar 

brands surprisingly started to decline at third exposure as compared to familiar brands 

which peaked at the third exposure. Till and Baack (2005) also consider the advertising 

exposure issue as one of the major factors responsible for mixed results of past studies on 

the effectiveness of creative advertising. 

In the light of above studies, the most common level of advertising exposure 

ranges from two to three advertising exposures (Campbell & Keller, 2003; Naples, 1997; 

Pechman & Stewart, 1992; Calder & Sternthal, 1980; Krugman, 1972; McDonald, 1971) 

with few exceptions arguing in favor of one advertising exposure (Jones, 1995; Gibson, 

1996). However, Tellis (1997) states that there is no universal law that could generalize 
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the number of appropriate advertising exposures and argues that it is the context of the 

study which determines an appropriate number of advertising exposure.  

2.6.2.1 Contextual View of Advertising Exposures   

The contextual view of advertising exposures states that whether the findings of 

previous studies are correct or wrong is a relative matter as each study refers to a 

different context. As Tellis (1997, p.76) states “it is the context of advertising that 

determines whether one, two, or many exposures are necessary for optimal sales 

response”. Tellis (1997) considers brand familiarity, novelty of the advertising message 

and message complexity as the main components of advertising context and which affect 

the level of advertising exposure. Thus, an appropriate advertising exposure level would 

be that which is selected on the basis of the above stated factors. To determine the 

number of advertising exposures in this study, it is important to know the context of this 

study. 

This study investigates the effectiveness of creative and novel advertisements 

with unfamiliar brands. The novelty of the creative advertisements and unfamiliarity of 

the respective brands (fictitious brands in this study) parallels to the contextual factors 

stated by Tellis (1997) and serve as the determining factors of optimum number of 

advertising exposures in this study. Thus, finding this appropriate level of advertising 

exposure for this study is based on the theoretical guidance provided by Tellis as well as 

other factors that fit with the specific context of this study. 

In order to control the effect of consumers’ prior brand familiarity, this study used 

unfamiliar brand names in the experimental advertisements (creative and normal 

advertisements). Regarding brand familiarity, Tellis (1997) argues that advertisements for 



                                                Creative Advertising and its Effectiveness 

 

74

familiar brands require relatively less exposures than advertisements with unfamiliar 

brands. In case of advertisements for unfamiliar brands, further exposures will motivate 

the viewers that will subsequently lead to learning about the curiosity produced in the 

first exposure (Krugman, 1972) and the advertisements’ “wear out” stage will come later 

for unfamiliar brands (Campbell & Keller, 2003). In other words, it means that additional 

exposures will be relatively more productive in terms of viewers’ understanding about the 

characteristics of unfamiliar brands. This implies that advertisements with unfamiliar 

brands require more advertising exposures to elicit peak response from consumers as 

compared to advertisements for familiar brands. Similarly, the contextual view of 

advertising exposures also considers the novelty and complexity of the advertising 

message as another determining factor of optimum exposure level. The more an 

advertisement is novel, the more exposures it will require for viewers to properly 

understand the main theme of the advertisement. 

In addition to the contextual factors stated by Tellis (1997), another important 

factor in determining the appropriate exposure level is the type of the research study. An 

extensive review of literature states that when greater attention is required from 

consumers, when exposures to advertisements are increased and responses are measured 

immediately after the exposures, even a single advertising exposure produces positive 

effects (Pechman & Stewart, 1992). However, with each successive exposure, brand 

attitude and purchase intention steadily increase and reach their peak in approximately 

three exposures. Pechman and Stewart (1992) further state that the fourth exposure 

actually starts producing negative effects on favorable thoughts due to which brand 

attitude and purchase intention begin to decline. This discussion, particularly the notion 
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of greater attention and immediate response from consumers on their attitude and recall is 

more parallel to lab or experimental type of studies in which viewers are immediately 

asked about their responses towards some stimulus such as advertisements. Contrary to 

this, when viewers are not required to pay attention to an advertisement, when the 

advertising exposures are distributed over weeks or months and immediate response is 

not required, then viewers may need multiple time exposures to produce an impact (e.g., 

in case of field studies). 

As discussed above, Tellis (1997) doctrine of effective exposure level (use of 

unfamiliar brands and Ad-Novelty) and the context of this study (Experimental rather 

than a field study) suggests more than one advertising exposures for investigating the true 

nature of association between creative advertising and advertising effectiveness. 

However, to determine the exact number of advertising exposures at which viewers’ 

response to the experimental advertisements (creative and control Ads) become optimum, 

this study in addition to Tellis (1997) contextual factors, also tends towards the empirical 

findings of Campbell and Keller (2003) as a base for determining the appropriate number 

of advertising exposure. There are three reasons for this. First, the findings of this study 

are relatively fresh, Second, Campbell and Keller (2003) used unfamiliar brands in their 

study and third, their study is a lab experiment rather than a filed survey. Hence, these 

factors also match the specific context of this study.  

Campbell and Keller (2003) found that viewers’ recall and attitudinal response to 

advertisements for unfamiliar brands reached the peak at second exposure and started to 

decline at third exposure as compared to familiar brands for which consumers’ response 

reached peak at third exposure. In this regard, one should consider two advertising 
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exposures as appropriate to elicit peak attitudinal and memory response for 

advertisements with unfamiliar brands in this study. However, besides the use of 

unfamiliar brands, Tellis (1997) also considers the novelty of an advertisement and the 

complexity of its message as the primary factors that affect the level of advertising 

exposures. As earlier mentioned, this study used creative advertisements with unfamiliar 

brands in a lab setting. Thus, considering the effects of unfamiliarity of brands, the 

novelty of creative advertisements (Tellis, 1997) and the experimental nature of the study 

(Pechman & Stewart, 1992), this study proposes that viewers’ recall and attitudinal 

response towards creative advertisements with unfamiliar brands will peak in more than 

two exposures, preferably in three advertising exposures. As such, it is also hypothesized 

that experimental advertisements, particularly creative advertisements will become more 

effective in three exposures as compared to experimental advertisements in single 

exposure.  

2.6.3 Measuring Creativity in Advertising  

As mentioned earlier, previous investigation on the effectiveness of creative 

advertising is limited, abstract and quite recent (Till & Baack, 2005; Stone et al., 2000). 

As such, the issue of measuring creativity in advertising is also relatively not much clear. 

Past research on the measurement of creativity in advertising has focused on it from the 

perspective of advertising professionals, general public and students as final consumers 

(Kover et al., 1995; Stone et al., 2000; White & Smith, 2001; Till & Baack, 2005). 

Creativity measurement by professionals has been termed as “Expert Opinion 

Measurement”. According to expert opinion measurement, the reliable way to measure 

creativity in advertising is when the experts of the relevant filed independently agree that 
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a given object is creative. Kover, James and Sooner (1997) argue that consumers’ 

generally do not spend the time necessary for correct interpretation of the advertising 

message. Following this argument, Amabilie (1982) states that creativity is based on the 

evaluation of appropriate observers. In the context of advertising, appropriate observers 

would mean that the panel of judges which include leading advertising professionals and 

creative directors are the best for measuring creativity in advertising and hence most 

appropriate for nomination of advertisements for creativity awards. Fletcher (1999) has 

the same opinion and says that creative people possess the requisite abilities to evaluate 

the creativity of an idea. Similarly, while measuring creativity on the basis of how many 

alternatives people can generate, Van den Bergh, Reid and Scherin (1983) used a panel of 

creative judges to assess the creativity of the people. Amabilie (1982) who also 

developed a well-known technique of measuring creativity known as Consensual 

Assessment Technique (CAT) clarifies that “appropriate observers” means the experts of 

the relevant field in which creativity is measured. In the case of advertisements, Amabilie 

(1982) considers the advertising professionals as the appropriate observers to judge 

creativity in the advertisements. 

On the other hand, many researchers believe that creative advertisements are 

developed for final consumers. As such, creativity in advertising should be measured by 

the target viewers of the advertisements as they are the appropriate and best judges 

(Altsech, 1995; Haberland & Dacin, 1992; Bell, 1992). While associating creativity with 

the popularity of television commercials among the viewers, Bell (1992) measured 

creativity in advertising on the basis of responses of target audience towards the 

respective advertisements. Advertisements found as more popular were considered as 
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most creative. Altsech (1995) investigated the effectiveness of creative advertising on the 

basis of responses obtained from general public and concluded that it is not only the 

originality feature that makes an advertisement creative, but it should also be relevant and 

appropriate to the target audience. Thus, Altsech (1995) states that “appropriateness” is a 

“qualifier” for creativity and an advertisement is not creative unless it also fits the 

product or the target audience (White & Smith, 2001). 

While the above discussion reveals differences on who are the appropriate judges 

to assess creativity in advertising, some of the empirical studies have also found 

differences in the assessment of advertising creativity among various groups. Kover et al. 

(1997) compared advertising research over time and concluded that advertising creatives 

respond to and develop advertisements according to their own professional standards, 

whereas, viewers respond to such advertisements that are more personally enhancing 

(cited in White & Smith, 2001). According to Kover et al. (1995), personally enhancing 

advertisements are those which are more related to target audience (Connected) and 

which reflect the ideal self and inner self of the target viewers. Similarly, White and 

Smith (2001) found that advertising professionals, general public and business graduates 

significantly differ on the assessment of creativity in advertising. They found that 

advertising professionals under-evaluate whereas general public and business graduates 

over-evaluate creativity in advertising. 

While measuring the effectiveness of creative advertising, previous studies have 

used either senior business graduates (Stone et al., 2000; Ang & Low, 2000; Kover et al., 

1995) or advertising professionals (Till & Baack, 2005) as the judges to classify 

advertisements as creative. Keeping in view the findings of Kover et al. (1997) and White 
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and Smith (2001), the differences in creativity measurement may be an instrumental 

factor in the mixed findings of previous studies on the effectiveness of creative 

advertising. Therefore, this study also addresses this discrepancy in the measurement of 

creativity in advertising so that association between creative advertising and advertising 

effectiveness could be better understood. To do so, creative advertisements in this study 

were operationalized as those ‘award-winning creative advertisements’ which are 

commonly assessed as creative by general consumers as well as advertising professionals. 

(For further details, See Chapter Four; Section: 4.6.4.2).  

 

2.7 Chapter Summary 

This chapter presented an overview of the relationship between creative 

advertising and adverting effectiveness. To do so, the chapter was divided in three 

sections. The first section of the chapter began with review of the literature on advertising 

effectiveness. Two streams of research in advertising effectiveness were presented. 

Keeping in view the context of this study, behavioral perspective of advertising 

effectiveness was briefly reviewed with special focus on recall and attitude of advertising 

viewers. Discussion about greater recall and favorable brand attitude of advertising 

viewers was then linked with greater brand knowledge leading to positive customer brand 

equity and hence greater purchase intent for the advertised brand(s). 

In the second part of this chapter, the discussion turned to examining the literature 

on advertising creativity focusing specifically on the three aspects of creativity research, 

the nature of creativity in advertising and the elaborate discussion of the components of 

creativity in advertising respectively. 
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The third part of the chapter reviewed the relationship between creative 

advertising and advertising effectiveness. The findings of previous empirical studies on 

the effectiveness of creative advertising were reviewed. In addition, the effects of the 

components of creative advertising on advertising effectiveness measures (Recall, 

Attitude and Purchase Intention) were discussed in the light of advertising and 

consumers’ information processing literature.  

In the light of literature review on creativity in advertising and the effectiveness 

of creative advertising, various methodological issues (that is, advertising exposure level, 

brand familiarity and differences in measurement of advertising creativity) were 

identified which this study considers most instrumental in knowing the true relationship 

between creative advertising and advertising effectiveness. In addition to empirical 

findings of previous studies on the effectiveness of creative advertising, the favorable 

effects of the components of creative advertising on advertising effectiveness were 

briefly discussed. The overall review on the relationship between creative advertising and 

advertising effectiveness as well as the identified knowledge gap provides a useful base 

for the development of a conceptual model of this study. 

Based on the literature reviewed in this chapter, the next chapter discusses the 

framework of this study and the linkages between the critical components of the 

theoretical framework. Based on this discussion, the respective hypotheses of this study 

have been stated.  
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CHAPTER 3 

 

THEORETICAL FRAMEWORK OF THE STUDY 

 

3.1 Introduction 

The primary purpose of this study is to investigate the relationship between 

creative advertising and advertising effectiveness. To proceed with this aim, previous 

chapter extensively reviewed the relevant literature which provided a sound base for a 

theoretical framework presented in this chapter. The proposed framework emphasizes on 

the relationship between creative advertising and advertising effectiveness in a single as 

well as three advertising exposures. As such, the framework of this study is shown in two 

parts. 

The first part of the chapter discusses the introduction and background of the 

proposed framework (part-a) including the linkages between creative advertising and 

different measures of advertising effectiveness. Based on this association, respective 

hypotheses formed are shown in first part of the theoretical framework [Figure 3.1-a]. 

The chapter then proceeds towards discussing the moderating effects of advertising 

exposure levels on the effectiveness of creative advertising. Based on this discussion, 

respective hypotheses drawn are shown in the second part of the theoretical framework 

[Figure 3.1-b].  
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3.2 Theoretical Framework of the Relationship between Creative 

Advertising and Advertising Effectiveness 

Previous chapter reviewed extensive literature on the relationship between 

creative advertising and advertising effectiveness. Both researchers and advertising 

professionals advocate the importance of creativity in advertising for enhancing 

advertising effectiveness (Smith & Yang, 2004). Review of the past empirical studies on 

the effectiveness of creative advertisements reveals that such studies provide somewhat 

mixed results (Ang, Lee & Leong, 2007; Till & Baack, 2005). Some of these studies have 

found much support for the relationship between creative advertising and advertising 

effectiveness (Kover, Goldberg & James, 1995), whereas other studies have found partial 

support (Ang & Low, 2000; Stone, Besser & Lewis, 2000 and Till & Baack, 2005). 

However, individually, each study have found some link between  creative advertising 

and various components of advertising effectiveness like  purchase intent (Ang & Low 

2000; Kover et al., 1995) , attitude towards the advertisement and brand (Ang & Low 

2000), greater advertisement and brand likeability (Stone et al., 2000) and higher 

advertising and brand recall (Till & Baack, 2005). Overall these studies have not found 

similar and cohesive results regarding the effectiveness of creative advertising.  

Besides empirical studies on the effectiveness of creative advertising, review of 

literature on consumers’ information processing reveals that the components of creative 

advertising as found in previous creativity studies and commonly advocated in the 

advertising literature (that is; advertising novelty, meaningfulness and connectivity) 

enhance advertising effectiveness, both in terms of recall and favorable attitude towards 

the advertisement and the brand (Lee & Mason, 1999; Kover et al., 1995; Ang et al., 
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2007). Thus, based on the findings of previous studies indicating a link between creative 

advertisements and the measures of advertising effectiveness, and the empirical findings 

supporting greater positive role of creative advertising factors as found in previous 

studies, this study proposed that creative advertising leads to relatively greater advertising 

effectiveness as shown in figure 3.1 (a). The proposed model states that creative 

advertising have relatively greater potential to elicit greater recall, develop favorable 

attitude and purchase intent. More precisely, the model posits creative advertising as an 

independent variable, respondents’ attitude and recall about the advertisement and the 

brand as intervening variables and purchase intent as the dependent variable.  

In addition, this study also considers the effects of advertising exposure levels as 

one of the major factors moderating the intensity of association between creative 

advertisements and advertising effectiveness (Till & Baack, 2005) and which might have 

resulted in different findings regarding the effectiveness of creative advertising in previous 

studies. Review of literature on the effects of advertising exposures evidences that 

consumers’ response to advertisement (Recall, Attitude and Purchase Intent) steadily 

increases from first exposure and reaches its peak at third exposure. The main reason is 

that consumers’ understandability of the advertising message reaches to peak in three 

advertising exposures as compared to a single exposure (e.g., Campbell & Keller, 2003; 

Pechman & Stewart, 1992). Beyond third exposure, favorability of thoughts in viewers’ 

minds and hence its subsequent effects on their advertisement and brand attitude starts to 

decline. Hence, this study, in addition to a single advertising exposure, also attempts to 

investigate the effectiveness of creative advertising using relatively more valid base of 

investigation (i.e., three Ad-exposures) so that the effectiveness of creative advertising 
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could be better understood. The moderating influence of advertising exposure levels on the 

effectiveness of creative advertising has been shown in figure 3.1 (b). The framework 

shown in figure 3.1 (b) with advertising exposure level as the moderating variable (Single 

Vs Three Exposures) states that increased level of advertising exposure (three exposures) 

will further enhance viewers’ understanding of the experimental advertisements (Creative 

and Control Ads) in three exposures as compared to a single exposure. As a result, the 

theoretical framework as shown in figure 3.1 (b) proposes that experimental 

advertisements, particularly creative advertisements, will lead to relatively greater 

effectiveness in three exposures as compared to a single exposure. Furthermore, it was also 

advocated earlier [section 3.2: Figure 3.1-a] that creative advertisements exert significantly 

more favorable influence on consumers’ memory (Till & Baack, 2005; Ang et al., 2007), 

build greater positive advertisement and brand attitude (Ang & Low, 2000; Stone et al., 

2000) and purchase intent (Ang & Low, 2000; Kover et al., 1995) than conventional 

advertisements. As such, the model shown in figure [3.1-b] also proposes that even in 

three exposures, creative advertisements will remain more effective than normal 

advertisements (Control ads). 

To better understand about the separate but interrelated parts of the proposed 

framework, the next sections (Section 3.2.1 and Section 3.2.2) discuss each part with its 

respective components and their association with one another in great detail.    

3.2.1 Association between Creative Advertising and Recall 

Creative advertisements have been found to elicit relatively higher aided as well as 

unaided recall of the advertising features and the respective brand (Till & Baack, 2005). 
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Figure 3.1 (a) A Theoretical Framework of Creative Advertising and Advertising Effectiveness- Single Advertising Exposure 
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Figure 3.1(b) A Theoretical Framework of Creative Advertising and Advertising Effectiveness- Moderating Influence of Adv-Exposure Levels 
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Aided recall measures the extent of retrievability of stored information when a 

person is assisted with a relevant cue to recall the main message. On the other hand, in 

the unaided recall, participants are not assisted with any relevant clue (e.g., product 

category, advertising slogan etc) and as such whatever they recall indicates that the 

information has been deeply processed, and hence are associated with long lasting 

memory (Craick & Lockhart, 1972). Unaided recall is therefore, considered as more 

difficult and harder memory task as compared to aided recall (Till & Baack, 2005). 

Associating creativity with recall, Till and Baack (2005) found that creative 

advertisements elicit both aided and unaided recall in immediate as well as in one week 

delay measure. The main reason for this superior recall performance of creative 

advertising, particularly its ability to elicit unaided recall lies in its novel nature (e.g., 

Ang et al., 2002; Wells et al., 2003; Belch & Belch, 1998; Haberland & Dacin, 1992). In 

fact, creativity in advertising has been consistently defined as novel and unexpected (Till 

& Baack, 2005) and novelty has been found to capture greater amount of viewers’ 

attention (e.g., Bettman, 1979; Pieters et al., 2002; Rossiter & Percy, 1985). Different 

studies have found that increased attention requires greater processing efforts due to 

which information is processed at a more deeper level that leads to a greater number of 

associative linkages in viewers’ minds (e.g., Anderson, 1983; Srull, 1981; Keller,1993). 

Increased number of associative linkages increases the recallability of the stored 

information (Lee & Mason, 1999; Anderson, 1983; Keller, 1993; Ang et al., 2007). 

Various studies have empirically found that increased attention and recall have a 

significant positive relationship (Rajaram, Srinivas & Travers, 2001; Rosbergen, Pieters, 

& Wedel, 1997).   
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Another factor of creative advertisements used in previous studies on the 

effectiveness of creative advertisements as well as commonly stated in the advertising 

text is the meaningfulness of the advertisement (Ang & Low, 2000; Kover et al., 1995). 

Previous studies have found that award-winning creative advertisements are relatively 

more novel and meaningful and elicit higher advertisement and brand-related recall 

(Kover et al., 1995: Ang & Low, 2000). Ang et al. (2007) found that novel and 

meaningful advertisements are significantly more superior in eliciting brand and 

advertisement recall than other possible combinations of novelty and meaningfulness. 

Heckler and Childers (1992) found that novel and meaningful advertisements 

significantly elicit higher recall of the advertising and brand-related information. Such 

findings were further replicated and supported by Lee and Mason (1999). The findings of 

Srull (1981) and Srull, Lichtenstein, and Rothbart (1985) also suggest that advertising 

information presented in novel and meaningful (Unexpected-Relevant) way improve 

memory performance.  

The superior recall performance of novel and meaningful advertisements is due to 

two reasons: First, as earlier stated, novel advertisements are more capable to form 

greater amount of associative linkages in viewers’ memory which lead to a higher recall 

(Srull, 1981; Srull et al., 1985; Anderson, 1983; Heckler & Childers, 1992). Second, 

meaningfulness of advertisements facilitate the processing of advertising information in 

viewers’ minds (Lee & Mason, 1999). Craick and Lockhart (cited in Bettman, 1979) 

argue that the greater amount of processing of the incoming information is associated 

with more elaborate and long lasting memory. As such, award-winning creative 
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advertisements, being more novel and meaningful, are more likely to enhance 

advertisement recallability than non-meaningful advertisements.  

The third feature of creative advertisements found in previous studies on the 

effectiveness of creative advertising (Kover et al., 1995) and commonly found in the 

advertising literature is the ability of the advertisement to connect with its target viewers 

(Ang et al., 2007; Wells et al., 2003; Russell & Lane, 1999; Marra, 1990; Jewler & 

Drewniany, 1998; Haberland & Dacin, 1992). Review of literature states that the more an 

advertisement is connected and related to its target viewers, the greater number of 

associative linkages will form with the relevant memory nodes that already exist in 

consumers’ memory. As a result of greater number of associative linkages with a brand 

node in consumers’ memory, the activation of the relevant information node increases. 

With greater activation of the respective information node, the likelihood of information 

retrievability from the respective node increases (Anderson, 1983; Keller, 1993; Ang et 

al., 2007). As creative advertisements are considered more connected with its target 

viewers (Ang et al., 2007; Kover et al., 1995), they are supposed to develop greater 

number of associations with other information nodes in viewers’ memory, which 

ultimately increase the likelihood of information retrievability (Anderson, 1983). 

According to Ang et al. (2007), great advertisements always relate with the life 

experiences of its prospects. 

Empirical findings also support this theoretical proposition. For instance, Ang et 

al. (2007) found that advertisements which were found connected with the participants 

elicited significantly greater recall than advertisement which were not connected. 

Miniard, Bhatla, Lord, Dickson, and Unnava (1991) found that information appropriate 
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and connected with the participants were more accepted by the participants. Greater 

acceptability of the advertising information means that viewers are more engaged with 

the advertising message. According to Wells et al. (2003), greater engagement of the 

viewers means that the advertisement has captured greater attention. As stated earlier, 

greater attention has been found in many studies to elicit both aided as well as unaided 

recall (e.g., Rosbergen et al., 1997). Hence, it implies that advertisements being 

appropriate to the target viewers will more likely capture greater relative attention and 

elicit greater relative advertising and brand-related recall. Parallel with the same 

argument, Kover et al. (1995) found that creative advertisements, being more congruent 

and relevant, were much liked as compared to irrelevant advertisements. In addition, 

Stone, Besser, and Lewis (2000) found that 70 % of the liked commercials were rated as 

the most creative advertisements and such creative advertisements were also better 

recalled than disliked advertisements. It, therefore, implies that creative advertisements 

being more appropriate and liked, will elicit greater recall.  

The above discussion (section 3.2.1) evidences that the commonly stated factors 

of creative advertising are novelty, meaningfulness and connectivity of the advertisement. 

These factors increase the storage and recallability of the information stored in viewers’ 

minds due to in-depth processing of the novel advertising idea, facilitation of advertising 

information due to advertising meaningfulness and greater activation of the respective 

information node due to advertising connectivity with its target viewers. Therefore, based 

on the discussion stating a significant positive relationship between the components of 

creative advertising and recall and the empirical findings of Stone, et al. (2000) and Till 



                                                Creative Advertising and its Effectiveness 

 

91

and Baack (2005), this study, therefore, hypothesizes that creative advertising will lead to 

higher recall than normal (control) advertisements.  

However, as stated earlier, it is also worthwhile to mention that the present study 

is investigating the relative recall potential of creative advertisements from both aided  as 

well as unaided perspective. Some of the reasons for studying the aided and unaided 

recall include few number of studies on the effectiveness of creativity in advertising that 

have addressed the recall factor and the difference in the nature and tasks performed by 

aided and unaided recall. Unaided recall as compared to aided recall is a more 

challenging memory task as participants are not provided any prior help or product 

related cue (Till & Baack, 2005). Hence, for advertising information to be recalled on 

unaided basis, the advertisements must be novel enough to grab greater attention so that 

the advertising information should be processed at a deeper level in viewers’ minds and 

form greater number of associative linkages. Since, one of the principal components of 

creative advertising is novelty which grabs relatively  more attention (Pieters et al., 

2002), requires more in-depth processing and forms more associative linkages in viewers' 

minds (Keller, 1993), this study, therefore, argues that creative advertisements will 

particularly elicit relatively greater unaided recall than less creative advertisements 

(Control Ads). Hence, the following testable hypotheses are formed:   

HI: Unaided brand recall will be significantly higher for creative 

advertisements than for normal advertisements (control advertisements). 

H2: Unaided advertising feature (execution) recall will be significantly 

higher for creative advertisements than for normal advertisements (control 

advertisements). 
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On the other hand, aided recall, as the name signifies, is an assisted recall and the 

participants are assisted with some of the advertising or brand-related information as a 

hint before the recall of the desired information. As such, aided recall is considered as an 

easier memory access compared to free and unaided recall. Due to easier memory access 

in aided recall, Till and Baack (2005) consider the task of information retrievability on 

‘aided cue’ basis as relatively less challenging for advertising viewers so as to provide a 

clear advantage of creative advertising. In other words, it is the unaided recall that 

provides a clear and detectable recall advantage of creative advertising (Till & Baack, 

2005). Therefore, this study argues that there will be little difference of aided recall 

between creative advertisements and normal advertisements (control advertisements). 

According to Ang et al. (2007), every advertisement has some extent of creativity 

depending on its degree of novelty. Since novelty has a close link with attention that 

subsequently produces recall, it can be implied that less creative advertisements having 

less novelty may grab some attention and elicit some amount of recall. Therefore, based 

on the novelty, attention and recall theory (Ang et al., 2007) and the ease of aided recall 

as compared to unaided recall (Till & Baack, 2005), the following hypotheses are 

formed: 

H3: Aided brand recall will not be significantly different between creative 

advertisements and normal advertisements (control advertisements). 

H4: Aided advertising feature (execution) recall will not be significantly 

different between creative advertisements and normal advertisements (control 

advertisements). 
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3.2.2 Association between Creative Advertising and Attitude 

According to Wells et al. (2003), an attitude is a learned predisposition and a 

feeling of an individual towards an object, a person, an idea that leads to a particular 

behavior.  Mitchell and Olson (1981) define attitude as the process of internal evaluation 

of an object by an individual.  

Previous studies have found a link between creative advertising and consumers’ 

attitude towards the advertisement (Ang & Low, 2000) and the respective brand (Kover 

et al., 1995; Stone et al., 2000). Kover et al. (1995) found that creative advertisements are 

evaluated as more novel, meaningful and congruent. Furthermore, they also found that 

creativity in advertisements enhances the commercial likeability, develops greater 

purchase interest and are more personally relevant and connected. Stone et al. (2000) 

found that creative advertisements are more likeable and also increase the recallability of 

the advertising information. Similarly, Ang and Low (2000) state that creative 

advertisements as judged by the research participants in terms of advertising novelty, 

meaningfulness and emotional contents, consistently evoke relatively more favorable 

attitude of the viewers towards these advertisements. However, such creative 

advertisements resulted to a lesser degree in a more favorable view of the advertised 

brand and increased purchase intent.  

The novel and meaningful conceptualization of creative advertising found in 

above studies (Kover et al., 1995; Ang & Low, 2000) as well as commonly stated in the 

advertising texts (Haberland & Dacin, 1992; Ray, 1982) is also parallel to the 

effectiveness of incongruent information in advertisements (Ang et al., 2007). 

Incongruent advertising information are ‘unexpected’ as well as more ‘relevant’ (Heckler 
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& Childers, 1992; Lee & Mason, 1999). More specifically, the “expectancy” factor of 

incongruent information is consistent with advertising novelty (Ang et al., 2002; 

Haberland & Dacin, 1992; Wells et al., 2003) and the second factor “relevancy” is 

consistent with advertisement meaningfulness (Ang et al., 2002; Lee & Mason, 1999; 

Heckler & Childers, 1992). Various studies have found that incongruent advertisements 

(Novel and Meaningful ads) result in the formation of more favorable attitude about the 

advertisement and the respective brand. Lee and Mason (1999) found that novel and 

meaningful advertisements resulted in a significantly favorable attitude towards the 

advertisement and the brand. In addition to these, Lee and Mason (1999) also found that 

novel and meaningful advertisements evoked more favorable thoughts about the 

advertisements and the advertised brand. While validating their conceptualization of 

“advertising creativity cube” Ang et al. (2007) found that novel and meaningful 

advertisements result in a significantly more favorable attitude and recall about the 

respective advertisements. 

Besides novelty and meaningfulness component of creative advertising, it is also 

suggested that creative advertisement should be relevant to its target consumers (Kover et 

al., 1995). Regarding the influence of the third component of creative advertising, that is, 

advertising connectivity, Ang et al. (2007) found that advertisements which better relate 

with its target viewers result in a significantly more favorable attitude towards the 

advertisements. This favorable attitudinal effect further synergizes when the 

advertisement related with its target viewers is also meaningful than when the 

advertisement is not meaningful. Miniard, Bhatla, Lord, Dickson and Unnava (1991) 

found that the information appropriate and connected with the target readers were more 
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accepted and persuasive. In addition to this, Ang et al. (2007) found that novel and 

meaningful advertisements which are also connected with its target audience are most 

creative and exert the highest favorable effects on the attitude of the viewers than the 

advertisements which are novel, meaningful but not connected with its target viewers. 

Kover et al. (1995) found that award-winning creative advertisements which were 

congruent and relevant to target audience were more liked and produced greater purchase 

intent.  

The findings of the above studies on the effectiveness of creative advertising, 

though inconclusive, however, individually provide a link between creative advertising 

and the measures of advertising effectiveness including favorable advertisement attitude 

(Ang & Low, 2000), advertisement likeability (Stone et al., 2000), greater recall (Till & 

Baack, 2005) and greater purchase intent (Kover et al., 1995). In addition, the 

components of creative advertising as found in previous creativity studies and commonly 

stated in the advertising text, have also been found to have significantly more favorable 

effects on consumers’ attitude towards the advertisement and the advertised brand (Lee & 

Mason, 1999; Ang et al., 2007).  

However, to understand the flow of how creative advertising influence 

consumers’ attitude towards the advertisement and their brand-related attitude [as shown 

in figure 3.1 (a & b)], section (3.2.2.1) below provides a thorough discussion about the 

relationship between consumers’ advertisement and brand-related attitude. Based on this 

discussion, testable hypotheses related to the effects of creative advertisements on 

viewers’ attitude towards advertisement and the respective brand have been drawn.  
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3.2.2.1 Link between Consumers’ Advertisement and Brand Attitude 

Majority of studies have shown that attitude towards the advertisements is a 

strong mediator of advertising effectiveness (Mitchell & Olson, 1981; Batra & Ray, 

1986; MacKenzie, Lutz & Belch, 1986; Brown & Stayman, 1992). These studies have 

investigated the effects of attitude towards the advertisements as a causal mediating 

variable in the process through which advertising influences consumers’ brand attitude. 

These studies have found that consumers’ attitude towards an advertisement affect their 

subsequent brand attitude. For instance, Gardner (1985) found that consumers’ attitude 

towards the advertisement affect their brand attitude. In addition, such link was also 

found both in the brand as well as non-brand related groups which indicate the 

generalizability of the advertisement and brand attitude relationship. While examining the 

role of advertisement attitude of advertising viewers in the formation of their subsequent 

brand attitude, Gresham and Shimp (1985) found that advertising subsequent effects on 

consumers influence their attitude towards the advertised brand. Mitchel and Olson 

(1981) found that besides consumers’ beliefs about product attributes, another variable 

named as attitude towards the advertisement also mediates consumers’ brand attitude. 

MacKenzie et al. (1986) comprehensively investigated the issue of how consumers’ 

attitude towards the advertisement influences their brand attitude. Their study found that 

consumers’ attitude towards the advertisements affect their brand attitude directly as well 

as indirectly. The direct effect of consumers’ advertisement attitude on their attitude 

towards the brand is known as the “affect transfer model” which states that if viewers like 

an advertisement, they will also like the brand. Consumers’ attitude towards an 

advertisement also influences their brand attitude indirectly. In this case, the effects of 
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advertisement likeability increase the chances of acceptability of the advertisement 

claims about the respective brand. As a result, consumers’ brand attitude becomes more 

favorable. In order to replicate the findings of Mackenzie et al. (1986), Homer (1990) 

examined the direct and indirect effects of the attitude towards the advertisement on 

consumers’ brand attitude, both in a brand and non-brand processing groups. Homer 

(1990) found that viewers’ attitude towards the advertisement influences their brand 

attitude, both directly as well as indirectly. Furthermore, consistent with the findings of 

Gardner (1985), the influence of consumers’ attitude towards an advertisement on their 

attitude towards the respective brand remained same under both brand and non-brand 

processing groups. Brown and Stayman (1992) in a meta analysis study also replicate the 

findings of Mackenzie et al. (1986) and Homer (1990). Same results were also found by 

Aaker and Stayman (1990) and Haley and Baldinger (1991) who argued that 

advertisement likeability produces favorable impact on sale of the advertised brand.  

Based on the above discussion in sections (3.2.2 and 3.2.2.1), the relationships 

between creative advertising, viewers’ attitude towards creative advertisement and the 

respective brands have been shown in figure 3.1. The model depicts that creative 

advertising result in a more favorable attitudinal response towards the advertisement that 

subsequently leads to favorable attitude towards the advertised brand (Kover et al., 1995; 

Ang et al., 2007; Ang & Low, 2000). Based on this relationship between creative 

advertising, viewers’ attitude towards the respective advertisement and the subsequent 

effects of attitude towards the advertisement on viewers' brand attitude, the following 

testable hypotheses are proposed.  
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H5: Creative advertising will lead to significantly more positive viewers’ 

attitude than Normal Advertisements (control advertisements). 

H6: Positive attitude about Creative advertising will lead to significantly 

more positive viewers’ attitude towards the brand than Normal 

Advertisements (control advertisements). 

3.2.3 Association between Creative Advertising and Consumers’ Purchase 

Intent 

Both recall and attitude are considered as important components of advertising 

effectiveness (e.g., Till & Baack, 2005; Keller, 1993). Greater recall put the brand in 

consumers’ consideration set which consists of few preferred brands that receive serious 

consideration for purchase (Keller, 1993). Similarly, consumers’ brand attitude is 

considered as an important determinant of consumers’ actual behavior about that brand 

(e.g., Mitchell & Olson, 1981; MacKenzie et al., 1986; Brown & Stayman, 1992). Thus, 

both the attitude and recall measures of advertising effectiveness have been consistently 

used in the advertising effectiveness studies and its positive effects determine the relative 

effectiveness of an advertisement (Ang & Low, 2000; Kover et al., 1995). 

In the context of customer-based brand equity, brand recall as the measure of 

brand awareness (Keller, 1993) and consumers’ brand attitude reflecting consumers’ 

brand image (Wells et al., 2003) develop brand knowledge in consumers’ minds. As a 

result, brand knowledge forms customer-based brand equity which affects the response of 

consumers towards the advertised brand (Ang et al., 2002; Keller, 1993). Thus, if an 

advertisement is successful in building favorable brand attitude and is relatively more 

memorable, it will develop favorable brand knowledge, positive brand equity (Keller, 
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1993; Ang et al., 2002) and favorable behavioral reaction of consumers towards the 

respective brand in the form of greater purchase intent (Cathy, Ruble, & Donthu, 1995). 

Consistent with these views, Cathy et al. (1995) while examining the relationship 

between consumers’ response towards the advertised brand and customers’ based brand 

equity found that brands with relatively more positive equity resulted in a greater 

purchase intention for the respective brand and vice versa.  

Regarding the influence of creative advertising on consumers’ attitude, recall and 

purchase intent, it was advocated in the earlier sections (sections 3.2.1and 3.2.2) that the 

components of advertising creativity (i.e., Ad-Novelty, Meaningfulness and 

Connectivity) have resulted in favorable effects on viewers’ attitude towards the 

advertisement and the respective brands (Ang et al., 2007; Heckler & Childers, 1992; Lee 

& Mason, 1999). Furthermore, the empirical findings of the previous studies on the 

relationship between creative advertisements and advertising effectiveness as discussed 

earlier (sections 3.2.1and 3.2.2) also indicate a link between creative advertising and 

purchase intent (Kover et al., 1995; Ang & Low, 2000). 

The above discussion verifies that creative advertising exerts relatively greater 

positive influence on recall of advertising viewers (Stone et al., 2000; Till & Baack, 

2005), results in a favorable attitude towards the advertisement and the respective brand 

(Kover et al., 1995; Ang & Low, 2000) and greater purchase intent (Kover et al., 1995; 

Ang & Low, 2000). According to the concept of customer-based brand equity, greater 

level of awareness (Recall) and more favorable attitude towards the advertisement and 

the brand develop favorable brand knowledge which results in a positive customer-based 

brand equity. Positive brand equity implies that customers for the respective brand will 
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respond more positively than the brands which have either negative or less positive brand 

equity (Keller, 1993; Ang et.al., 2007). Since creativity in advertisements enhances 

relatively greater recall and results in a more favorable attitude towards the advertisement 

and the brand, it is argued that creative advertisements will build more favorable brand 

knowledge and hence positive customer-based brand equity. Furthermore, as positive 

brand equity has a significant positive effect on consumers’ purchase intention for the 

respective brand (Cathy et al., 1995), therefore, it is argued that creative advertising 

having relatively greater potential of forming greater positive brand equity will 

significantly lead to greater purchase intent for the advertised brand as compared to 

conventional advertisements (Control Ads). Hence, the following hypothesis is drawn.    

H7: Creative advertising will lead to significantly greater purchase intent for 

the brand than for Normal advertisements (control advertisements).  

In addition to the above discussion on the relationship between creative 

advertising and advertising effectiveness, review of literature also states that the level of 

advertising exposure moderate viewers’ response to advertisements. Therefore, unlike 

previous studies, this study in addition to a single exposure, is also advocating the 

relationship between creative advertising and advertising effectiveness in more than one 

exposure. Hence, the next section discusses the effects of various advertising exposures 

(Single Vs Three Exposures) on viewers’ response towards the experimental 

advertisements and state the hypotheses derived from such discussion.   
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3.3 Moderating influence of advertising exposures on Advertising 

viewers’ response   

The conceptual model as shown in figure 3.1 (b) also includes advertising 

exposure level (Single Versus Three Exposures) as a moderating variable that influences 

the relationship between creative advertising and advertising effectiveness. Advertising 

exposure represents an opportunity to read or watch an advertisement. Those exposed to 

an advertisement are considered to have met the minimum requirement of perception 

(Wells et al., 2003). However, advertising researchers have difference of opinion on the 

optimum number of advertising exposures at which consumers develop a mature 

perception about an advertisement and the brand (e.g. Gibson, 1996; McDonald, 1971; 

Krugman, 1972; Jones, 1995; Pechman & Stewart, 1992; Campbell & Keller, 2003). 

Majority of these studies have, however, one common finding that consumers’ 

understandability of the experimental advertisements steadily increases until it reaches to 

a certain exposure level. Beyond that exposure level, favorability of thoughts in viewers’ 

minds and hence its subsequent effects on their advertisement and brand attitude starts to 

decline. Applying the same theory of advertising exposures in the context of current 

study, this study argued that three advertising exposures exert greater positive effects on 

the components of advertising effectiveness (Recall, Attitude and Purchase Intent) than 

single advertising exposure. However, as creative advertisements were argued in sections 

(3.2.1 to 3.2.3) to elicit greater recall and exert greater positive effects on consumers’ 

advertisement and brand-related attitude, this study proposed that even in three 

exposures, creative advertisements will be significantly more effective than conventional 

advertisements (control Ads). Moreover, three exposures will also provide a more sound 



                                                Creative Advertising and its Effectiveness 

 

102

and reliable base for understanding the true nature of creative advertising. A clear view of 

the moderating influence of advertising exposure levels on the relationship between 

creative advertising and various components of advertising effectiveness has been shown 

in figure 3.1 (b).    

3.3.1 Moderating Effects of Advertising Exposures on Viewers' Assessment of 

Advertisements 

As discussed in literature review chapter of this study (section 2.6.2), initial 

advertising exposure produces favorable effects on advertising viewers which reaches to 

peak evaluative response at certain exposure level. Beyond that exposure level, 

favorability of thoughts in viewers’ minds and its subsequent effects on the advertisement 

and brand attitude starts to decline. Since consumers’ understanding of the 

advertisements becomes more mature in multiple exposures as compared to a single 

advertising exposure, this study, in addition to a single exposure; also considers it of 

immense importance to investigate the effectiveness of creative advertising in three 

advertising exposures. The primary purpose of investigating the effectiveness of creative 

advertising in a single as well as three advertising exposures is to examine how different 

exposure levels (Single Vs Three) influence the relative effectiveness of creative 

advertising. This will help in understanding the true nature of creative advertising in 

terms of its relative effectiveness.   

Review of literature on the effects of advertising exposure reveals that researchers 

have differences on the optimum level of advertising exposure. The first empirical 

evidence on this issue can be traced back to McDonald (1971). McDonald’s (1971) study 

on the effects of advertising exposures and purchase behavior of household consumers 
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found that consumers having two exposures to a particular advertisement purchased the 

advertised brand significantly more than consumers with a single or no advertising 

exposure. Following McDonald (1971), Krugman (1972) presented his renowned theory 

of exposure effects. Krugman (1972) considers that three advertising exposures are 

enough for obtaining peak attitudinal and memory response from advertisement viewers. 

He argues that first exposure produces curiosity, uncertainty and lack of identification 

about the advertisement which he terms as “what is it” stage. This serves as a motivation 

for viewers and they try to understand the message and reduce their uncertainty in the 

second exposure which he terms as “what of it” stage. The third and the last exposure of 

an advertisement to viewers represent their overall evaluation and perception about the 

advertisement. Hence, it implies from Krugmans’ theory that obtaining viewers’ response 

about an advertisement in a single exposure may be less reliable than responses obtained 

in three exposures.  

Cacioppo and Petty (1979) found that one to two advertising exposures result in 

low recall and less favorable attitude about the advertisement and the brand. They found 

that viewers’ attitude towards the brand becomes more favorable on the third exposure 

which becomes less favorable on subsequent advertising exposures. However, viewers’ 

recallability linearly increases from low on first two advertising exposures, high on third 

exposure and very high on sixth exposure after which recall steadily decreases. Similarly, 

Sawyer (1981) also found that first two advertising exposures result in a low recall and 

less favorable attitudinal response among viewers. However, both attitude and advertising 

recall reach to peak positive response on third advertising exposure. Calder and Sternthal 

(1980) in an experimental study found that it takes three exposures to elicit positive 
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thoughts in consumers’ minds about the advertisement and the respective brand. Such 

positive cognitive responses produces favorable attitude towards the advertisement and 

the respective brand. According to Calder and Sternthal (1980), after three advertising 

exposures, negative thoughts start in viewers’ minds that make their attitude unfavorable. 

Belch (1982) also found similar results. According to Belch (1982), positive thoughts and 

hence favorable attitude towards the advertisement and the brand reach to peak on third 

advertising exposure. However, after third exposure, Belch (1982) found that advertising 

viewers started thinking negatively about the advertisement and the brand. As such, 

consumers’ attitude towards the advertisement and the brand became less favorable after 

third exposure. However, recall shifted from high on third exposure to very high on sixth 

exposure. After sixth exposure, recall leveled off due to boredom and irritation (Belch, 

1982)  

Pechman and Stewart (1992) suggest that in the case of experimental research 

studies, even a single advertising exposure produces positive effect. However, to get the 

maximum understanding about viewers’ judgement of the advertisement and hence 

obtain their valid and more reliable response towards the advertisement, Pechman and 

Stewart (1992) state that researchers, particularly in a lab-experimental study, should stop 

on third exposure as fourth exposure actually start producing negative effects on 

favorable thoughts and viewers’ attitude. 

Jones (1995) in a household survey found that those households who got 

exposures to the advertisements for a certain brand among a set of 142 brands showed the 

highest purchase of that respective brand. Jones (1995) concludes that a single 

advertising exposure is enough for consumers' persuasion. Similarly, Gibson (1996) 
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replicated the findings of TRI-NET at General Mills. Gibson (1996) used the TRI-NET 

data on 60 commercials over a period of nine years. Analysis of the TRI-NET data found 

that except for few commercials, single exposure of a television commercial produced 

measurable results. Gibson (1996) concluded that a single exposure of a television 

commercial can change brand attitude for an established brand.  

However, Naples (1997) states that at maximum, optimal advertising exposures in 

previous studies on the effects of advertising repetition appear to be three. Beyond three 

advertising exposures, advertising effectiveness increases at a diminishing return. This 

supports the findings of Sawyer (1981) who states that in an experimental setting, 

responses of advertising viewers form the shape of Inverted-U. By inverted-U, Sawyer 

(1981) means that initial advertising exposures produce favorable effects on viewers’ 

response which reach to peak at third exposure and then additional exposures produce 

negative response which follows a diminishing return curve. 

The above discussion about the effects of advertising exposures is quite 

worthwhile. However, addressing the differences in the number of advertising exposures 

among various researchers (e.g., Jones, 1995; Gibson, 1996; Krugman, 1972), Tellis 

(1997) provided a more realistic and a contextual view about the appropriate number of 

advertising exposures which is discussed below. Based on the discussion in section 3.3.2 

below, hypotheses related to three advertising exposures have been formulated.  

3.3.2 Contextual View of Advertising Exposure 

According to the contextual view of advertising exposures, nothing can be 

absolutely said about the optimum number of advertising exposures. He argues that it is 

the particular context of the study that determines whether one, two or many advertising 
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exposures are necessary for obtaining optimum response from viewers. Tellis (1997) 

considers brand familiarity, novelty and complexity of the advertisement as the main 

factors that determine the appropriate number of advertising exposures. According to 

Tellis (1997), advertisements for familiar brands require relatively less exposures than 

advertisements for unfamiliar brands. Similarly, if an advertisement is more novel, it will 

require greater processing efforts and hence will require more exposures (Tellis, 1997; 

Srull, 1981; Srull et al., 1985; Anderson, 1983). In other words, a single exposure will not 

be enough to make the advertising viewers understand the main theme completely.  

According to Pechman and Stewart (1992), when exposures to the experimental 

advertisements are increased and responses are measured immediately after the 

exposures, even a single advertising exposure produces positive effect. However, with 

each successive exposure, brand attitude, viewers’ cognitions and purchase intention 

steadily increase and reach to its peak in approximately three exposures. The fourth 

exposure actually starts producing negative effects on favorable thoughts due to which 

brand attitude and purchase intention begin to decline. This type of situation resembles 

more closely to experimental studies (Pechman & Stewart, 1992). On the other hand, 

recall steadily increases from the first exposure, becomes high on third exposure and 

reaches to very high on sixth exposure. Increased exposures and obtaining immediate 

responses from viewers more closely parallels to experimental studies. On the other hand, 

when viewers are not required to pay attention to experimental advertisements, when the 

advertising exposures are distributed over weeks or months and immediate response is 

not required, then viewers may need multiple times exposures to produce an impact. This 

type of situation resembles more closely to field studies (Pechman & Stewart, 1992). This 
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implies that different research contexts require different levels of advertising exposures. 

Therefore, to determine the appropriate number of advertising exposures in this study, it 

is important to know the context of the current study. 

This study is using novel advertisements with unfamiliar brands which is parallel 

to the contextual view of Tellis (1997) and qualifies for more than one advertising 

exposure. Furthermore, the responses of viewers in the present study were measured soon 

after the experimental treatment which is parallel to Pechman and Stewart (1992) who 

state that if viewers’ responses are tapped immediate after the experiment, their 

advertisement and brand attitude reach to peak in approximately three advertising 

exposures (starts decline after third exposure) and recall while linearly increasing, 

reaches to high on third exposure and very high on sixth exposure.  

Therefore, based on the findings of previous studies which support three 

advertising exposures as the optimum number (e.g., Naples, 1997; Tellis, 1997; Sawyer, 

1981; Calder & Sternthal, 1980) and the similarity of the contextual factors of this study 

(Use of novel advertisements, unfamiliar brands, and the experimental nature of the 

current study) with Tellis (1997) and Pechman and Stewart (1992), it becomes evident 

that three advertising exposures are supposed to provide a more clear view of the 

relationship between creative advertising and advertising effectiveness than a single 

exposure. In other words, based on advertising exposure theory, viewers comprehension 

of experimental advertisements is expected to peak in three exposures as compared to a 

single exposure. As such, the effectiveness of experimental advertisements in general and 

creative advertising in particular is also expected to be greater in three advertising 

exposures than the effectiveness of experimental advertisements in a single exposure. 
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Furthermore, as discussed in earlier sections (sections 3.2.1 to 3.2.3), creative 

advertisements were argued to elicit higher recall , produce more favorable advertisement 

and brand attitude and hence greater purchase intent for the respective brand as compared 

to conventional advertisements (Control Ads). Therefore, in line with the same 

arguments, it is also hypothesized that the effectiveness of creative advertisements will 

not only increase in three exposures as compared to a single exposure, but will also 

develop more favorable attitude, recall and greater purchase intent than normal 

advertisements (Control Ads) in three exposures. Based on this discussion, the following 

hypotheses are drawn respectively.  

H8: Creative advertisements will significantly (a) elicit greater unaided brand 

recall in three exposures than in single exposure (b) elicit greater unaided 

brand recall than normal advertisements in three exposures.   

H9: Creative advertisements will significantly (a) elicit greater unaided 

advertisement features recall in three exposures than single exposure (b) elicit 

greater unaided advertisement features recall than normal advertisements in 

three exposures.   

H10: Aided brand recall for creative advertisements (a) will be significantly higher 

in three exposures than in single exposure (b) will not significantly differ 

between creative and normal advertisements in three exposures.  

H11:  Aided advertisement recall for creative advertisements (a) will be 

significantly higher in three exposures than in single exposure (b) will not 

significantly differ between creative and normal advertisements in three 

exposures.  
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H12: Creative advertisements will (a) significantly develop more favorable 

advertisement attitude in three exposures than in single exposure (b) 

significantly develop more favorable advertisement attitude than normal 

advertisements in three exposures.   

H13: Positive attitude about Creative advertisements will (a) lead to significantly 

more favorable brand attitude in three exposures than in single exposure (b) 

lead to significantly more favorable brand attitude than normal advertisements 

in three exposures.   

H14: Creative advertisements will (a) lead to significantly greater purchase intent 

in three exposures than in single exposure (b) lead to significantly greater 

purchase intent than normal advertisements in three exposures.  

  

3.4 Summary 

This chapter presented the theoretical framework of this study which shows a 

relationship between creative advertising and various measures of advertising 

effectiveness. For a better understanding, the framework has been shown in two parts. 

The first part of the framework (figure 3.1-a) suggests that creative advertising leads to 

relatively higher recall and more favorable attitude towards the advertisement and the 

respective brand. This consequently leads to greater advertising effectiveness in the form 

of greater purchase intent for the advertised brand. On this basis, hypotheses related to 

various components of the model have been proposed. The second part of the framework 

(figure 3.1-b) suggests that the relationship between creative advertising and advertising 

effectiveness is moderated by the level of advertising exposures. Based on the literature 
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review concerning the effects of advertising exposure levels on viewers’ evaluative 

response to advertisements, findings of different studies were stated and three advertising 

exposures were proposed as most appropriate for producing optimum viewers’ response. 

Hence, on this basis, hypotheses related to the relative effectiveness of creative 

advertising in a single versus three advertising exposures are proposed. In order to 

understand further the relationship between creative advertising and advertising 

effectiveness on more sound and valid basis, hypotheses related to the relative 

effectiveness of creative advertising in three advertising exposures are drawn for 

empirical testing. 

The next chapter describes the detailed methodology for testing the research 

hypotheses which were formulated in this chapter. 
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CHAPTER 4 

 

RESEARCH METHODOLOGY 

 

4.1 Introduction 

This chapter outlines the methodology for testing the proposed theoretical 

framework of this study and its related hypotheses developed in chapter 3. Since the 

purpose of this chapter is to describe the methods for achieving the objectives of this 

study, the chapter starts with an overview of the research objectives which have been 

discussed in detail in chapter one. The chapter then moves to discuss the rational for the 

selection of seven different aspects of the research methods which were adopted for this 

study. This includes discussion about the research design, appropriate methodology, 

operational definitions of the key variables, sample plan including sample population, 

unit of analysis, sample method and sample size for this study. The chapter further 

proceeds with the data collection process which includes discussion about subjects of the 

study, research design employed in this study, commercials sample pool, stimuli 

development, pilot test of survey instrument and lastly data collection and data analysis 

tools used in this study.  
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4.2 Overview of the Research Objectives 

The primary purpose of this research is to investigate the relationship between 

creative advertising and advertising effectiveness. Review of literature on the relationship 

between creative advertising and advertising effectiveness as discussed in chapter three 

indicates that creativity in advertising is considered as the most influential factor in the 

effectiveness of an advertisement, both among advertising practitioners, researchers and 

academicians. Creativity in advertising is given much recognition in the form of 

advertising creativity awards (Till & Baack, 2005) and advertising professionals consider 

advertising creativity as the survival pillar of advertising industry (Qureshy, 2005). In 

addition to this, an extensive review of literature also indicates that advertising writers 

devote one or two chapters to creativity in advertising (Wells et al., 2003; Russell & 

Lane, 1999; Ray, 1982). However, besides so much recognition of its importance in the 

advertising industry, few studies have been carried out on the effectiveness of creativity 

in the field of advertising (Till & Baack, 2005; Stone et al., 2000). Therefore, this study 

primarily emphasizes on the relationship between creative advertising and advertising 

effectiveness so that the nature of creative advertisements could be investigated for its 

comparative advantage in terms of recall, brand and advertisement attitude, and purchase 

intent for the advertised brand.  

However, to arrive at a solution of the research problem in a scientific way and 

select an appropriate research methodology for the implementation of the study, 

researchers recommend considering the objectives of the research study (Zikmund, 2003; 

Sekaran, 2000). Therefore, before discussing the methodology of this study, the major 

objectives of this research study are briefly stated as follows: 
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1. The first and most primary objective of this research is to investigate empirically 

the relationship between creative advertising and advertising effectiveness. 

Precisely, this will help to know whether excellence in advertising creativity in 

general and particularly in Pakistan provides any added benefits to the respective 

advertisement in forming favorable attitude, greater recall and purchase intent for 

the advertised brand. 

2. The second objective of this study is to examine whether change in advertising 

exposures (Single Exposure Vs Three Exposures) influences the relationship of 

creative advertising and advertising effectiveness. As suggested by the literature, 

this will help in understating the true nature of relationship between creative 

advertising and advertising effectiveness. 

 

4.3 Research Methodology and Justification 

Review of literature on the research methods identifies two widely recognized 

classifications of the research methods which are known as qualitative and quantitative 

research approaches (e.g., Sekaran, 2000; Westberg, 2004; Tull & Hawkins, 1990). 

However, due to different nature of each research method (qualitative, quantitative and 

experimental), the selection of a particular research approach is not so simple for a 

researcher (Martin, 1990). Hence, considering which research approach is more 

appropriate requires a deep understanding of the research problem. The following section 

discusses the pros and cons of each approach which provides insights to the researcher to 

select the most appropriate research approach for the present study.  
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4.3.1 Qualitative Research 

In broad terms, qualitative research approach is utilized when less amount of 

knowledge is available on a particular social phenomenon (Sekaran, 2000). Qualitative 

research plays an important role especially when a research is involved with the 

understanding of a complex social phenomenon (Yin, 1984). As no sufficient amount of 

theoretical knowledge is available, qualitative researchers rely on personal observation in 

field settings to understand the phenomenon at hand. Qualitative researchers adhere to 

interpretevist approach whose main focus of research is to solve a problem using the 

inductive logic approach (Neuman, 2003). Qualitative research provides in-depth 

information about certain phenomenon (Ott, 1989), however, one of the drawbacks of 

qualitative research as compared to quantitative research is the lack of generalizability of 

its findings (Mason, 1996; Ott, 1989). Though, qualitative research provides a base for 

developing theory (Markus & Robey, 1988), they do not explain variance between 

variables (Mahmood, 2000). Since the work of previous researchers have provided 

worthwhile insights on the respective components of advertising effectiveness and 

creativity (e.g., Till & Baack, 2005; Ang & Low,2000; Stone, et al., 2000; Kover, et al., 

1995), this study is, therefore, more focused towards quantitative research so as to take 

previous theoretical understanding on the effectiveness of creative adverting a step 

forward.  

4.3.2 Quantitative Approach 

Quantitative research methods in contrast to qualitative research approach 

emphasize on the production of generalizable findings (Rubin & Babbie, 1993). 

Quantitative researchers adhere to positivists’ approach (Duffy, 1985) who believe in the 
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use of empirical data for problem solution and whose fundamental strategy to knowledge 

enhancement rests on deductive logic (Westberg, 2004). The main focus of the 

quantitative researchers is to develop new research theories on the basis of existing body 

of relevant knowledge by deducing hypothesis from it and further test it for theoretical 

validation (Creswell, 2003; Neuman, 2003). As the main focus of this research is to build 

a theory on the relationship between creative advertising and advertising effectiveness in 

the light of available theoretical understanding on the components of advertising 

creativity and effectiveness, quantitative approach is adopted in this study. In other 

words, by using the quantitative research approach, this study tends towards the positivist 

approach rather the interpretevist approach. 

The above discussion broadly stated the difference between quantitative and 

qualitative research approaches. Review of literature also reveals that researchers employ 

different types of data collection methods on these two research paradigms (Neuman, 

2003 cited in Westberg, 2004). Neuman (2003) states that quantitative researchers collect 

numerical data whereas qualitative researchers collect non-numerical data. Regarding the 

collection of quantitative data, different approaches are recommended to adopt. These 

include surveys, content analysis and experimentation (Westberg, 2004).  

The purpose of survey research is to understand or predict certain aspects of 

behavior and provide associative linkages between the variables of interest (Tull & 

Hawkins, 1990). A set of written questions or interviews are used to collect the data 

which are then summarized and quantified which further provides a base for 

generalization (Westberg, 2004 ). However, survey research is inflexible due to which it 

does not possess the potential of adaptation with different research environments (Babbie, 
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2001). As one of the main objectives of this study is to understand the effects of creative 

advertising on advertising effectiveness while manipulating for the level of advertising 

exposures, this study did not depend on a survey research approach due to its inflexible 

nature to test the specific hypotheses of this study.  

Content analysis is another approach of data collection which is mainly concerned 

with the development of a system or mechanism for gathering and pooling of the 

information which the researcher uses for predictions in decision making (Westberg, 

2004). In this technique, the researcher investigates the contents of a body of material 

about an issue or problem like advertisement communication etc (e.g., advertising 

themes, advertising slogans of competitors, symbols or pictures in an advertisement). The 

strength of content analysis primarily lies in its obtrusiveness and economy, both in time 

and cost as well as the opportunity for the researcher to investigate an issue over a period 

of time, whereas the major weakness of content analysis is the difficulty in data 

accessibility (Babbie, 2001 cited in Westberg, 2004). Due to the specific nature of the 

research questions and hypotheses of this study, the content analysis does not provide the 

requisite support for the accomplishment of the stated objectives of this research. 

The third approach, experimental method of data collection, is considered most 

suitable and powerful way to determine cause related relationship between variables 

(Emory, 1980). To find the cause and effect relationship between the independent and the 

dependent variables, researchers intervene in the research setting by either manipulating 

or controlling the independent variable and then observe the effects of such manipulation 

or control of the independent variables on the dependent variable (Emory, 1980). In case 

of manipulation, the independent variable(s) causes the dependent variable in one setting, 
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but not in the other setting. The effects of such manipulation of the independent variable 

on the dependent variable are then attributed to the true effects of independent variable on 

the dependent variable. The other method of finding cause and effect relationship is to 

see the effects of independent variable on the dependent variable while controlling for the 

effects of other extraneous variables (Emory, 1980). In the experimental research design, 

the group of the sample exposed to the experimental stimulus is known as treatment 

group and the other group that does not receive the experimental treatment is called as 

control group (Tull & Hawkins, 1990).  

Like other research approaches, experimental research design has also its 

advantages and disadvantages. For instance, it is said that establishing comparable 

control and experimental groups is relatively difficult (Emory, 1980). The main concern 

of researchers over experiments is the artificial nature of study setting which may affect 

the internal and external validity of the study and hence the ultimate findings of the study 

(Babbie, 2001). To better manage the problem of internal and external validity in the 

experimental research design, researchers follow the principles of trade-off (Cook & 

Campbell, 1979). The strengths of experimental research design include the ability to 

isolate the experimental variable, thus allowing for causality to be inferred (Babbie, 2001 

as cited in Westberg, 2004). The relatively overwhelming advantage that experimental 

research designs provide is that no other method of data collection approaches to its 

power of determining the cause and effect relationship between variables (Emory, 1980). 

One of the main reasons stated for this is the effective control of contamination on the 

research investigation from the effects of extraneous variables by the researcher as 

compared to other research designs (Emory, 1980). Based upon these advantages of 
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experimental designs, Stouffer (1950) in Emory (1980) quotes that: “I….think it is 

essential that we always keep in mind the model of the controlled experiment even if in 

practice, we may have to deviate from an ideal model” (p.355). 

This study aims to investigate the relationship between creative advertising and 

advertising effectiveness. Specifically, this research seeks to investigate the relative 

effects of creative advertising on consumers’ advertising and brand-related recall, attitude 

and consumers’ purchase intent for the advertised brands. For better understanding about 

the nature of this relationship between creative advertising and advertising effectiveness, 

the hypotheses stated in this research were tested in a single as well as three advertising 

exposures. Furthermore, controlling for the effects of prior brand knowledge on 

consumers’ subsequent responses towards the advertisements (Till & Baack, 2005; 

Campbell & Keller, 2003), fictitious brand names were used in the sample advertisements 

for this study. Hence, given the specific nature of hypotheses in this research which were 

to be tested in both single as well as three advertising exposures; and more tight control 

on consumers’ prior brand knowledge (that is, the use of unfamiliar brands), this study 

adopted an experimental research method to investigate the effectiveness of creative 

advertising more validly. 

      

4.4 Operational Definitions of Key Variables 

This study is concerned with the empirical investigation of the effects of creative 

advertising on advertising effectiveness. The factors which have been identified and 

posited out in the proposed model of this study include creative advertising as the 

independent variable, advertisement and brand-related attitude as well as recall (aided 
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and unaided) as intervening variables and purchase intent as the dependant variable. 

Further more, the level of advertising exposure which may moderate the relationship 

between independent, intervening and dependant variable is posited as the moderating 

variable. The following section discusses the operational definition and the measuring 

instrument for the above stated variables (Advertisement and Brand Attitude, Recall and 

Purchase Intent).  

4.4.1 Operational Definition of Creative Advertising  

Creativity in advertising has been commonly operationalized as those 

advertisements which have won the advertising creativity awards (Kover et al., 1995; 

Stone et al., 2000; Ang & Low, 2000; Till & Baack, 2005). The creativity award shows 

have been extensively used to provide measures of creativity to the advertising creativity 

researchers (Kover et al., 1995; Till & Baack, 2005). The underlying fact of using 

creativity awards as the measure of creative advertising is that it signifies the judgement 

and acceptance by the advertising industry peers (Schweitzer & Hester, 1992). Hence, 

previous studies on the effectiveness of creative advertising have operationalized 

creativity in advertising as those advertisements which have won the advertising 

creativity awards (e.g., Kover et al., 1995; Till & Baack , 2005).  

However, these creativity awards have also been criticized for its judgement 

criteria and termed as “beauty contests” which follow the professionals’ subjective 

definition of creativity giving no or secondary importance to the perspective of final 

consumers  in the advertisements (e.g., Till & Baack, 2005; Haberland & Dacin, 1992). 

According to Haberland and Dacin (1992), whether advertising viewers (potential 

consumers) also consider these advertisements to be creative never enter into these 
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judgements. They further argue that in order to investigate the relationship between 

creative advertising and advertising effectiveness, viewers’ judgement of creativity must 

be taken into account. Hence, measurement of advertising creativity from consumers’ 

perspective is also very necessary while assessing its relative effectiveness. Parallel to 

such views, Till and Baack (2005) argue that the difference in the findings of previous 

studies on the effectiveness of creative advertising may be due to the differences in the 

assessment of creativity in advertising (creativity award-winning Ads) by different 

groups (Students and Advertising professionals) used in these studies as judges for 

advertising creativity. White and Smith (2001) also found that measurement of creativity 

in advertising vary among the advertising professionals, general public and advertising 

students. Their study found that advertising professionals under-evaluate the advertising 

creativity while general public and advertising students over-evaluate the creativity 

element in advertisements. According to Till and Baack (2005), the difference in the 

assessment of creativity in advertising may be one of the main reason that a common 

theory on the relationship between creative advertising and advertising effectiveness has 

not yet been clearly developed.  

Therefore, to understand the nature of creative advertising more accurately, this 

study, in addition to the expert judgement of these creative advertisements by advertising 

industry peers for the nomination of creativity awards, also considered it most crucial to 

evaluate these award-winning television commercials by final consumers. Hence, in this 

study, creative advertisements were subjected to reassessment for creativity by final 

consumers so that the issue of difference in creativity assessment could be resolved. The 
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detail for the assessment of advertising creativity by final consumers has been discussed 

in section (4.6.4.2). 

4.4.2 Operational Definition of Attitude towards the Advertisement 

The central component of attitude which is commonly shared by many definitions 

of attitude is the evaluation of an object (Mitchell & Olson, 1981). However, the 

procedure and meaning of evaluation of an object vary among the researchers. According 

to some attitude models, consumers’ affective response to an object which mainly include 

feelings and which is expressed as good/bad, like/dislike etc., forms the attitude of 

consumers about the respective object (e.g., Mitchell & Olson, 1981). Other researchers 

suggest that attitude is not only affected by the simple affect factor, but also include the 

rational judgement of the advertisement by its viewers (e.g., Batra & Ahtola, 1990; Ang 

et al., 2007). 

Furthermore, it was argued in the literature review section (Chapter 2) that dual 

mediation hypothesis of attitude formation is relatively a comprehensive approach to the 

process of attitude formation (Mackenzie, Lutz & Belch, 1986; Homer, 1990). In other 

words, it means that consumers form their attitude towards a stimulus (hereafter 

advertisement or brand) by considering the factual information as well as their affective 

response about the stimulus. Therefore, in line with the arguments presented in the 

literature review section about the formation of consumers’ attitude towards the 

advertisement and brand, this study operationalized viewers’ attitude towards the 

advertisement and the brand as the composite of both ‘affective’ and ‘cognitive’ 

responses of viewers towards the respective advertisements and brands. This 

operationalization is important as this will more likely provide more diagnostic 
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assessment of the measure of viewers’ attitude towards the advertisements and the 

brands.  

For measuring consumers’ attitude towards the advertisements, a 6-item scale 

adapted from Baker and Kennedy (1994) and Burke and Edell (1986) was used. As 

indicated by pretest of the survey instrument used in this study (See section 4.6.5), 

linguistic modifications in accordance with the requirement of the context of this study 

were made in the items of these scales. These modifications were only aimed at making 

the instrument more simple and understandable without altering the central meaning of 

the scale items. Out of the six items, three items were aimed to measure consumers’ 

affective response whereas the rest of three items were intended to measure consumers’ 

response towards the advertisements based on their rational judgement of the 

informativeness and meaningfulness of advertisements. The respondents were asked to 

rate each item on the following 7-point Likert scale. 

 

1. Strongly Disagree 

2. Disagree 

3. Slightly Disagree 

4. Neither Agree Nor Disagree 

5. Slightly Agree 

6. Agree 

7. Strongly Agree 

The items used to measure consumers’ advertisements attitude were as follows: 

1. I liked the advertisement that I watched. 

2. I enjoyed the advertisement that I watched. 
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3. I found this advertisement interesting. 

4. I found the advertisement convincing. 

5. I found the advertisement informative. 

6. I found the advertisement believable.  

4.4.3 Operational Definition of Attitude towards the Brand 

Similar to the operationalization of attitude towards the advertisements, viewers’ 

brand attitude was measured using both the affect and cognition related items. To 

measure consumers’ brand attitude, a 6-item, seven point Likert scales adapted from 

Pelsmacker (1998) and Lee and Mason (1999) was utilized. Necessary linguistic 

modifications in accordance with the requirement of the context of this study were made 

in the items of these scales without altering the core meaning of the scale items (See 

section 4.6.5). Respondents were asked to indicate their extent of agreement to the brand 

attitude items using seven point Likert scales. 

 

1. Strongly Disagree 

2. Disagree 

3. Slightly Disagree 

4. Neither Agree Nor Disagree 

5. Slightly Agree 

6. Agree 

7. Strongly Agree 

 The items used to measure consumers’ brand (s) attitude were as follow: 

1. I liked the brand that I watched in this advertisement. 

2. The brand shown in this advertisement is a good brand. 
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3. I feel positive towards the brand shown in this advertisement. 

4. The brand I watched in this advertisement is of good quality. 

5. The brand I watched in this advertisement possesses the benefits  

that were claimed for it in the advertisement.  

6. The brand shown in the advertisement is quite useful. 

Similar to attitude towards the advertisements in section 4.5.2, three items were 

intended to measure consumers’ affective response towards the advertised brand (items 

1,2,3) whereas the rest of three items were aimed to measure consumer’s response 

towards the advertised brand based on their rational judgement of the brands’ benefits 

claimed by the respective advertisements.  

4.4.4 Operational Definition of Recall 

As commonly defined in the advertising text, recall is the ability of an individual 

to retrieve the information stored in his / her memory (Keller, 1993). Stored information 

can be retrieved on aided as well as unaided basis (Keller, 1993) and both types of recall 

have been consistently used as a measure of information retrievability by previous 

researchers (e.g., Till & Baack, 2005; Padilla-Walker & Poole, 2002; Rajaram, Srinivas, 

& Travers, 2001 and Rosbergen, Pieters & Wedel, 1997). Aided recall as compared to 

unaided recall is considered as an easy memory trace (Till & Baack, 2005). This study, 

therefore, operationalized recall as the ability of the respondents to retrieve the stored 

advertising information in both aided as well as unaided way. The use of both of these 

measures of information retrievability (aided and unaided recall) has the major advantage 

of testing the stored information in its totality rather just relying on any one dimension.  
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In this study, both aided and unaided recall was measured for two different 

aspects of advertising: 1) brand name recall and 2) advertisement features recall (Till & 

Baack, 2005). In other words, brand name recall and advertisement features recall were 

measured in both aided as well as unaided way. To measure unaided brand recall, the 

respondents were asked an open-ended question to recall and list as many brand names as 

they can that they had watched in the television show (Till & Baack, 2005). For aided 

brand name recall, participants were presented a list of product categories (e.g., cold 

drinks, shoes etc.) for the brands that appeared in the advertisements during the television 

program. Participants were then asked the same question to recall and list as many brand 

names as they can which they watched in the advertisements during the television 

program (Till & Baack, 2005). Similarly, for unaided recall of advertisement features, 

participants were asked to describe briefly the features of the advertisements that they 

just watched. To measure aided recall of advertisement features, participants were 

presented product categories prompts and then asked to recall briefly the features of the 

advertisements that they had just watched during the television program. Such testing of 

advertisements and brand-related recall is commonly followed in the advertising research 

literature (e.g., Rajaram, Srinivas & Travers, 2001; Rosbergen, Pieters & Wedel, 1997).    

4.4.5 Operational Definition of Purchase Intent 

The purchase intent (PI) of advertising viewers for the advertised brand was 

treated as dependent variable in this study. By the time that researchers have found a 

close link between purchase intent and consumers’ advertisement and brand attitude, 

purchase intent is being consistently used as a common measure of advertising 

effectiveness (e.g., Till & Baack, 2005; Ang & Low, 2000). In addition to this, purchase 
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intent has been commonly conceptualized in these studies as the preference of the study 

subjects to buy the advertised brand at sometime future time. In line with this common 

conceptualization, this study operationalized consumers’ purchase intent as the extent to 

which advertising viewers are willing to express their intention for the purchase of the 

advertised brand if they needed such type of product at sometime in the future. 

To measure the purchase intent of advertising viewers for the advertised brands, 

the respondents were asked to indicate their extent of agreement to three items related to 

purchase intent using seven point Likert scales (Pelsmacker, 1998). Necessary linguistic 

modifications were made in the items of these scales without altering the core meaning of 

the scale items (See section 4.6.5).The items used to measure the purchase intent of 

advertisement viewers for the respective brand (s) were as follow:[ 

1. I would like to try this brand. 

2. If I ran across this brand in a shop, I would buy it. 

3. If I need such type of product, I will prefer to choose the brand shown in this 

advertisement. 

The above items were measured on the following seven point Likert scale.  

1. Strongly Disagree 

2. Disagree 

3. Slightly Disagree 

4. Neither Agree Nor Disagree 

5. Slightly Agree 

6. Agree 

7. Strongly Agree 
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4.5 Sampling Process 

The sampling process is related with the selection of right individuals, objects or 

events for the research study (Sekaran, 2000). This process consists of different steps 

which are taken by a researcher before actually starting the collection of data about the 

research problem. The following sections briefly discuss each of these steps.     

4.5.1 Sample Population 

Sample population refers to the entire group of people or things of interest that the 

researcher wishes to investigate (Sekaran, 2000). According to Cooper and Shindler 

(2006), population is the total collection of sample elements about which inferences are 

drawn. As one of the primary objectives of this study is to understand the response of 

final consumers towards creative advertisements, the target population for this study 

consisted of adult consumers with master level education background in the age group of 

20 to 28 years old. The following discussion provides a brief justification for the 

selection of sample population in this study.  

Ideally, it would have been much beneficial if the data in this study were collected 

from different strata of the above stated population. However, for validation of theory 

developed in this study, the experimental design needed has to fulfill some basic 

requirements. These included proper monitoring of a single versus three advertising 

exposures, avoiding the effects of extraneous variables on consumers’ responses towards 

the experimental advertisements (e.g., inappropriate experimental environment inside 

homes; constraints to develop multimedia arrangement inside homes etc), and other time 

and budgetary constraints. Hence, it was deemed appropriate to collect the data from 

participants in such a setting that satisfies the above stated requirements of the 
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experimental design needed to answers the research questions raised in this study. As 

such, this experimental study was conducted in a contrived lab-environment using 

university as the most appropriate setting.  

Besides the above discussion stating the specific requirements needed for 

conducting a valid experiment in this study, it is also suggested that when a researcher 

needs a homogeneous sample particularly for theory testing, the use of students’ sample 

is considered as more appropriate (Babbie, 2001; Tabachnick & Fidell, 2001). One of the 

main reasons for this is that causality to the experimental group as compared with the 

control group is easily assigned (Westberg, 2004). It is also recommended that the more 

similar the respondents, the more likely the experimental treatment will affect all the 

participants in the same way and hence, more valid and reliable responses can be 

achieved. Review of literature on experimental research studies also reveals that such 

experimental studies are conducted in a contrived lab environment using universities as 

the most appropriate ‘study setting’ and ‘student consumers’ as the more appropriate 

subjects (Till & Baack, 2005; Ang et al., 2007; Westberg, 2004). Previous studies on the 

effects of advertising and consumers’ behavior in general (Westberg, 2004; Campbell & 

Keller, 2003) and studies on the effectiveness of creative advertising in particular have 

used student consumers to investigate different advertising theories (Ang et al., 2007; Till 

& Baack, 2005; Ang & Low, 2000; Stone et al., 2000). Therefore, considering the 

specific experimental requirements of this study (Close control over advertising exposure 

levels, maintaining the same experimental environment, homogeneity of the sample 

respondents’ characteristics), the target population for this study consisted of adult 

consumers doing master level education in the age group of 20 to 28 years old.  
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4.5.2 Unit of Analysis 

The sample unit of analysis means the sample elements or the subjects of the 

study on which measurement is being undertaken (Emory, 1980). According to Zikmund 

(2003), a sample unit means an organization, department, individuals or objects that have 

to be contacted for data collection. Parallel to Zikmund (2003), Sekaran (2000) also 

considers that a sample unit of analysis can be individuals, groups, dyads, a division, 

organization, an industry or countries. Hence, the selection of a particular unit of analysis 

should be based upon the nature, purpose and the research questions being addressed by 

the present research study.   

Since, the primary purpose of the current study is concerned with the perception 

of final consumers about the effectiveness of creative advertising, this study considered 

final consumers as the unit of analysis. Furthermore, considering the research questions 

and hypothesis of this study (Related to single and three advertising exposures) as well as 

the relevancy of the sample advertisements pool to adult consumers (See section 4.6.4.2 

‘Assessment of Creativity in Advertising), this study considered adult student consumers 

enrolled in master level studies in the age group of 20 to 28 years as relatively the most 

appropriate sampling unit.  

4.5.3 Sampling Method 

The sampling method is the way of selecting the sample units of the study. This 

study used a convenience sample of university senior students which was mainly based 

on the purpose and the specific experimental requirements of this study. The primary 

purpose of this study was to investigate the relationship between creative advertising and 

advertising effectiveness. To understand this relationship in more depth, this study also 
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considered the level of advertising exposures as a moderating variable that has been 

found in previous studies to affect consumers’ evaluation of experimental advertisements 

(Campbell & Keller, 2003) and hence the relationship between creative advertising and 

advertising effectiveness. Hence, this study primarily needed an experimental design that 

could mainly focus on investigating the effectiveness of creative advertising in both 

single and three advertising exposures while keeping the group of research subjects more 

homogeneous. It is recommended that the more similar the research subjects are to one 

another, the more likely the experimental treatment will affect all the participants in the 

same way. Since the university students are relatively more homogeneous (Westberg, 

2004), it was proposed that the variance in responses of these research subjects on the 

effectiveness of creative advertising in a single and three exposures could be easily 

assigned to the difference in the level of advertising exposures. Hence, this study used a 

convenience sample of university students.    

4.5.4 Sample Size 

The question that how large a sample size should be is considered as a relative 

term in the literature. Emory (1980) states that appropriate sample size vary with the 

purpose of the research. He further states that in one case, a sample size of 400 units from 

a population of 4000 may be quite appropriate, but for other purpose, a sample size of not 

more than 60 numbers may be sufficient. Kinnear and Tayler (1987) state that every 

study has its own considerations and hence no one sample size can be considered as 

statistically optimal. The sample size for this study was mainly based on the guidelines 

stated by Rosoco (1975). According to Rosoco (1975), a sample size larger than 30 and 

less than 500 members is adequate for most of the research studies. However, for 
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experimental research studies with tight experimental control, successful research is 

possible with sample as small as 10 to 20 members in size (Rosoco, 1975). Moreover, for 

application of Multivariate Analysis of Variance (MANOVA) which was also applied in 

this study, Rosoco (1975) states that the total sample size should be 10 times large as that 

of the number of dependent variables used in the study. In the context of this study, the 

guidelines of Rosoco (1975) indicate that the sample size should be 70. Hair et al. (1998) 

also suggest that for MANOVA technique of data analysis, the sample size should be 

greater than the number of dependent variables of the study and each group should have 

minimum of 20 observations. In this study, the sample size is significantly greater than 

the number of dependent variables and each group have respondents in hundreds.  

This study is experimental in nature. According to above guidelines, particularly 

that of Rosoco (1975), experimental research requires relatively small sample size. 

However, to ensure that the sample size should be adequate enough to enable the 

researcher to generalize the results of this study to its target population, the total sample 

size for this research was 172 students with 89 and 83 subjects randomly assigned to each 

of two advertising exposure groups respectively.  

 

4.6 Data Collection 

As earlier discussed in this chapter, different data collection modes can be 

employed for the collection of primary data (e.g., Panneerselvam, 2004). However, the 

choice of a particular method of data collection is based on the purpose and nature of the 

study, time and available resources (Tull & Hawkins, 1990; Peterson, 1982). Since the 

purpose of this study is to investigate how creative advertising affects consumers’ 
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perception about advertising effectiveness in both single as well as three advertising 

exposures, laboratory experiment was used as the appropriate mode of data collection. 

The following section discusses the details about how this study was conducted including 

the subjects of the study, the type of experimental research design; Commercials sample 

pool, Survey Instrument and data collection procedure. 

4.6.1 Subjects  

The subjects participated in this study were all student consumers enrolled in 

Management and Computer Science departments at Bahria University Islamabad. A total 

of 172 respondents participated in the experiment with 124 males (72%) and 48 females 

(28%). Among the total sample, forty two students were from computer science and one 

hundred thirty students were from management science department. The students were 

free to participate or not to participate in the experiment. The subjects were randomly 

allocated to two treatment conditions (single and three advertising exposures) and were 

shown the stimuli advertisements.     

4.6.2 Experimental Research Design 

The selection of an appropriate experimental research design depends upon the 

study conditions (Emory, 1980). In other words, it implies that the objectives of the 

research and testable hypotheses of the research should be considered. Hence, before the 

selection of appropriate experimental design for this study, the following aspects were 

considered.  

1. This study mainly seeks to know the effectiveness of creative advertising by 

examining consumers’ responses to both creative (award-winning advertisements) 

and normal advertisements (Non-awarded advertisements). 
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2. This study considers three advertising exposures as more appropriate for better 

understanding the nature of creative advertisements in terms of effectiveness as 

compared to a single advertising exposure (Campbell & Keller, 2003; Naples, 

1997). 

3. To control the effects of consumers’ brand familiarity (Prior brand Knowledge) 

and hence to better understand the sole effects of creative advertising, this study 

used unfamiliar brands in both creative and normal advertisements (Non-awarded 

ads).     

The above conditions specific to the nature of this study, particularly conditions 

(1) and (2), necessitated it to assign subjects to two treatment groups, that is, one group 

with a single advertising exposure and second group with three advertising exposures. 

Moreover, as participants of this study were shown advertisements for unfamiliar brands 

and hence no prior brand perception existed in consumers’ minds (See Section 4.6.4.1 for 

brand familiarity pretest), therefore, “post only with experimental and control groups 

design” was considered appropriate for this study rather a pretest – post test experimental 

design. The type of advertisement (Creative Vs Normal Ads) were treated as within the 

subjects and advertising exposure (Single Vs Three Exposures) as between the subjects 

variables. Subjects were randomly assigned to each of the two groups: single exposure 

group and three advertising group and their responses on the effectiveness of creative and 

normal advertisements (Non-awarded advertisements) were obtained. 

4.6.3 Commercials Sample Pool 

For creative commercials, The Pakistan Advertising Association (PAA) award-

winning advertisements were used. The researcher’s personal interview with the 



                                                Creative Advertising and its Effectiveness 

 

134

chairperson for ‘2005 creative award show’ revealed that advertisements for creativity 

awards are mainly nominated on the basis of creativity in advertising idea (novelty), 

central theme of the idea (meaningfulness of advertisement), advertisements’ reflection 

of the target audience and the executional quality of an  advertisement. This criterion 

closely matches with the components of creative advertising commonly found in the 

advertising literature (Ang et al., 2007) and which have also been explained in the 

literature review chapter of this study. Hence, in line with the operationalization of 

creative advertising in previous studies on the effectiveness of creative advertising, this 

study also used television advertisements having won the most recent creativity awards 

during 2003-2005. 

To create the pool of normal advertisements (Non-awarded advertisements), 

different advertising agencies were contacted. Normal advertisements in this study are 

those which have not won any creativity award. Despite the fact that normal 

advertisements were not present in the lists of creativity award-winning advertisements 

(2003-2005), it was also confirmed from the creative departments of these advertising 

agencies that these advertisements (normal) have not won any creativity award. In 

addition, the time period as well as the product category as that of creative 

advertisements was kept the same. This procedure was adopted to minimize the effects of 

product category as well as to ensure that the effects of technological advancements in 

advertising production during the current period (2005 onward) are also well-controlled. 

Keeping the time period similar for both creative and normal advertisements, it is more 

logical to understand the causal effects of the experimental advertisements (i.e., Creative 
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Vs Normal Ads) than comparing creative and normal advertisements for two different 

time periods.  

4.6.4 Stimuli Development  

Based on the review of literature in this study, the development of the stimuli 

advertisements for this study required to take decisions relating to a number of elements. 

These included controlling for the effects of television program in which the 

experimental advertisements were embedded and; the effects of brand familiarity on 

consumers’ subsequent evaluation of the experimental advertisements. These have been 

briefly discussed in section 4.6.4.1 below. 

In addition to this, creativity award-winning advertisements (already judged by 

advertising professionals for creativity award) were subjected to reassessment for 

creativity by final consumers. This was done to resolve the issue of creativity 

measurement between advertising professionals and general public so that the 

relationship between creative advertising and advertising effectiveness could be more 

better understood. This has been briefly discussed in section 4.6.4.2. 

Finally, review of advertising literature also shows that the presentation order of 

experimental advertisements may also affect the responses of research participants 

towards the respective advertisements (Till & Baack, 2005). Hence, the order effects of 

creative and normal advertisements were controlled using a procedure already used in 

previous creativity studies (Till & Baack, 2005; Kover et al., 1995). This has been briefly 

discussed in section 4.6.4.3. 
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4.6.4.1 Control Variables 

Review of literature states that different types of television programs (e.g., happy, 

humorous, or sad program) elicit different memorability and attitudinal response from its 

viewers (Till & Baack, 2005; Goldberg & Gorn, 1987; Kamins, Marks & Skinner, 1991). 

Researchers have a common view that difference in consumers’ assessment of the 

advertisements is caused by the type of mood created by the respective television 

program in which the advertisements have been embedded (Kamins, et al., 1991; 

Berkowitz, 1987; Yinon & Landau, 1987; Goldberg & Gorn, 1987; Bower, 1981). Hence, 

it was considered important to embed the stimuli advertisements in a television program 

that exert somewhat neutral effects on the subjects’ mood so that the effects of the 

experimental advertisements should be more valid.  

To follow this criterion, three television programs; Talk Show, News in Urdu and 

a Documentary showing animals’ survival on the Atlantic Ocean were judiciously 

selected. These programs were supposed to have neutral effects on subjects’ mood and 

hence elicit neutral response from research participants towards the experimental 

advertisements. However, to avoid the possibility of program effects on viewers’ 

responses towards the experimental stimuli in this study and obtain a statistical evidence, 

a randomly allocated sample of same demographic characteristics (students in Master of 

Business Program) were shown either the ‘Talk Show’, the ‘Documentary’ or “Urdu 

News” in three experimental groups. After watching the television programs, subject’s 

responses were obtained on a Mood Short Form Scale (MSF) developed by Peterson and 

Sauber (1983) (See Appendix M). Lower summated scores on the scale suggested that 

television programs have least favorable effects on the mood of the subjects, mid point on 
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the scale indicated neutral effects, whereas higher scores mean that the television 

program has most favorable effects on the subjects’ mood. An ANOVA results revealed 

that three television programs significantly produced different effects on participants’ 

mood and feelings (F (2, 94) = 6.26, p < 0.05). The Post Hoc Tukey test revealed that the 

programs “Urdu News” and “Talk Show” generated significantly least favorable feelings 

among the participants as compared to program “English Documentary” (Mean-

Documentary = 3.3; Mean-Talk Show = 2.56; and Mean-Urdu News = 2.67, F (2, 94) = 

6.26, p = 0.003). Furthermore, as the Mean effect of documentary program on 

participants’ feelings was in the neutral feelings region (Mean Feelings: 3.3 on a 5- point 

scale with 3 being neutral point), it was selected as more appropriate for embedding of 

the stimuli advertisements.   

Similarly, as discussed in the literature review, brand familiarity is another 

variable that affects the response of advertisement viewers and hence their true evaluation 

of advertising effectiveness (Pieters et al., 2002; Campbell & Keller, 2003). Studies have 

found that consumers with prior brand familiarity are expected more to rely on their 

existing brand knowledge to form their attitude towards the advertisements for the 

respective brands (Campbell & Keller, 2003; Snyder & Stukas, 1999). Hence, it was 

considered necessary to use unfamiliar brands in this study so that the relationship 

between creative advertising and advertising effectiveness could be better investigated. 

For this purpose, the original brand name frames in all the stimuli advertisements 

(creative and normal) were replaced by a professional video editor in a well-reputed 

production house (Campbell & Keller, 2003). Subjects representing the same population 

pool (Business graduates) were randomly assigned to two treatment groups and exposed 
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to the advertisements. One group was shown advertisements with original brand names 

whereas the other group was exposed to advertisements with fictitious brands. Brand 

familiarity scores for all the brands appeared in the stimuli advertisements were obtained 

from the participants in both the groups. Besides brand familiarity, subjects’ familiarity 

with advertisements and their opinion about reality of the advertisements were also 

obtained. Responses of the participants were obtained on a 7 point scale with (1) familiar 

– not familiar with the brand (2) the advertisement is known- not known to me 

(Hirschman, 1986) and (3) the advertisement is very real- very unreal (Campbell & 

Keller, 2003). A ‘t-test’ comparison of the Mean values found that subjects in two groups 

(groups with actual and fictitious brand names) were significantly (1) familiar with 

familiar brands (Mean = 5.98) and (2) unfamiliar with fictitious brands (Mean = 2.79) [ p 

<0.05] (3) not known to advertisements with actual brand names (Mean = 3.96) as well as 

(4) not known to advertisements with fictitious brand names (Mean = 3.33) [p <0.05]. 

Moreover, the subjects in both the experimental groups also perceived that the 

advertisements are real with no significant difference among them [Mean-Ads with 

Actual Brand Names’ Group = 5.43, Mean-Ads with Fictitious Brand Names’ Group = 

5.77; p >0.05].. 

4.6.4.2 Consensual Assessment of Creativity in Advertising  

As discussed in the literature part of this study, creativity measurement has been 

found to vary across groups (White & Smith, 2001) and the difference in creativity 

assessment of award-winning advertisements between these groups has been pointed as a 

source of inconsistent results in previous studies on the effectiveness of creative 

advertising (Till & Baack, 2005). This study, therefore, reassessed the creativity of these 
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award-winning advertisements by final consumers to investigate more validly the 

relationship between creative advertising and advertising effectiveness.  

For this purpose, eight creative advertisements (Mean Duration: 30 seconds) 

already judged by advertising professionals for excellence in creativity (creativity award-

winning advertisements) were reassessed for creativity by 51 adult student consumers 

(senior business students). Senior business students have been used in previous creativity 

studies as the more appropriate judges for the assessment of advertising creativity (Ang 

& Low, 2000; White & Smith, 2001). After watching the award-winning advertisements 

embedded in a television documentary, the participants were asked to assess these 

advertisements for novelty, meaningfulness and connectivity which is commonly 

suggested and more comprehensive criteria for assessment of creativity in advertising 

(Ang et al., 2007; Haberland & Dacin, 1992; Ray, 1982). The responses were measured 

on a 7 point Likert scale developed by Haberland and Dacin, 1992 (1= Strongly Disagree, 

4 = Neutral and 7 = Strongly Agree). Using Multivariate Analysis of Variance 

(MANOVA) as the appropriate test of analysis, the result found that advertising creativity 

measures (Ad-Novelty, Ad-Meaningfulness, and Ad-Connectivity) did not significantly 

differ across all creative advertisements [Wilks’ Lambda (21, 485) = 1.39, p = 0.115)]. 

To place an advertisement in novel, meaningful and relevant category, a cut-off point 

(Minimum Threshold Level) of "5" on the 7 point Likert scale for each dimension (that 

is, novelty, meaningfulness and connectivity) was used. Mean analysis revealed that 

seven advertisements among eight had Means higher than five (cut off point) for novelty, 

meaningfulness and connectivity. Hence, these advertisements were considered as 

commonly evaluated creative advertisements. However, among the seven commonly 
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evaluated creative advertisements, one advertisement for “UBL credit card” received 

only five responses (only 2.8% among total 179 responses), which was dropped out from 

the list of final creative stimuli. Consequently, six award-winning advertisements as 

operationalized in this study were used as final creative stimuli for investigating their 

effectiveness. (See Section 4.6.4: Stimuli Development).   

In addition to this, the assessment of creativity in award-winning advertisements 

also provided valuable information regarding the assessment of creativity by final 

consumers. For instance, it was argued in the literature part of this study that creative 

advertising as found in previous studies and commonly advocated in advertising text, are 

relatively more Novel, Meaningful and Relevant to audience. Based on the obtained 

responses, all of the award-winning advertisements except one fulfilled the commonly 

stated criterion of advertising creativity (Ang et al., 2007; Haberland & Dacin, 1992) and 

were evaluated similar to advertising professionals as more novel, meaningful and 

relevant to the research participants (Refer Appendix D). This further confirmed that 

award-winning advertisements are really creative, in so far the novelty, meaningfulness 

and relevancy dimensions of creativity in advertising are concerned.  

4.6.4.3 Adjusting the ‘Order Effects’ of Experimental Advertisements 

A total number of twelve advertisements (six Creative and six Normal) were 

embedded in a television program (English Documentary) which were shown to the 

research participants in a single and three advertising exposures. For single exposure 

group, subjects watched each of the twelve advertisements only once. For three 

advertising exposures group, subjects were provided three exposures of each 

advertisement among the twelve advertisements. This resulted in a total number of thirty 
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six advertising exposures in three commercial breaks with each break containing twelve 

advertisements. Review of literature as well as real life practice evidences that 

commercials are usually shown in three or four program breaks (Till & Baack, 2005; 

Goldberg & Gorn, 1987). In order to balance the effects of number of advertisements in 

each program break, the number of advertisements shown per break in a single and three 

exposures was kept the same. That is, subjects in a single exposure watched 12 

advertisements in one program break whereas participants in three exposures group 

watched 12 advertisements per each break for a total number of three commercial breaks. 

While embedding the advertisements in the television program (English 

Documentary), it was expected that advertisements seen at the start or end of the 

commercial break in the television program may exert different effects on viewers’ 

memory. Hence, to control as best as possible for order effects of creative and normal 

advertisements (control Ads), advertisements in both a single and three advertising 

exposures’ reels were alternatively positioned such that the first advertisement was 

creative and second was normal (Non-awarded). This method of controlling the 

advertisements’ order effects is commonly followed in advertising research (e.g., Till & 

Baack, 2005; Kover et al., 1995). 

In addition to this, the embedded advertisements shown to three exposures group 

were classified into least memory impact and high memory impact positions depending 

upon whether an advertisement is seen at the start or end of the commercial break 

respectively. The main purpose was to adjust for advertisements’ order effect, 

particularly in the third commercial break. In order to balance the “memory impact 

value” for creative and normal advertisements on consumers’ memory, different impact 
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values were given to advertisements positioned at the start or end of the commercial 

break. Minimum impact value of ‘1’ was given to an advertisement shown just at the start 

of the commercial break (e.g., “Ad1-c” in first break, figure 4.1) whereas Maximum  

impact value of ‘12’ was given to an advertisement shown just before the end of the 

commercial break (e.g., “Ad6-n” in first break, figure 4.1). Hence, based on this, the total 

memory impact for creative and normal advertisements in the first commercial break was 

calculated as 36 and 42 points respectively. To adjust the difference in total impact for 

creative and normal advertisements in the first break (i.e., impact-creative = 36 and 

impact-normal / control Ads = 42), the order of the advertisements was reversed in the 

second commercial break such that advertisements in the least impact and high impact 

positions were interchanged (Kover, et al., 1995). This led to 42 memory impact points 

for creative and 36 for normal advertisements. In this way, the advertisements’ order 

effects for creative and normal advertisements were balanced in the first two commercial 

breaks. In order to control for the order effects in the third break, creative and normal 

advertisements were positioned in a logical way such that the total impact values for 

creative and normal advertisements in third break were made equivalent (see figure 4.1: 

Third Commercial Break). In this way, the order effects of normal and creative 

advertisements were fully counterbalanced such that each type of advertisement (Creative 

and Normal) achieved the same overall memory impact in three commercial breaks. The 

process undertaken for adjusting the order effects of the stimuli advertisements is shown 

in figure 4.1. Controlling over the order effects of stimuli advertisements were aimed to 

measure the true ‘memory and attitudinal’ effects of creative advertisements compared to 

normal advertisements. 
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4.6.5 Survey Questionnaire 

This study used a fully structured questionnaire for collection of primary data. 

Responses on different measures of advertising effectiveness except advertisement and 

brand recall were obtained using existing scales available in the literature. Advertisement 

and brand recall were measured on both aided and unaided basis which is considered as a 

more accurate approach of testing memorability (Till & Baack, 2005). Unaided and 

Aided recall (advertisement and brand) were measured using the established principles in 

advertising literature (Till & Baack, 2005). For measuring unaided recall, participants 

were asked open-ended questions to list the number of brands (Unaided Brand Recall) 

and describe the features of advertisements (Unaided Ad Recall) that they just watched 

during the television program. Similarly, for measuring aided recall, participants were 

provided with a list of product categories that represented the product categories for the 

brands that they had seen in the experimental advertisements during the television 

program (Till & Baack, 2005). The responses of the research participants were then again 

obtained for brand names recall (Aided Brand Recall) and advertisement features recall 

(Aided Ad Recall).  

For measuring consumers’ attitude towards the experimental advertisements, a 6-

item scale was adapted from Baker and Kennedy (1994) and Burke and Edell (1986) 

whereas consumers’ brand attitude was measured with scales adapted from Pelsmacker 

(1998) and Lee and Mason (1999). Consumers’ purchase intent for the brands advertised 

in experimental advertisements was measured with three items adapted from Pelsmacker 

(1998). All the items for attitude and purchase intent in the questionnaire were measured 

using seven point Likert Scale (From Strongly Disagree to Strongly Agree).  
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4.6.5.1 Pilot Test  

The purpose of the survey instrument is to collect the required information to 

address the research questions and the related hypotheses (Westberg, 2004). This 

increases the importance of the survey instrument which demands much care regarding 

its different aspects like phrasing of questions, questions order, understanding of the 

instructions etc (Westberg, 2004). To minimize the effects of these stated factors and 

increase reliability of the subjects’ responses, the survey instrument used in this study 

was subjected to a pilot test. A pilot test is generally recommended before finalizing the 

survey instrument so that its individual questions as well as the instrument as a whole 

could be tested for its content validity and reliability (Westberg, 2004). It is suggested 

that five to ten respondents are sufficient to identify any potential problems with a 

questionnaire (Burns & Bush, 2001). Based on these guidelines, the final questionnaire 

used in this study was handed over to five respondents enrolled in Master of business 

administration and five respondents enrolled in Master of Computer Studies and  their 

responses to attitude (Advertisement and Brand), recall (Advertisement and brand) and 

purchase intent questions were obtained. For significant improvement in the 

questionnaire, the following aspects of pretest used by Westberg (2004) were particularly 

discussed with the respondents.  

 Ease of understating the instructions about how to respond to each section and 

related questions in the questionnaire. 

 Ease of understanding the questions asked in the instrument. 

 Sequence of the questions in each section. 



                                                Creative Advertising and its Effectiveness 

 

145

This pilot testing provided useful feedback, particularly about the linguistic 

barriers such as meaning of the difficult words used in the instrument and sequence of 

questions etc. In light of this feed-back, required adjustments were incorporated.  

However, as the instrument in this study was purely aimed to measure subjects’ 

responses during the experiment, it was deemed appropriate to test the questionnaire in an 

experimental setting before finalizing it for use in this study. For this purpose, a trial 

experiment was run and 21 volunteer subjects were exposed to the stimuli 

advertisements. The responses were reviewed in order to make the questions more simple 

and understandable. Few but important changes were made in this respect. That is, during 

this pilot test of the questionnaire, it was observed that while responding to unaided recall 

questions, subjects get help from the next page of the questionnaire containing aided 

recall items ( that is, list of product categories was provided to subjects on aided recall 

page). This was diluting subjects’ true responses for unaided recall with that of aided 

recall. Therefore, to get valid and reliable memory response from the subjects, questions 

relating to unaided brand and advertisement recall were first asked on a separate page in 

the final questionnaire used in this study. This part of the questionnaire (unaided recall) 

was required to fill and then return to the researcher before the subjects were handed over 

the remaining questionnaire which contained questions about aided recall, advertisement 

and brand-related attitude and purchase intent. The final questionnaire is given in 

appendix B.  

The questions in the final questionnaire as given in Appendix [B] followed a 

logical flow which was based on the objectives of this study as well as to ensure that the 

responses obtained are more reliable and valid. For example, soon after obtaining 
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personal information related to the background of respondents, a filler task was 

performed by asking respondents to record their responses about the television program. 

This filler task was aimed not only to obtain manipulation information about the effects 

of television program on subjects’ feelings during the experiment, but also to wash out 

the immediate effects of the experimental advertisements on consumers’ memory and its 

subsequent effects on participants’ unaided recall. Similarly, the questionnaire proceeded 

to aided recall portion only when the subjects responded to unaided recall questions. 

Once the subjects returned the filled questionnaire for unaided recall portion, they were 

handed over the remaining questionnaire asking questions about aided recall, 

manipulating questions for subjects’ familiarity with the experimental brands and 

advertisements; and their attitude (Ad and Brand) and purchase intent for the advertised 

brands.  

4.6.5.2 Reliability of the Measure  

The reliability of a measure refers to the extent to which the measure is free from 

random error and whether the measure offers consistent measurement across time and 

across items in the construct (Kinnear & Tayler, 1987; Sekaran, 2000). Hence, the degree 

of reliability of a measure is based on the consistency of results given by a particular 

measure (Carmines & Zeller, 1979). To estimate the reliability of a measure, four 

methods are available which include test-retest reliability method, parallel form 

reliability, inter-item consistency method and the split half reliability method. Among the 

four methods, the commonly used method of estimating reliability of a measure is 

internal consistency method (Carmines & Zeller, 1979; Sekaran, 2000) which requires 

only a single test administration and is considered as a reliable method for estimating 
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coefficient of reliability (Westberg, 2004). In this method, the inter-item correlation in a 

measuring instrument is measured which determine the internal consistency of a measure. 

The more an instrument is internally consistent, the more it is considered that all the 

items in the instrument are homogeneous and measure the same concept (DeVellis, 

1991). For measuring the internal consistency of a measure, the most commonly used 

measure of internal consistency is Coefficient alpha, also termed as Cronbach alpha (e.g., 

Westberg, 2004; Sekaran 2000). The value of Cronbach alpha ranges from 0 to 1 and 

alpha value close to 1 indicates that the scale has a high reliability and vice versa. 

Different researchers have different views regarding the desirable alpha value. For 

instance, Hair et al. (1998) and Nunnally (1978) consider Cronbach alpha value of 0.7 

and above as desirable. According to Churchill (1979), the threshold level of Cronbach 

alpha should not be under 0.6.  

In this study, as commonly used, Cronbach alpha was used for computing the 

reliabilities of all the dependent variables. The summary of the reliability coefficients for 

all the dependent variables used in the questionnaire are presented in table 4.1 below. As 

shown in the table, reliabilities of all the constructs are well within the acceptable range. 

Table 4.1  

Reliability of Scales 

Variables Cronbach Alpha 

(Single Exposure) 

Cronbach Alpha 

(Three Exposures) 

Advertisement Attitude 0.85 0.87 

Brand Attitude 0.77 0.80 

Purchase Intent 0.82 0.86 
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4.6.6 Data Collection Procedure 

Data was collected through questionnaire from 177 students enrolled in Business 

and Computer studies. Subjects were randomly assigned to each of the two experimental 

groups: single and three advertising exposures. The subjects’ random allocation to two  

separate exposure groups was based on the procedure adopted by Brien (2004). To allow 

randomization, “Special Tags” representing the two advertising exposure groups were 

used (Red for Three Exposures, Blue for Single exposure group). The randomization 

process was carried out among the students enrolled in business management and 

computer science departments. The red and blue tags were mixed together so that the 

subjects could have equal chance of selecting either red or blue tag. The subjects were 

free to choose any one tag, either red or blue. Based on their own selection of a particular 

tag, a list containing the names of the subjects and their respective selected tag (that is, 

either red or blue) was prepared. This entire practice was repeated in each section of the 

respective departments which resulted in a total of 97 subjects with red tags and 106 

subjects with blue tags. Based on this procedure, the subjects were assigned to their 

respective exposure groups. However, the number of subjects who actually participated 

in the experiment remained 177 with 89 in single and 83 in three exposure groups.  

Due to non-availability of enough space, the experiment for a single and three 

exposures were conducted on two consecutive days with same time on each day. Before 

starting the experiment, respondents were told that they are participating in a research 

project, but they were not aware that the research study is about the assessment of 
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Figure 4.1: Break Wise Rotation of Stimuli Advertisements for Adjustment of Order Effects 

Program Break Least Impact          (1, 2, 3……………………………………………………...12)          High Impact Total impact 

 1 2 3 4 5 6 7 8 9 10 11 12 creative normal 

First Break Ad1-c Ad1-n Ad2-c Ad2-n Ad3-c Ad3-n Ad4-c Ad4-n Ad5-c Ad5-n Ad6-c Ad6-n 36               42 

Second Break Ad6-n Ad6-c Ad5-n Ad5-c Ad4-n Ad4-c Ad3-n Ad3-c Ad2-n Ad2-c Ad1-n Ad1-c 42               36 

Third Break Ad1-c Ad1-n Ad2-n Ad3-n Ad2-c Ad3-c Ad4-c Ad4-n Ad5-c Ad5-n Ad6-c Ad6-n 39               39 

 Total impact of creative and normal advertisements in three breaks 117             117 

Ad-c refers to Creative Advertisements shown in the program break 
Ad-n refers to Normal (un-awarded) Advertisement shown in the program break 
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advertising effectiveness. The respondents of the study were led to believe that the 

purpose of the study revolves around the television program in which the stimuli 

advertisements were embedded (Till & Baack, 2005). Hence, just after watching the 

television program and the advertisements embedded there in, respondents provided 

their personal information and tapped their responses about the television program 

which was in fact a manipulation check about the program induced feelings. This 

manipulation check also served as a filler task to wash out the effects of last run of the 

advertisements on immediate memory and attitude of the subjects. At the same time, 

the respondents also completed the measures for unaided advertisement and brand 

recall.  

To measure unaided advertisement features recall, respondents were asked to 

describe briefly the features of the advertisements that they just watched. For 

measuring the unaided brand recall, subjects were asked to list as many brands as they 

could that they had just watched during the television program. Once the subjects 

completed this part (unaided recall) of the questionnaire, they were then instructed to 

open the sealed envelopes containing questionnaire about aided recall, advertisement 

and brand attitude, purchase intent for the recalled brands and a manipulation check 

about brands and advertisements familiarity.  

For measuring aided brand recall, the subjects were provided with the list of 

product categories (e.g., Shoes, Cold Drink, Soap) representing product categories for 

the brands advertised during the television program and were asked again to list the 

brands that they remembered. Similarly, for aided advertisement recall, the subjects 

were also provided with the list of product categories as a prompt (i.e., Ads for Shoes, 

Ads for Cold Drink, Ads for Soap etc) and were asked again to recall briefly the 
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features of the advertisements that they had just watched during the program (Till & 

Baack, 2005).  

To measure attitude towards the embedded advertisements, respondents were 

asked to respond to a 6 items, seven point Likert scale ranging from strongly Disagree 

to Strongly Agree (Burke & Edell, 1986; Baker & Kennedy, 1994). Similarly, brand 

attitude was measured with a 6 items, seven point Likert scale (Pelsmacker, 1998). 

The measurement of purchase intent was based on a 3 items, seven point Likert scale 

(Pelsmacker, 1998). After the subjects completed this questionnaire, the unaided 

recall part of the questionnaire was then put in the envelope of each respective 

participant. Since, the unaided recall part of questionnaires was also containing the 

same serial number as that on the remaining questionnaire inside the envelop as well 

as on the respective envelop itself, this task was easily completed.    

4.6.7 Data Analysis 

This section discusses the justification for the selection of appropriate data 

analysis tool used for hypotheses testing in this study and the procedure followed for 

data analysis. 

4.6.7.1 Appropriate Data Analysis Technique 

This study aimed to investigate the superior performance of creative 

advertising as commonly advocated in advertising literature. To attain this objective, 

data was collected through an experiment so that the derived hypotheses, aiming to 

measure significant mean difference between creative and normal advertisements on 

different measures of advertising effectiveness could be tested. There are different 

statistical tests available for measuring significant mean differences like t-test, 

Analysis of Variance (ANOVA) and Multivariate Analysis of Variance MANOVA) 

(Sekaran, 2000). However, the use of one appropriate test for mean significant 
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difference depends upon a number of dependent and independent variables 

(Tabachnick & Fidell, 2001). When two groups are compared for mean significant 

difference on one dependent variable, t-test is used, but when more than two groups 

are compared for any significant mean difference on a given dependent variable, then 

ANOVA is considered the appropriate test (Sekaran, 2000). Multivariate Analysis of 

Variance (MANOVA) is considered as the extension of ANOVA and used when there 

are more than one dependent variables irrespective of the number of independent 

variables (Tabachnick & Fidell, 2001; Hair et al., 1998). Since this study investigated 

the effects of type of advertisement (Independent Variable) on different dependent 

measures of advertising effectiveness, therefore, based on the above guidelines stated 

by Sekaran (2000) and Tabachnick and Fidell (2001), the most appropriate statistical 

test for analysis in this study was found as MANOVA. Previous studies relating to the 

effects of types of advertisements on different dependent variables have also used 

MANOVA as the most appropriate analysis tool (Petty, Cacioopo & Schuman, 1983). 

Hair et al. (1998) also suggest that MANOVA is a useful and appropriate data 

analysis technique for experimental studies when a single independent variable and 

many dependent variables are involved. Therefore, the use of MANOVA to 

investigate the effects of creative and normal advertisements (type of advertisement) 

on ‘recall, consumers’ attitude towards the advertisements, brand attitude and 

purchase intent’ matches the pre-requisites as stated in literature and hence contribute 

much to the validity and robustness of this study findings.  

4.6.7.2 Data Analysis Procedure 

This section discusses the shifting of data from completed questionnaires and 

the initial screening of data for further testing of hypotheses in chapter five.  
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(a) Entering and Coding of Data  

Once the completed questionnaires were returned, the data was shifted to 

computer and assigned appropriate codes. Coding for consumers’ attitude (Ad and 

brand) and purchase intent was straightforward as the data was collected through 

structured instrument (Likert Scale). Scoring of recall was based on the number of 

correct brand name and advertisement features recall. Scoring for brand recall was 

straightforward as it was mainly based on recall of the correct brand name, however, 

advertisement features recall was considered an effective recall when the advertising 

information provided by the subject were sufficient to be linked with the respective 

advertisement (Till & Baack, 2005). Each subject was awarded “1” point for each 

correct brand or advertising features recall. As the total number of experimental 

advertisements was “12”, an individual could obtain a maximum of 6 recall points for 

creative and 6 for normal advertisements. Thus for each individual, the total brand 

and advertisement recall points (aided and unaided) for creative and normal 

advertisements were based on the maximum number of correct brand names and 

advertising features recall respectively. In addition to this, since the recall of creative 

and normal advertisements were to be compared for significant difference, the total 

brand name and advertisement recall by each participant was also coded separately for 

creative and normal advertisements respectively. Moreover, to make the recall data 

ready for subsequent analysis (that is, MANOVA), proportionate recall of each 

participant was calculated, both for creative and normal advertisements. The 

proportionate recall of each subject for both creative and normal advertisements was 

further subjected to arcsine transformation. Arcsine transformation is a commonly 

used statistical technique used for measuring significant mean recall differences when 

the data is of nominal nature (Petty et al., 1983).  
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Moreover, since recall was measured through open-ended questions, two 

independent volunteer coders were used to record subjects’ brand and advertisement 

recall so that reliability of recall entry could be ensured through inter-coder agreement 

(Lee & Mason, 1999; Heckler & Childers, 1992). In this study, since brand and 

advertisement recall were measured on aided and unaided basis in both single and 

three advertising exposures, it resulted in four different measures of recall in a single 

and three exposures respectively. As such, for each advertising exposure, mean inter-

coder reliability was calculated which remained 0.87 (87%) and 0.90 (90%) in single 

and three exposures respectively. The slight disagreement between the coders was 

resolved for final analysis.  

(b) Data Screening 

Before start of data analysis for subsequent hypothesis testing, the entered data 

was passed with a screening process which investigates the basic characteristics of the 

data to ensure that the collected data does not violate the basic assumptions for any 

subsequent analysis. Hair et al. (1998) consider the understanding of the basic 

characteristics of collected data as a first step for application of multivariate analysis 

and the interpretation of the results. For this purpose, the data was first checked for 

missing values. The Missing value function in SPSS (Version 17) was performed to 

find out any missing value. No missing value was found.   

Besides the above preliminary data screening, the data was also screened for 

Outliers. According to Barnett and Lewis (1994), an outlier represents an observation 

which is inconsistent with other observations in the data set. It indicates an extreme 

value in the data set which is far from the majority of other observations (Doane & 

Seward, 2007). There are many ways to detect outliers in the data such as box plots, 

histograms, Mahalanobis distance and Cooks distance. In this study, box plots were 
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first used to detect univariate outliers. As revealed by the box plots, five cases in 

unaided brand recall and four cases in advertisement attitude were outliers. Regarding 

treatment with outliers, researchers have been careful about its elimination (Hair et 

al., 1998). Hence, as a precautionary measure, multivariate analysis of variance 

(MANOVA) was run with and without these outliers. Results of hypotheses for mean 

recall and advertisement attitude did not significantly differ between creative and 

normal advertisements and the outliers were thus retained.    

Besides univariate outliers in this study, the data was also checked for 

multivariate outliers. In case of MANOVA, the diagnostic test provided by SPSS 

(Version 17) for detection of multivariate outliers is Cooks’ distance which is 

commonly used in research as the appropriate diagnostic test for MANOVA 

(Mitchell, 2006). Hence, Cooks’ distances were computed for identifying influential 

cases. For an observation to be considered as an outlier, the Cooks’ distance should 

not be greater than 1 (Mitchell, 2006). In this study, all the dependent variables were 

checked for multivariate outliers and no outliers were detected in any case (maximum 

Cooks’ distance in all variables did not exceed 0.03). Once the data was screened, 

hypotheses were tested using Multivariate Analysis of Variance (MANOVA). The 

results of hypotheses testing are presented in the next chapter.  

 

4.7 Summary 

This chapter discussed the methodology for conducting this research by first 

stating the rationale for the selection of research design and appropriate research 

methodology adopted in this study. This was followed by operational definitions and 

measurement of key variables in the theoretical framework developed in chapter 3. In 

addition, sampling process and its different steps were discussed in the light of 
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objectives and related research questions of this study. The chapter then discussed in 

detail the steps taken for the collection of data including subjects of the study, stimuli 

development, questionnaire and data collection procedure. Finally, justification for the 

selection of appropriate data analysis technique (MANOVA) and basic procedure 

adopted for making the data ready for subsequent hypotheses testing in chapter five 

were discussed. The empirical results of the study are presented in the next chapter. 
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CHAPTER 5 

 

RESULTS 

 

5.1 Introduction 

Chapter four discussed the methodology for testing the theoretical framework 

proposed in chapter three and its related hypotheses. This chapter presents the results 

of the study. To begin with this aim, the chapter first discusses the description of the 

study sample followed by research questions and the associated hypotheses addressed 

in this study. The chapter then moves to the discussion about the prior assumptions 

for the statistical techniques used in this study. Finally, the chapter discusses the 

results of hypotheses formulated in this study. This includes descriptive statistics 

followed by MANOVA results for mean significant difference in each respective 

hypothesis.  

 

5.2 Sample of the Study 

This section describes the demographics of the sample for this research. The 

subjects who participated in this research were consisted of 172 students enrolled in 

management and computer science programs as shown in table 5.1.  

Among the total sample, there were 124 male and 48 female with ages ranging 

from 20 to 28 years having mean age of 23.83 years. Forty two students were from 

computer science and one hundred and thirty students were from management science 

department. 
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Table 5.1  

Demographic Characteristics of the Sample 

 Comp. Science Mgt. Science Total 

Number  %age  Number %age Number  %age 

Sample Size 

Gender 

Male 

Female 

Mean Age  

42 

 

37 

5 

 

(24.4 %) 

 

(88.1 %) 

(11.9 %) 

23 Years 

130  

 

87  

43  

 

(75.6 %)  

 

(66.9 %)  

(33.1 %)  

22.62 years  

172 

 

124 

48  

 

 

 

(72.1 %) 

(27.9%) 

22.83 years 

 

5.3 Research Questions and Associated Hypotheses 

As already stated in chapter one, this study addressed the following research 

questions: 

1. Does creative advertising in general and Pakistan in particular enhance 

advertising effectiveness to a greater extent than conventional and less 

creative advertisements? 

2. Does viewer’s response to advertisements, particularly to creative 

advertisements, vary with the number of advertising exposures (Single versus 

Three Exposures)? 

3. Are creative advertisements more effective in three advertising exposures than 

in single advertising exposure? If yes, how it affects the relationship between 

creative advertising and advertising effectiveness in three exposures? 

To answer these research questions, relevant literature was explored and a 

number of hypotheses were derived. To test these hypotheses empirically, data was 

collected which was analysed using appropriate statistical techniques as discussed in 
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chapter four of this study. Before testing the hypotheses, it is however considered 

more important to discuss the fulfillment of the assumptions for the statistical tests 

employed in this study (Westberg, 2004). The next section, therefore, discusses the 

assumptions of the statistical techniques used for testing the hypotheses in this 

research. 

 

5.4 Testing for the Assumptions of Multivariate Analysis of Variance  

In line with the type of research questions and the nature of hypotheses in this 

study, Multivariate Analysis of Variance (MANOVA) was used. To ensure that the 

results given by MANOVA are more valid and reliable, it is suggested that its prior 

assumptions must be fulfilled. (Hair, Anderson, Tatham & Black, 1998; Tabachnick 

& Fidell, 2001). To proceed, however, it is important to note that the relative recall 

potential of creative advertisements in a single and three exposures was separately 

investigated using two separate MANOVA’s for each advertising exposure 

respectively (See Chapter Four: Section 4.6.7.2: Data Analysis Procedure).  The type 

of advertisement (Creative Vs Normal) was the independent variable and the four 

different types of recall (aided and unaided: brand and advertisement recall) were the 

dependent variables (See MANOVA results for Recall in Appendix [E] and [F]). 

In the same manner, the relative potential of creative advertisements to 

generate favorable attitude and Purchase Intent in a single and three exposures was 

analysed using two separate MANOVAS’ for each advertising exposure respectively. 

The type of advertisement (Creative Vs Normal) was the independent variable and 

consumers’ brand attitude, advertisement attitude and purchase intent for the 

advertised brand were the dependent variables in both exposure groups (See 

MANOVA results in Appendix [H] and [I]). 
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In addition, to test the interactive effects of advertising exposure levels and 

find out whether advertisements in general and creative advertisements in particular 

elicit significantly greater brand and advertisement features recall (both aided and 

unaided recall) in three exposures than in a single exposure [For testing of H8 (b) - 

H14 (b)], respondents’ recall data in a single and three exposure groups was 

combined. Type of advertisement (Creative Vs Normal) and exposure level (Single 

Vs Three Exposures) were the independent variables and the four different types of 

recall (aided and unaided: brand and advertisement recall) were the dependent 

variables. As such, the exposure-wise difference in different types of recall was 

analysed using MANOVA as the appropriate statistical technique. The same 

procedure was replicated in order to know the effects of exposure levels on 

performance of creative advertisements in terms of attitude (Ad and Brand) and 

Purchase Intent (See exposure-wise MANOVA results in Appendix G). 

The separate analysis of recall as compared to hypotheses measuring 

consumers’ attitude and purchase intent was due to many reasons. First, the recall 

potential of advertisements is commonly measured in proportion (e.g., Petty, 

Cacioppo & Schumann, 1983) and information regarding attitude and purchase intent 

are commonly measured on an interval scale which certainly requires different 

treatments. In this study, proportionate recall was calculated for each participant 

which was further subjected to arcsine transformation (Petty et al., 1983). As such, 

hypotheses pertaining to attitude and purchase intent of the research participants were 

tested separately than hypotheses related to recall.  

Since recall and attitude were separately analysed using different MANOVA 

tests in a single and three exposures, the following section, therefore, briefly discusses 
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the fulfillment of assumptions for each separate MANOVA. The results of the tests of 

assumptions of each respective MANOVA are given in Appendices [E] to [J]. 

5.4.1 Independence of the Experimental Groups 

One of the primary assumptions of MANOVA is that responses of the research 

participants should be independent of each other (Hair et al., 1998). In other words, it 

means that the data should be collected from two different groups of respondents who 

are randomly assigned to two separate groups (Westberg, 2004). Since, the 

respondents in this study were randomly assigned to two separate experimental 

groups (See Chapter 4, Section 4.6.6 for Random allocation of subjects), this 

assumption was not violated in this study. Statistically, however, there are no tests to 

check the dependence in the data (Westberg, 2004).  

5.4.2 Homogeneity of Variances  

This assumption states that responses of the research subjects should have 

equal variance on the dependent variables (Westberg, 2004). In case of MANOVA, 

this assumption is tested through BOX M test. BOX M checks for equality of 

variances among all the dependent variables used simultaneously in one model 

(Francis, 2001). If the value of BOX M is greater than 0.001, it means that the 

assumption of homogeneity of variance is not violated. Besides BOX M, MANOVA 

also gives Univariate homogeneity of variance for each dependent variable, 

represented by Levens’ test of equality of error variance. Based on this, MANOVA is 

considered more robust and powerful than ANOVA and other tests measuring 

significant means’ differences among groups (Tabachnick & Fidell, 2001). This 

assumption for each respective MANOVA’s test as stated above in section (5.4), was 

also met and the results of the Homogeneity of Variance tests are stated in 

Appendices [E] to [J]. 
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5.4.3 Normality of Data   

This assumption states that the dependent variables individually as well as 

their combinations should be normally distributed. The violation of this assumption 

can make the results of the study invalid. However, as suggested by Hair et al. (1998), 

if the sample size is moderate and there are no outliers, then the violation of this 

assumption can be tolerated (Westberg, 2004). As a matter of fact, based on the 

sample size guidelines of Rosoco (1975), the sample size used in this study should be 

considered large as Rosoco considers 10 to 20 members as sufficient for successful 

experimental research. However, the data in this study was subjected to statistical 

tests of normality.  

Table 5.2 

Descriptive Statistics in Single and Three Exposure Groups 

Exposure Level Variable Mean Std. Dev Skewness Kurtosis

Recall: Single 

Exposure 

 

 

Attitude & 

Purchase Intent: 

Single Exposure 

 

Unaided Brand Recall 

Unaided Ad Recall 

Aided Brand Recall 

Aided Ad Recall 

Consumers’ Ad Attitude 

Consumers’ Brand 

Attitude 

Purchase Intent 

0.31 

0.24 

0.42 

0.31 

4.79 

4.74 

4.39 

0.133 

0.150 

0.138 

0.128 

1.06 

0.88 

1.49 

-0.283 

0.002 

0.184 

0.360 

-0.496 

-0.490 

-0.089 

-0.074 

-0.648 

-0.178 

-0.986 

-0.478 

-0.507 

-1.182 

Recall: Three 

Exposures 

Unaided Brand Recall 

Unaided Ad Recall 

0.43 

0.37 

0.132 

0.123 

0.058 

-0.156 

-0.119 

-0.954 
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Table 5.2 (Continued) 

Exposure Level Variable Mean Std. Dev Skewness Kurtosis

 

 

 

Attitude & 

Purchase Intent: 

Three Exposures 

Aided Brand Recall 

Aided Ad Recall 

Consumers’ Ad Attitude 

Consumers’ Brand 

Attitude 

Purchase Intent 

0.57 

0.52 

5.49 

5.28 

4.99 

0.121 

0.138 

1.12 

0.92 

1.48 

-0.021 

 0.184 

-0.776 

-0.708 

-0.634 

-0.725 

-0.953 

-0.091 

-0.241 

-0.552 

 

The statistical method used to judge the normality of data considers the values 

of Skewness and Kurtosis as the normality determining criteria. When the values of 

Skewness and Kurtosis are equal to zero, the distribution is considered exactly 

normal. However, Avkiran (1995) states that if the values of Skewness and Kurtosis 

reaches to 3 (+ / -), then the assumption of data normality is considered to be violated. 

To look at the normality of data in this study, Skewness and Kurtosis were used. As 

shown in table 5.2,  Skewness and Kurtosis values for all the dependent variables 

were generally close to zero and none of them even reached 1.5 (+ / -) which indicate 

that the assumption of normality was also met in this study.  

 

5.5 Results of Hypotheses Testing 

This section is reporting the results of different hypotheses proposed in this 

study. Since the effectiveness of creative advertising in this study was investigated in 

a single as well as three advertising exposures, the results of the study are accordingly 

stated in two separate sections accordingly. Section 5.5.1 reports on the relationship 

between creative advertising and advertising effectiveness tested in a single 
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advertising exposure group. Section 5.5.2 first reports the moderating effects of 

advertising exposure levels on the effectiveness of creative advertising (that is, Single 

VS. Three ad - exposures) and secondly, whether change (increase / decrease) in the 

effectiveness of advertising in three exposures as compared to single exposure has 

affected the relationship between creative advertising and advertising effectiveness. In 

addition, in experimental nature of studies, it is also considered important to check for 

the effects of the manipulating variables before the results of the research hypotheses 

are reported (e.g., Petty et al., 1983). Therefore, before reporting the results of 

hypotheses, result of the manipulation check is discussed below. 

Manipulation Check 

This study used unfamiliar (fictitious) brands in the experimental 

advertisements. Moreover, the television program selected in pretest for embedding of 

the experimental advertisements was such that produced somewhat neutral feelings 

among the research participants. To confirm that the effects of the television program 

and familiarity of the brands and advertisements are successfully manipulated, 

responses of the research subjects on these measures were again obtained. Consistent 

with the pretest results (Chapter four; Section 4.6.4.1), participants significantly 

perceived brands and the respective advertisements as very unfamiliar in both a single 

and three advertising exposures. Rating for brand and advertisements familiarity, 

being measured on a seven point scale, revealed that subjects perceived the 

advertisements and brands as unfamiliar with no significant difference in single 

exposure group (Mean Brand Familiarity = 1.98; Mean Ads Familiarity = 3.11) as 

compared to three exposures respectively (Mean Brand Familiarity = 2.10; Mean Ads 

Familiarity = 3.25,  p > 0.05). In addition, Means analysis of the ‘Television program 

induced feelings’ indicated that participants’ feelings remained almost at the mid 
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point of the scale (neutral point) (1 = Strongly Disagree, 3 = Neither Agree, Nor 

Disagree and 5 = Strongly Disagree) indicating neutral state of feelings (Mean single 

exposure = 3.48; Mean three exposures = 3.25, t (170) = 1.44, p >0.05). Overall, the 

results revealed successful manipulation of the variables (Appendices M and N).    

5.5.1  Relationship between Creative Advertising and Advertising 

Effectiveness- Single Advertising Exposure 

This Section reports the results of hypotheses pertaining to the relationship 

between creative advertising and advertising effectiveness in a single advertising 

exposure. Each hypothesis starts with the descriptive statistics which is followed by 

MANOVA results for any significant means’ differences between creative and normal 

advertisements on a given dependent variable (e.g., Unaided brand recall, brand 

attitude etc). In addition to the results of the main hypotheses stated in this research, 

the effects of age and gender on the respective measures of advertising effectiveness 

(Unaided and Aided advertisement and brand recall, attitude and purchase intent) 

have also been reported along with each hypothesis. 

Hypothesis One  

HI: Unaided brand recall levels will be significantly higher for creative 

advertisements than for normal advertisements (control advertisements). 

Hypothesis one proposed that creative advertisements being relatively more 

novel and attention grabbing will produce significantly greater unaided brand recall. 

To proceed with this aim, the research subjects were asked to list the maximum 

number of brands that they watched in the advertisements. The use of such a direct 

and open-ended question for unaided recall measurement is most common in the 

literature (e.g., Till & Baack, 2005; Petty et al., 1983). Since the primary purpose was 

to check the relative recall potential of creative advertisements, only listing of correct 
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brand name was considered. Based on the obtained responses, table 5.3 shows the 

correct brand name recall by each respondent for creative and normal advertisements 

respectively.  

Table 5.3 

Means Unaided Brand Recall by Type of Advertisement   

Type of Advertisement Mean SD N 

Creative Ads 0.31 0.130 89 

Normal Ads 0.32 0.136 89 

Total 0.32 0.133 89 

 

As indicated by the unaided brand recall results in the above table, brands 

appeared in both creative and normal advertisements were recalled equally (Creative: 

M = 0.31, S.D = 0.130, Normal: M = 0.32, S.D = 0.136). For significant differences, 

Multivariate Analysis of Variance (MANOVA) was performed. The type of 

advertisement (Creative Vs Normal) was the independent variable and the type of 

different ‘brand’ and ‘advertisement-related’ recall (aided and unaided) were the 

dependent variables. Analysis revealed that the data fulfilled the assumptions of 

homogeneity of variance (BOX M = 16.23; p > 0.05) for the overall MANOVA 

model, univariate Levens’ for each recall type (p > 0.05) as well the assumption of 

data normality (For detail, See Appendix E). Moreover, the insignificant value of 

Wilks’ Lambda [F (4, 173) = 0.97, P> 0.05)] indicated that overall, the independent 

variable (Type of Advertisement) did not significantly affect the dependent variables 

(Unaided and Aided Brand and Ad Recall). The follow up univariate analysis for 

significant difference of unaided brand name recall between creative and normal 
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advertisements as given by MANOVA test is shown in table 5.4 below  (See 

Appendix [E]: Test of Between the Subjects Effects).   

Table 5.4 

Results of Multivariate Analysis of Variance: Unaided Brand Recall by Type of 

Advertisement 

Source DV SS DF MS F Sig. 

Corrected Model Unaided Brand Recall 0.005 1 0.005 0.26 0.61 

Type of Ad Unaided Brand Recall 0.005 1 0.005 0.26 0.61 

 

The results from the above tables indicate that unaided brand name recall did 

not significantly differ between normal and creative advertisements [F (1, 176) = 

0.26, p > 0.05, Eta Square = 0.001]. Hence, the hypothesis that creative 

advertisements elicit significantly greater unaided brand recall than normal 

advertisement was not supported. In addition, Cohen (1988) provides guidelines 

regarding the effect of independent variable on a dependent variable. According to 

these guidelines, if the value of Eta Square is 0.01, the effect of independent variable 

is small, when Eta Square value is 0.06, the effect is considered moderate and Eta 

Square value equal to 0.14 indicates a large differential effect between the 

independent and dependent variable. In the light of Cohen’s (1988) guidelines, Eta 

square equal to 0.001 implies that advertisement type has similar effect on the number 

of brands recalled on unaided basis. Since, unaided brand recall in both creative and 

normal advertisements remained almost the same (Unaided Brand Recall-Creative = 

0.31, Unaided Brand Recall-Normal Ads = 0.32), the Eta square value also remained 

much low as 0.001. In other words, this suggests that the type of advertisement 
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(Creative and Normal Ads) did not exert a different effect (but same effects) on the 

number of brands recalled on unaided basis.  

In addition to the results of main hypothesis, the effects of two other 

independent variables, that is, age and gender were also assessed on each dependent 

variable of advertising effectiveness. In this case, analysis of gender effects on 

unaided brand recall revealed no significant difference between male and female 

[t(176) = - 1.48, p > 0.05 , Male = 0.30 Vs Female = 0.34). However, a significant 

difference was found for unaided brand recall between research participants with 

different age groups (F (2, 175) = 5.02, p < 0.05). The ‘Post Hoc Tukey’ test was 

used to investigate further which age group significantly differs with regard to aided 

brand recall. Multiple comparison analysis revealed that respondents in age group of 

26-28 years significantly recalled greater number of brands (Mean = 0.38) than 

respondents in age group 23-25 years (Mean = 0.28), however, aided brand recall did 

not significantly differ in respondents having age groups of 20-22 years (Mean = 

0.32) and 23-25 years (Mean = 0.28) as well as in respondents with age groups of 26-

28 years (Mean = 0.38) and 20-22 years (Mean = 0.32).    

Hypothesis Two  

H2: Unaided advertisement feature (execution) recall levels will be 

significantly higher for creative advertisements than for normal 

advertisements (control advertisements). 

Hypothesis two stated that creative advertisements will produce significantly 

greater amount of unaided advertisement features recall than normal advertisements. 

In other words, it was proposed that the viewers of creative advertisements will be 

more capable to describe the characteristics of creative advertisements as compared to 

normal advertisements. After watching the television commercials embedded in the 
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television program, the research subjects were to describe briefly the different features 

of the experimental advertisements (creative and normal ads). However, no product or 

advertisement-related cue was given as a prompt. Table 5.5 presents the mean unaided 

advertisement recall (Ads’ features’ recall) for both creative and normal 

advertisements. 

Table 5.5 

Means Unaided Advertisement Features Recall by Type of Advertisement 

Type of Advertisement Mean SD N 

Creative Ads 0.22 0.147 89 

Normal Ads 0.26 0.152 89 

Total 0.24 0.150 89 

 

As revealed from the above table, normal advertisements were described 

slightly more in number as compared to creative advertisements. MANOVA results 

for unaided advertisement recall however revealed no significant difference for 

unaided advertisement features recall between creative and normal advertisements F 

(1, 176) = 2.72, p > 0.05). The results of MANOVA are reported in table 5.6 below.  

Table 5.6 

Results of Multivariate Analysis of Variance: Unaided Advertisement Features 

Recall by Type of Advertisement 

Source DV SS DF MS F Sig. 

Corrected Model Unaided Ad Recall 0.061 1 0.061 2.72 0.101 

Type of Ad Unaided Ad Recall 0.061 1 0.061 2.72 0.101 

 

Based on the above evidence, the hypothesis that creative advertisements elicit 

significantly greater unaided advertisement features recall than normal advertisement 
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was not supported. Since unaided advertisement features’ recall did not significantly 

differ between creative and normal advertisements, the value of Eta square also 

remained low as 0.015.  In the light of Cohen’s (1988) argument, it suggests that the 

type of advertisement (creative vs. normal) in this study exerted small effect on 

unaided advertisement features recall. Moreover, neither gender [Male = 0.23 Vs 

Female = 0.27; t (176) = - 1.48, p > 0.05) nor age of the research participants were 

found to have a significant effect on the unaided advertisements’ features recall [F (2, 

175) = 1.56, p > 0.05].  

Hypothesis Three  

H3: Aided brand recall levels will not significantly differ between creative 

advertisements and normal advertisements (control advertisements). 

Hypothesis three proposed that brand recall elicited by creative advertisements 

will not significantly differ from normal advertisements if the research participants 

are provided with a brand-related cue (e.g., brand category prompt etc). The 

descriptive statistics as shown in table (5.7) indicates that brand names of the products 

advertised in creative advertisements were slightly less recalled (M = 0.41, S.D = 

0.139) than brands appeared in normal advertisements (M = 0.44, S.D = 0.135).  

Table 5.7 

Means Aided Brand Recall by Type of Advertisement 

Type of Advertisement      Mean          SD     N 

Creative Ads 0.41    0.139     89 

Normal Ads 0.44    0.135     89 

Total 0.42    0.138     89 

 

In order to test for statistical evidence that mean brand recall significantly 

differ between creative and normal advertisements, the results provided by 
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Multivariate Analysis of Variance (MANOVA ) were utilized. The results revealed no 

significant mean difference for aided brand name recall between creative and normal 

advertisements [F (1, 176) = 2.58, p > 0.05; Eta Square = 0.014). The results of 

MANOVA are shown in table 5.8 below. 

Table 5.8 

Results of Multivariate Analysis of Variance: Aided Brand Recall by Type of 

Advertisement 

Source DV SS DF MS F Sig. 

Corrected Model Aided Brand Recall 0.049 1 0.049 2.58 0.11 

Type of Ad Aided Brand Recall 0.049 1 0.049 2.58 0.11 

 

Based on the above evidence, Hypothesis three is supported. Moreover, since 

the type of advertisement (creative vs. normal) has no significant effect on the number 

of brands recalled (Aided brand recall), the Eta square value also remained low as 

0.014 which suggests a small effect of the advertisement type on aided brand recall. In 

addition to the result of the main hypothesis, neither gender [Male = 0.42 Vs Female 

= 0.43; t (176) = - 0.241, p > 0.05) nor age of the research subjects were found to 

have a significant effect on the amount of aided brand recall [F (2, 175) = 1.05, p > 

0.05].  

Hypothesis Four  

H4: Aided ad feature (execution) recall will not significantly differ between 

creative advertisements and normal advertisements (control advertisements). 

Hypothesis four suggested that aided recall of advertisement features will not 

significantly differ between creative and normal advertisements. In other words, it 

was hypothesized that the research participants will describe the features of both the 
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creative and normal advertisements in almost similar way if they are provided with 

advertisement-related cues (e.g., describe the features of advertisement for milk that 

you just watched). Table 5.9 presents the mean aided recall for both creative and 

normal advertisements.  

Table 5.9 

Means ‘Aided Advertisement Features’ Recall by ‘Type of Advertisement’ 

Type of Advertisement Mean SD N 

Creative Ads 0.29 0.121 89 

Normal Ads 0.32 0.134 89 

Total 0.31 0.128 89 

 

The descriptive results in table 5.9 show that less number of creative 

advertisements were described as compared to normal advertisements. MANOVA 

results for advertisements’ features recall on aided basis as shown in table 5.10 below 

found no significant difference between creative and normal advertisements [F (1, 

176) = 2.48, p > 0.05, Eta Square = 0.014).  

Table 5.10 

Results of Multivariate Analysis of Variance: Aided Advertisement Recall by Type 

of Advertisement 

Source DV SS DF MS F Sig. 

Corrected Model Aided Ad- Recall 0.041 1 0.041 2.48 0.117 

Type of Ad Aided Ad- Recall 0.041 1 0.041 2.48 0.117 

 

Since, no significant difference was found between creative and normal 

advertisements for aided advertisement recall, hypothesis four is supported. 
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Consequently, due to insignificant difference between creative and normal 

advertisements for aided advertisement recall, the value of Eta square also remained 

low (0.014) which suggests a small and insignificant effect of the type of 

advertisement on aided advertisement features recall. In addition to the results of main 

hypothesis, aided advertisement features’ recall significantly differ between male and 

female [t (176) = -2.34, p < 0.05] with females recalling the features of greater 

number of advertisements (Mean = 0.34) than male (Mean = 0.29). However, aided 

advertisement recall did not significantly differ among the research participants 

belonging to different age groups [F (2, 175) = 1.86, p >0.05]. 

Hypothesis Five  

H5: Creative advertising will lead to significantly more positive viewers’ 

advertisement attitude than Normal Advertisements (control advertisements). 

Hypothesis five proposed that creative advertisements will develop 

significantly more positive and favorable consumers’ advertisement attitude than 

normal advertisements. Consumers’ attitude towards the experimental advertisements 

was measured using a 6-item, 7-point Likert scale (Baker & Kennedy, 1994; Burke & 

Edell, 1986) with ‘1’ representing a less favorable attitude and ‘7’ representing more 

favorable advertisement attitude. The means’ scores for viewers attitude about the 

experimental advertisements is shown in table 5.11.  

As earlier discussed in section 5.4, separate multivariate analysis of variance 

was performed to test H5 – H7. These hypotheses aimed to investigate for significant 

effects of type of advertisement (Creative Vs Normal) on viewers’ advertisement 

attitude, brand attitude, and purchase intent for the advertised brands. MANOVA 

results revealed that the assumption of Homogeneity of Variance, (BOX M = 2.20; p 

> 0.05), equality of variance for each dependent variable respectively (See Appendix 
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H) as well as assumption for data normality Table 5.2 were fulfilled. In addition, the 

insignificant value of Wilks’ Lambda [F (3, 374) = 3.31, P< 0.05)] indicated that 

overall the independent variable has a significant affect on the dependent variables.  

For testing of Hypothesis five, descriptive statistics showing consumers’ 

attitude towards creative and normal advertisements are reported in table 5.11. 

Contrary to expectation, creative advertisements did not develop more positive 

advertisement attitude (M = 4.62, S.D = 1.02) than normal advertisements (M = 4.95, 

S.D = 1.07). Rather mean attitude towards normal advertisements was higher than for 

creative advertisements.  

Table 5.11 

Means of Attitude towards Advertisement by Type of Advertisement   

Type of Advertisement Mean SD N 

Creative Ads 4.62 1.02 191 

Normal Ads 4.96 1.07 187 

Total 4.78 1.06 378 

 

To confirm for a significant difference between Means’ advertisement attitude 

scores, MANOVA result was utilized. Result of MANOVA is shown in table 5.12. 

Table 5.12 

Results of Multivariate Analysis of Variance: Attitude towards Advertisement by 

Type of Advertisement 

Source DV SS DF MS F Sig. 

Corrected Model Ad-Attitude 10.77 1 10.77 9.81 0.002 

Type of Ad Ad-Attitude 10.77 1 10.77 9.81 0.002 
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The results shown in table 5.12 reveal that unexpectedly, the mean 

advertisement attitude for normal advertisements was significantly greater than 

creative advertisements [F (1, 376) = 9.81,  p < 0.05, Eta Square = 0.025)]. Hence, 

hypothesis five which states that creative advertisements will significantly develop 

greater positive advertisement attitude than normal advertisement was not supported. 

Instead, respondents’ attitude towards normal advertisements remained significantly 

greater than creative advertisements. Though the type of advertisements (Creative Vs 

Normal) has produced significantly different effects on consumers’ Ad-attitude, 

however, the small value of Eta square as 0.025 also suggests that normal 

advertisements compared to creative advertisements has a marginal favorable affects 

on consumers’ advertisement attitude. In addition to the result of the main hypothesis, 

no significant difference was found between male and female with regard to viewers’ 

attitude towards the experimental advertisements (Male = 4.80, Female = 4.75, t(376) 

= 0.41, p > 0.05). Similarly, attitude towards the experimental advertisements was 

also found to have no significant difference within different age groups of the 

research participants [F (2, 375) = 0.392, p >0.05]. 

Hypothesis Six  

H6: Positive attitude about creative advertising will lead to significantly more 

positive viewers’ attitude towards the brand than Normal Advertisements 

(control advertisements). 

Hypothesis six proposed that creative advertisements will build greater 

positive attitude towards the advertised brand than normal advertisements. 

Consumers’ brand attitude was measured using a 6-item, 7-point Likert scale 

(Pelsmacker, 1998; Lee & Mason, 1999) with 1 representing least favorable brand 
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attitude and 7 representing most favorable brand attitude The means’ scores for 

viewers brand attitude is shown in table 5.13 below.  

Table 5.13 

Means of ‘Brand Attitude’ By ‘Type of Advertisement’   

Type of Advertisement Mean SD N 

Creative Ads 4.68 0.89 191 

Normal Ads 4.80 0.86 187 

Total          4.74          0.88          378 

 

Creative advertisements unexpectedly elicited less favorable brand attitude 

than normal advertisements. The multivariate analysis of variance results revealed 

that mean brand attitude scores for creative and normal advertisements are however 

not significantly different [ F (1, 376) = 1.52, p > 0.05, Eta Square = 0.004). The 

results of MANOVA are shown in table 5.14.  

Table 5.14 

Results of Multivariate Analysis of Variance: Attitude towards the Brand by Type of 

Advertisement 

Source DV SS DF MS F Sig. 

Corrected Model Brand Attitude 1.18 1 1.18 1.52 0.21 

Type of Ad Brand Attitude 1.18 1 1.18 1.52 0.21 

 

Based on the above statistical evidence, hypothesis five emphasizing on the 

superior role of creative advertisements in building significantly greater positive 

brand attitude than normal advertisements was not supported. In addition, since the 

type of advertisement was found to have no significant effects on respondents’ 

attitude towards the brands, the value of Eta square also remained as 0.004.  In the 
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light of Cohen’s (1988) argument, it implies that the type of advertisement (creative 

vs. normal) in a single exposure exerted a small effect on the brand attitude of 

research participants. Similarly, as in the case of attitude towards the advertisements, 

neither gender (Male = 4.75, Female = 4.72, t(376) = 0.264, p > 0.05) nor the age of 

the respondents were found to have any significant different effects on the brand 

attitude [F (2, 375) = 0.135, p > 0.05]. 

Hypothesis Seven  

H7: Creative advertising will lead to significantly higher purchase intent 

for the advertised brands than for Normal advertisements.  

Hypothesis seven stated that creative advertisements will be able to produce 

significantly greater purchase intent for the advertised brands as compared to normal 

advertisements. Purchase intent was measured using 3-items, 7-point Likert scale 

(Pelsmacker, 1998) with 1 representing the lowest degree of purchase intent and 7 

representing the highest degree of purchase intent. Based on the obtained responses, 

table 5.15 below reports the mean purchase intent for brands appeared in creative and 

normal advertisements.  

Table 5.15 

Means of Purchase Intent by Type of Advertisement 

Type of Advertisement Mean SD N 

Creative Ads 4.30 1.53 191 

Normal Ads 4.49 1.45 187 

Total 4.39 1.49 378 

 

In line with the respondents’ attitude towards the experimental advertisements 

and the respective brands, week purchase intent was reported for the advertised 
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brands. Purchase intent for the brands appeared in creative advertisements remained 

slightly lower than the purchase intent for the brands appeared in normal 

advertisements. The MANOVA results, however, confirmed that the purchase intent 

did not significantly differ between creative and normal advertisements [F (1, 376) = 

1.41, p > 0.05, Eta Square = 0.004). The results of MANOVA are shown in table 

5.16. 

Table 5.16 

MANOVA Results: ‘Purchase Intent’ by ‘Type of Advertisement’ 

Source DV SS DF MS F Sig. 

Correct Model Purchase Intent 3.16 1 3.16 1.41 0.23 

Type of Ad Purchase Intent 3.16 1 3.16 1.41 0.23 

 

Since, no significant difference was found in purchase intent between creative 

and normal advertisements, hypothesis seven was not supported. In line with the 

insignificant purchase intent result, the value of Eta square as 0.004 also suggests that 

the type of advertisement (creative vs. normal) has a very little differential effect in 

eliciting purchase intent for the advertised brands. Besides the results of the main 

hypothesis, no significant differences were found for either gender (t (376) = 0.96, p > 

0.05) or for age groups of the research participants [F (2, 375) = 0.07, p > 0.05] with 

regard to purchase intent.   

5.5.2. Relationship between Creative Advertising and Advertising  

Effectiveness: Moderating Influence of Ad-Exposure Levels 

 

Section 5.5.1 reported the results of hypotheses pertaining to the relationship 

between creative advertising and advertising effectiveness tested in a single 

advertising exposure group. This section reports the results of hypotheses testing with 
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each hypothesis containing two parts. The first part of each hypothesis (part a) states 

the comparative effects of a single and three advertising exposures on the relationship 

between creative advertising and advertising effectiveness. Similarly, the second part 

of each hypothesis reports the results of hypothesis related with the relationship 

between creative advertising and advertising effectiveness in three advertising 

exposures. The following section reports the results of these hypotheses respectively.  

Results of Hypotheses 

Based on the discussion in previous chapters (Literature Review and 

Theoretical Framework) about the superior performance of creative advertising, 

particularly in three exposures as compared to a single exposure, it was proposed that 

creative advertisements will be more effective in three exposures than in a single 

exposure. The purpose was to use three advertising exposures as an optimum 

exposure level as suggested by advertising literature for better understanding of the 

advertising effects and hence to have a more reliable investigation of the relationship 

between creative advertising and effectiveness. Hence, the hypotheses in this section 

are aimed to investigate:  

(1) Whether the effectiveness of the experimental advertisements, particularly 

creative advertisements, significantly increase in there advertising exposures 

as compared to a single exposure and,  

(2) If the effectiveness of experimental advertisements significantly increases 

in three exposures than a single exposure, how this will influence the 

relationship between creative advertising and advertising effectiveness in three 

exposures. In line with this aim, the results of hypotheses are presented in the 

following. 
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Hypothesis Eight 

H8: Creative advertisements will significantly (a) elicit greater unaided 

brand recall in three exposures than in single exposure. (b) elicit greater 

unaided brand recall than normal advertisements in three exposures.   

The first part of hypothesis eight dealt with the incremental positive role of 

creative advertisements in three advertising exposures as compared to a single 

exposure. Multivariate Analysis of Variance (MANOVA) was performed to 

investigate whether experimental advertisements elicit greater amount of aided and 

unaided advertisement and brand recall in three advertising exposures as compared to 

a single exposure [H8(a) – H11(a)]. The data did not violate the assumptions of 

homogeneity of variance (BOX M = 41.70; p > 0.05) as well as the assumption of 

equal variance for each dependent variable (types of recall). In addition, the 

significant value of Wilks’ Lambda [F (4, 337) = 3.83, p < 0.05)] indicated that, 

overall, the type of advertisement has a significant effect on different types of recall 

(See Appendix G for Details).  

For testing of H8 (a), descriptive statistics showing unaided brand recall for 

both creative and normal advertisements in a single and three advertising exposures is 

reported in table 5.17. 

Table 5.17 

MANOVA Results of Unaided Brand Recall by Type of Advertisement in Single Vs 

Three Advertising Exposures 

Type of Advertisement Single Ad Exposure Three Ad Exposures Sig. 

Creative Ads 0.31 0.48  

Normal Ads 0.32 0.39 0.001 

Total 0.32 0.44  
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MANOVA result revealed a significant interactive effects between 

“Advertisement Type and Exposure Level” on the amount of unaided brand recall [F 

(1, 340) = 11.39, p < 0.05). As indicated by the above table, experimental 

advertisements, particularly creative advertisements significantly elicited greater 

brand recall in three advertising exposures (Mean = 0.48) than a single exposure 

(Mean = 0.31). The same pattern of increasing unaided brand recall in three versus a 

single exposure was also found for normal advertisements. Hence, hypothesis 8 (a) 

stating that creative advertisements will elicit significantly greater unaided brand 

recall in three ad-exposures as compared to a single exposure was supported and has 

been graphically shown in figure 5.1. 

To find out whether increase of unaided brand recall in the experimental 

advertisements particularly in creative advertisements in three exposures has exerted 

any significant influence on the relative effectiveness of creative advertising, H8 (b) 

was tested. Hypothesis 8 (b) stated that creative advertisements being more attention 

grabbing than normal advertisements will particularly elicit significantly greater 

unaided brand recall than normal advertisements in three exposures. Unaided brand 

recall for creative and normal advertisements in three exposures as shown in table 

5.17 above was investigated for significant means’ differences. The results produced 

by MANOVA are presented in table 5.18.  

As was hypothesized, unaided brand recall was significantly greater for 

creative advertisements as compared to normal advertisements [Mean-Creative: 0.48, 

Mean-Normal: 0.39, p < 0.05)]. Hence, hypothesis 8 (b) was supported. In addition, 

the value of Eta square as 0.102 implies that the type of advertisement in three 

exposures has exerted greater effect on the number of brands recalled on unaided 

basis. Besides the results of the main hypothesis, neither gender [t (164) = -0.33, p > 
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0.05) nor age of the respondents [F (2, 163) = 0.165, p > 0.05) were found to have 

any significant different effects on their unaided brand name recall.  

Table 5.18 

Results of Multivariate Analysis of Variance: Unaided Brand Recall by Type of 

Advertisement (Three Advertising Exposures) 

Source DV SS DF MS F Sig. 

Corrected Model Unaided Brand Recall 0.295 1 0.295 18.71 0.000 

Type of Ad Unaided Brand Recall 0.295 1 0.295 18.71 0.000 

 

Hypothesis Nine:  

H9: Creative advertisements will significantly (a) elicit greater unaided       

 advertisement recall in three exposures than in a single exposure (b) elicit 

greater unaided advertisement recall than normal  advertisements in three 

exposures   

Hypothesis 9 (a) proposed that unaided advertisement features recall of 

experimental advertisements, particularly creative advertisements, will significantly 

increase in three advertising exposures as compared to single exposure.  

Table 5.19 

Means Un-Aided Advertisement Recall by Type of Advertisement in Single Vs 

Three Advertising Exposure 

Type of Advertisement Single Ad Exposure Three Ad Exposures Sig. 

Creative Ads 0.22 0.39  

Normal Ads 0.26 0.35 0.02 

Total 0.24 0.37  
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  Table 5.19 reports the mean unaided advertisement recall for creative and 

normal advertisements in both single and three advertising exposures. The table 

shows that features of experimental advertisements in general and creative 

advertisements in particular, were better recalled in three advertising exposures than a 

single exposure [F (1, 340) = 5.48, p < 0.05)]. Based on this statistical evidence, 

hypothesis 9 (a) was therefore supported.  

To find out whether exposure-wise increase in the unaided advertisement 

recall in experimental advertisements, particularly creative advertisements, has 

affected significantly the relationship between creative advertising and advertising 

effectiveness, H9 (b) was tested. H9 (b) was concerned with the understanding of the 

main theme of the experimental advertisements and required the participants to 

describe the advertisement features in three exposures. Since creative advertisements 

as found by literature are more novel and hence relatively more attention grabbing 

than normal advertisements, it was proposed that creative advertisements will produce 

significantly greater unaided advertisement recall than normal advertisements 

particularly in three exposures. To proceed with this aim, unaided advertisement 

recall for creative and normal advertisements in three exposures as shown in table 

5.19 was investigated for significant means’ differences. The results of MANOVA are 

presented in table 5.20. 

Table 5.20 

Results of Multivariate Analysis of Variance: Unaided Advertisement Recall by 

Type of Advertisement (Three Advertising Exposures) 

Source DV SS DF MS F Sig. 

Corrected Model Unaided Ad Recall 0.044 1 0.044 2.88 0.092 

Type of Ad Unaided Ad Recall 0.044 1 0.044 2.88 0.092 
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Contrary to expectation, no significant difference was found between creative 

and normal advertisement with regard to unaided advertisement recall [F (1,164) = 

2.88, p > 0.05)]. Hence, hypothesis 9(b) was not supported. Since no significant 

difference was found between creative and normal advertisements for unaided 

advertisement recall, the value of Eta square which shows the variation in dependent 

variable due to independent variable, also remained low as 0.017. This value of Eta 

square suggests that the type of advertisement has exerted a small and insignificant 

differential effect in eliciting unaided advertisement recall. In addition to the results of 

main hypothesis, it was found that the amount unaided advertisement recall 

significantly differ by gender [t (164) = 2.10, p < 0.05)] with Male participants 

recalling the features of greater number of advertisements (Mean= 0.38) than Female 

participants (Mean = 0.33). However, no significant difference was found for unaided 

advertisement recall between research participants belonging to different age groups 

[F (2, 163) = 0.24, p > 0.05].   

Hypothesis Ten:  

H10: Aided brand recall for creative advertisements (a) will be significantly 

higher in three exposures than in single exposure (b) will not significantly 

differ between creative and normal advertisements in three exposures.  

Hypothesis 10 (a) stated that the number of brands recalled on aided basis in 

both creative and normal advertisements will significantly increase in three 

advertising exposures as compared to a single exposure. As revealed in table 5.21 

below, participants recalled significantly greater number of brands that they watched 

in both creative and normal advertisements [F (1, 340) = 4.78,  p < 0.05)]. Hypothesis 

10(a) was therefore supported.   

To investigate that aided brand recall will not significantly differ between  
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Table 5.21 

Means Aided Brand Recall by Type of Advertisement in Single Vs Three 

Advertising Exposure 

Type of Advertisement Single Ad Exposure Three Ad Exposures Sig. 

Creative Ads 0.41 0.59  

Normal Ads 0.44 0.56 0.029 

Total 0.42 0.57  

 

creative and normal advertisements in three exposures too, H10 (b) was tested. H10 

(b) was based on the proposition that since aided recall is an assisted recall and 

relatively considered an easy memory task, it was proposed that little (insignificant) 

difference will be found between creative and normal advertisements for aided brand 

recall. Aided brand recall for creative and normal advertisements in three exposures 

as shown in table 5.21 above were analysed for significant mean differences. The 

results are presented in table 5.22.  

Table 5.22 

Results of Multivariate Analysis of Variance: Aided Brand Recall by Type of 

Advertisement (Three Advertising Exposures) 

Source DV SS DF MS F Sig. 

Corrected Model Aided Brand Recall 0.033 1 0.033 2.25 0.13 

Type of Ad Aided Brand Recall 0.033 1 0.033 2.25 0.13 

 

The results as shown in table 5.22 indicate that mean aided brand recall did 

not significantly differ between creative and normal advertisements [F (1,164) = 2.25, 

p > 0.05)]. Hence, hypothesis 10 (b) was therefore supported. Since aided brand recall 

did not significantly differ between creative and normal advertisements in three 
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exposures (Creative = 0.59, Normal = 0.56), the value of Eta square consequently 

remained low as 0.014 which indicates that type of advertisement has exerted almost 

similar influence on aided brand recall in three exposures. The small differential 

effect of the type of advertisement on aided brand recall in three exposures further 

strengthens this proposition that aided recall represents an easier memory access as 

compared to unaided recall and it implies that aided recall does not significantly differ 

by type of advertisements. In addition to the result of main hypothesis, both male and 

female participants recalled almost the same number of brands from the experimental 

advertisements and hence no significant difference was found for aided brand recall 

between male and female participants [t (164) = -0.23, p >0.05]. Aided brand recall 

with regard to age of the research participants, however, just reached the minimum 

threshold level of significant means’ difference [F (2, 163) = 2.75, p = 0.06]. To 

explore further which age group significantly differs on aided brand recall, Post Hoc 

Tukey test was performed. The analysis of Multiple Comparison again revealed that 

research participants in the age groups of 20-22 years recalled greater number of 

brands (Mean = 0.59) than participants in the age groups of 23-25 years (Mean = 

0.54) and 26-28 years (Mean = 0.56). However, even the post Hoc Tukey test did not 

clearly reveal the significant difference in aided brand recall among respondents of 

different age groups as the level of significance still remained indecisive (that is, p = 

0.056). As such, analysis for significant age differences was rerun using less 

conservative Post Hoc Tukey test i.e., Tukey LSD (Westberg, 2004). Multiple 

comparison provided by “Post Hoc Tukey LSD” did support that aided advertisement 

recall significantly differ among the age groups and respondents belonging to age 

groups of 20-22 years (Mean = 0.59) recalled significantly greater number of brands 

(p =0.02) than participants in the age group of 23- 25 years (Mean = 0.54). However, 
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aided brand recall did not significantly differ between research participants in the age 

groups of 20-22 years (Mean = 0.59) and 26-28 years (Mean = 0.56, p >0.05). 

Hypothesis Eleven:  

H11:  Aided advertisement feature recall for creative advertisements (a) will  

be significantly higher in three exposures than in single exposure.(b) will not 

differ between creative and normal advertisements in three exposures  

According to Hypothesis 11(a), it was proposed that due to exposure effects, 

research participants will be more capable to describe features of greater number of 

advertisements on aided basis if the research participants are exposed three times to 

the experimental advertisements as compared to a single exposure. The obtained 

responses for aided advertisement recall in a single and three exposures were analysed 

using MANOVA. The results are shown in table 5.23. 

Table 5.23 

Means Aided Advertisement Recall by Type of Advertisement in Single Vs Three 

Advertising Exposure 

Type of Advertisement Single Ad Exposure Three Ad Exposures Sig. 

Creative Ads 0.29 0.54  

Normal Ads 0.32 0.50 0.02 

Total 0.31 0.52  

 

The results shown in table 5.23 states that mean aided advertisement recall for 

both creative and normal advertisements has significantly increased in three exposures 

than a single advertising exposure [F (1, 340) =  5.26, p <0.05]. Therefore, hypothesis 

11(a) stating that the experimental advertisements, particularly creative 

advertisements, will produce significantly greater advertisement recall in three 
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exposures as compared to a single exposure was supported and has been graphically 

shown in figure 5.1.  

Moreover, to examine the proposition that as in a single advertising exposure, 

aided advertisement recall between creative and normal advertisements will also 

remain insignificant in three exposures, H11 (b) was tested. Aided advertisement 

recall for creative and normal advertisements in three exposures as shown in table 

5.23 above were analysed for significant mean differences. The results of MANOVA 

are presented in table 5.24. 

Table 5.24 

Results of Multivariate Analysis of Variance: Aided Advertisement Recall by Type 

of Advertisement (Three Advertising Exposures) 

Source DV SS DF MS F Sig. 

Corrected Model Aided Ad-Recall 0.052 1 0.052 2.76 0.098

Type of Ad Aided Ad-Recall 0.052 1 0.052 2.76 0.098

 

MANOVA result as shown in table 5.24 reveals that respondents in three 

exposures have recalled the features of both creative and normal advertisements in 

almost similar way as well [Creative Ads: 0.54, Normal Ads: 0.50; F (1, 164) = 2.76, 

p >0.05]. As such, no significant difference was found between creative and normal 

advertisements and hypothesis 11 (b) stating similar potential of creative and normal 

advertisements for eliciting aided based advertisement recall was therefore supported. 

In addition, since the type of advertisement was found to have no significant different 

effects on respondents’ aided advertisement recall, the value of Eta square also 

remained as 0.017 which indicates a small differential effect of the type of 

advertisement on aided advertisement recall.  
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Moreover, the effect of gender on respondents’ advertisement recall found that 

aided advertisement recall did not significantly differ by gender [Male = 0.52, Female 

= 0.50, p > 0.05] It was also found that aided advertisement recall did not significantly 

differ between participants of different age groups [F (2, 163) = 0.17, p >0.05]. 

Hypothesis Twelve  

H12: Creative advertisements will (a) significantly develop more favorable  

advertisement attitude in three exposures than in single exposure. 

(b)significantly develop more favorable advertisement attitude than normal 

advertisements in three exposures.   

As earlier discussed in section 5.4, separate MANOVA was performed to test 

H12 (a) – H14 (a). These hypotheses aimed to investigate for significant Means’ 

differences in viewers’ advertisement attitude, brand attitude, and purchase intent for 

the advertised brands by “type of advertisement” in “Single Versus Three Exposures”. 

All the prior assumptions considered necessary for reliable results of MANOVA were 

fulfilled (See Appendix J for Details).  

 

 

Figure 5.1 Interactive Effects of Advertising Exposure level on Recall
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Hypothesis 12 (a) proposed that viewers of experimental advertisements, 

particularly creative advertisements, will develop significantly greater positive 

advertisement attitude in three exposures as compared to a single exposure. Viewers’ 

attitude towards the experimental advertisements in three exposures was measured 

with the same measure as used in a single exposure (Baker & Kennedy, 1994 and 

Burke & Edell, 1986). The results of MANOVA for “advertisement attitude” (as 

dependent variable) by “type of advertisements” and “level of advertising exposures” 

(as independent variables) are reported in table 5.25. As revealed by the results, 

increase in the advertising exposure level has positively affected the attitude of 

viewers towards the experimental advertisements. As hypothesized, overall, viewers 

developed significantly more positive attitude towards experimental advertisements, 

particularly creative advertisements in three advertising exposures as compared  

Table 5.25 

Results of Multivariate Analysis of Variance: Advertisement Attitude by ‘Type of 

Advertisement and Advertising Exposure Level’ 

Type of Advertisement Ad attitude           

(1-Exposure) 

Ad attitude          

(3-Exposures) 

Sig. 

Creative Ads 4.62 5.68  

Normal Ads 4.95 5.28 0.000 

Total 4.78 5.49  

 

to a single exposure [F (1, 787) = 23.50, p < 0.05,]. Hence, hypothesis 12 (a) stating 

that the experimental advertisements particularly creative advertisements will produce 

significantly more favorable advertisement attitude in three exposures as compared to 

a single exposure was supported and has been graphically shown in figure 5.2.  
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To find out whether the greater favorable attitude of the research participants 

towards the experimental advertisements in three exposures have affected the 

relationship between creative advertising and advertising effectiveness, H12 (b) was 

tested. H12 (b) was based on the proposition that creative advertisements being more 

novel and meaningful compared to normal advertisements, will be relatively better 

understood in three exposures than a single exposure. As such, the likelihood that 

creative advertisements will produce greater favorable attitude than normal 

advertisements will be high in three exposures than a single exposure. MANOVA was 

performed to investigate the effects of “type of advertisements” on “consumers’ 

attitude towards the advertisement, their brand attitude and purchase intent”. All the 

prior assumptions considered necessary for reliable results of MANOVA were 

fulfilled (Box M = 6.15, p > 0.05; Wilks = F (3, 409) = 4.67, p < 0.05; For Details, 

See Appendix I). The results of MANOVA for H12 (b) are reported in table 5.26. 

Table 5.26 

Results of Multivariate Analysis of Variance: Relationship between Advertisement 

Type and Advertisement Attitude (Three Exposures) 

Source DV SS DF MS F Sig. 

Corrected Model Advertisement Attitude 17.08 1 17.08 13.95 0.000 

Type of Ad Advertisement Attitude 17.08 1 17.08 13.95 0.000 

 

Analysis in table 5.25 reported that creative advertisements in three exposures 

developed greater favorable attitude (Mean = 5.68) than normal advertisements (Mean 

= 5.28). Table 5.26 shows that viewers’ attitude for creative advertisements as 

compared to normal advertisements in three exposures is also significantly greater [F 

(1, 411) = 13.95, p < 0.05]. In other words, creative advertisements developed 
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significantly greater positive attitude than normal advertisements in three advertising 

exposures. As such, hypothesis 12 (b) was supported. Since the type of advertisement 

exerted a significant effect on respondents’ attitude towards the advertisements; the 

value of Eta square also remained quite satisfactory. Based on the guidelines of Cohen 

(1988) regarding the effect of independent variable on dependent variable, the Eta 

square value as 0.033 and the respective F-value as 13.95 indicate that advertisement 

type has brought a significant and reasonable change in respondents’ attitude towards 

the advertisements. Besides the results of main hypothesis, it was found that neither 

gender (Male = 5.43, Female = 5.66; t (411) = -1.70, p > 0.05) nor age of the 

respondents [F (2, 410) = 0.79, p > 0.05) were found to have any statistically different 

effects on their attitude towards the respective experimental advertisements.  

Hypothesis Thirteen:  

H13: Positive attitude about Creative advertisements will (a) significantly 

develop more favorable brand attitude in three exposures than in a single 

exposure (b) significantly develop more favorable brand attitude than 

normal advertisements in three exposures. 

Hypothesis 13 (a) proposed that since the research participants would have got 

more time to attend to the experimental advertisements in three exposures and hence 

obtained greater insight of the brands being advertised, their brand attitude will be 

significantly greater in three exposures as compared to a single exposure. Viewers’ 

brand attitude in three advertising exposures was measured with the same measure as 

used in a single exposure (Pelsmacker, 1998; Lee & Mason, 1999). The results of 

MANOVA for viewers’ brand attitude (As Dependent Variable) by “type of 

advertisements” in “Single Versus Three Exposures” (As Independent Variables) are 

reported in table 5.27.  
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Table 5.27 

Results of Multivariate Analysis of Variance: Brand Attitude by ‘Type of 

Advertisement and Advertising Exposure Levels’ 

Type of 

Advertisement 

Brand Attitude 

(1-Exposure) 

Brand Attitude 

(3-Exposures) 

Sig. 

Creative Ads 4.68 5.38  

Normal Ads 4.80 5.18 0.01 

Total 4.74 5.28  

 

As hypothesized, viewers developed significantly more positive attitude 

towards the brands watched in creative advertisements in three exposures as 

compared to those who watched the same brands in creative advertisements in a 

single exposure [F (1, 787) = 5.78, p < 0.05]. The same pattern was also observed for 

brands watched in normal advertisements in three versus single advertising exposure. 

Hence, hypothesis 13(a) was supported.  

To investigate whether significantly greater favorable brand attitude of the 

research participants in three exposures as compared to a single exposure has affected 

the effectiveness of creative advertising in three exposures, H13 (b) was tested. Based 

on the empirical findings of previous creativity studies indicating a link between 

creative advertising and advertising effectiveness measures (Kover et al., 1995; Stone 

et al., 2000), as well as the recognized theory of advertising exposures, H13 (b) 

proposed that creative advertisements will build significantly greater positive brand 

attitude than normal advertisements in three exposures. The results of MANOVA for 

respondents’ attitude towards the brands appeared in creative and normal 

advertisements in three advertising exposures are reported in table 5.28. 
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Table 5.28 

Results of Multivariate Analysis of Variance: Relationship between ‘Advertisement 

Type’ and ‘Brand Attitude’ (Three Exposures) 

Source DV SS DF MS F Sig. 

Corrected Model Brand Attitude 4.0 1 4.0 4.72 0.03 

Type of Ad Brand Attitude 4.0 1 4.0 4.72 0.03 

 

Analysis in table 5.27 reported that brands appeared in creative advertisements 

in three exposures were more favored (Mean = 5.38) than brands watched by viewers 

in normal advertisements (Mean = 5.18). Results of MANOVA as shown in table 5.28 

also verified that viewers’ attitude towards the brands appeared in creative 

advertisements (in three ad-exposures) is significantly more positive than viewers 

brand attitude in normal advertisements [F (1, 411) = 4.72, p < 0.05]. Hence, 

Hypothesis 13 (b) was supported. In addition to the results of main hypothesis, neither 

gender (Male = 5.25, Female = 5.37, t (411) = -1.04, p > 0.05) nor age of the 

respondents [F (2, 410) = 0.09, p > 0.05) were found to have any significantly 

different effect on respondents’ attitude towards the advertised brands.  

Hypothesis Fourteen:  

H14: Creative advertisements will (a) significantly lead to greater 

purchase intent in three exposures than a single exposure. (b) significantly 

lead to greater purchase intent than normal advertisements in three 

exposures. 

Hypothesis fourteen was concerned with purchase intent for the brands 

appeared in experimental advertisements. H14 (a) proposed that since respondents 

would have developed greater positive brand attitude in three exposures than a single 
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exposure, their intent to purchase the advertised brands will also be higher in three 

exposures than single exposure. Purchase intent of the research participants was 

measured with the same measure as used in single exposure (Pelsmacker, 1998). The 

results of MANOVA for respondents’ Purchase Intent by “type of advertisement” and 

“level of advertising exposures” are reported in table 5.29.  

Table 5.29 

Results of Multivariate Analysis of Variance: Purchase Intent by ‘Type of 

Advertisement and Advertising Exposure Level’ 

Type of 

Advertisement 

Purchase Intent 

(1-Exposure) 

Purchase Intent 

(3-Exposures) 

Sig. 

Creative Ads 4.30 5.11  

Normal Ads 4.49 4.86 0.03 

Total 4.39 4.99  

 

The above analysis indicates that mean purchase intent of the research 

participants for brands advertised in both creative and normal advertisements has 

increased in three exposures (Creative Ads: 5.11, Normal Ads: 4.86) than a single 

exposure (Creative Ads: 4.30, Normal Ads: 4.49). Moreover, increase in means’ 

purchase intent for brands appeared in creative as well as normal advertisements in 

three exposures as compared to a single exposure is also significant [F (1, 787) = 4.34, 

p < 0.05]. Based on this evidence, H14 (a) was supported. The graphical results are 

shown in figure 5.2. 

To investigate that increase in mean purchase intent for the advertised brands 

in three advertising exposures than a single exposure has affected the relationship 

between creative advertising and advertising effectiveness, H14 (b) was tested. H14 
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(b) proposed that research participants will develop greater purchase intent for brands 

appeared in creative advertisements than brands in normal advertisements in three 

advertising exposures. The results of MANOVA for respondents’ brand-related 

purchase intent in three advertising exposures is reported in table 5.30. 

Table 5.30 

Results of Multivariate Analysis of Variance: Relationship between ‘Advertisement 

Type’ and ‘Purchase Intent’ (Three Exposures) 

Source DV SS DF MS F Sig. 

Corrected Model Purchase Intent 6.91 1 6.91 3.13 0.07 

Type of Ad Purchase Intent 6.91 1 6.91 3.13 0.07 

 

Unexpectedly, as shown in table 5.29, greater mean purchase intent for brands 

appeared in creative advertisements (Mean = 5.11) as compared to purchase intent for 

brands watched by viewers in normal advertisements (Mean = 4.86) in three 

advertising exposures has just slipped from attaining a level of significant difference 

(p = 0.07) at a 95 % confidence level [F (1, 411) = 3.13, p > 0.05]. However, at a 90 

% confidence level (p = 0.07 < 0.1 i.e., 90 % confidence level), the results of this 

study as found in three advertising exposures support the hypothesis that creative 

advertisements significantly produce greater purchase intent for the advertised brands 

than normal advertisements.  Hence, H14 (b) was just partially supported at 90 % 

confidence level. Moreover, since the type of advertisement (creative vs. normal) was 

found to have a partially (marginal) significant effect on respondents’ purchase intent 

in three exposures (i.e., p = 0.07 > 0.05 but < 0.1 i.e., 90 % confidence level), the 

value of Eta square also remained very small (0.008). This implies that the difference 

in purchase intent for brands advertised in creative and normal advertisements in three 
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Figure 5.2 Interactive Effects of Ad-Exposure Level on Attitude and 

Purchase Intent 

advertising exposures (Mean-Creative: 5.11, Mean-Normal: 4.86) is also small (that 

is, 0.25 only). In other words, the type of advertisement has brought a small change in 

purchase intent for brands advertised in creative and normal advertisements.  

In addition to the results of main hypothesis, it was found that purchase intent 

for the advertised brands did not significantly differ either between the gender (Male 

= 5.00, Female = 4.96, t (411) = 0.21, p > 0.05) or age of the research participants [F 

(2, 410) = 0.303, p > 0.05]. 

 

5.5.3 Summary of Hypotheses Testing 

Section 5.5.1 reported the results of hypotheses pertaining to the relationship 

between creative advertising and advertising effectiveness in a single exposure. 



                                                Creative Advertising and its Effectiveness 

 

198

Creative advertisements were hypothesized to elicit greater unaided recall (Ad and 

Brand) and develop greater positive attitude (Ad and Brand) and purchase intent for 

the advertised brands as compared to normal advertisements. It was also hypothesized 

that aided recall (Ad and Brand) will not significantly differ between creative and 

normal advertisements. Responses obtained from research participants in a single 

advertising exposure were subjected to MANOVA so that the respective hypotheses 

could be tested for significant means’ differences. The analysis revealed that creative 

advertisements have not produced significantly greater unaided brand and 

advertisement recall than normal advertisements. Hence, H1 and H2 were not 

supported. As was hypothesized, aided brand and advertisements recall, however, did 

not significantly differ between creative and normal advertisements and as such, H3 

and H4 were supported. In addition, contrary to expectation, creative advertisements 

in a single exposure did not develop significantly greater favorable advertisement 

attitude than normal advertisements. Rather normal advertisements were found to 

have developed significantly more favorable advertisement attitude than creative 

advertisements. Similarly, in a single exposure, no significant difference was found 

between creative and normal advertisements for brand attitude and purchase intent. 

Hence, H5, H6, and H7 were not supported. 

Section 5.5.2 reported the results of hypotheses [H8 (a, b) – H14 (a, b)] 

pertaining to the moderating influence of advertising exposure levels (single vs. three) 

on the relationship between creative advertising and advertising effectiveness. Based 

on the greater positive effects of three advertising exposures on participants’ 

evaluation of advertisements as supported by literature, it was hypothesized that 

experimental advertisements (creative and normal ads) will be evaluated as more 

effective in three exposures as compared to a single exposure. Moreover, based on the 
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relatively greater potential of creative advertising to elicit greater recall, develop more 

favorable attitude and greater purchase intent, the favorable effects of “three 

exposures” will be significantly more pronounced for creative advertisements than 

normal advertisements.  

Responses obtained from research participants in three advertising exposures 

were analysed using Multivariate Analysis of Variance (MANOVA). As 

hypothesized, all the measures of advertising effectiveness (Recall, Attitude and 

Purchase Intent) for both normal and creative advertisements significantly improved 

in three exposures as compared to a single exposure. As such, hypothesis pertaining to 

the interactive effects between advertisement type and exposure level on recall, 

attitude and purchase intent [H8 (a) to H14 (a)] were supported.  

Regarding the relationship between creative advertising and advertising 

effectiveness in three exposures, results of hypotheses revealed that creative 

advertisements elicited significantly greater unaided brand recall than normal 

advertisements and H8 (b) was therefore supported. However, even in three 

exposures, no significant difference was found between creative and normal 

advertisements for unaided advertisement recall. As such, H9 (b) was not supported. 

Similar to a single exposure, both creative and normal advertisements in three 

advertising exposures produced almost similar aided brand and advertisement recall 

and as such, H10 (b) and H11 (b) were supported. Moreover, contrary to a single 

advertising exposure, creative advertisements in three exposures developed 

significantly more favorable brand and advertisement attitude than normal 

advertisements and H12 (b) and H13 (b) were therefore supported. However, H14 (b) 

proposing that creative advertisements will produce significantly greater purchase 

intent than normal advertisements in three exposures was partially supported. 
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The summarized outcome of the hypotheses testing in a single as well as three 

advertising exposures has been shown in table 5.31. 

Table 5.31 

Summary of Hypotheses Testing 

Hypotheses Hypotheses Result 

[Creative Advertising and Advertising Effectiveness- Single Advertising Exposure] 

H1   Unaided brand recall levels will be significantly higher 

for creative advertisements than for normal 

advertisements (control advertisements). 

H2   Unaided ad feature (execution) recall levels will be 

significantly higher for creative advertisements than for 

normal advertisements (control advertisements). 

H3   Aided brand recall levels will not significantly differ 

between creative advertisements and normal 

advertisements (control advertisements). 

H4   Aided ad feature (execution) recall levels will not 

significantly differ between creative advertisements and 

normal advertisements (control advertisements). 

H5   Creative advertising will lead to significantly more 

positive viewers’ attitude than Normal Advertisements 

(control advertisements). 

H6   Positive attitude about creative advertising will lead to 

significantly more positive viewers’ attitude towards the 

brand than Normal Advertisements (control 

advertisements). 

Hypothesis Not  

Supported 

 

Hypothesis Not  

Supported 

 

Hypothesis Supported 

 

 

Hypothesis Supported 

 

 

Hypothesis Not 

Supported 

 

Hypothesis Not 

Supported 
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Hypotheses Hypotheses Result 

 

H7   Creative advertising will lead to significantly higher 

levels of purchase intent for the advertised brands than 

for Normal advertisements (control advertisements).  

 

Hypothesis Not 

Supported 

 

[Creative Advertising and Advertising Effectiveness- Moderating Influence of 

Advertising Exposure Level] 

H8   Creative advertisements will significantly (a) elicit 

greater unaided brand recall in three exposures than in 

single exposure. (b) elicit greater unaided brand recall 

than normal advertisements in three exposures. 

H9   Creative advertisements will significantly (a) elicit 

greater unaided advertisement feature recall in three 

exposures than in a single exposure. (b) elicit greater 

unaided advertisement feature recall than normal 

advertisements in three exposures.   

 

H10  Aided brand recall for creative advertisements (a) will 

be significantly higher in three exposures than in single 

exposure (b) will not significantly differ between 

creative and normal advertisements in three exposures. 

H11  Aided advertisement recall for creative advertisements 

will be significantly higher in three exposures than in 

single  exposure. (b) will not differ between creative 

and normal advertisements in three exposures.  

(a) Hypothesis  Supported 

 

(b) Hypothesis  Supported 

 

(a) Hypothesis  Supported 

 

(b) Hypothesis Not   

      Supported 

 

 (a) Hypothesis Supported 

 

(b) Hypothesis  Supported 

 

(a) Hypothesis  Supported 

 

(b) Hypothesis  Supported 
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Hypotheses Hypotheses Result 

H12 Creative advertisements will (a) significantly develop 

more  favorable advertisement attitude in three 

exposures than in  single exposure (b) significantly 

develop more favorable advertisement attitude than 

normal advertisements in three exposures. 

H13  Positive attitude about Creative advertisements will (a) 

significantly develop more favorable brand attitude in 

three exposures than in single exposure (b) significantly 

develop more favorable brand attitude than normal 

advertisements in three exposures. 

H14  Creative advertisements will (a) significantly lead to 

greater purchase intent in three exposures than in 

single exposure. (b) significantly lead to greater 

purchase intent than normal advertisements in three 

exposures.   

(a) Hypothesis  Supported 

 

(b) Hypothesis  Supported 

 

 

(a) Hypothesis  Supported 

 

(b) Hypothesis  Supported 

 

 

(a) Hypothesis  Supported 

 

(b) Hypothesis Partially  

      supported  

 

5.6 Summary 

This chapter presented the findings of the study. Relationship between creative 

advertising and advertising effectiveness was investigated in a single and three 

advertising exposures. In a single advertising exposure, contrary to expectation, 

creative advertisements did not elicit significantly greater unaided advertisement and 

brand recall than normal advertisements. Similarly, creative advertisements did not 

develop significantly more favorable advertisement attitude as compared to normal 

advertisements. Rather normal advertisements were found significantly more effective 
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in building favorable advertisement attitude. Moreover, contrary to expectations, no 

significant difference was found between creative and normal advertisements with 

regard to brand attitude and purchase intent. Overall, in a single exposure, creative 

advertisements were almost similarly perceived as normal advertisements.   

The relative effectiveness of creative advertising was also investigated in three 

exposures. Parallel to the greater positive effects of advertising repetitions on 

consumers’ advertisements evaluation as commonly found in advertising literature, 

consumers’ brand and advertisement recall, their brand and advertisement attitude and 

purchase intent for the advertised brands significantly improved in three exposures as 

compared to a single exposure. This significant interactive effect between the type of 

advertisement and advertising exposure levels was found for both creative and normal 

advertisements. Contrary to a single advertising exposure, creative advertisements 

were found more effective than normal advertisements in three exposures. As 

hypothesized, creative advertisements produced significantly greater unaided brand 

recall than normal advertisements in three exposures, however, unaided advertisement 

recall did not significantly differ between creative and normal advertisements. 

Furthermore, creative advertisements were also found significantly more effective 

than normal advertisements in terms of structuring favorable brand and advertisement 

attitude. However, the proposition that creative advertising leads to significantly 

greater purchase intent for the advertised brands, did not attain significance at 95 % 

confidence level. The hypothesis was partially supported at 90 % confidence.     

Overall, the findings of this study in a single and three exposures not only 

confirmed that three exposures can provide better evaluation of advertisements, but it 

also clarified that the relationship between creative advertising and advertising 
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effectiveness can be better judged in three exposures as compared to a single 

advertising exposure. 

The next chapter discusses the findings of this study in the context of past 

studies on creative advertising and advertising effectiveness, followed by contribution 

of the study, limitation of this study and finally suggestions for future research.    
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CHAPTER 6 

 

DISCUSSION AND CONCLUSION 

 

6.1 Introduction 

Previous chapter reported the results of hypotheses of the study. This chapter 

discusses the findings of this study in the context of relevant literature and highlights 

the contribution of the study for both advertising practitioners and academicians. The 

chapter then moves to identifying the limitations of the study and presents directions 

for future researches. The chapter finally presents the conclusion of the study. 

 

6.2 Discussion of Findings 

Creativity in advertising has got widespread recognition among practitioners 

as well as academicians (Smith & Yang, 2004). Advertising practitioners believe that 

creative advertisements have the inherent potential to break through the media clutter 

and reach consumers’ minds to build an impression about the advertised brand (Ang, 

Lee & Leong, 2007). As such, creativity in advertising is equated with the barometer 

of advertising industry performance (Ahmed & Haroon, 2003). Similarly, 

academicians consider creativity in advertising as the central element of advertising 

effectiveness (Ang et al., 2007). Like other industries, advertising industry too 

recognizes excellence in advertising creativity and each year outstanding 

advertisements that excel in creativity are awarded creativity excellence awards. 

These awards, being recognized as creative by the industry peers, are not only 
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considered as recognition of an agency creative work but also a symbol of prestige in 

the advertising industry (Schweitzer & Hester, 1992). However, despite the 

recognition of creative advertising as the barometer of advertising performance, little 

research has been carried out to investigate the relative effectiveness of award-

winning creative advertisements (Ang et al., 2007; Till & Baack, 2005; Stone et al., 

2000). Although, these studies have provided worthwhile insights about the 

effectiveness of creative advertising, however, no well-established theory has yet been 

developed on the relationship between creative advertising and advertising 

effectiveness due to inconsistency in the findings of these studies.  

The primary purpose of this study was to investigate the relationship between 

creative advertising and advertising effectiveness in Pakistan in a broader perspective. 

Most importantly, this research used fictitious (unfamiliar) brands in the experimental 

advertisements so that the effects of prior brand familiarity could be manipulated. It 

has been found that the use of familiar brands in advertising research has a significant 

different influence on consumers’ processing of the advertising related information 

and hence their respective behavior as compared to advertisements for unfamiliar 

brands (Snyder & Stukas, 1999; Campbell & Keller, 2003). Further, the relationship 

between creative advertising and advertising effectiveness in this study was 

investigated in both single as well as three advertising exposures. It has been 

empirically tested (Calder & Sternthal, 1980; Sawyer, 1981; Campbell & Keller, 

2003) and advocated by many researchers (Naples, 1997; Tellis, 1997) that responses 

of the research participants in advertising related lab experimental studies steadily 

increases till three exposures as compared to week response in a single exposure.  

In general, as indicated by the results of the present study, effectiveness of 

creative advertising significantly differed across the levels of advertising exposures 
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(Single Vs Three Ad Exposures). Contrary to expectation, creative advertisements did 

not elicit significantly greater positive attitude towards the advertisements and brands 

compared to normal advertisements in a single exposure. However, as was expected 

on the basis of series of research studies about the effects of advertising exposures, 

this study also found that advertising exposures have an interactive influence on the 

evaluation of the advertisements in general and the effectiveness of creative 

advertising in particular. Respondents’ attitude towards the advertisements, the 

advertised brands and their purchase intent for the respective brands significantly 

improved in three exposures compared to a single exposure. Moreover, respondents in 

three exposures as compared to a single exposure developed significantly greater 

favorable attitude towards creative advertisements and the respective advertised 

brands as compared to normal advertisements. Finally, though Mean score of 

purchase intent for the brands appeared in creative advertisements was higher than 

brands appeared in normal advertisements, however, it just slipped from attaining a 

significant level at 95 percent confidence (p = 0.07). The next section discusses the 

findings of this study in detail by answering the research questions which were raised 

in chapter one of this study.   

6.2.1 Recall Potential of Creative advertisements  

The primary research question raised in this study was to investigate whether 

creative advertising in general and Pakistan in particular are relatively more 

memorable. For this purpose, the relative recall potential of creative advertisements in 

Pakistan was measured using brand name and advertisements’ features recall on aided 

and unaided basis. As such, the results of hypotheses pertaining to the recall potential 

of creative advertisements are discussed in the following section.  
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6.2.1.1 Creative advertisements and Unaided Recall  

Unlike previous studies on the effectiveness of creative advertising, this study 

used brand name and advertisement features recall on unaided basis in single as well 

as three advertising exposures. In a single advertising exposure, the findings of the 

study did not support the proposition that creative advertisements elicit greater 

unaided advertisement and brand recall. Initial comparison of mean unaided brand 

and advertisement recall revealed that unaided brand recall for creative 

advertisements was almost same as that of normal advertisements, whereas unaided 

advertisement recall for creative advertisements was slightly lower than normal 

advertisements. The difference in mean unaided advertisement and brand recall 

between creative and normal advertisements was however found insignificant. As 

such, the findings of this study in single exposure did not provide support for the 

superior performance of creative advertisements with regard to unaided advertisement 

and brand recall. Since this study, besides a single advertising exposure, also 

investigated the relationship between creative advertising and advertising 

effectiveness in three exposures, the relative recall potential of creative 

advertisements was re-examined in three exposures.  

For unaided brand recall, the interactive effects between type of advertisement 

(creative vs. normal ads) and advertising exposure level (single vs. three) revealed 

that respondents recalled significantly greater number of brand names in three 

exposures as compared to a single exposure [F (1, 356) = 7.36, p <0.05]. In addition 

to unaided brand recall, features of both creative and normal advertisements were also 

better described in three exposures than a single advertising exposure. As such, the 

exposure-wise recall effects were found significant for both normal and creative 

advertisements. Respondents recalled the features of greater number of 
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advertisements in three exposures than a single exposure. This in fact, supports the 

widely recognized theories of advertising exposures which state that recall increases 

linearly as the number of advertising exposures increase from one to approximately 

six (Pechman & Stewart, 1992). 

Since unaided brand and advertisements’ features recall significantly increased 

for both creative and normal advertisements in three exposures compared to a single 

exposure, the relative potential of creative advertisements with regard to unaided 

brand and advertisement recall was re-examined in three exposures. The study found 

that in three exposures, number of brands appearing in creative advertisements were 

significantly better recalled than brands in normal advertisements. For unaided 

advertisement recall, initial comparison of means revealed that mean features’ recall 

of creative advertisements in three exposures was higher (Mean = 0.39) than normal 

advertisements in three exposures (Mean = 0.35), however, it did not attain a 

significance level. 

Based on the above results, it can be concluded that (1) in a single exposure, 

creative and normal advertisements do not significantly differ with regard to unaided 

brand and advertisement recall (2) Both unaided brand and advertisement features’ 

recall in normal and creative advertisements significantly increased in three exposures 

than a single exposure (3) Contrary to a single exposure, the number of brands 

appeared in creative advertisements (Unaided brand recall) were significantly better 

recalled than brands appeared in normal advertisements in three exposures and (4) 

Parallel to a single exposure, even in three exposures, unaided advertisement features’ 

recall did not significantly differ between creative and normal advertisements. For 

possible discussion about the above results, the specific context of this study should 

be considered. 
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This study used fictitious (unfamiliar) brands in the experimental 

advertisements and tested the relationship between creative advertising and 

advertising effectiveness in a single and three advertising exposures. Hence, literature 

on advertising exposures and recall, particularly for unfamiliar brands, will provide 

the possible explanation. It has been found that when unfamiliar brands are used in 

advertisements, the difficulty in recall increases (Tellis, 1997) and hence the level of 

advertisement and brand-related recall remains low (Campbell & Keller, 2003). 

Besides this, it has also been empirically found (Campbell & Keller, 2003) and 

advocated by many researchers that recall increases linearly as the number of 

advertising exposures increases from one to approximately six (Pechman & Stewart, 

1992). It is possible that in just a single exposure, respondents exposed to 

experimental advertisements particularly with unfamiliar brands may not have 

captured sufficient attention enough to process the advertisements in detail and hence 

elicit greater brand and advertisement recall. As such, the low level of ‘advertisement’ 

and ‘brand-related recall’ (aided and unaided) in a single exposure for both normal 

and creative advertisements is consistent with advertising literature. Parallel with the 

same argument, this also implies that the insignificant difference between creative and 

normal advertisements for unaided brand and advertisement recall in a single 

exposure may not be the true reflection of the inner potential of creative 

advertisements and as such the recall potential of creative advertisements in a single 

exposure should be cautiously interpreted.  

The low level of advertisement and brand recall in a single exposure may also 

relate with the theory of ‘attention and recall’. Many studies have found a close link 

between the amount of attention and recall. This study used unfamiliar brands in the 

experimental advertisements which are relatively more difficult to recall as compared 
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to familiar brands. In addition, single commercial exposure is also considered as one 

of the major barrier in grabbing greater attention of viewers and hence eliciting 

greater recall (Pechman & Stewart, 1992; Campbell & Keller, 2003). Thus, it is 

possible that both creative and normal advertisements may have captured the 

minimum level of attention that almost every advertisement captures and as such the 

brand and advertisement recall did not differ between creative and normal 

advertisements. 

As the number of advertising exposures increased, that is, three exposures, 

brand and advertisement recall for both normal and creative advertisements have also 

significantly increased than a single exposure. Based on the theory of attention and 

recall, it can be implied that respondents with greater recall in three exposures would 

have captured relatively greater amount of attention of the experimental 

advertisements as compared to a single exposure. Due to exposure-wise (Single Vs 

Three Exposures) significant interactive recall effects for both normal and creative 

advertisements, the relative potential of creative advertising to elicit greater amount of 

unaided recall was re-investigated in three exposures.  

As hypothesized, participants in three exposures recalled (unaided basis) 

greater number of brands appeared in creative advertisements as compared to normal 

advertisements. As such, the proposition that creative advertisements are relatively 

more attention grabbing and hence more memorable, was supported. The results of 

the study, however, did not provide support for the relative potential of creative 

advertisements to elicit greater unaided advertisement recall. However, literature on 

‘advertising recall’ and ‘exposure level’ reveals that recall increases linearly from the 

first exposure and peaks at the sixth exposure. If the increasing trend of unaided 

advertisement recall for creative advertisements compared to normal advertisements 
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in three exposures persists (As shown in figure 5.1 Chapter 5: Results), it is more 

likely that creative advertisements will lead to significantly greater unaided 

advertisement recall than normal advertisements if further exposures of 

advertisements are given to the research participants. Therefore, the insignificant 

difference between creative and normal advertisements for unaided advertisement 

recall in three exposures needs to be interpreted cautiously.  

Based on the above discussion, it can be concluded that creative 

advertisements in general and Pakistan in particular, are relatively more memorable 

and hence can grab greater attention of consumers. Moreover, this study found that 

three exposures can serve better to judge the effectiveness of creative advertising as 

compared to a single exposure.  

6.2.1.2 Creative advertisements and Aided Recall  

Similar to unaided recall as discussed above, aided brand and advertisement 

features’ recall was investigated in both a single and three advertising exposures. In a 

single exposure, as expected, no significant difference was found between creative 

and normal advertisements for aided brand and advertisement recall. This provides 

support for the proposition that aided recall represents an easy memory access as 

suggested by Till and Baack (2005). In addition, the effects of type of advertisement 

on aided advertisement and brand recall were re-examined in three exposures to re-

affirm that aided brand and advertisement recall do not significantly differ between 

creative and normal advertisement. The interactive effects of type of advertisement 

(creative vs. normal) by exposure level (single vs. three exposures) revealed that aided 

brand and advertisement features recall have significantly increased for both creative 

and normal advertisements in three exposures as compared to a single exposure. 

Hence, aided brand and advertisement recall between creative and normal 
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advertisement in three advertising exposures were re-investigated. Results on aided 

brand and advertisement recall in three exposures further confirmed that creative 

advertisements did not significantly differ from normal advertisements on aided recall 

basis.  

While comparing the results of this study for aided recall, review of literature 

states that previous studies on the effectiveness of creative advertising have used a 

single and absolute measure of recall (Till & Baack, 2005). Even in other studies on 

advertising effectiveness, both aided and unaided recall have been exceptionally used 

in a same study. As such, with the exception of Till and Baack (2005), it is difficult to 

find comparable results for aided recall with regard to the effectiveness of creative 

advertising. Till and Baack (2005) tested the aided recall potential of creative and 

normal advertisements in two separate experiments with each experiment having one 

week delay period. The results revealed that aided brand and advertisement features 

recall between creative and normal advertisements were not significantly different in 

both immediate and one week delay period. The results found in this study for aided 

brand and advertisement recall, therefore, support the findings of Till and Baack 

(2005) in both a single as well as three advertising exposures.  

Another important finding of this study regarding brand and advertisement 

features’ recall on aided and unaided basis states that means of aided recall (brand and 

advertisement) remained greater than means of unaided recall (brand and 

advertisement) in both a single as well as three advertising exposures. This also 

supports and further strengthens the notion that aided recall is an easy memory recall 

task as compared to unaided recall. As stated by Till and Baack (2005), it is in fact the 

unaided recall that provides comparative advantage to creative advertisements and 

differentiates it from advertisements with conventional ideas.  
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6.2.2 Consumers’ Attitude towards Creative Advertisements  

Literature on the relationship between creative advertising and advertising 

effectiveness provides much support that creativity in advertising positively affects 

consumers’ attitude towards the advertisements. It has been found that creative 

advertisements are more novel and meaningful (Kover et al., 1995; Stone et al., 2000; 

Ang et al., 2007) and hence positively influence consumers’ attitude towards the 

advertisements. Academia have a common view that novelty and meaningfulness are 

the two major components of advertising creativity (Ray, 1982; Haberland & Dacin, 

1992) and it has been empirically found as well that communicating the central theme 

(meaningfulness) of advertisement in a novel and unique way positively affects the 

attitude of people. Based on this argument, it was proposed that creative 

advertisements will develop significantly greater positive advertisement attitude than 

normal advertisements. In addition, due to greater understandability of the advertising 

meaning in three exposures, this effect will be more pronounced in three exposures as 

compared to a single advertising exposure. Hence, besides a single advertising 

exposure, the relationship between creative advertising and advertising effectiveness 

was also investigated in three exposures. 

Based on the obtained responses from research subjects in a single advertising 

exposure, their attitude towards creative and normal advertisements was assessed. 

However, as revealed by the study findings in a single advertising exposure, 

unexpectedly, creative advertisements in a single exposure did not significantly 

develop favorable advertisement attitude than normal advertisements. Initial mean 

comparison revealed that advertisement attitude for normal advertisements was even 

greater than creative advertisements. Results of Multivariate Analysis of Variance 

(MANOVA) verified that means are significantly different as well [ F (1, 376) = 9.81, 



                                                Creative Advertising and its Effectiveness 

 

215

p <0.05]. As such, hypothesis five stating the relative superior performance of 

creative advertisements to develop favorable advertisement attitude was not supported 

in single exposure. Review of literature states that these results are inconsistent with 

previous findings of Kover et al. (1995), Stone et al. (2000) and Ang et al. (2007) who 

found that creative advertisements are more liked and develop significantly greater 

favorable advertisement attitude. The finding of this study, is however consistent with 

that of Till and Baack (2005) who found that creative advertisements are only 

influential in eliciting significantly greater unaided recall and do not positively 

influence consumers’ advertisement attitude.   

The interactive effects of advertising exposure levels (Single Vs Three 

Exposures) by advertisement type revealed that both creative and normal 

advertisements developed significantly more favorable advertisement attitude in three 

exposures than in a single exposure. To investigate further whether the exposure-wise 

significant and favorable influence of advertisement type (Both Creative and Normal 

Ads) on consumers’ advertisement attitude has influenced the relationship between 

creative advertising and advertising effectiveness, the relative effectiveness of 

creative advertising was reassessed in three exposures. Contrary to the findings of a 

single exposure with normal advertisements developing significantly more positive 

advertisement attitude, creative advertisements in three exposures were significantly 

more liked and developed more favorable attitude than normal advertisements.  

One of the possible explanations that creative advertisements developed 

significantly greater positive attitude than normal advertisements in three exposures as 

compared to a single exposure, can be attributed to the better understanding of 

experimental advertisements in general and creative advertisements in particular. It 

has been advocated earlier in the literature part of this study that three advertising 
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exposures lead to greater and peak understanding of the advertising message which 

produces positive thoughts in viewers’ minds (Calder & Sternthal, 1980; Pechman & 

Stewart, 1992). The more an advertisement succeeds in evoking greater number of 

positive thoughts, the more positively it influences the subsequent evaluation of 

advertising viewers. Lee and Mason (1999) also argue that advertising viewers must 

be able to make sense of novel advertising information for generating a favorable 

evaluative response about the respective advertisements.  

The same argument is also presented by the widely recognized ‘two factor 

theories of Berlyne (1970) and Stang (1975). According to the two factor theories, 

consumers’ attitude towards novel and creative advertisements starts increasing in the 

first exposure which peaks in three commercial exposures. Thus, as stated by Lee and 

Mason (1999) and Berlynes’ (1970), one of the possibilities is that the subjects may 

not have well-understood the central theme of creative advertisements in just one 

exposure as compared to straight forward advertising message presented in normal 

advertisements. The significant interactive effects of advertisement type (Creative Vs 

Normal Ads) by advertising exposure levels (Single Vs Three Exposures) on 

advertisement attitude of research participants with more positive advertisement 

attitude in three exposures than a single exposure in fact further strengthens this 

possibility. 

It is also important to note here that since consumers’ evaluation of 

advertisements peaks at third exposure, the superior performance of creative 

advertising to develop more favorable advertisement attitude should be considered 

more valid and reliable in three exposures as compared to a single exposure. In the 

context of Pakistan advertising industry, advertising awards in the form of creative 

advertisements are more than ‘beauty contests’ as usually claimed (e.g., Moriarty, 
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1996). Moreover, the findings of this study in three exposures also evidences that 

creative advertisements in Pakistan are more liked and develop more favorable 

attitude than normal and conventional advertisements.   

6.2.3 Creative Advertising and Consumers’ Brand Attitude 

There is a strong support in advertising literature that consumers’ attitude 

towards an advertisement shifts towards the advertised brand (Mitchell & Olson, 

1981; Gresham & Shimp, 1985; Mac Kenzie, Lutz & Belch, 1986; Homer, 

1990).When an advertisement develops certain favorable or unfavorable attitude, 

these effects also transfer towards the advertised brand. Since then, consumers’ 

advertisement and brand attitude are consistently used in advertising effectiveness 

studies (e.g., Ang et al., 2007; Till & Baack, 2005). Since creative advertisements 

were argued to develop significantly greater positive attitude, it was proposed that the 

favorable effects that creative advertisements produce will also shift towards the 

advertised brands. Based on this argument, it was proposed that creative 

advertisements will significantly develop more favorable brand attitude than normal 

advertisements. In addition, it was also hypothesized that due to greater 

understandability of the advertising message in three exposures, creative advertising 

will particularly develop significantly more favorable brand attitude in three 

exposures than in a single exposure.   

Based on the obtained responses from research participants in a single 

advertising exposure, their attitude towards the brands advertised in creative and 

normal advertisements was assessed. Contrary to expectation, the results of the study 

found that creative advertisements in a single advertising exposure did not develop 

significantly favorable brand attitude than normal advertisements. Rather mean brand 

attitude for normal advertisements was slightly greater than creative advertisements. 
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However, these means were not significant. As such, in a single exposure, this study 

did not support the proposition that creative advertising develops significantly more 

favorable brand attitude than normal advertisements. While comparing the results of 

this study with previous studies, it was earlier stated (section: 6.2.1.1) that these 

studies have investigated the effects of creative advertising on consumers’ brand 

attitude in single exposure (Stone et al., 2000; Ang & Low, 2000; Till & Baack, 

2005). For instance, Kover, Goldberg and James (1995) used cluster analysis of 

advertisements having won the “One Show Creative Award” and “EFFIE 

effectiveness awards”. Creativity was defined in terms of old-new and dull-exciting 

and found that creative advertisements, which were assessed as new and exciting, 

were more liked and developed greater purchase intent. Ang and Low (2000) found 

that consumers have consistently favorable attitude towards creative advertisements, 

however, creative advertisements to a lesser extent develop favorable attitude towards 

the advertised brands. Till and Baack (2005) found that creative advertisements have 

no favorable effects on consumers’ brand attitude. Hence, the results of this study in 

single exposure did not contradict the findings of Till and Baack (2005) and partially 

support the results of Kover et al. (1995) and Ang and Low (2000). 

The interactive effects of advertisement type ( Creative vs. Normal Ads) by 

exposure level ( single vs. three exposures) on consumers’ brand attitude found that 

creative advertisements developed significantly more favorable brand attitude in three 

exposures (Mean = 5.38) than creative advertisements in a single exposure (Mean = 

4.68). Same significant interactive effects (three vs. single exposure) were also found 

for normal advertisements. As such, the effects of creative and normal advertisements 

on consumers’ brand attitude were re-investigated in three exposures. Parallel to the 

findings that creative advertisements developed significantly more favorable 
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advertisement attitude than normal advertisements in three exposures as compared to 

its single exposure relationship, same pattern of results were also found for brand 

attitude in three exposures. That is, contrary to the findings of a single exposure for 

brand attitude with no significant difference between creative and normal 

advertisements, creative advertisements in three exposures developed significantly 

more favorable brand attitude than normal advertisements. Since three exposures is a 

more sound and stable base for advertising assessment, this study tends to accept the 

findings of three exposures and support the proposition that creative advertising 

bestow value to the advertised brands. 

One of the possible reasons that creative advertisements developed 

significantly more favorable brand attitude than normal advertisements in three 

advertising exposures seems quite logical and straight forward. Many studies have 

found that the attitude a person holds about an object affects his attitude and behavior 

about that particular object (Mitchell & Olson, 1981; Greshman & Shimp, 1985). In 

the context of advertising, the effects elicited by an advertisement shift towards the 

respective advertised brand in the form of consumers’ favorable brand attitude 

(Westberg, 2004; Kocabiyikoglu, 2004). In addition, as stated earlier, review of 

literature states that once the viewers of novel and creative advertisements understand 

the inherent message of the respective advertisements, it produces relatively more 

soothing and satisfying effects in consumers as compared to normal and conventional 

advertisements. These positive feelings exert favorable influence on consumers’ 

attitude towards the respective advertisements which in turn positively affect 

consumers’ attitude towards the advertised brands. Thus, one of the reasons that 

creative advertisements developed significantly more favorable brand attitude than 

normal advertisements in three exposures may be attributed to the transfer of more 
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pleasant feelings among the participants towards the brands advertised in creative 

advertisements. The opposite of this may also be true for less favorable effects of 

creative advertisements in a single exposure particularly when the advertised brands 

are also unfamiliar.  

In the context of Pakistan advertising industry, it can be implied that winning 

of creativity award is not just the recognition of creativity excellence for the 

respective advertising agency, but it also provides added advantage to the advertised 

brands.  

6.2.4 Creative Advertising and Consumers’ Purchase Intent 

Based on the review of literature supporting the greater potential of 

advertising creativity components to elicit greater recall and build favorable attitude, 

creativity in advertisements was supposed to build greater customer-based brand 

equity (e.g., Ang et al., 2007; Lee & Mason, 1999). Since greater customer-based 

brand equity produces greater purchase intent (Keller, 1993), it was hypothesized that 

creative advertisements will lead to significantly greater purchase intent as compared 

to normal and conventional advertisements. In addition, based on the proposition that 

attitude and purchase intent peaks in three exposures, purchase intent for brands 

advertised in normal and creative advertisements was also tested for significant means 

differences in three exposures.  

In a single advertising exposure, the findings of this study revealed that 

purchase intent for the brands advertised in creative advertisements did not 

significantly differ from purchase intent for brands appeared in normal 

advertisements. Moreover, purchase intent for brands advertised in both normal and 

creative advertisements were also found low (4.30 and 4.48 on 7-point scale 

respectively). As such, this study in single exposure did not provide any support for 
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the hypothesis that creative advertisements are more effective in eliciting greater 

purchase intent than conventional advertisements.  

Besides a single advertising exposure, the relative potential of creative 

advertising to develop greater purchase intent for the respective brands was also 

examined in three exposures. Parallel with the consistent findings of well-established 

theory of advertising exposure (e.g., Krugman, 1972; Calder & Sternthal, 1980; 

Pechman & Stewart, 1992; Naples, 1997; Campbell & Keller, 2003), this study also 

found that purchase intent for brands appeared in the experimental advertisements 

(i.e., both creative and normal ads) significantly increased in three exposures than a 

single exposure. As such, the relationship between creative and normal 

advertisements with regard to their potential to develop purchase intent for the 

advertised brands was re-investigated in three exposures.  

Investigation of the mean purchase intent in three advertising exposures 

revealed that creative advertisements have developed greater purchase intent than 

normal advertisements (Creative: 5.18, Normal Ads: 4.86), but this difference did not 

attain significance at 95 % confidence. However, at 93 % confidence (that is, at p = 

0.07), the results of this study in three exposures supported the proposition that 

creativity in advertisements develop significantly greater purchase intent than normal 

advertisements. This in fact supports the notion that creativity in advertisements 

bestows value to the advertised brands in terms of greater purchase intent for it.  

Previous studies have investigated the relationship between creative 

advertising and advertising effectiveness in a single exposure. Regarding the effects 

of creative advertising on purchase intent, previous studies have found mixed results. 

Kover, et al. (1995) found that creative advertisements (award-winning ads) are 

perceived as more new and exciting and elicit significantly greater purchase intent for 
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the advertised brands. Ang and Low (2000) found that creative advertisements 

resulted to a lesser degree in increased purchase intent. Till and Baack (2005) did not 

find any significant difference between creative and control commercials for change 

in purchase intent. As such, with the exception of Kover et al. (1995) supporting 

significant relationship between creative advertising and greater purchase intent, the 

findings of this study in a single advertising exposure did not contradict previous 

studies (that is; Ang & Low, 2000; Till & Baack, 2005).  

Regarding the significant increase in consumers’ purchase intent in three 

exposures as compared to a single exposure for both creative and normal 

advertisements, one of the possible reasons is quite well-justified. That is, similar to 

the theory that advertising effects (good / bad) transfer towards consumers’ brand 

attitude, literature provides sufficient evidence that favorable impression that 

consumers form about the brands also shifts towards consumers’ intention to purchase 

the respective brands (e.g., Mitchell & Olson, 1981; Kover et al., 1995). Since 

respondents’ brand attitude in both normal and creative advertisements were found 

significantly more favorable in three exposures than in one exposure, their intent to 

purchase the advertised brands was also found significantly greater in three exposures 

than one exposure. Similar to the significant interactive effects of advertising 

exposure levels on consumers’ advertisement and brand-related attitude in this study, 

significant increase in consumers’ purchase intent in three exposures than a single 

exposure further strengthens the advertising exposure theory supported by previous 

researchers (e.g., Krugman, 1972; Calder & Sternthal, 1980; Pechman & Stewart, 

1992; Naples, 1997; Campbell & Keller, 2003). 

In addition, the proposition that creative advertisements elicit significantly 

greater purchase intent for the advertised brands than conventional advertisements 
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was partially supported in three exposures (At 93 % confidence rather 95 %; p = 

0.07). It was proposed in this study that since advertising creativity components are 

more effective in building greater brand knowledge and hence positive customer-

based brand equity (Ang, et al., 2007), it will also generate greater purchase response 

for the advertised brands (e.g., Cathy, Ruble & Donthu, 1995). Literature on 

consumers’ brand knowledge structure also reveals this fact that consumers develop 

different product knowledge structures which depend on consumers’ degree of 

familiarity with the respective brand. Lin and Lin (2007) state that different product 

knowledge structures (higher / lower product knowledge) affect consumers’ purchase 

intent differently as consumers memory, analysis and the abilities of judgement vary 

across different product knowledge structures. Since the brands appeared in the 

experimental advertisements were in fact fictitious brands (unfamiliar brands), the 

possibility of lower brand knowledge cannot be ruled out. As revealed by brands’ 

familiarity manipulation check, the advertised brands in both a single and three 

exposures were successfully perceived as very unfamiliar (See Chapter 5; Section 

5.5). Researchers have found that familiar brands in fact increase the confidence of 

consumers and reduce the risk of buying and hence increase consumers’ intent to 

purchase a familiar brand and vice versa (Rao & Monroe, 1988; Laroche, Kim & 

Zhou, 1996; Wang & Hwang, 2001; Lin & Lin, 2007). It, therefore, implies that 

participants’ unfamiliarity with the brands and hence lower product knowledge may 

have affected the ‘degree’ of consumers’ purchase intent response for the new and 

unfamiliar brands in both normal and creative advertisements. In line with the same 

argument, it may also be the major possible reason that reduced the confidence level 

of the research participants (that is, 93 % confidence instead of 95 %) to express their 

purchase intent for the brands advertised in creative advertisements. 
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6.3 Contributions of the Study 

This research which investigated the relationship between creative advertising 

and advertising effectiveness in Pakistan, has made significant contributions to the 

literature. 

One of the foremost contributions that the finding of this study has made is the 

clarity of the role that creative advertising plays in enhancing the effectiveness of the 

respective advertisements. So far, there have been few studies on the relationship 

between creative advertising and advertising effectiveness as advocated by many 

researchers (e.g., Till & Baack, 2005). In addition, due to methodological issues in 

these studies (see Till & Baack, 2005), common theory on the relationship between 

creative advertising and advertising effectiveness was lacking in the advertising 

literature. As such, this study addressed these issues and investigated the relationship 

between creative advertising and advertising effectiveness in a broader way which in 

fact forms the major contribution of this study towards better understanding of the 

role of creative advertising in enhancing the effectiveness of the advertisement.  

The first methodological issue which was addressed in this research is related 

to the lack of better understanding of the experimental advertisements by the research 

participants in a single exposure. The limitations of many studies on advertising 

consider single advertising exposure as the potential reason for less influence of 

experimental advertisements on respondents’ brand attitude as well as their purchase 

intent for the advertised brand (Till & Baack, 2005; Westberg, 2004). Review of 

literature concerning the effects of advertising exposures on the assessment of 

advertisements also evidences that consumers’ evaluation of the experimental 

advertisements and purchase intent for the advertised brands steadily increase and 

reach its peak in approximately three exposures (e.g., Pechman & Stewart, 1992). 
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However, previous studies have investigated the effectiveness of creative advertising 

in just a single advertising exposure (Till & Baack, 2005; Stone et al., 2000; Ang & 

Low, 2000). This study, to authors’ best knowledge, is the first study to have 

empirically examined the effectiveness of creative advertising in a single as well as 

three advertising exposures. Since consumers’ assessment of the advertisements in 

three advertising exposures represents an optimum and a more mature response as 

compared to a single exposure (Pechman & Stewart, 1992; Naples, 1997), the 

findings of this study in three exposures, therefore, present a more valid and reliable 

view of the association between creative advertising and advertising effectiveness. In 

line with the same argument, it can also be implied that among other possible reasons, 

it may be the difference in advertising exposure levels that previous studies on 

creative advertising found somewhat mixed results. Besides the fact that three 

commercials’ exposures provided a clearer view of the relationship between creative 

advertising and advertising effectiveness, the findings of this study in three exposures 

also replicates the greater positive effects of increased advertising exposures on 

consumers’ evaluation of advertisements. As such, this study suggests that three 

advertising exposures can serve as a more sound and reliable benchmark for further 

research work in the field of advertising.  

Another important contribution of this study is the investigation of relationship 

between creative advertising and advertising effectiveness while manipulating the 

brand familiarity in the experimental advertisements. Previous studies on the 

effectiveness of creative advertising have used familiar brands. Literature on the use 

of familiar brands in experimental advertisements state that consumers’ familiarity 

with a brand affects their evaluation of the respective advertisements as well as their 

actual behavior towards the respective brands (Machleit & Wilson, 1988; Campbell & 
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Keller, 2003). Machleit and Wilson (1988) found that in case of unfamiliar brands, 

consumers’ attitude towards the advertisement serves as the primary instrumental 

factor in the formation of consumers’ brand attitude compared with the effects of 

consumers’ advertisement attitude on their subsequent brand attitude in the case of 

familiar brands. Therefore, to better understand the true nature of the relationship 

between creative advertising and advertising effectiveness, this study used fictitious 

brand names for the brands appeared in the experimental advertisements. This in fact 

contributes a lot towards the understanding of true effects of creative advertising on 

consumers’ memory, their brand attitude and purchase intent.  

Third, another useful and important contribution of this study is concerned 

with the validation of advertising exposure theory. The more persuasive findings of 

this study for both creative and normal advertisements in three advertising exposures 

as compared to a single exposure provide evidence that experimental studies 

concerning the effectiveness of advertisements, particularly creative advertisements, 

should be conducted in more than one exposure. The results of this study also indicate 

that if a television commercial is shown three times in a television program break as 

compared to just a single time exposure, the television commercial will be relatively 

more effective.  

Lastly, the study to the authors’ knowledge is also the first study to have 

examined the effectiveness of creativity award-winning television advertisements in 

Pakistan. The findings of this study provide worthwhile insights to the advertising 

professionals particularly in Pakistan that advertising award shows are not like 

“beauty contests” as generally criticized (Moriarty, 1996), but the winning of a 

creativity award by an advertisement also provides benefits to the advertised brand. 

As such, marketing managers in general and Pakistan in particular, can feel more 
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confidence in the selection of more creative advertising agencies for their advertising 

campaigns.   

 

6.4 Implications for Practitioners 

The results of this study provide quite worthwhile insights for marketing and 

advertising managers in Pakistan. This study found that creativity in advertisements, 

as represented by television advertisements having won the Pakistan Advertising 

Association (PAA) creativity awards, lead to significantly greater recall and develop 

more favorable advertisement and brand attitude. Since greater recall and more 

favorable advertisement and brand attitude constitute greater positive brand equity 

(Keller, 1993), it can be argued that creative advertisements develop relatively greater 

positive brand equity, which in turn leads to greater purchase intent (Ang et al., 2007). 

Hence, it implies that marketing and brand managers and advertising practitioners 

should focus on novel advertising ideas, however, as argued in this research (See 

Literature Review) and commonly advocated by academia, meaningfulness of the 

novel idea should not be compromised (e.g., Ang et al., 2007; Haberland & Dacin, 

1992).  

The incremental benefits of creative advertising as found by this study, also 

provide confidence to marketing managers in the selection of those advertising 

agencies where creativity in advertisements is considered as the matter of successful 

advertising campaign. It is often believed that creative directors are often interested in 

winning creativity awards and have less concern for market results of the advertising 

campaign (Helgesen, 1994). The findings of this study reveal that creativity award-

winning television advertisements are relatively more memorable and exert 
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significantly more favorable influence on viewers’ advertisement and brand-related 

attitude.  

The findings of this study also provide insights to marketing and advertising 

professionals in Pakistan that creative advertisements can be particularly useful in 

introducing new brands to the market. This study while using new and unfamiliar 

brand names (fictitious brands) in the experimental advertisements provide evidence 

that new brands, if promoted through creative advertisements, capture more share in 

consumers’ memory and develop significantly more favorable attitude as compared to 

its promotion in conventional advertisements (Normal Ads). However, other 

conditions necessary for making a brand more competitive and stronger (e.g., 

Superior Product Quality, Appropriate Positioning etc) must also be fulfilled. 

 

6.5 Limitations and Future Research Directions 

Given the research questions raised in this study and the specific requirements 

needed for testing of hypotheses of this study in both single and three advertising 

exposures, this study used a convenience sample of student consumers representing 

one metropolitan area. Students have been commonly used in previous Master and 

Doctoral research studies due to their homogeneous nature and hence better 

judgement of causal effects (Westberg, 2004; Kocabiyikoglu, 2004). However, the 

use of students sample poses difficulty in generalizing the findings of the research to 

the general population. This forms the first limitation of this study. As such, the 

results of this study can only be generalized to subjects who are similar in 

characteristics to the group of research subjects who participated in this study. It is 

suggested that future studies on the effectiveness of creative advertising should also 

focus on other segments of the population. 
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In addition, creative advertisements in this study were found as significantly 

more effective than normal advertisements in three advertising exposures. However, 

in a single advertising exposure, creative advertising did not produce significantly 

greater recall, more favorable brand attitude and greater purchase intent. Rather mean 

attitude of research participants towards normal advertisements was found 

significantly more favorable than creative advertisements in a single exposure. 

Although, as discussed in section (6.2.2) of this chapter, the novel nature of creative 

advertisements and unfamiliarity of brands in the experimental advertisements is 

supposed to be the potential reasons for this, the replication of this study in both 

single and three exposures will further clarify the nature of association between 

creative advertising and advertising effectiveness.  

Second, almost all the experimental advertisements in this study consisted of 

convenient products. The findings of this study may therefore not be generalized to 

advertisements for other product categories such as advertisements for shopping and 

specialty products. Convenient products are bought frequently with a minimum of 

comparison and buying efforts as compared to shopping and specialty products. As 

such, the real competitiveness of creative advertising can be better understood when 

creative advertisements represent high involvement products such as shopping and 

specialty products. At the same time, it is also suggested that in future, the 

effectiveness of creative advertising may also be investigated in service industry.  

Third, the order effects of both creative and normal advertisements in this 

study were controlled by adopting a procedure commonly used in previous studies on 

advertising effectiveness (Till & Baack, 2005; Kover et al., 1995). In a single 

advertising exposure, experimental advertisements were alternatively positioned such 

that the first advertisement was creative and second was normal advertisement (Till & 
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Baack, 2005). In three advertising exposures, the sequential effects of creative and 

normal advertisements were controlled by reverse order procedure as used in previous 

studies on advertising creativity (Kover et al., 1995; Till & Baack, 2005). As used in 

previous studies on the effectiveness of creative advertising, this study also used 

similar approach to control as best as possible the sequence effects of creative and 

normal advertisements, however, no statistical confirmation of the control of 

advertisements’ sequential effects was obtained. It is suggested that future research 

may also study the sequence effects of creative and normal advertisements on the 

effectiveness of these advertisements before and after the final investigation of 

creative advertising – advertising effectiveness relationship. For this purpose, the 

sequence of creative and normal advertisements may be treated as an independent 

variable so that the sequential effects of creative and normal advertisements on the 

effectiveness of these advertisements could be properly investigated. This will further 

clarify the nature of relationship between creative advertising and advertising 

effectiveness. 

Fourth, the experimental advertisements shown to research participants were 

embedded in a television program. Since, the participants in three exposures group 

were required to watch each of the advertisement three times as compared with single 

exposure group, the number of program breaks and hence the total duration of the 

television program in three exposures group also remained longer than in single 

exposure group (For detail, See Chapter 4: Section, 4.6.4.3). Though the program 

induced effects among the research subjects in a single and three exposure groups 

were found statistically insignificant, however, for more refinement of the results 

between creative advertising and advertising effectiveness, the difference in the time 

duration of the television program should also be equally adjusted in future.  
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Besides the increased number of television channels, web technology is also 

continuously growing at a fast rate. Literature reveals that internet subscription is 

consistently increasing with a high pace. The internet users are increasing manyfolds. 

This enormous expansion of internet is believed to have a profound effect on the 

media preferences of consumers (Gorman, 2008; Auchard, 2009) and hence has led to 

a significant shift in the corporate world while communicating with its target 

consumers through mass media. The scope of this study mainly covered the 

effectiveness of creative advertising on television; however, future studies should also 

cover the effectiveness of creative advertising on web based television.  

Another limitation of the study is concerned with lack of experimental 

research in developing countries like Pakistan. Unlike developed countries where 

university setting is commonly used for experimental research, the lack of tendency 

towards experimental research among university students in Pakistan may have 

affected the findings of the study. Hence, it is also suggested that such study should be 

replicated in a more developed country to understand further the effectiveness of 

creative advertising.  

Finally, it could have been more useful for the research that some of the ideas 

may be tested at a television channel or a marketing agency in Pakistan.  

 

6.6 Conclusion 

Advertising creativity is widely recognized, both among academicians and 

practitioners. Advertising textbooks normally devote one or two chapters to creativity 

in advertising (Smith & Yang, 2004) and consider it an important and crucial element 

in advertising success. Similarly, advertising practitioners too, consider creativity in 

advertising as a solution of breaking through greater media clutter (e.g. Ang et al., 
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2007; Rossiter & Percy, 1985; Pieters, Warlop & Wedel, 2002) and an effective tool 

to capture consumers’ attention and build an impression about the advertised brand. 

Furthermore, advertising agencies consider the winning of creativity awards as their 

pride and a source of motivation. However, besides so much recognition of creative 

advertising in the advertising industry as well as in academia, little research has been 

carried out on the effectiveness of creative advertising (Till & Baack, 2005; Stone et 

al., 2000; Ang & Low, 2000; Kover et al., 1995). While these studies have indicated 

some relationship between creative advertising and advertising effectiveness, 

differences in the findings of these studies did not lead to a common conclusion 

regarding the effectiveness of creative advertising (e.g., Till & Baack, 2005). This 

study was therefore, carried out to fill this gap and empirically examine the 

relationship between creative advertising and advertising effectiveness. 

Review of the relevant literature found that consumers’ familiarity with the 

brands used in experimental advertisements affect their subsequent evaluation of the 

advertisements as well as the respective brands. Therefore, this study manipulated the 

familiarity of brands appeared in the experimental advertisements. Similarly, 

literature also revealed that consumers’ assessment of the experimental 

advertisements steadily increases from first exposure which reaches peak response on 

third exposure. This study, therefore, investigated the effectiveness of creative 

advertising in both single and three advertising exposures so that the relation between 

creative advertising and advertising effectiveness could be better understood.   

Contrary to expectation, creative advertising did not produce significantly 

greater unaided brand and advertisement recall in single advertising exposure. 

Similarly, in a single advertising exposure, no significant difference was found 

between creative and normal advertisements with regard to brand attitude and 
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purchase intent. Overall, in a single exposure, creative advertisements were almost 

similarly perceived as normal advertisements. The results of the study in three 

exposures, however, supported the well established and recognized theory of 

advertising exposures. That is, three advertising exposures exerted a significant 

positive influence on participants’ evaluation of both creative and normal 

advertisements as compared to advertisements’ evaluation in a single exposure. At the 

same time, creative advertisements were also found as significantly more effective 

than normal advertisements in three exposures indicating that winning of a creativity 

award is not like ‘beauty contests’ as usually claimed, but it also bestows value to the 

advertised brands.  

Based on the findings of this study in a single and three advertising exposures, 

it can be concluded that by its nature, creativity in advertising is an important and 

crucial element of advertising effectiveness. The contradicting results regarding the 

effectiveness of creative advertising in single advertising exposure as compared to 

significantly more favorable effects of creative advertising in three exposures indicate 

that among other possible reasons, it is perhaps the single advertising exposure that 

previous studies have led to mixed findings about the effectiveness of creative 

advertising. As earlier argued in the literature part of this study, the possibility of 

greater comprehension of an advertising message is much higher in three exposures as 

compared to a single exposure. The findings of this study in three exposures, 

therefore, present a clearer and reliable view of the relationship between creative 

advertising and advertising effectiveness as compared to the effectiveness of creative 

advertising in a single exposure. As such, the findings of this study also suggest, that 

future advertising studies, particularly on the effectiveness of creative advertising, 
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should follow three advertising exposures as a sound and reliable base for 

understanding a particular advertising phenomena.  

Finally, this research study has made some significant contributions to the 

advertising creativity literature by clarifying the role of creative advertising in 

enhancing advertising effectiveness. It is the first study to have investigated the 

relationship between creative advertising and advertising effectiveness in a broader 

way so far, and also the first study to have examined the effectiveness of creative 

advertising in Pakistan.  

In addition, the study provides directions for future research to overcome the 

limitations identified in this study. 

 



                                                Creative Advertising and its Effectiveness 

 

235

REFERENCES 

Aaker, D. A. & Stayman, D. M. (1990). Measuring Audience Perception of 

Commercials and Relating Them to Ad Impact. Journal of Advertising 

Research, 30 (4), 7-17.  

Ahmed, N. K & Haroon, T. U. (2003). Proliferation of TV Channels in Pakistan, 

Research News, 10 (3), 8-10. 

Ailawadi, K. L., Lehmann, D. R. & Neslin, S. A. (2003). Revenue Premium as an 

Outcome Measure of Brand Equity.  Journal of Marketing, 67 (4), 1-17. 

Ali, S. & Aslam, R. (2008). A Study about the Uses of Internet in Pakistan. European 

Journal of Social Sciences, 6 (4), 92-107. 

Altsech, M. B.  (1995). The Assessment of Creativity in Advertising and the 

Effectiveness of Creative Advertisements. Unpublished Doctoral Dissertation, 

Pennsylvania State University, Pennsylvania. 

Amabilie, T. M. (1982). Social Psychology of Creativity: A Consensual Assessment 

Technique. Journal of Personality and Social Psychology, 43 (5), 997-1013. 

Anderson, J. R. (1983). A Spreading Activation Theory of Memory. Journal of 

Verbal Learning and Verbal Behavior, 22 (3), 261-295. 

Ang, S. H., Lee, Y. H. & Leong, S. M. (2007). The ad creativity cube: 

conceptualization and initial validation. Journal of the Academy of Marketing 

Science, 35 (2), 220-232. 

Ang, S. H. & Low, S. Y. M. (2000). Exploring the Dimensions of Ad Creativity.  

Psychology and Marketing, 17 (10), 835-854. 

Atta, A. (2010). Waking Up to a New World-Digital Marketing. Retrieved October 

10, 2010, from http://propakistani.pk/2010/01/03/digital-marketing-pakistan/ 



                                                Creative Advertising and its Effectiveness 

 

236

Auchard, E. (2009). Do tough times draw TV-viewers to Web? Retrieved October, 

10, 2010, from http://blogs.reuters.com/great-debate/2009/01/12/do-tough-

times-draw-tv-viewers-to-web/ 

Avkiran, N. K. (1995). A multivariate model of integrated model of branch 

performance and potential focusing on personal banking. Unpublished PhD 

Dissertation, Victory University of Technology. 

Ayub, A. (2009). How the World Uses the Web? Retrieved October, 13, 2010 from 

http://www.geotauaisay.com/2009/05/how-the-world-uses-the-web/  

Babbie, E. (2001). The practice of social research (9th ed). Belmont, CA: 

Wadsworth/Thomson Learning. 

Baker, S. M. & Kennedy, P. F. (1994). Death By Nostalgia: A Diagnosis of Context-

Specific Case. Advances in Consumer Research, 21 (1), 169-174.  

Barban, A. M.  Dunm, W., Krugmann, D. M., & Reid, L. N. (1990). Advertising: Its 

Role in Modern Marketing. Orlando: The Dryden Press. 

Barnett, V. & Lewis, T. (1994). Outliers in statistical data (3rd ed). New York: 

Wiley. 

Barron, F. (1955). The Disposition Towards Originality. Journal of Abnormal 

Psychology, 51 (3), 478-485.  

Batra, R. & Ahtola, O. T. (1990). Measuring the hedonic and utilitarian sources of 

consumer attitudes. Marketing Letters, 2 (2), 159-170.  

Batra, R., Myers, J. G. & Aaker, D. A. (1996). Advertising Management (5th ed). 

Englewood Cliffs, NJ: Prentice-Hall. 

Batra, R. & Ray, M. L. (1986). An Affective Responses Mediating Acceptance of 

Advertising. Journal of Consumers Research, 13 (2), 234-249. 



                                                Creative Advertising and its Effectiveness 

 

237

Belch, G. E. (1982). The Effects of Television Commercial Repetition on Cognitive 

Response and Message Acceptance. Journal of Consumer Research, 9 (1), 56-

65. 

Belch, G. E. & M. A. Belch. (1998). Introduction to Advertising & Promotion (4th 

ed). Burr Ridge IL: Irwin/McGraw-Hill. 

Bell, J. A. (1992). Creativity, TV Commercials Popularity and Advertising 

Expenditures. International Journal of Advertising, 11 (2), 165-183. 

Berkowitz, L. (1987). Mood, Self-Awareness, and Willingness to Help. Journal of 

Personality and Social Psychology, 25 (4), 721-729. 

Berlyne, D. E. (1970). Novelty, Complexity, and Hedonic Value. Perception and 

Psychophysics, 8 (5A), 279–286. 

Berlyne, D. E. (1971). Aesthetics and psycho-biology. New York: Meredith. 

Bettman, J. R. (1979). Memory Factors in Consumer Research: A Review. Journal of 

Marketing, 43 (1), 37-53. 

Bower, G. H. (1981). Mood and Memory. American Psychologist, 36 (1), 129-48. 

Bransford, J. D. & Johnson, M. K. (1972). Consideration of some problems of 

comprehension. In W. G. Chase (Eds). Visual Information Processing. New 

York, Academic. 

Brien, C. G. (2004). Building a Case for the Unfamiliar Cause in Cause-Related 

Marketing: The Importance of Cause Related Interest. Unpublished Master 

Thesis, University of South Florida, Florida.  

Brown, S. P. & Stayman, D. M. (1992). Antecedents and Consequences of Attitude 

Toward the Ad: A Meta-Analysis. The Journal of Consumer Research, 19 (1), 

34–51. 



                                                Creative Advertising and its Effectiveness 

 

238

Bruner II, G. C. & Kumar, A. (2000). Web Commercials and Advertising Hierarchy 

of Effects. Journal of Advertising Research, 40 (1& 2), 35-44. 

Bruner, J. (1962). The Conditions of Creativity. in Gruber, H. Terrell, G. and 

Werteimer,  M. (Eds). Contemporary Approaches to Creative Thinking. New 

York: Atherton Press. 

Burke, M. C. & Edell, J. A. (1986). Ad Reactions Over Time: Capturing Changes in 

the Real World. Journal of Consumer Research, 13 (1), 114-18.  

Burns, C. A. & Bush, I. R. (2001). Marketing Research. Prentice Hall.  

Cacioppo, J. T. & Petty, R. E. (1979). Effects of Message Repetition and Position on 

Cognitive Response, Recall and Persuasion. Journal of Personality and Social 

Psychology, 37 (1), 97-109. 

Calder, B. J. & Sternthal, B. (1980). Television Commercial Wearout: An Information 

Processing View. Journal of Marketing Research, 17 (2), 173-186. 

Campbell, M. C. & Keller, K.L. (2003). Brand Familiarity and Advertising Repetition 

Effects. Journal of Consumer Research, 30 (2), 292-303.     

Carmines, E. G. & Zeller, T. T. (1979). Reliability and validity assessment. Beverley 

Hills, CA: Sage Publications. 

Cathy J, C-W., Rubbie. & Donthu, N. (1995). Brand Equity, Brand Preference, and 

Purchase Intent. Journal of Advertising, 14 (1), 25-40. 

Churchill, G. A. (1979). A paradigm for developing better measures of marketing 

constructs. Journal of Marketing Research, 16 (1), 64-73. 

Cohen, J. (1988). Statistical Power Analyses for the Behavioral Sciences (2nd ed). 

New Jersey: Lawrence Erlbaum. 

Cook, T. D. & Campbell, D.T. (1979). Quasi-experimentation. Boston: Houghton 

Mifflin Company.   



                                                Creative Advertising and its Effectiveness 

 

239

Cooper, D. R. & Schindler, P. S. (2006). Business Research Methods (9th ed). New 

York: McGraw-Hill/Irwin. 

Craick, F. & Lockhart, R. S. (1972). Levels of processing: A framework for memory 

research. Journal of Verbal Learning & Verbal Behavior, 11(6), 671–84. 

Creswell, J.W. (2003). Research design: Qualitative, Quantitative and mixed methods 

approaches (2nd ed). CA: Sage Publications Inc. 

Crimmins, J. C. (1992). Better Measurement and Management of Brand Value. 

Journal of Advertising Research, 40 (6), 11-19. 

DeVellis, R. F. (1991). Scale Development: theory and applications. Newbury Park: 

Sage Publications Inc. 

Dixit, Y. (2005). Indian Award Winning Advertisements: A Content Analysis. 

Unpublished Master Thesis, University of Florida, Florida. 

Doane, D. P. & Seward, L.E. (2007). Applied statistics in business and economics. 

New York: McGraw-Hill/Irwin. 

Duffy, M. E. (1985). Designing research: The qualitative-quantitative debate. Journal 

of Advanced Nursing, 11 (3), 225-232.  

El-Murad, J. & West, D. C. (2004). The Definition and Measurement of Creativity: 

What Do We Know? Journal of Advertising Research, 44 (2), 188-201.  

Emory, C. W. (1980). Business research methods (Revised ed). Homewood, Illinois: 

Richard D. Irwin Inc. 

Farquhar, P. H. (1989). Managing Brand Equity.  Journal of Advertising Research, 30 

(4), 7-12. 

Finn, A. (1992). Recall, Recognition and the Measurement of Memory for Printed 

Advertisements: A Reassessment. Marketing Science, 11 (1), 95-100. 



                                                Creative Advertising and its Effectiveness 

 

240

Fishbein, M. (1963). An investigation of the relationships between beliefs about an 

object and the attitude towards that object. Human Relations, 16 (3), 233-240. 

Fletcher, W. (1999). The Management of Creativity. International Journal of 

Advertising, 9 (1), 1-37. 

Francis, L. (2001). Neural networks demystified. Casualty Actuarial Society Forum. 

Winter (1), 252–319. 

Froggatt, M. (2010). Online Ad spending in Asia-Pacific is Heating Up Fast. 

Retrieved October, 13, 2010, from 

http://www.emarketer.com/blog/index.php/asia-pacific-ad-spendingupdate/ 

Gallup Survey of Pakistan, Karachi, Pakistan. (2008). Pakistan Advertising Industry: 

Five Years Trend.  

Gardner, H. (1993). Multiple intelligences: The theory in practice. New York: Basic 

Books. 

Gardner, M. P. (1985). Does Attitude Toward the Ad Affect Brand Attitude Under A 

Brand Evaluation Set? Journal of Marketing Research, 22 (2), 192 – 198. 

Gibson, L. D. (1996). What Can One TV Exposure Do?  Journal of Advertising 

Research, 36 (2), 9-18. 

Goldberg, M. E. & Gorn, G. J. (1987). Happy and Sad TV Programs: How They 

Affect Reactions to Commercials. Journal of Consumer Research, 14 (3), 387-

403. 

Goldenberg, J., Mazursky, D. & Solomon, S. (1999). Creative sparks. Science, 285 

(5433), 1495–1496. 

Goodstein, R. C. (1993). Category-based Applications and Extensions in Advertising: 

Motivating More Extensive Ad Processing. Journal of Consumers Research, 

20 (1), 87-99. 



                                                Creative Advertising and its Effectiveness 

 

241

Gorman, S (2008). TV-Internet usage overlap. Retrieved October, 13, 2010, from 

http://www.reuters.com/artcile/idUSTRE49U7SC20081031 

Gresham, L. G. & Shimp, T.A. (1985). Attitude Towards the Advertisement and 

Brand Attitudes: A Classical Conditioning Perspective. Journal of Advertising, 

14 (1), 10-17. 

Gruber, H. E. & Wallace, D. B. (1999). The case study Method and evolving systems 

approach for understanding unique creative people at work. In R.J. Sternberg. 

Handbook of Creativity. New York, Cambridge University Press.   

Haberland, G. S. & Dacin, P. A. (1992). The Development of a Measure to Assess 

Viewers’ Judgements of the Creativity of an Advertisement: A Preliminary 

Study. Advances in Consumer Research, 19 (1), 817–825. 

Hair, J.F. Jr., Anderson. R.E., Tatham, R.L. & Black, W.G. (1998). Multivariate data 

analysis (4th ed). Englewood Cliffs, New Jersey: Prentice-Hall, Inc.  

Haley, R. I. & Baldinger, A. L. (1991). The ARF Copy Research Validity Project.  

Journal of Advertising Research, 31 (2), 11-32. 

Haynes, D. (1999). Templates are Central to Creativity. Science, 285 (5433), 1495-

1496. 

Heckler, S. E. & Childers, T. L. (1992). The Role of Expectancy and Relevancy in 

Memory for Verbal and Visual Information: What is Incongruencey? Journal 

of Consumer Research, 18 (4), 475-492.     

Helgesen, T. (1994). Advertising awards and advertising agency performance criteria. 

Journal of Advertising Research, 34 (4), 43–53. 

Higie. R. A. & Sewall, M. A. (1991). Using Recall and Brand Preference to Evaluate 

Advertising Effectiveness. Journal of Advertising Research, 31 (2), 56-63. 



                                                Creative Advertising and its Effectiveness 

 

242

Hirschman, E. C. (1986). The Effect of Verbal and Visual Advertising Stimuli on 

Aesthetic, Utilitarian and Familiarity Perceptions. Journal of Advertising, 15 

(2), 27-34. 

Homer, P. M. (1990). The Mediating Role of Attitude Towards the Ad: Some 

Additional Evidence. Journal of Marketing Research, 27 (1), 78 – 86. 

Hovland, R. & Wilcox, G. B. (1989). Advertising and Society: Classic and 

Contemporary Readings on Advertising Role in Society. Lincolnwood, IL: 

NTC Business Books. 

Hussainy, S. K., Riaz, K., Kazi, A. K. & Herani, G.M. (2008). Advertising Styles’ 

Impact on Attention in Pakistan. KASBIT Business Journal, 1(1), 28-35. 

Jeong, J. (2004). Exploring the impact of advertising on brand equity and shareholder 

value. Unpublished PhD Dissertation, The University of Texas at Austin.  

Jewler, A. J. & Drewniany, B. L. (1998). Creative Strategy in Advertising, (6th ed). 

Belmont, CA: Wadsworth. 

Jones, J. P. (1995). When Ads Work: New Proof that Advertising Triggers Sales. New 

York: Simon & Schuster-Lexington Books. 

Kamins, M. A., Marks, L. J. & Skinner, D. (1991). Television Commercial Evaluation 

in the Context of Program Induced Mood: Congruency Versus Consistency 

Effects. Journal of Advertising, 20 (2), 1-14. 

Keller, K. L. (1993). Conceptualizing, Measuring, and Managing Customer-Based 

Brand Equity.  Journal of Marketing, 57 (1), 1-22. 

Kinnear, J. & Tayler, J. (1987). Marketing Research: An Applied Approach. 

Singapore: McGraw-Hill Book Co. 



                                                Creative Advertising and its Effectiveness 

 

243

Kocabiyikoglu, P. (2004). The Effectiveness of Superimposed Advertisements Versus 

Traditional Commercials. Unpublished Master Thesis, Graduate School of 

Social Sciences of Middle East Technical University, Turkey.   

Kover, A. J., James, W. L. & Sonner, B. S. (1997). To Whom Do Advertising 

Creatives Write? An Inferential Answer. Journal of Advertising Research, 37 

(1), 41–53.  

Kover, A. J., Goldberg, S. M.  & James, W. L. (1995). Creativity Vs. Effectiveness? 

An Integrating Classification for Advertising. Journal of Advertising 

Research, 35 (6), 29-39. 

Krishnan, S. H. & Chakravarti, D. (1993). Memory Measures for Pre-testing 

Advertisements: An Integrative Conceptual Framework and a Diagnostic 

Template. Journal of Consumer Psychology, 8 (1), 1-37.  

Krugman, H. E. (1972). Why Three Exposures May Be Enough. Journal of 

Advertising Research, 12 (6), 11-28. 

Laroche, M, Kim, C. &  Zhou, L. (1996). Brand Familiarity and Confidence as 

Determinants of Purchase Intention: An Empirical Test in a Multiple Brand 

Context. Journal of Business Research, 37 (2), 115-120.  

Leather, P., McKechnie , S. & Amirkhanian , M. (1994). The Importance of 

Likeability as a Measure of Television Advertising Effectiveness. 

International Journal of Advertising, 13 (3), 256-281. 

Lee, Y.W. & Mason, C. (1999). Responses to Information Incongruencey in 

Advertising: The Role of Expectancy, Relevancy, and Humor. Journal of 

Consumer Research, 26 (2), 156-169.  

Leone, R. P. (1995). Generalizing What is Known about Temporal Aggregation and 

Advertising Carryover. Marketing Science, 14 (3), G141-49. 



                                                Creative Advertising and its Effectiveness 

 

244

Lin, N. H. &  Lin, B. S. (2007). The Effect of Brand Image and Product Knowledge 

on Purchase Intention Moderated by Price Discount. Journal of International 

Management Studies, 2 (2), 121-132.  

Lucas, D. B. & Britt, S. H. (1963). Measuring Advertising Effectiveness. New York: 

McGraw-Hill. 

Loudon, D. L. & Della Bitta, A. J. (2002). Consumer Behavior: Concepts and 

Applications. (4th ed). India: Tata Mc-Graw Hill Inc.   

McDonald, C. (1971). What Is the Short-Term Effect of Advertising? Marketing 

Science, 71 (142), 19-32.  

Machleit, K. A. & Wilson, R. D. (1988). Emotional feelings and attitude toward the 

advertisement: The roles of brand familiarity and repetition. Journal of 

Advertising, 17 (3), 27-35.  

Machleit, K. A., Allen, T. C., & Madden, J. T. (1993). The Mature Brand and Brand 

Interest: An Alternative Consequence of Ad-Evoked Effect. Journal of 

Marketing, 57 (4), 72-82. 

MacKenzie, S. B., Lutz, J. R. & Belch, G. E. (1986). The Role of Attitude Toward the 

Ad as a Mediator of Advertising Effectiveness: A test of competing 

explanations. Journal of Marketing Research, 23 (2), 130 -143. 

Mahmood, Z. (2000). An empirical investigation of the successful implementation of 

quality management in service organizations. Unpunished Ph.D. Dissertation, 

University of Western Sydney, Australia.  

Maitra (2008). The Effectiveness Versus Creativity Debate. Retrieved October, 17, 

2010, from: http://www.campaignindia.in /feature/the_ effectiveness_ Versus_ 

Creativity_ debate (February 20, 2008). 



                                                Creative Advertising and its Effectiveness 

 

245

Markus, L. M. & Robey, D. (1988). Information Technology and Organizational 

Change: Causal Structure in Theory and Research. Management Science, 34 

(5), 583-598. 

Marra, J. L. (1990). Advertising Creativity. Englewood Cliffs, NJ: Prentice Hall. 

Martin J. O. (1990). Signaling, Forward Induction, and Stability in Finitely Repeated 

Games. Journal of Economic Theory, 50 (1), 22–36. 

Mason, J. (1996). Qualitative reasoning. London: Thousand Oaks, CA: Sage 

Publications. 

Melvin, P. S. & Mark, A. R. (1994). Creativity and Affect. (Eds). Norwood, NJ: 

Ablex. 

Miniard, P. W., Bhatla, S., Lord, K. R., Dickson, P. R. &  Unnava, R. H. (1991). 

Picture-based Persuasion Processes and the Moderating Role of Involvement. 

Journal of Consumer Research, 18 (2), 92-107. 

Mitchell, A. A. & Olson, J. C. (1981). Are Product Attribute Beliefs the Only 

Mediator of Advertising Effects on Brand Attitude? Journal of Marketing 

Research, 18 (3). 318-332. 

Mitchell, J. (2006). The Long term Association of Early Childhood Diarrhea with 

School Success: A Case study from Pakistan. Journal of Education for 

International Development, 2 (2), 1-11.   

Moriarty, S. E. (1996). Effectiveness, Objectives, and the EFFIE Awards. Journal of 

Advertising Research, 5 (4), 54-64. 

Mulligan, J. H. (1998). Consumer Usage Pattern of the Internet and Traditional 

Media. Internet Usage, Media Consumption, Demographics and Lifestyles in a 

Local Market Context. Paper presented at the ESOMAR, Media Research. 



                                                Creative Advertising and its Effectiveness 

 

246

Mumford, M. D. & Gustafson, S. B. (1988). Creativity syndrome: Integration, 

application, and innovation. Psychological Bulletin, 103 (1), 27-43. 

Murphy, J. H. & Cunningham, I. C. (1993). Advertising and Marketing 

Communication Management. (4th ed). London: The Dryden Press.  

Naples, M. J. (1997). Effective Frequency: Then and Now. Journal of Advertising 

Research, 37 (4), 7-12.  

Neslin, S. A. (2002). Sales Promotion. Cambridge, MA: Marketing Science Institute.    

Neuman, W. L. (2003). Social research methods: Qualitative and quantitative 

approaches (5th ed). Boston: Allyn and Bacon. 

Newell, A., Shaw, J. C. & Simon, H. A. (1962). The Process of Creative Thinking, In 

H. E. Gruber, G. Terrell & M. Wertheimer (Eds), Contemporary Approaches 

to Creative Thinking. New York, Atherton.  

Nunnally, J. C. (1978). Psychometric theory (2nd ed). New York: McGraw-Hill. 

Osborn, A. F. (1963). Applied Imagination (3rd ed). New York: Scribners. 

Ott, J. S. (1989). The organizational culture perspective. Pacific Grove, CA: 

Brooks/Cole. 

Padilla-Walker, M.  L. & Poole, D. A. (2002). Memory for Previous Recall: A 

Comparison of Free and Cued recall.  Applied Cognitive Psychology, 16 (5), 

515-528. 

Pakistan Electronic Media Regulatory Authority (PEMRA), Headquarters Islamabad, 

Pakistan. (2008). Television Channels in Pakistan. 

Panneerselvam, P. (2004). Research Methodology. India: Prentice Hall. 

Pechmann, C. & Stewart, D. W. (1989). Advertising Repetition: A Critical Review of 

Wearin and Wearout. Current Issues and Research in Advertising, 11(1–2), 

285–330. 



                                                Creative Advertising and its Effectiveness 

 

247

Pelsmacker, P. D. (1998). Feelings Evoked By Warm, Erotic, Humorous or Non-

Emotional Print Advertisements for Alcoholic Beverages. Academy of 

Marketing Science Review, 19 (1), 1-32. 

Peterson, R. (1982).  Marketing research. London: Business Publications Inc. 

Peterson, R. A. & Sauber, M. (1983). A Mood Scale for Survey Research. In AMA 

Educators Proceedings (eds). Patrick Murphy, Chicago, IL: American 

Marketing Association, 409-414. 

Petty, R. E., Cacioppo, J. T., & Schumann, D. (1983). Central and peripheral routes to 

advertising effectiveness: The moderating role of involvement. The Journal of 

Consumer Research, 10 (2), 135-146. 

Pieters, R. & Wedel, M. (2004). Transfer in Advertising: Brand, Pictorial, and Text 

Size Effects. Journal of Marketing, 68 (2), 36-50. 

Pieters, Warlop, R. L. & Wedel, M. (2002). Breaking Through the Clutter: Benefits of 

Advertisement Originality and Familiarity for Brand Attention and Memory. 

Management Science, 48 (6), 765-781. 

Polonsky, M. J. & Walker, D. S. (1995). Does Winning Advertising Awards Pay? The 

Australian Experience. Journal of Advertising Research, 35 (1), 25-35. 

Quandt, R.E. (1964). Estimating the Effectiveness of Advertising: Some Pitfalls in 

Econometric Methods. Journal of Marketing Research, 1 (2), 51-60. 

Qureshy, S. (2005). Advertising in Pakistan: The Road Ahead. Retrieved March, 20, 

2005, from: http://www.map.org.pk/review/0105/roadahead 

Rajaram, S., Srinivas, K., & Travers, S. (2001). The Effects of Attention on 

Perceptual Implicit Memory. Memory and Cognition, 29 (7), 920-930. 



                                                Creative Advertising and its Effectiveness 

 

248

Rao, A. R. & Monroe , K. B. (1988). The Moderating Effect of Prior Knowledge on 

Cue Utilization in Product Evaluations. Journal of Consumer Research, 15 

(2), 253-264.  

Ray, M.L. (1982). Advertising and Communication Management. Englewood Cliffs, 

NJ: Prentice Hall. 

Rosbergen, E., Pieters, R., & Wedel, M. (1997). Visual Attention to Advertising: A 

Segment-Level Analysis. Journal of Consumer Research, 24 (3), 305-314.  

Rosoco, J.T (1975). Fundamental Research Statistics For The Behavioral Science 

(4th ed). New York: Holt, Rinehart & Winston, Inc.  

Rossiter, J. R. & Percy, L. (1985). Advertising Communication Models. In B. D. Till 

& D. W. Baack (2005). Journal of Advertising, 34 (3). 

Rothschild, M. L. (1987). Marketing Communications: From Fundamentals to 

Strategies. Lexington, MA: D.C. Heath. 

Rubin, A. & Babbie, E. (1993). Research methods for social work (2nd ed). Pacific 

Groves, CA: Brooks / Cole. 

Russell, J. T. & Lane, W.R. (1999). Kleppners’ Advertising Procedure. (14th ed). 

Englewood Cliffs, NJ: Prentice Hall. 

Sacharin, K. (2001). Attention! How to Interrupt, Yell, Whisper and Touch 

Consumers. New York: John Wiley & Sons. 

Sawyer, A. G. (1981). Repetition, Cognitive Response, and Persuasion, In. R.E. Petty, 

T. M. Ostrom, & T. C. Brock (Eds), Cognitive  Responses in Persuasion. 

Hillsdale, NJ: Erlbaum.   

Schonfeld, E. (2010). Estimate: 800,000 U.S. Households Abandoned Their TVs For 

The Web. Retrieved October, 13, 2010, from 

http://techcrunch.com/2010/04/13/800000-households-abandoned-tvs-web/ 



                                                Creative Advertising and its Effectiveness 

 

249

Schweitzer, J. C. & Hester, J. B. (1992). The Importance of Winning Advertising 

Award Shows. Southwestern Mass Communication, 7(1), 55-66. 

Sekaran. U. (2000). Research Methods for Business: A skill building approach (3rd 

ed). USA: John Wiley and Sons. 

Shimp, T. A. (1997). Advertising, Promotion, and Supplemental Aspects of Integrated 

Marketing Communications. (4th ed). London: Fort Worth, TX; Dryden Press. 

Shimp, T. A, Stuart, E. W., & Engle, R. W. (1991). A Program of Classical 

Conditioning Experiments Testing Variations in the Conditioned Stimulus and 

Context. Journal of Consumer research, 18 (1), 1-12.  

Smith, R. E. & Yang, X. (2004). Toward a general theory of creativity in advertising: 

Examining the role of divergence. Marketing Theory, 4 (31), 31–57. 

Snyder, M. & Stukas, A. A. (1999). Interpersonal Processes: The Interplay of 

Cognitive, Motivational, and Behavioral Activities in Social Interaction. 

Annual Review of Psychology, 50 (1), 273–303. 

Srivastava, R. & Shocker, A. D. (1991). Brand Equity: A Perspective on Its Meaning 

and Measurement. Cambridge, M.A: Marketing Science Institute. 

Srull, T. K. (1981). Person Memory: Some Tests of Associative Storage and Retrieval 

Models. Journal of Experimental Psychology, Human Learning and Memory, 

7 (6), 440-463. 

Srull, T. K., Lichtenstein., M. & Rothbart, M. (1985). Associative Storage and 

Retrieval Processes in Person Memory. Journal of Experimental Psychology, 

Learning, Memory, and Cognition, 11 (2), 316-345. 

Stang, D. J. (1975). Effects of Mere Exposure on Learning and Affect. Journal of 

Personality and Social Psychology, 31(1), 7-12. 



                                                Creative Advertising and its Effectiveness 

 

250

Stewart, D. W. (1989). Measures, Methods and Models in Advertising Research. 

Journal of Advertising Research, 21 (3), 54-59. 

Stewart, D.W. (1992). Speculations on the Future of Advertising Research. Journal of 

Advertising, 21 (3), 1-17. 

Stone, G., Besser, D. & Lewis, L. E. (2000). Recall, Liking, and Creativity in TV 

Commercials: A New Approach. Journal of Advertising Research, 40 (3), 7-

18. 

Stouffer, S. A. (1950). Measurement and Prediction. Princeton: Princeton University 

Press. 

Tabachnick, B. G. & Fidell, L.S. (2001). Using Multivariate Statistics (4th ed). 

Needham Heights: Allyn & Bacon.  

Tellis (1997). Effective Frequency: One Exposure or Three Factors? Journal of 

Advertising Research, 37 (4), 75-80.  

Telser, L. G. (1962). Advertising and Cigarettes. The Journal of Political Economy, 

70 (5), 471-99. 

Till, D. B. & Baack, W. D. (2005). Recall and Persuasion: Does Creative Advertising 

Matter? Journal of Advertising, 34 (3), 47-57. 

Townsend, J. D., Calantone, R. J., & Cavusgil, S. T. (2007). A longitudinal Analysis 

of the Effects of Brand Equity on Anticipated Value Retention in the U.S 

Automotive Market, International Motor Vehicles Program Automotive Mini-

Conference, 1-49.  

Tull, D. S. & Hawkins, D. I. (1990). Marketing research: Measurement and method. 

London: Macmillan Publishing Company. 

Unsworth, K. (2001). Unpacking Creativity. Academy of Management Review, 26 (2), 

289–297. 



                                                Creative Advertising and its Effectiveness 

 

251

Vakratsas, D. & Ambler, T. (1999). How Advertising Works: What Do We Really 

Know? Journal of Marketing, 63 (1), 26-43. 

Van den Bergh, G. B., Reid, L. N., & Scherin, G. A. (1983) How Many Creative 

Alternatives to Generate. Journal of Advertising, 12 (4), 46-49. 

Walker, D. & Von Gonten, H. F. (1989). Explaining Related Recall Outcomes: New 

Answers from a Better Model. Journal of Advertising Research, 29 (3), 11-21. 

Wallas, G. (1926). The Art of Thought. New York: Harcourt, Brace & World. 

Wang, C. C. & Hwang, I. S. (2001). The Influence of Product Knowledge on the 

Amount of Merchandises Information Search on Internet. Journal of Business 

Administration, 51 (1), 109-138. 

Weisberg, R. W. (1986). Creativity, genius and other Myths. New York: Freeman 

Wells, W. D., Burnett, J., & Moriarty, S. (2003). Advertising: Principles and practice 

(6th ed). Englewood Cliffs, NJ: Prentice-Hall. 

West, D. C. (1993). Creativity and Advertising Agencies in the United States, Canada 

and Britain.  Proceedings of the Fourth Symposium on Cross-Cultural 

Consume rand Business Studies. 

Westberg, K. J. (2004). The Impact of Cause-Related Marketing on Consumer 

Attitude to the Brand and Purchase Intention: A Comparison with Sponsorship 

and Sales Promotion. Unpublished PhD Dissertation, School of Marketing, 

Griffith University, Australia.    

White, A. & Smith, B. (2001). Assessing Advertising Creativity Using the Creative 

Product Semantic Scale. Journal of Advertising Research, 41 (6), 27-34. 

Yin, R. K. (1984). Case study research: Design and methods. Beverly Hills, CA: 

Sage Publications. 



                                                Creative Advertising and its Effectiveness 

 

252

Yinon, Y. & Landau, O. M. (1987). On the Reinforcing Value of Helping Behavior in 

a Positive Mood. Motivation and Emotion, 11 (1), 83-93. 

Zikmund, W. G. (2003). Business Research Methods (7th ed). USA: South-Western.  



                                                Creative Advertising and its Effectiveness 

 

253

APPENDIX A - Correspondence with Pakistan Advertising 

Association 
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APPENDIX B - Questionnaire 

 

 

 

Dear Respondent,  

It is a PhD study. You are requested to complete this questionnaire with great 

care and attention. This will be your contribution to the treasury of Knowledge. 

Thanks 

 

 

Gender: Male / Female, Your Qualification: _____________ Age:  

 

 

 

Please Move to Next Page and Fill the Questionnaire 

Office Use Only 

25-2722-2419-21
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Dear Respondents, 

After watching the television program (English Documentary), Please state how do 

you feel now by encircling the appropriate number on the following scales.  

(1= Strongly Disagree; 2= Disagree;  3 = No Opinion ;  4= Agree  and 

 5= Strongly Agree) 

 

 

Q.1 Currently I am in a good mood. 

 

 

 

Q.2 After Seeing this Program, I Feel very Cheerful. 

 

 

 

Q.3 For some reasons, I am not very Comfortable right now. 

 

 

 

 

 

(Please Turn to Next Page) 

Strongly Disagree Disagree No Opinion Agree Strongly Agree 

Strongly Disagree Disagree No Opinion Agree Strongly Agree 

Strongly Disagree Disagree No Opinion Agree Strongly Agree 
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Unaided Brand Recall 

Dear Respondent, 

During the television program, you also watched advertisements for different 

products. Please write the names of the brands that you just watched in the Television 

commercials. 

 

Names of Brands 

1.  ___________________ 

2.  ___________________ 

3.  ___________________ 

4.  ___________________ 

5.  ___________________ 

6.  ___________________ 

7.  ___________________ 

8.  ___________________ 

9.  ___________________ 

10. ___________________ 

11. ___________________ 

12. ___________________ 
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Unaided Advertisement Features Recall 

Dear Respondent, 

During the Television Program, you watched different advertisements. Please discuss 

briefly about “What you saw in these advertisements”. i.e., write anything that comes 

to your mind about the different aspects of these advertisements. (For Example, 

What was the Advertisement Communicating, the Main Purpose of the 

advertisement .etc). 

Detailed information about the advertisements 

  (1) [Advertisement For ---------------------------------- (Write Brand Name)] 

_____________________________________________________________________

_____________________________________________________________________

_____________________________________________________________________ 

 

(2) [Advertisement For ----------------------------------(Write Brand Name)] 

_____________________________________________________________________

_____________________________________________________________________

_____________________________________________________________________ 

 (3) [Advertisement For ----------------------------------(Write Brand Name)] 

_____________________________________________________________________

_____________________________________________________________________

_____________________________________________________________________ 

 (4) [Advertisement For ----------------------------------(Write Brand Name)] 

_____________________________________________________________________

_____________________________________________________________________

_____________________________________________________________________  

(5) [Advertisement For ----------------------------------(Write Brand Name)] 

_____________________________________________________________________

_____________________________________________________________________

_____________________________________________________________________ 

(6) [Advertisement For ---------------------------------(Write Brand Name)] 

_____________________________________________________________________

_____________________________________________________________________

_____________________________________________________________________ 
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  (7) [Advertisement For ----------------------------------(Write Brand Name)] 

_____________________________________________________________________

_____________________________________________________________________

_____________________________________________________________________ 
 

(8) [Advertisement For ----------------------------------(Write Brand Name)] 

_____________________________________________________________________

_____________________________________________________________________

_____________________________________________________________________ 
 

(9) [Advertisement For ----------------------------------(Write Brand Name)] 

_____________________________________________________________________

_____________________________________________________________________

_____________________________________________________________________ 
 

(10) [Advertisement For ----------------------------------(Write Brand Name)] 

_____________________________________________________________________

_____________________________________________________________________

_____________________________________________________________________ 

(11) [Advertisement For ----------------------------------(Write Brand Name)] 

_____________________________________________________________________

_____________________________________________________________________

_____________________________________________________________________ 

 

(12) [Advertisement For ----------------------------------(Write Brand Name)] 

_____________________________________________________________________

_____________________________________________________________________

_____________________________________________________________________ 
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The ‘Product Categories’ are as follows: 

1.  Tea 

2.  Cold Drink 

3.  Milk 

4.  Shoes 

5.  Soap 

6.  Gastric Syrup 

 

Please write down the brand names in front of each of these products that you 

watched in these advertisements (For Example, “Haleeb” for Milk, “Lays” for Chips, 

“Head & Shoulder” for Shampoo).  

 

Product Categories         Brand Name -1  Brand Name -2 

1.  Tea    1) _______________ 2) _______________ 

2.  Cold Drink   1) _______________ 2) _______________ 

3.  Milk    1) _______________ 2) _______________ 

4.  Shoes    1) _______________ 2) _______________ 

5.  Soap    1) _______________ 2) _______________ 

6.  Gastric Syrup  1) _______________ 2) _______________ 

 

Aided Brand Recall Office Use Only 

Dear Respondent, 

During the Television Program, You watched Advertisements of the following different 
Products. 
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Aided Advertisement Features Recall 

Dear Respondent, 

During the Television Program, You watched Advertisements for different Products. 

The Product Categories are as follows: 

1) Tea         2) Cod Drink       3) Milk     4) Shoes      5) Soap      6) Gastric 

Syrup 

NOTE: Please discuss briefly about “What you saw in these Advertisements”. Write 

anything that comes to your mind about the different aspects of these advertisements. 

(For Example, What was the Advertisement Communicating, the Main Purpose 

of the advertisement etc.). 

 

Detailed Information about the Advertisements I watched during the Program 

(1) [Advertisement For ---------------------------------- (such as Pantene)] 

_____________________________________________________________________

_____________________________________________________________________

_____________________________________________________________________  

(2) [Advertisement For ----------------------------------( such as Dettol)] 

_____________________________________________________________________

_____________________________________________________________________

_____________________________________________________________________ 

(3) [Advertisement For ----------------------------------( such as Haleeb)] 

_____________________________________________________________________

_____________________________________________________________________

_____________________________________________________________________  

(4) [Advertisement For ----------------------------------( such as Dew)] 

_____________________________________________________________________

_____________________________________________________________________

_____________________________________________________________________ 

(5) [Advertisement For ----------------------------------( such as Pepsi)] 

_____________________________________________________________________
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_____________________________________________________________________

_____________________________________________________________________  

 (6) [Advertisement For ---------------------------------( such as Candia)] 

_____________________________________________________________________

_____________________________________________________________________

_____________________________________________________________________ 

  (7) [Advertisement For ----------------------------------( such as Sprite)] 

_____________________________________________________________________

_____________________________________________________________________

_____________________________________________________________________ 
 

(8) [Advertisement For ----------------------------------( such as Lux)] 

_____________________________________________________________________

_____________________________________________________________________

_____________________________________________________________________ 
 

(9) [Advertisement For ----------------------------------( such as Capri)] 

_____________________________________________________________________

_____________________________________________________________________

_____________________________________________________________________ 
 

(10) [Advertisement For ----------------------------------( such as Colgate)] 

_____________________________________________________________________

_____________________________________________________________________

_____________________________________________________________________ 

 

(11) [Advertisement For ----------------------------------( such as Rohafza)] 

_____________________________________________________________________

_____________________________________________________________________

_____________________________________________________________________ 

 

(12) [Advertisement For ----------------------------------( such as Rohafza)] 

_____________________________________________________________________

_____________________________________________________________________

_____________________________________________________________________
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Please give your opinion about the “Advertisements” and “Brands” that you 
mentioned in the “Previous Sections”. Also Write the “Name of the 

Advertisement” and “Name of Brand” in the blank space: 

Advertisement For -------------------------Name of Brand ----------------------------- 
 

Q.1    I liked this advertisement  
 

 

Q.2    I found this advertisement believable. 

 

Q.3   I enjoyed this advertisement. 

 

Q.4   I found this advertisement convincing. 
 
 

 

Q.5   I found this advertisement interesting 
 

 

Q.6   I found this advertisement informative. 
 

 

Q.7   I liked the brand that I watched in this advertisement. 

 

Q.8   The brand I watched in this advertisement is of good quality 
 

 

Q.9   I feel positive towards the brand shown in this advertisement. 
 

Q.10 The brand shown in this advertisement is a good brand. 
 

 

Q.11 The brand shown in this advertisement is quite useful and beneficial. 
 

 

Q.12 The brand I watched in this advertisement possesses the benefits that were claimed for it 
 

 

Q.13 I would like to try the brand shown in this advertisement. 
 

 

Q.14 If I need such type of product, I will prefer to choose the brand shown in this advertisement. 
 

 

Q.15 If I ran across this brand in a shop, I will buy it. 

Strongly Disagree Disagree Slightly Disagree No Opinion Slightly Agree Agree Strongly Agree 

Strongly Disagree Disagree Slightly  Disagree No Opinion Slightly Agree Agree Strongly Agree 

Strongly Disagree Disagree Slightly  Disagree No Opinion Slightly Agree Agree Strongly Agree 

Strongly Disagree Disagree Slightly Disagree No Opinion Slightly Agree Agree Strongly Agree 

Strongly Disagree Disagree Slightly Disagree No Opinion Slightly Agree Agree Strongly Agree 

Strongly Disagree Disagree Slightly  Disagree No Opinion Slightly Agree Agree Strongly Agree 

Strongly Disagree Disagree Slightly  Disagree No Opinion Slightly Agree Agree Strongly Agree 

Strongly Disagree Disagree Slightly  Disagree No Opinion Slightly Agree Agree Strongly Agree 

Strongly Disagree Disagree Slightly  Disagree No Opinion Slightly Agree Agree Strongly Agree 

Strongly Disagree Disagree Slightly  Disagree No Opinion Slightly Agree Agree Strongly Agree 

Strongly Disagree Disagree Slightly  Disagree No Opinion Slightly Agree Agree Strongly Agree 

Strongly Disagree Disagree Slightly  Disagree No Opinion Slightly Agree  Agree Strongly Agree 

Strongly Disagree Disagree Slightly  Disagree No Opinion Slightly Agree Agree Strongly Agree 

Strongly Disagree Disagree Slightly  Disagree No Opinion Slightly Agree Agree Strongly Agree 

Strongly Disagree Disagree Slightly  Disagree No Opinion Slightly Agree Agree Strongly agree 
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First Brand / First Advertisement 

I consider my self familiar / unfamiliar with ----------------------(write brand name in blank space) 

Very Familiar 7         6       5       4       3       2       1    Very Unfamiliar 
 

The advertisement I watched for this brand was previously: 

Known to me 7         6       5       4       3       2       1         Not Known to me 

 __________________________________________________________________________ 

Second Brand / Second Advertisement 

I consider my self familiar / unfamiliar with ----------------------  (write brand name in blank space) 

Very Familiar 7         6       5       4       3       2       1    Very Unfamiliar 
 

The advertisement I watched for this brand was previously: 

Known to me 7         6       5       4       3       2       1         Not Known to me 

 __________________________________________________________________________ 

Third Brand / Third Advertisement 

I consider my self familiar / unfamiliar with ----------------------  (write brand name in blank space) 

Very Familiar 7         6       5       4       3       2       1    Very Unfamiliar 
 

The advertisement I watched for this brand was previously: 

Known to me 7         6       5       4       3       2       1         Not Known to me 

__________________________________________________________________________ 

Fourth Brand / Fourth Advertisement 

I consider my self familiar / unfamiliar with ----------------------  (write brand name in blank space) 

Very Familiar 7         6       5       4       3       2       1    Very Unfamiliar 

The advertisement I watched for this brand was previously: 

Known to me 7         6       5       4       3       2       1         Not Known to me 

___________________________________________________________________________

Note: (Each respondent was given three such copies to document his / her brand and 

advertisement familiarity response on maximum of Twelve Experimental advertisements used 

in this research).  

Dear Respondent,  

You wrote the Names of different brands in this research study. Please indicate on the following 

scale how much you were familiar with these brand names before? (Write Brand Names in blank 

spaces given for each brand). Also show how much you knew about the advertisements for each. 
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APPENDIX C - SPSS Results of Multivariate Analysis of 
Variance (MANOVA): Pre-Test for selection of Television 
Program having Neutral Effects on Participants’ Mood   

 

Descriptive 

Mean Mood 

 

N Mean Std. Deviation Std. Error

95% Confidence Interval for Mean Minimum Maximum 

 Lower Bound Upper Bound   

Urdu News 33 2.4646 .84138 .14646 2.1663 2.7630 1.33 4.67 

English Documentary 36 3.3056 1.01848 .16975 2.9610 3.6502 1.67 5.00 

Talk Show 28 2.8335 .93648 .17698 2.4703 3.1966 1.33 5.00 

Total 97 2.8832 .99431 .10096 2.6828 3.0836 1.33 5.00 

 

ANOVA 

Mean Mood 

 Sum of Squares df Mean Square F Sig. 

Between Groups 12.272 2 6.136 6.980 .001 

Within Groups 82.638 94 .879   

Total 94.910 96    

 

Multiple Comparisons 

Mean Mood 

Tukey HSD 

(I) Program Type (J) Program Type 

Mean Difference 

(I-J) Std. Error Sig. 

95% Confidence Interval 

Lower Bound Upper Bound 

Urdu News English Documentary -.84091* .22597 .001 -1.3790 -.3028 

Talk Show -.36881 .24091 .281 -.9425 .2049 

English 

Documentary 

Urdu News .84091* .22597 .001 .3028 1.3790 

Talk Show .47210 .23626 .118 -.0905 1.0347 

Talk Show Urdu News .36881 .24091 .281 -.2049 .9425 

English Documentary -.47210 .23626 .118 -1.0347 .0905 

*. The mean difference is significant at the 0.05 level. 
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APPENDIX D - SPSS Results of Multivariate Analysis of 

Variance (MANOVA): Consensual Assessment of Creative 

Advertising between Advertising Professionals and Final 

Consumers 

 

Multivariate Testsc 

Effect Value F Hypothesis df Error df Sig. 

Intercept Pillai's Trace .982 3038.980a 3.000 169.000 .000 

Wilks' Lambda .018 3038.980a 3.000 169.000 .000 

Hotelling's Trace 53.946 3038.980a 3.000 169.000 .000 

Roy's Largest Root 53.946 3038.980a 3.000 169.000 .000 

AdType Pillai's Trace .157 1.351 21.000 513.000 .137 

Wilks' Lambda .845 1.393 21.000 485.827 .115 

Hotelling's Trace .180 1.435 21.000 503.000 .096 

Roy's Largest Root .161 3.933b 7.000 171.000 .001 

a. Exact statistic  

b. The statistic is an upper bound on F that yields a lower bound on the significance level.  

c. Design: Intercept + AdType 

 

Tests of Between-Subjects Effects 

Source Dependent Variable 

Type III Sum of 

Squares Df Mean Square F Sig. 

Corrected 

Model 

Mean Ad Novelty 2.156a 7 .308 .314 .947 

Mean Ad Meaninfulness 29.121b 7 4.160 3.665 .001 

Mean Ad Connectivity 2.665c 7 .381 .342 .934 

AdType Mean Ad Novelty 2.156 7 .308 .314 .947 

Mean Ad Meaninfulness 29.121 7 4.160 3.665 .001 

Mean Ad Connectivity 2.665 7 .381 .342 .934 

Error Mean Ad Novelty 167.590 171 .980   

Mean Ad Meaningfulness 194.074 171 1.135   

Mean Ad Connectivity 190.586 171 1.115   
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Tests of Between-Subjects Effects (Continued) 

Source Dependent Variable 

Type III Sum of 

Squares Df Mean Square F Sig. 

Total Mean Ad Novelty 5480.500 179    

Mean Ad Meaningfulness 4859.625 179    

Mean Ad Connectivity 5333.813 179    

Corrected 

Total 

Mean Ad Novelty 169.746 178    

Mean Ad Meaningfulness 223.195 178    

Mean Ad Connectivity 193.251 178    

a. R Squared = .013 (Adjusted R Squared = -.028) 

b. R Squared = .130 (Adjusted R Squared = .095) 

c. R Squared = .014 (Adjusted R Squared = -.027) 

 

APPENDIX E - SPSS Results of Multivariate Analysis of 

Variance (MANOVA): Effects of Advertisement Type on 

Recall in single Exposure 

Box's Test of Equality of Covariance Matricesa 

Box's M 16.233 

F 1.584 

df1 10 

df2 148092.430 

Sig. .104 

Tests the null hypothesis that the observed covariance matrices of the dependent variables are equal across 
groups. 

a. Design: Intercept + Type fad 

 

Multivariate Testsb 

Effect Value F Hypothesis df Error df Sig. 

Partial Eta 

Squared 

Type of Ad Pillai's Trace .023 1.002a 4.000 173.000 .408 .023 

Wilks' Lambda .977 1.002a 4.000 173.000 .408 .023 

Hotelling's Trace .023 1.002a 4.000 173.000 .408 .023 

Roy's Largest Root .023 1.002a 4.000 173.000 .408 .023 

a. Exact statistic  
b. Design: Intercept + Type of Ad 
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Descriptive Statistics 

Type of Recall Type of Advertisement Mean Std. Deviation N 

Unaided Brand Recall Creative .3128 .13028 89 

Normal .3230 .13647 89 

Total .3179 .13313 178 

Unaided Advertisement Recall Creative .2253 .14700 89 

Normal .2624 .15258 89 

Total .2439 .15054 178 

Aided Brand Recall Creative .4104 .13930 89 

Normal .4435 .13599 89 

Total .4270 .13827 178 

Aided Advertisement Recall Creative .2949 .12132 89 

Normal .3251 .13405 89 

Total .3100 .12838 178 

Tests of Between-Subjects Effects 

Source Dependent Variable 

Type III Sum 

of Squares df 

Mean 

Square F Sig. Eta Square 

Corrected Model Unaided Brand Recall .005a 1 .005 .260 .611 .001 

Unaided Advertisement Recall .061b 1 .061 2.725 .101 .015 

Aided Brand Recall .049c 1 .049 2.580 .110 .014 

Aided Advertisement Recall .041d 1 .041 2.484 .117 .014 

Intercept Unaided Brand Recall 17.988 1 17.988 1010.620 .000 .852 

Unaided Advertisement Recall 10.587 1 10.587 471.708 .000 .728 

Aided Brand Recall 32.448 1 32.448 1712.338 .000 .907 

Aided Advertisement Recall 17.104 1 17.104 1046.520 .000 .856 

Type of Ad Unaided Brand Recall .005 1 .005 .260 .611 .001 

Unaided Advertisement Recall .061 1 .061 2.725 .101 .015 

Aided Brand Recall .049 1 .049 2.580 .110 .014 

Aided Advertisement Recall .041 1 .041 2.484 .117 .014 

Error Unaided Brand Recall 3.133 176 .018    

Unaided Advertisement Recall 3.950 176 .022    

Aided Brand Recall 3.335 176 .019    

Aided Advertisement Recall 2.877 176 .016    
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Tests of Between-Subjects Effects (Continued) 

Source Dependent Variable 

Type III Sum 

of Squares df 

Mean 

Square F Sig. Eta Square 

Total Unaided Brand Recall 21.125 178     

Unaided Advertisement Recall 14.599 178     

Aided Brand Recall 35.832 178     

Aided Advertisement Recall 20.021 178     

Corrected Total Unaided Brand Recall 3.137 177     

Unaided Advertisement Recall 4.011 177     

Aided Brand Recall 3.384 177     

Aided Advertisement Recall 2.917 177     

a. R Squared = .001 (Adjusted R Squared = -.004), b. R Squared = .015 (Adjusted R Squared = .010) , c. R Squared 
= .014 (Adjusted R Squared = .009), d. R Squared = .014 (Adjusted R Squared = .008) 

 

Box's Test of Equality of Covariance Matricesa 

Box's M 3.129 

F .305 

df1 10 

df2 128586.454 

Sig. .980 

Tests the null hypothesis that the observed covariance matrices of the dependent 
variables are equal across groups. 

a. Design: Intercept + TypeofAd 

 

APPENDIX F - SPSS Results of (MANOVA): Effects of 

Advertisement Type on Recall in Three Exposures 
 

Multivariate Testsb 

Effect Value F Hypothesis df Error df Sig. Partial Eta Squared 

TypeofAd Pillai's Trace .111 5.045a 4.000 161.000 .001 .111 

Wilks' Lambda .889 5.045a 4.000 161.000 .001 .111 

Hotelling's Trace .125 5.045a 4.000 161.000 .001 .111 

Roy's Largest Root .125 5.045a 4.000 161.000 .001 .111 

a. Exact statistic  
b. Design: Intercept + TypeofAd 
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Descriptive Statistics 

 Type of Advertisement Mean Std. Deviation N 

Unaided Brand Recall Creative .4793 .12089 83 

Normal .3950 .12985 83 

Total .4371 .13201 166 

Unaided Advertisement Recall Creative .3878 .12179 83 

Normal .3555 .12404 83 

Total .3716 .12362 166 

Aided Brand Recall Creative .5870 .11632 83 

Normal .5588 .12533 83 

Total .5729 .12137 166 

Aided Advertisement Recall Creative .5387 .13969 83 

Normal .5033 .13439 83 

 

Tests of Between-Subjects Effects 

Source Dependent Variable 

Type III Sum of 

Squares df 

Mean 

Square F Sig. 

Partial Eta 

Squared 

Corrected 

Model 

Unaided Brand Recall .295a 1 .295 18.718 .000 .102 

Unaided Advertisement Recall .044b 1 .044 2.881 .092 .017 

Aided Brand Recall .033c 1 .033 2.255 .135 .014 

Aided Advertisement Recall .052d 1 .052 2.763 .098 .017 

Intercept Unaided Brand Recall 31.721 1 31.721 2015.623 .000 .925 

Unaided Advertisement Recall 22.928 1 22.928 1517.486 .000 .902 

Aided Brand Recall 54.491 1 54.491 3727.316 .000 .958 

Aided Advertisement Recall 45.054 1 45.054 2398.113 .000 .936 

TypeofAd Unaided Brand Recall .295 1 .295 18.718 .000 .102 

Unaided Advertisement Recall .044 1 .044 2.881 .092 .017 

Aided Brand Recall .033 1 .033 2.255 .135 .014 

Aided Advertisement Recall .052 1 .052 2.763 .098 .017 

Error Unaided Brand Recall 2.581 164 .016    

Unaided Advertisement Recall 2.478 164 .015    

Aided Brand Recall 2.398 164 .015    

Source Dependent Variable 

Type III Sum of 

Squares df 

Mean 

Square F Sig. 

Partial Eta 

Squared 
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Tests of Between-Subjects Effects (Continued) 

Source Dependent Variable 

Type III Sum of 

Squares df 

Mean 

Square F Sig. 

Partial Eta 

Squared 

 Aided Advertisement Recall 3.081 164 .019    

Total Unaided Brand Recall 34.597 166     

Unaided Advertisement Recall 25.449 166     

Aided Brand Recall 56.922 166     

Aided Advertisement Recall 48.187 166     

Corrected Total Unaided Brand Recall 2.876 165     

Unaided Advertisement Recall 2.521 165     

Aided Brand Recall 2.431 165     

Aided Advertisement Recall 3.133 165     

a. R Squared = .102 (Adjusted R Squared = .097) 

b. R Squared = .017 (Adjusted R Squared = .011) 

c. R Squared = .014 (Adjusted R Squared = .008) 

d. R Squared = .017 (Adjusted R Squared = .011) 

 

APPENDIX G - SPSS Results of (MANOVA): Interactive 

Effects of Adv-Exposure  Levels (Single Vs Three Exposures) 

on Recall 

Multivariate Testsb 

Effect Value F Hypothesis df Error df Sig. 

Partial Eta 

Squared 

Intercept Pillai's Trace .952 1681.076a 4.000 337.000 .000 .952 

Wilks' Lambda .048 1681.076a 4.000 337.000 .000 .952 

Hotelling's Trace 19.953 1681.076a 4.000 337.000 .000 .952 

Roy's Largest Root 19.953 1681.076a 4.000 337.000 .000 .952 

Expsr Level Pillai's Trace .441 66.364a 4.000 337.000 .000 .441 

Wilks' Lambda .559 66.364a 4.000 337.000 .000 .441 

Hotelling's Trace .788 66.364a 4.000 337.000 .000 .441 

Roy's Largest Root .788 66.364a 4.000 337.000 .000 .441 

Type of Ad Pillai's Trace .028 2.463a 4.000 337.000 .045 .028 

Wilks' Lambda .972 2.463a 4.000 337.000 .045 .028 
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Multivariate Testsb (Continued) 

Effect Value F Hypothesis df Error df Sig. 

Partial Eta 

Squared 

 Hotelling's Trace .029 2.463a 4.000 337.000 .045 .028 

 Roy's Largest Root .029 2.463a 4.000 337.000 .045 .028 

Expsr Level * 

Type of Ad 

Pillai's Trace .044 3.832a 4.000 337.000 .005 .044 

Wilks' Lambda .956 3.832a 4.000 337.000 .005 .044 

Hotelling's Trace .045 3.832a 4.000 337.000 .005 .044 

Roy's Largest Root .045 3.832a 4.000 337.000 .005 .044 

a. Exact statistic 

b. Design: Intercept + ExpsrLevel + TypeofAd + ExpsrLevel * TypeofAd 

 

Descriptive Statistics 

 Level of Ad Exposure Ad-Type  Mean Std. Deviation N 

Unaided Brand Recall  Single Exposure Creative .3128 .13028 89 

Normal .3230 .13647 89 

Total .3179 .13313 178 

Three Exposures Creative .4793 .12089 83 

Normal .3950 .12985 83 

Total .4371 .13201 166 

Total Creative .3931 .15068 172 

Normal .3577 .13774 172 

Total .3754 .14523 344 

Unaided Advertisement Recall Single Exposure Creative .2253 .14700 89 

Normal .2624 .15258 89 

Total .2439 .15054 178 

Three Exposures Creative .3878 .12179 83 

Normal .3555 .12404 83 

Total .3716 .12362 166 

Total Creative .3038 .15769 172 

Normal .3073 .14674 172 

Total .3055 .15210 344 

Aided Brand Recall Single Exposure Creative .4104 .13930 89 

Normal .4435 .13599 89 

Total .4270 .13827 178 

Three Exposures Creative .5870 .11632 83 

Normal .5588 .12533 83 

Total .5729 .12137 166 

Total Creative .4956 .15592 172 

Normal .4992 .14279 172 
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Descriptive Statistics (Continued) 

 Level of Ad Exposure Ad-Type  Mean Std. Deviation N 

  Total .4974 .14929 344 

Aided Advertisement Recall Single Exposure Creative .2949 .12132 89 

Normal .3251 .13405 89 

Total .3100 .12838 178 

Three Exposures Creative .5387 .13969 83 

Normal .5033 .13439 83 

Total .5210 .13780 166 

Total Creative .4125 .17848 172 

Normal .4111 .16089 172 

Total .4118 .16967 344 

 
Tests of Between-Subjects Effects 

Source Dependent Variable 

Type III Sum 

of Squares df 

Mean 

Square F Sig. 

Partial Eta 

Squared 

ExpsrLevel Unaided Brand Recall 1.221 1 1.221 72.685 .000 .176 

Unaided Advertisement Recall 1.402 1 1.402 74.157 .000 .179 

Aided Brand Recall 1.831 1 1.831 108.566 .000 .242 

Aided Advertisement Recall 3.824 1 3.824 218.210 .000 .391 

TypeofAd Unaided Brand Recall .118 1 .118 7.008 .008 .020 

Unaided Advertisement Recall .000 1 .000 .025 .875 .000 

Aided Brand Recall .001 1 .001 .031 .860 .000 

Aided Advertisement Recall .001 1 .001 .033 .857 .000 

Expsr Level  

       *  

Type of Ad 

Unaided Brand Recall .192 1 .192 11.399 .001 .032 

Unaided Advertisement Recall .104 1 .104 5.480 .020 .016 

Aided Brand Recall .081 1 .081 4.791 .029 .014 

Aided Advertisement Recall .092 1 .092 5.269 .022 .015 

Total Unaided Brand Recall 55.722 344     

Unaided Advertisement Recall 40.048 344     

Aided Brand Recall 92.754 344     

Aided Advertisement Recall 68.208 344     

a. R Squared = .210 (Adjusted R Squared = .203) , b. R Squared = .190 (Adjusted R Squared = .183), c. R 
Squared = .250 (Adjusted R Squared = .244), d. R Squared = .397 (Adjusted R Squared = .391) 
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APPENDIX H - SPSS Results of Multivariate Analysis of 

Variance (MANOVA): Effects of Advertisement Type on 

Attitude and Purchase Intent in single Exposure 

Box's Test of Equality of Covariance Matricesa 

Box's M 2.207 

F .365 

df1 6 

df2 1023068.042 

Sig. .902 

Tests the null hypothesis that the observed covariance matrices of the dependent variables are equal 
across groups. 

a. Design: Intercept + AdType 

 

Multivariate Testsb 

Effect Value F Hypothesis df Error df Sig. Partial Eta Squared 

AdType Pillai's Trace .026 3.312a 3.000 374.000 .020 .026 

Wilks' Lambda .974 3.312a 3.000 374.000 .020 .026 

Hotelling's Trace .027 3.312a 3.000 374.000 .020 .026 

Roy's Largest Root .027 3.312a 3.000 374.000 .020 .026 

 

Levene's Test of Equality of Error Variancesa 

 F df1 df2 Sig. 

Mean Advertisement 

Attitude 

.013 1 376 .910 

Mean Brand Attitude 1.040 1 376 .308 

Mean Purchase Intent .181 1 376 .670 

 

Descriptive Statistics 

 Ad Type Mean Std. Deviation N 

Mean Advertisement Attitude Creative 4.6222 1.02351 191 

Normal 4.9599 1.07223 187 

Total 4.7892 1.06007 378 

Mean Brand Attitude Creative 4.6876 .89549 191 

Normal 4.7995 .86605 187 

 



                                                Creative Advertising and its Effectiveness 

 

274

Descriptive Statistics (Continued) 

 Ad Type Mean Std. Deviation N 

 Total 4.7429 .88166 378 

Mean Purchase Intent Creative 4.3054 1.53186 191 

Normal 4.4884 1.45390 187 

Total 4.3959 1.49463 378 

 

Tests of Between-Subjects Effects 

Source Dependent Variable 

Type III Sum 

of Squares df Mean Square F Sig. 

Partial Eta 

Squared 

Corrected 

Model 

Mean Advertisement Attitude 10.778a 1 10.778 9.815 .002 .025 

Mean Brand Attitude 1.182b 1 1.182 1.523 .218 .004 

Mean Purchase Intent 3.164c 1 3.164 1.418 .234 .004 

Ad Type Mean Advertisement Attitude 10.778 1 10.778 9.815 .002 .025 

Mean Brand Attitude 1.182 1 1.182 1.523 .218 .004 

Mean Purchase Intent 3.164 1 3.164 1.418 .234 .004 

Total Mean Advertisement Attitude 9093.778 378     

Mean Brand Attitude 8796.361 378     

Mean Purchase Intent 8146.778 378     

 

APPENDIX I - SPSS Results of Multivariate Analysis of 

Variance (MANOVA): Effects of Advertisement Type on 

Attitude and Purchase Intent in Three Exposures 

 

Box's Test of Equality of Covariance Matricesa 

Box's M 5.580 

F .923 

Df1 6 

Df2 1210875.772 

Sig. .477 

Tests the null hypothesis that the observed covariance matrices of the dependent variables are equal across groups.

a. Design: Intercept + AdType 
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Multivariate Testsb 

Effect Value F Hypothesis df Error df Sig. 

Partial Eta 

Squared 

AdType Pillai's Trace .033 4.655a 3.000 409.000 .003 .033 

Wilks' Lambda .967 4.655a 3.000 409.000 .003 .033 

Hotelling's Trace .034 4.655a 3.000 409.000 .003 .033 

Roy's Largest Root .034 4.655a 3.000 409.000 .003 .033 

a. Exact statistic 

b. Design: Intercept + AdType 

 

Descriptive Statistics 

 Advertisement Type Mean Std. Deviation N 

Mean Advertisement Attitude Creative Ad 5.6878 1.05965 213 

Normal Ad 5.2808 1.15380 200 

Total 5.4907 1.12350 413 

Mean Brand Attitude Creative Ad 5.3803 .91209 213 

Normal Ad 5.1833 .92954 200 

Total 5.2849 .92473 413 

Mean Purchase Intent Creative Ad 5.1189 1.48099 213 

Normal Ad 4.8600 1.48860 200 

Total 4.9935 1.48853 413 

 

Tests of Between-Subjects Effects 

Source Dependent Variable 

Type III Sum 

of Squares df 

Mean 

Square F Sig. 

Partial Eta 

Squared 

Corrected Model Mean Advertisement Attitude 17.083a 1 17.083 13.959 .000 .033 

Mean Brand Attitude 4.001b 1 4.001 4.721 .030 .011 

Mean Purchase Intent 6.916c 1 6.916 3.137 .077 .008 

AdType Mean Advertisement Attitude 17.083 1 17.083 13.959 .000 .033 

Mean Brand Attitude 4.001 1 4.001 4.721 .030 .011 

Mean Purchase Intent 6.916 1 6.916 3.137 .077 .008 

Error Mean Advertisement Attitude 502.965 411 1.224    

Mean Brand Attitude 348.308 411 .847    

Mean Purchase Intent 905.956 411 2.204    
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Tests of Between-Subjects Effects (Continued) 

Source Dependent Variable 

Type III Sum 

of Squares df 

Mean 

Square F Sig. 

Partial Eta 

Squared 

Total Mean Advertisement Attitude 12971.167 413     

Mean Brand Attitude 11887.500 413     

Mean Purchase Intent 11211.222 413     

Corrected Total Mean Advertisement Attitude 520.048 412     

Mean Brand Attitude 352.309 412     

Mean Purchase Intent 912.872 412     

a. R Squared = .033 (Adjusted R Squared = .030) 

b. R Squared = .011 (Adjusted R Squared = .009) 

c. R Squared = .008 (Adjusted R Squared = .005) 

 
 

Levene's Test of Equality of Error Variancesa 

 F df1 df2 Sig. 

Mean Advertisement Attitude 2.870 1 411 .091 

Mean Brand Attitude .271 1 411 .603 

Mean Purchase Intent .074 1 411 .786 

Tests the null hypothesis that the error variance of the dependent variable is 
equal across groups. 

a. Design: Intercept + AdType 

 

APPENDIX J - SPSS Results of Multivariate Analysis of 

Variance (MANOVA): Interactive Effects of Adv-Exposure 

Levels (Single Vs Three Exposures) on Attitude and 

Purchase Intent 

Box's Test of Equality of Covariance Matricesa 

Box's M 10.165 

F .561 

df1 18 

df2 2147223.312 

Sig. .929 
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Multivariate Testsb 

Effect Value F Hypothesis df Error df Sig. 

Partial Eta 

Squared 

Intercept Pillai's Trace .975 10373.828a 3.000 785.000 .000 .975 

Wilks' Lambda .025 10373.828a 3.000 785.000 .000 .975 

Hotelling's Trace 39.645 10373.828a 3.000 785.000 .000 .975 

Roy's Largest Root 39.645 10373.828a 3.000 785.000 .000 .975 

AdExposure Pillai's Trace .116 34.503a 3.000 785.000 .000 .116 

Wilks' Lambda .884 34.503a 3.000 785.000 .000 .116 

Hotelling's Trace .132 34.503a 3.000 785.000 .000 .116 

Roy's Largest Root .132 34.503a 3.000 785.000 .000 .116 

AdType Pillai's Trace .001 .172a 3.000 785.000 .915 .001 

Wilks' Lambda .999 .172a 3.000 785.000 .915 .001 

Hotelling's Trace .001 .172a 3.000 785.000 .915 .001 

Roy's Largest Root .001 .172a 3.000 785.000 .915 .001 

AdExposure * AdType Pillai's Trace .029 7.822a 3.000 785.000 .000 .029 

Wilks' Lambda .971 7.822a 3.000 785.000 .000 .029 

Hotelling's Trace .030 7.822a 3.000 785.000 .000 .029 

Roy's Largest Root .030 7.822a 3.000 785.000 .000 .029 

a. Exact statistic 

b. Design: Intercept + AdExposure + AdType + AdExposure * AdType 

 
 
 

Descriptive Statistics 

 Ad Exposure Level Ad Type Mean Std. Deviation N 

Mean Advertisement Attitude Single Exposure Creative 4.6222 1.02351 191 

Normal 4.9599 1.07223 187 

Total 4.7892 1.06007 378 

Three Exposures Creative 5.6878 1.05965 213 

Normal 5.2808 1.15380 200 

Total 5.4907 1.12350 413 

Total Creative 5.1840 1.16975 404 

Normal 5.1258 1.12521 387 

Total 5.1555 1.14782 791 
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Descriptive Statistics (Continued) 

 Ad Exposure Level Ad Type Mean Std. Deviation N 

Mean Brand Attitude Single Exposure Creative 4.6876 .89549 191 

  Normal 4.7995 .86605 187 

Total 4.7429 .88166 378 

Three Exposures Creative 5.3803 .91209 213 

Normal 5.1833 .92954 200 

Total 5.2849 .92473 413 

Total Creative 5.0528 .96726 404 

Normal 4.9978 .91857 387 

Total 5.0259 .94355 791 

Mean Purchase Intent Single Exposure Creative 4.3054 1.53186 191 

Normal 4.4884 1.45390 187 

Total 4.3959 1.49463 378 

Three Exposures Creative 5.1189 1.48099 213 

Normal 4.8600 1.48860 200 

Total 4.9935 1.48853 413 

Total Creative 4.7343 1.55741 404 

Normal 4.6804 1.48174 387 

Total 4.7080 1.52013 791 

 
 

Tests of Between-Subjects Effects 

Source Dependent Variable 

Type III Sum 

of Squares df Mean Square F Sig. 

Partial Eta 

Squared 

Corrected Model Mean Advertisement Attitude 124.977a 3 41.659 35.798 .000 .120 

Mean Brand Attitude 63.153b 3 21.051 25.879 .000 .090 

Mean Purchase Intent 80.564c 3 26.855 12.112 .000 .044 

AdExposure Mean Advertisement Attitude 94.811 1 94.811 81.473 .000 .094 

Mean Brand Attitude 57.152 1 57.152 70.260 .000 .082 

Mean Purchase Intent 69.262 1 69.262 31.238 .000 .038 

AdType Mean Advertisement Attitude .236 1 .236 .203 .652 .000 

Mean Brand Attitude .357 1 .357 .439 .508 .001 

Mean Purchase Intent .284 1 .284 .128 .720 .000 
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Tests of Between-Subjects Effects (Continued) 

Source Dependent Variable 

Type III Sum 

of Squares df Mean Square F Sig. 

Partial Eta 

Squared 

AdExposure * AdType Mean Advertisement Attitude 27.348 1 27.348 23.501 .000 .029 

Mean Brand Attitude 4.703 1 4.703 5.781 .016 .007 

Mean Purchase Intent 9.632 1 9.632 4.344 .037 .005 

Total Mean Advertisement Attitude 22064.944 791     

Mean Brand Attitude 20683.861 791     

Mean Purchase Intent 19358.000 791     

Corrected Total Mean Advertisement Attitude 1040.818 790     

Mean Brand Attitude 703.330 790     

Mean Purchase Intent 1825.540 790     

a. R Squared = .120 (Adjusted R Squared = .117), b. R Squared = .090 (Adjusted R Squared = .086) , c. R Squared = 
.044 (Adjusted R Squared = .040) 

 

APPENDIX K - SPSS Results of Reliability Analysis of 

Advertisement Attitude, Brand Attitude and Purchase Intent 

(Single Exposure) 

 

Reliability Statistics 

Advertisement Attitude 
 Reliability Statistics 

Brand Attitude 
 Reliability Statistics 

Purchase Intent 

Cronbach's 

Alpha N of Items 

 Cronbach's 

Alpha N of Items 

 Cronbach's 

Alpha 

N of 

Items 

.851 6  .774 6  .824 3 

 

APPENDIX L - SPSS Results of Reliability Analysis of 

Advertisement Attitude, Brand Attitude and Purchase Intent 

(Three Exposures) 

 
Reliability Statistics 

Advertisement Attitude 
 Reliability Statistics 

Brand Attitude 
 Reliability Statistics 

Purchase Intent 

Cronbach's 

Alpha N of Items 

 Cronbach's 

Alpha N of Items 

 Cronbach's 

Alpha 

N of 

Items 

.872 6  .802 6  .860 3 
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APPENDIX M - Manipulation Check for selection of 

Television Program having Neutral Effects on Participants’ 

Mood   

Group Statistics 

 Exposure Level N Mean Std. Deviation Std. Error Mean 

Mean 

MOOD 

Single Exposure 89 3.4869 1.08602 .11512 

Three Exposures 83 3.2570 .99637 .10937 

 
Independent Samples Test 

  Levene's Test for Equality of 

Variances t-test for Equality of Means 

  F Sig. t df Sig. (2-tailed) 

Mean MOOD Equal variances assumed 3.121 .079 1.443 170 .151 

Equal variances not 

assumed 
  

1.448 169.957 .150 

 

APPENDIX N - Manipulation Check for Research 

Participants’ Familiarity with the Advertisements and 

Brands 

Group Statistics 

 level of exposure N Mean Std. Deviation Std. Error Mean 

Brand Familiarity Single Ad-Exposure 364 1.98 .989 .052 

Three Ad-Exposures 446 2.10 1.133 .054 

Ads Familiarity Single Ad-Exposure 364 3.11 1.805 .095 

Three Ad-Exposures 446 3.25 1.863 .088 

 

Independent Samples Test 

  Levene's Test for 

Equality of Variances t-test for Equality of Means 

    

  
F Sig. t df 

Sig. (2-

tailed) 
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Independent Samples Test (Continued) 
 

Brand Familiarity Equal variances assumed 12.739 .000 -1.530 808 .127 

Equal variances not 

assumed 
  

-1.551 804.328 .121 

Ads Familiarity Equal variances assumed 2.264 .133 -1.085 808 .278 

Equal variances not 

assumed 
  

-1.088 784.747 .277 

 


